
BACHELOR THESIS

The Impact of Music in Television
Advertising

Angela Sarah Franziska Freiin Kreß von Kreßenstein
Kathrin Schauppel

2014

Bachelor of Arts
Business Administration

Luleå University of Technology
Institutionen för ekonomi, teknik och samhälle



Acknowledgements  
 

 
 
 

Acknowledgements 
 
 
 

This thesis represents the last theoretical contribution to our European Double Degree in 

International Management at both, the Augsburg University of Applied Sciences, Germany 

and the Luleå University of Technology, Sweden. The study was conducted during the 

spring term 2014 in Luleå. Doing this research, we gained a deeper insight into the area of 

music use in television advertising. Even though the last months were stressful and we 

sometimes came close to our limitations, the chosen topic matched our interests and 

therefore motivated us to stay focused. Moreover, the valuable discussions and inputs 

enriched our study-related and personal progress. 

 

We would like to thank the people who support us during the last couple of months, either 

directly or indirectly. First of all, we would like to thank our supervisor, Mana Farshid. 

Without her this thesis would not have been possible. She supported us throughout the 

whole process of doing this research, not only through her specialized expertise but also 

with her helpful advices and good mood at any time. Furthermore, we would like to thank 

Tim Foster for guiding us towards our chosen topic. We also want to thank Prof. Dr. 

Wolfram Schönfelder who supported our writing process at the University of Applied 

Sciences in Augsburg. 

 

Last but not least, we want to thank the participants of our case study for the valuable 

data that we got from the interviews and for the good time while conducting the case 

study. Our final gratitude belongs to our families and friends who supported us throughout 

every stage of the thesis with their encouragements, patience and coffee. 

 
 
 
 

Luleå, May 2014 
 

 

Angela Kress von Kressenstein & Kathrin Schauppel 



Abstract  
 
 
 
 

Abstract. Nowadays, consumers are exposed to a growing volume of television 

advertisements, most of them incorporating music. The challenge for companies is to 

compete for viewers’ attention within a few seconds of advertising. One way of achieving 

this attention is through music. For this reason, the purpose of this research was to 

investigate  what  impact  the  use  of  music  in  television  advertising  can  have  on  a 

consumer’s brand attitude. 

 

In  order  to  gain  insight  into  the  relationships  between  music  components  and  a 

consumer’s attitude towards the music as well as between the attitude towards the 

advertising music and attitude towards the brand, a qualitative research approach was 

pursued. More specifically, a case study and related interviews were conducted with 18 

undergraduate students. Their statements were evaluated in order to answer the research 

questions. 

 

The findings of this study show that music components can have an influence on attitude 

towards the music. However, it is not likely that only one single component forms the 

attitude. Moreover, a relationship between a consumer’s attitude towards the advertising 

music and attitude towards the brand exists, but other elements of the ad might influence 

attitude towards the brand, additionally. The results suggest the need for further research 

in this area to investigate other contributing components to a consumer’s attitude towards 

the brand. 

 

Keywords: music, music components, television advertising, attitude towards the music 
 

(Aam), attitude towards the advertisement (Aad), attitude towards the brand (Ab) 
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1 Introduction 
 
 

The first chapter will start with an overview over the area of the use of music in television 

commercials. Furthermore, definitions on the most relevant terms used will be given. 

Following, a problem discussion on popular music in television advertisement and its 

potential impact on customers will be provided. This problem discussion will lead to the 

purpose of this thesis and the related research questions within the field of the thesis 

topic. The chapter will conclude with an outline of the further thesis structure. 

 
 
 
 

1.1 Background 
 

 

Nowadays, consumers are exposed to a growing volume of television advertisements. A 

challenge for advertisers is therefore to capture the viewer’s attention within only a few 

seconds (Krugman, 1988). When watching television commercials spectators are often 

simultaneously and partly involuntarily exposed to music and the actual video (Craton & 

Lantos, 2011). The advertisement for “Golf”, a car produced by the German company 

“Volkswagen AG”, is only one example for a common advertising approach, using the 

song “People are People” by Depeche Mode 

(http://www.youtube.com/watch?v=hgsjcL0Xjl4). Despite different research findings on the 

impact of music use in television advertising the number of commercials including music is 

increasing. (Craton & Lantos, 2011; Bruner & Gordon, 1990) “Music, when used 

appropriately, is the catalyst of advertising” (Hecker, 1984). Therefore, it is crucial for 

marketers to find out what appropriate music is. 

 

However, advertisers do not all make use of the same kind of music. Therefore, a 

distinction between different types of music has to be made: Foreground versus 

background music and the use of popular music versus special creations for a single 

advertisement.  “Foreground  music  is  an  integral  part  of  the  commercial,  playing  a 

thematic, message-enhancing role. Such music tends to be attention-getting, distinctive, 

likely to be part of an affect-based commercial, and probably relies on lyrics” (Lantos & 

Craton, 2012, p. 26). This could for example be a jingle, lyrics that support the ad's 

message or instrumental music with little voiceover. Background music in contrast is more 

likely  solely  instrumental  and  reserved  which  means  it  could  have  less  influence. 

Secondly, advertisers can decide whether to use a famous song (originally or adapted) or 

to  instruct  someone  to  composite music  especially for  the  advertisement.  (Lantos  & 

Craton, 2012) Middleton (1990) defined popular music as “well-favored music for ordinary 

http://www.youtube.com/watch?v=hgsjcL0Xjl4
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people” (cited in Chou & Lien, 2010, p. 315). Furthermore, Allan (2006) saw popular music 

as a crucial part of mass communication since it can polarize people. 

 

Although music is said to add value to consumers’ attraction to a TV commercial there are 

various different effects that can be seen when adding music to an advertisement (Stout, 

Leckenby & Hecker, 1990). These effects could have a major impact on a consumer’s 

behavior and product preferences (Gorn, 1982). The impact of the effects of the music 

used depends partly on the involvement of a consumer with a specific advertisement 

(Park & Young, 1986). Involvement can be defined as “the degree of personal relevance 

or importance” (Park & Young, 1986, p. 11). The level of involvement can be subdivided 

into high and low involvement. Depending on the level of involvement consumers process 

an advertisement differently, message-based or non-message based, respectively. 

(MacInnis & Park, 1991; Bozman, Mueling & Pettit-O'Malley, 2011) 

 

High and low involvement can further be distinguished into cognitive and affective 

components of involvement (Lantos & Craton, 2012). Cognitive involvement arises from 

utilitarian motives which indicate that a consumer is focused on product features and 

information.  Affective  involvement,  on  the  other  hand,  is  created  if  value-expressive 

motives are used. (Park & Young, 1986) Those could for example be emotions, memories 

and mood. The use of music, mentioned in the paragraph above, can either have a 

positive, negative or neutral influence on a consumer. This influence could result from 

classical  conditioning.  When  classically  conditioned  the  consumer  might  develop  its 

attitude towards the advertisement (Aad) according to its attitude towards the advertising 

music (Aam). Hence, this could influence the overall attitude towards the brand (Ab) as 

perceived by a consumer. (Lantos & Craton, 2012; Gorn, 1982) The abbreviations for the 

attitude towards the advertising music (Aam), attitude towards the ad (Aad) and attitude 

towards the brand (Ab) will be used throughout this thesis. Moreover, the term music will 

always refer to a music used in an advertisement. 

 

All in all, taking into account the various factors of music in television commercials it is 

important for companies to select carefully which music to play in their advertisement in 

order to capture attention and increase awareness for their product. Therefore, knowledge 

about potential customers as well as about psychological effects could be crucial. 
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1.2 Problem Discussion 
 

 

Since the beginning of the distribution of commercials via television, music has been one 

of the most frequently used attributes. Nowadays, many companies use music in their 

television advertising. For example, in the United States 86% of prime-time television ads 

contain some kind of music. However, only 14% of these ads incorporate popular music. 

(Allan, 2008) Other studies found that only 4.8% of commercials (the study examined 

1,000 TV ads) use music to support the delivered message (Steward & Furse, 1986 cited 

in ibid). Appelbaum and Halliburton stated in their research that 89% of international 

commercials make use of music (cited in Allan, 2008). 

 

Besides other factors the effect of personal attitude towards music on product preferences 

has been tested. (Gorn, 1982) People use music to express their feelings and values as 

well as to show the identity of their own personality and the group they belong to (North & 

Hargreaves, 1999 cited in Lantos & Craton, 2012). Personal attitude towards music can 

therefore influence product preferences and brand choice. Furthermore, Ab could finally 

influence consumers’ purchase intention and brand choice. It could therefore be critical for 

marketers to analyze the relationship between Aam and Ab. A company that wants to sell 

its product or service to potential customers needs to make sure that customers’ attitude 
 

towards its brand is positive. (Lantos & Craton, 2012) 
 

 

A consumer’s Aam could differ according to various components of music. These 

components can be subdivided into listening situation, musical stimulus, listener’s 

characteristics and strategies a consumer uses to process the advertisement. Listening 

situation involves factors like program content and voluntary versus involuntary exposure. 

Musical stimulus deals for example with the type of music, tempo, rhythm, melody, volume 

and the use of lyrics. Listeners’ characteristics incorporate social class, age and gender, 

for example. Strategies of processing an advertisement include involvement, ad-message 

and the processing route as mentioned in the background section. Depending on how 

these different music components are used in an ad consumers’ Ab might differ. It can 

therefore be crucial for practitioners to select the right combination of components and 

consider each of the factors involved. (Lantos & Craton, 2012) Stout and Leckenby (1988) 

found that the melody was one of the most influencing factors when testing a consumer’s 

respond to TV commercials (cited in Lantos & Craton, 2012) 

 

One music style advertisers could use is popular music as defined in the introduction 

section. An influencing component of Aam when using popular music is the use of lyrics. 
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(Lantos & Craton, 2012) As stated above only 4.8% of advertisers support the actual 

message of the commercial through song lyrics. Lyrics can have an important influence on 

a  consumer’s  response  -  both  cognitive  and  affective  (Chou  &  Lien,  2010).  How 

customers respond to the music depends, among other aspects, on their involvement as 

described in MacInnis and Park (1991). Customer involvement with an advertisement can 

be either high or low. Depending on the level of involvement the fit of music could have a 

different effect on a customer’s ultimate attitude towards the brand. (MacInnis & Park, 

1991) The authors further define “fit [...] as consumers' subjective perceptions of the 

music's relevance or appropriateness to the central ad message” (MacInnis & Park, 1991, 

p. 162). 

 

Customers’ involvement with and recall of an advertisement could be dependent on the 

lyrics of the music used. However, lyrics used for commercials are not always original but 

can also be adapted to achieve a greater fit with the commercial message. (Allan, 2008) 

The following examples will provide different use of lyrics. One example for changed lyrics 

is the “Pepsi” advertisement from 1983, adapting Michael Jackson’s song “Billie Jean” 

(http://www.youtube.com/watch?v=po0jY4WvCIc). The adapted lyrics tell about the “New 

Pepsi Generation” and therefore support Pepsi’s “New Generation” campaign. (Herrera, 

2009) The goal of the company was to use the “king of pop” to “make Pepsi look young 

and Coke look old” (ibid). This lyric replacement technique in advertising is growing, yet 

little research has been done on it (Allan, 2008). 

 

Besides the “king of pop” the “queen of pop” (Madonna) has also cooperated with Pepsi. 

In 1989 Pepsi released a television spot using Madonna’s song “Like a prayer” 

(http://www.youtube.com/watch?v=h8qtsUaoVak). The new single was used in the Pepsi 

commercial even before Madonna’s album was actually released. (Klein, 2008) However, 

compared to the advertisement using Michael Jackson’s “Billie Jean” this time original 

lyrics were taken. Serafine, Crowder and Repp argued “that an original melody or text is 

better recognized when paired with the original melody or text” (cited in Allan, 2008, p. 

405). Madonna not only sold the rights to use her songs in commercials to Pepsi, but also 

to various other companies including Windows 

(http://www.youtube.com/watch?v=myrE7yvOQ1s), Estée Lauder 

(http://www.youtube.com/watch?v=0NdDaxzXRlM)                 and GAP 

(http://www.youtube.com/watch?v=w-XA2lsbgjA) (Chou & Lien, 2010). As Allan (2006) 

stated original lyrics could be more effective when it comes to attention and related recall 

ability since the change of lyrics might distract the listener. 

http://www.youtube.com/watch?v=po0jY4WvCIc
http://www.youtube.com/watch?v=h8qtsUaoVak
http://www.youtube.com/watch?v=myrE7yvOQ1s
http://www.youtube.com/watch?v=0NdDaxzXRlM
http://www.youtube.com/watch?v=w-XA2lsbgjA
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A  third  possibility  -  besides  original  and  adapted  lyrics  -  would  be  to  embed  the 

instrumental version of a popular song into a commercial; completely leaving out the 

lyrics. This might have different effects on the consumer’s ability to recall the commercial 

after watching the advertisement. If the person watching the ad knows the song he or she 

is more likely to sing along when the song is played without lyrics. This might cause 

greater involvement with the ad and therefore lead to better recall of the commercial and 

brand later on. For people who do not know the song it is easier to remember the 

commercial and the song when hearing it with lyrics. (Roehm, 2001) 

 

In the past, different researchers have investigated the relationship between attitude 

towards the ad (Aad) and Ab. However, little research has been done to examine the 

influence of music factors on a consumer’s Aam. This variable was first introduced by 

Craton and Lantos (2011) to show how music can play an important role in influencing a 
 

customer’s overall Aad. 
 

 

Even though the arguments given above indicate great use of music as an executional 

cue the authors of this thesis see a need for further investigation on which use of music 

could have a positive or negative effect on customers and therefore ultimately lead to 

positive or negative brand attitudes. Regarding this relationship it would be particularly 

interesting to find out what factors of music influence a customer’s perception of and 

involvement with the commercial. Further research could help companies to optimize the 

use of music in their television commercials. 

 
 
 
 

1.3 Purpose and Research Questions 
 

 

The purpose of this paper is to gain a deeper understanding of the relationship between 

the components of music used in television advertising and a customer’s attitude towards 

the music (Aam). Furthermore, it is of interest how the relationship between Aam and the 

overall attitude towards the brand (Ab) can be described. This study is meant to point out 

the  positive  and  negative  effects  that  various  musical  components  can  have  on 
 

customers’ perception of the brand. 
 

 

Although  several  studies  about  the  relationship  between  Aam   and  Ab  have  been 

conducted, findings varied. They also showed that the relationship can differ according to 

the involvement of viewers. (Craton & Lantos, 2011; Lantos & Craton, 2012; Bruner & 
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Gordon, 1990) These findings indicate that further research in this area is needed. This 

study is a first attempt to fill this research gap. In order to investigate this problem the 

following research questions are stated: 

 

Research Question 1: How can the relationship between the music components and a 
 

customer’s Aam be described? 
 

 

Research Question 2: How can the relationship between Aam and Ab be described? 
 

 
 
 
 

1.4 Outline of the Thesis 
 

 

The following thesis consists of seven chapters in total. Figure 1 shows the outline of this 

thesis. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

. 
 

 
Figure 1: Outline of the Thesis 

 

 
 

As shown in Figure 1 the thesis starts with an introduction. This introduction includes a 

short background of the topic as well as a problem discussion which leads to the purpose 

and  related  research  questions.  Chapter  two  will  provide  and  analyze  topic  related 
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theories  and  models  that  could  help  answering  the  determined  research  questions. 

Chapter three, the frame of references, will pick up the theories and models from chapter 

two that will best answer the research questions. In chapter four the method for the data 

collection will be described. The authors will provide their idea of how to collect and 

analyze the data. Within chapter five the collected data will be presented and following 

analyzed in chapter six. The thesis will conclude with a chapter on findings and 

conclusions. The authors will answer the research question in chapter seven and 

additionally give implications for future research within the area of music in television 

advertising. 
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2 Literature Review 
 
 

In  this  section  the  authors  will  review  different  models  and  theories  from  already 

conducted research. The first part of the chapter will provide definitions for the most 

relevant terms used in the research. The chapter will continue with models and theories 

that could help to answer the first research question “How can the relationship between 

the music components and a customer’s Aam be described?”. The third part will analyze 

models and theories that could help to answer the second research question “How can 

the relationship between Aam and Ab be described?”. 

 
 
 
 

2.1 Definitions 
 

 

The following paragraph will give short definitions on the most relevant terms describing 

the research questions. Table 1 gives an overview over these terms. 

 
 
 

Table 1: Definitions of Terms 
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Table 1 shows the findings of different researchers of various components that can 

influence consumers (Lantos & Craton, 2012; MacInnis & Park, 1991; Chou & Lien, 2010). 

An important component of a song could for example be lyrics since “music can help 

immensely by literally singing about an attribute or benefit” (Hecker, 1984, p. 5 of 6). 

Hecker (1984) further explained that “music may well be the single most stimulating 

component of advertising” (p. 3) and that “when used appropriately, it is the catalyst of 

advertising” (p. 7). However, music components can also create non-verbal emotions that 

could be connected to a product or brand (Hecker, 1984). 

 

Another important aspect related to the research of this paper is attitude. Consumers 

could form an attitude towards the music used in advertisements (Aam), towards the 

advertisement itself (Aad) or towards the brand (Ab). Those attitudes could further be 

related. (Lantos & Craton, 2012) Craton and Lantos (2011) argued that attitude towards 

the music in its simplest form is the same as “music appeal” (p. 401). Allan (2007) defined 

“music appeal as the extent of liking or disliking of a musical stimulus at a particular point 

of time” (cited in Lantos & Craton, 2012, p. 25). Aam is also defined as “a significant 

component of Aad that can help guide an analysis of potential consumer responses to 

advertising music” (Craton & Lantos, 2011, p. 397). This definition shows the relationship 

between Aam and Aad. Aad itself is referred to as “an individual’s evaluation of and/or 

affective feelings about an advertisement” (Park and Young, 1986). Lutz (1985) further 

defined Aad as a “predisposition to respond in a favorable or unfavorable manner to a 

particular advertising stimulus during a particular exposure occasion” (cited in Craton & 

Lantos, 2011, p. 400). Finally, Ab can be seen as the sum of “attempts to influence brand 

choice by engendering favorable consumer attitudes toward the advertised brand. This is 

done by structuring ads to influence consumers’ beliefs and evaluations regarding the 

favorable consequences of consuming the brand.” (Shimp, 1981, p. 9) Craton and Lantos 

(2011) found out that “distinctive music that is viewed favorably (unfavorably) will help to 

positively (negatively) differentiate the brand” (p. 402). Aad was introduced conceptually as 

an important mediator of Ab, purchase intention, and eventual brand choice by Shimp 

(1981),  and  this  was  confirmed  empirically  by  Mitchell  and  Olson  (1981).  It  is  now 

generally believed that Aad affects Ab (Craton & Lantos, 2011). 

 

All in all, music in advertising could help to make an audience interested in a commercial 

and brand and also help to maintain the interest (Hecker, 1984; Kellaris, Cox & Cox, 

1993). When a company uses music in their commercials, this music can only create a 

specific meaning when it is linked to the brand (Zuh and Meyers-Levy, 2005 cited in 
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Craton & Lantos, 2011, p. 399). Hence, it is important for advertisers to actually think 

about the music they use in their advertisements in order to keep a consumer’s brand 

attitude high. 

 
 
 
 

2.2 Basic Theories 
 

 

The authors of this thesis found out that two different theories form the basis for nearly all 

the  models  shown  below.  These  theories  can  be  found  in  existing  literature.  Other 

theories that might only be valid for certain models will be explained in accordance with 

the analysis of the model. The two theories that will be explained in the following are the 

classical conditioning approach and the affective/cognitive response approach. 

 
 
 

2.2.1 Classical Conditioning Approach 
 

 

Different  aspects  of  music  have  been  subject  to  research  during  the  past  decades. 

Besides other factors the effect of personal attitude towards music on product preferences 

has been tested. Gorn (1982) stated in his research that an unconditioned stimulus (e.g. 

pleasant music or attractive colors) can be associated with a conditioned stimulus (e.g. 

the advertised product). “Classical conditioning suggests that positive attitudes towards an 

advertised product (conditioned stimuli) might develop through its association in a 

commercial with other stimuli, that are reacted to positively (unconditioned stimuli)” (Gorn, 

1982, p. 94). However, disliking of music could also transfer to attitude towards a brand, 

making it disliked. Through classical conditioning advertisers could stimulate a consumer’s 

Ab and hence choice behavior. (Gorn, 1982) 

 

Classical conditioning is generally accepted as a valid process. Nevertheless, Gorn (1982) 

stated that several problems may arise. First of all, in order for conditioning to take place 

the listener has to be aware of the unconditioned stimuli to transfer the related feelings to 

the conditioned stimuli. However, this awareness could lead to a feeling of pressure 

among consumers to think positively about the product and/or brand. (Fishbein and Ajzen, 

1975 cited in Gorn, 1982) A second problem that could occur is a lack of awareness. 

Consumers  might  think  that  unconditioned  stimuli  are  not  influencing  their  decision 

making. Viewers might believe that their way of thinking is purely rational. They might 

therefore connect e.g. liking of a product simply to information rather than emotional cues, 

e.g.  music  used  in  an  advertisement.  (Gorn,  1982)  The  overall  aim  of  classical 
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conditioning should be that consumers transfer a positive attitude towards the music to the 

brand, making brand attitude also positive. 

 
 
 

2.2.2 Affective/Cognitive Response Approach 
 

 

A second theory that functions as a basis for various models is the cognitive versus 

affective response approach. The theory states that consumers’ responses are dependent 

on their level of involvement with an advertisement. If a consumer has utilitarian motives it 

is most likely that high involvement with the ad is given because the consumer will try to 

make  sense  of  information.  The  quality  of  the  information  communicated  will  then 

influence the consumers’ Aad or/and Ab. High involvement occurs if consumers process an 

advertisement message based, i.e. the attention lies on the functional performance of the 

brand. Low involvement on the other side implies that consumers process an 

advertisement non-message based, i.e. a product or brand might be connected to positive 

or  negative  emotions  evoked  by music. This connection might be transferred to the 

product or brand. (Park & Young, 1986; Petty, Cacioppo & Schumann, 1983; MacInnis & 

Park, 1991) 

 

High  and  low  involvement  can  be  comprised  of  cognitive  and  affective  components 

(Lantos  &  Craton,  2012).  Whether  consumers’  responses  are  cognitive  or  affective 

depends on their motives. Cognitive involvement means that consumers have rather 

utilitarian motives and focus highly on information. If information quality in that case is 

high, consumers are more likely to form an Aam, Aad and Ab. Affective involvement arises if 

viewers have rather value-expressive motives. (Park & Young, 1986) Emotion-laden 

elements, such as music and pictures could influence affective responses and hence 

influence Aam, Aad and Ab (Lantos & Craton, 2012). 

 

Depending on the involvement different processing routes of attitude change might be 

used. Petty, Cacioppo and Schumann (1983) stated that high involvement is linked to the 

central processing route, whereas low involvement leads to peripheral route processing. 

In case of central route processing advertisers should focus on information content 

because of a consumer’s “diligent consideration of information that s/he feels is central to 

the true merits of a particular attitudinal position” (Petty, Cacioppo & Schumann, 1983, p. 

135). Because of consumers’ consideration of information advertisers need to find a 

balanced degree of complexity of their information to keep consumers’ highly involved but 

at the same time prevent viewers from forming counterarguments to the message. (Petty 
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& Cacioppo, 1996, p. 266) In contrast, peripheral route processing influences attitude via 

positive or negative associations with peripheral cues. Music could change Ab by creating 

positive feelings in a low-involvement condition. “In both routes, information or stimuli may 

be conveyed visually, verbally, or in source/message characteristics” (Alpert & Alpert, 

1991, p. 111). 
 

 
 
 
 

2.3 Relationship between Music Components and Aam 
 

 

The following paragraphs will show and analyze different models and theories that could 

help to answer the first research question “How can the relationship between the music 

components and a customer’s Aam be described?”  Some of these models could also 

answer the second research question. However, the authors of this paper regard them as 

more appropriate for the first research question. 

 

 
 

2.3.1 Effects of Fit and Indexicality for Low and High Involvement Consumers 
 

 

MacInnis and Park (1991) found out that certain components of music have an impact on 

attitude towards the music. Figure 2 shows the effects of fit and indexicality for low and 

high involvement consumers on Ab. 
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Figure 2: Effects of Fit and Indexicality for Low- and High-Involvement Consumers 
 

SOURCE: MacInns & Park, 1991, p. 163 
 
 

 
As can be seen in Figure 2 music components, namely indexicality and fit, can influence a 

consumer’s overall Ab. This model is mainly based on the theory of high cognitive and low 

affective consumer involvement as described in section 2.2.2. MacInnis and Park (1991) 

stated that, depending on the level of involvement, indexicality and fit could have different 

influences on Aam and hence on Ab. Aam could be formed through attention to the music 

as well as related emotions. 

 

MacInnis and Park (1991) defined indexicality as “ties to past emotion-laden experiences” 

(p. 161). That means to which extend the music evokes emotion-laden memories and 

experiences for listeners (MacInnis & Park, 1991). Dowling and Harwood (1986) further 

argued that an object and its related emotions can serve as an unconditioned stimulus for 

the music used (conditioned stimulus) (cited in MacInnis & Park, 1991). Furthermore fit is 
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referred to as “consumers’ subjective perceptions of the music’s relevance or 

appropriateness to a central ad message” (MacInnis & Park, 1991, p. 162). 

 
MacInnis and Park (1991) argued that the influences of indexicality and fit on Ab  might 

differ depending on the level of consumers’ involvement, as defined in the introduction of 

this thesis. As Figure 2 shows, effects might be strongly positive (++), positive (+), neutral 

(0), negative (-) or strongly negative (--). Indexicality and fit have a direct impact on 

attention to the music, positive/negative emotions and attention to the message. 

Furthermore, indexicality can also have an indirect influence on positive emotions through 

attention to the music. Together, attention to the music, positive/negative emotions and 

attention  to  the  message  could  influence  a  consumer’s  attitude  towards  the  music 

although this term was later introduced by Lantos and Craton (2011). (MacInnis & Park, 

1991) 
 

 

For low involvement customers indexicality of the music could have a strong positive 

effect on attention to the music and positive emotions. Since MacInnis and Park (1991) 

focused on positive indexicality the influence on negative emotions is said to be neutral. 

Attention to the message is positively affected by indexicality. However, this effect is 

expected to be rather weak since low involvement listeners rather focus on emotional 

cues than the ad message content. Fit is expected to have a neutral effect on attention to 

the music since low involvement customers are said to have little motivation to focus on 

single executional cues and to detect incongruity. This behavior might lead to more 

negative and less positive emotions. High music-message fit might draw some attention to 

the ad message even in a low involvement context. (MacInnis & Park, 1991) 

 

Indexicality might also increase attention to the music although the effect might be weaker 

for high than for low involvement customers. Furthermore, indexicality might have almost 

no effect on positive emotions since highly involved customers focus on processing the 

message. If this process is disturbed through indexicality of the music (arising feelings 

prevent consumers from focusing on the ad information) negative emotions and less 

attention given to the message might occur. (MacInnis & Park, 1991) Park and Young 

(1986) suggested that brand recognition might be higher without any music than with 

music since the music is distracting consumers from message processing. For a high 

involved customer fit would have a neutral effect on attention to music since customers 

focus more on information than on executional cues. As can be seen in Figure 2 fit has a 

highly positive effect on the attention to the message. This means if the music does not fit 

to  an  ad  message  the  consumer  needs  additional  resources  to  compensate  the 



15 

Literature Review  

 

 

 
 
 

incongruity between music and ad message. (MacInnis & Park, 1991) Hecker (1984) also 

stated that music can serve as a “message enhancer” if music-message fit is given. 

Influence of fit on emotion is rather low in a high involvement context. (MacInnis & Park, 

1991) 
 

 

Positive  and  negative  emotions  could  then  further  influence  a  customer’s  Aad   and 

ultimately their Ab. Consumers’ attention to the message is said to influence consumers’ 

beliefs about a brand and hence affect brand attitude. However, brand beliefs about 

brand-attribute performance in the high involvement situation with high music-message fit 

could be especially high since listeners are focused on the message content and are more 

likely to believe what is communicated. (MacInnis & Park, 1991; Lantos & Craton, 2012) 

 
 
 

2.3.2 Effects of Nostalgia and Relevance 
 

 

A second model related to our first research question was brought up by Chou and Lien 

(2010).  They  observed  components  of  music  that  affect  Ab.  Figure  3  shows  the 

relationship between these factors. 

 
 
 

 
 

 
Figure 3: Effects of Nostalgia and Relevance 

 

SOURCE: Chou & Lien, 2010, p. 322 
 
 

 
As Figure 3 shows a song´s nostalgia as well as the relevance of its lyrics could influence 

 

a customer’s Aad  and hence its Ab. Chou and Lien (2010) based their model on the 
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theories of classical conditioning and affective/cognitive response approach. A song’s 

nostalgia could influence valenced nostalgia-related thoughts and mood through classical 

conditioning. Cognitive responses could arise from nostalgia-related as well as from ad 

execution-related thoughts. (Chou & Lien, 2010) Thoughts and mood could further 

influence Aad and therefore Ab. 

 

Belk (1990) defined a song’s nostalgia as “a wistful mood that may be prompted by an 

object, a sense, a smell, or a strain of music” (p.670). Furthermore, nostalgic feelings are 

evoked by memories and experiences connected to the past (Baker & Kennedy, 1994). 

The model above shows that nostalgic songs could influence valenced nostalgia-related 

thoughts  (cognitive  path)  as  well  as  good  mood  (affective  path).  This  means  that 

previously heard old songs could have a greater effect on nostalgia-related thoughts than 

similar new songs. (Chou & Lien, 2010) Lyrics` relevance is referred to as “ the degree of 

match between the lyrics and the advertised product” (Chou & Lien, 2010, p. 317). The 

relevance of a song’s lyrics for listeners could have an influence on valenced ad- 

execution-related thoughts. These thoughts could further increase good mood (Chou & 

Lien, 2010). Chou and Lien (2010) stated that higher relevance of lyrics could “better 

communicate the product attributes and functional consequences of benefits of product 

uses [...] they will be more informative and helpful for consumers to make judgements 

regarding product quality, and thereby generate more positive ad-execution-related 

thoughts” (p. 318). All in all, a song’s nostalgia and the relevance of its lyrics could 

influence consumers’ Aad and hence their Ab through valenced nostalgia-related thoughts, 

good mood and valenced ad-execution-related thoughts which could be seen as attitude 

towards the music. (Chou & Lien, 2010) 

 
 
 

2.3.3 The Model of Consumer Response to Advertising Music 
 

 

Lantos and Craton (2012) stated in their research that different components can influence 

a customer’s Aam. Figure 4 shows the model of consumer response to advertising music. 
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Lantos and Craton (2012) based their model on the theory of classical conditioning and 

affective/cognitive response approach. Music can be seen as the classical conditioning 

variable (Gorn, 1982). Cognitive and affective music components can form a music appeal 

as described below. All in all, different music components can influence Aam as part of Aad 

and hence affect Ab. (Lantos & Craton, 2012) 

 

As can be seen in Figure 4 four variables could influence a consumer’s Aam: listening 

situation, musical stimulus, listener characteristics and advertising processing strategy. 

The listening situation describes the listening environment including ongoing activities 

simultaneously to watching the ad, the social context (e.g. if the listener is working or 

exercising), program content (if the music in the ad fits to the program it is incorporated in) 

and voluntary versus involuntary exposure. (Lantos & Craton, 2012) 

 

Musical  stimulus further describes the characteristics of the music itself. It includes 

factors such as the structural characteristics (e.g. time, pitch, texture, complexity). Time 

includes factors such as tempo, rhythm and duration. Pitch includes tonality, harmony, 

major and minor modality (Stout and Leckenby, 1988 cited in Lantos & Craton, 2012), and 

melody. Texture deals with timber, tone color, orchestration and volume. Complexity 

describes how complex the music is perceived. A second musical stimulus would be 

genre and style. Genre and style can influence Aam  depending on whether a consumer 

likes the genre and style or not (Craton et al., 2008 cited in Lantos & Craton, 2012). A 

musical source (e.g. original or adapted version of a song) is a third musical stimulus. 

Origins can be music composed for an advertisement, original songs used for an 

advertisement or original songs that are adapted in order to fit an advertisement. Original 

composition for the advertisement can have a great effect on Aam through cognitive 

responses since lyrics have a high fit with the advertising message. Using a popular song 

might influence a consumer’s Aam through previous associations with the music. Allan 

(2006) additionally found out that original lyrics can be more effective since changed lyrics 

might irritate the listeners. Craton and Lantos (2011) pointed out that in a cognitive context 

consumers might focus their attention on learning the new lyrics. However, this depends 

on previous emotions connected with the music. If consumers are emotionally connected 

to the music it is better to use original lyrics. The opposite is true if the song has no 

personal significance for the listener. 

 

Another musical stimulus is the role of music. Music can function as foreground or 

background music. Foreground music serves as an integral part of the ad-message since 

it incorporates lyrics that support the message. Background music is most likely to be non- 
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vocal, playing a less distinctive role (Alpert & Alpert, 1991). In general, there is a greater 

risk that foreground music is perceived more negative than background music. This is due 

to the fact that foreground music has a higher direct distinctiveness. Aam  can therefore 

differ depending on the role of music used. Foreground music is more likely to create a 

negative Aam  because a potential lack of music-message fit might bother listeners. The 

last musical stimulus is the artist or performance of an ad. An artist of an advertising 

music should fit the image of the brand. Seeing the artist performing in the advertisement 

could have a positive influence on consumers’ Aam if the gestures are matching the 

emotions of the viewer. (Lantos & Craton, 2012) 

 

The third variable that influences Aam is the individual characteristics of the listener 

including demographic and geographic, cultural and social components. Musical stimuli 

and listeners’ characteristics are interconnected since musical stimuli can vary according 

to different characteristics. The fourth variable that Lantos and Craton (2012) mentioned is 

the advertising processing strategy. It describes the level of viewers’ involvement with 

the advertisement and the related processing route. The processing route is central when 

involvement is high and peripheral when involvement is low as described in the basic 

theories of this thesis. Furthermore, the involvement with the product can be classified into 

cognitive and affective. Last but not least, the type of advertising processing involvement 

can  either  focus  on  ad-message  or  ad-execution.  A  consumer  that  focuses  on  ad- 

message might be attentive to music-message fit, whereas a consumer who focuses on 

ad-execution will more likely be sensitive to the emotional design elements of an ad. 

(Lantos & Craton, 2012) 

 
These four variables just mentioned could influence a consumer’s Aam which is a 

“significant constituent” (Lantos & Craton, 2012, p. 23) of Aad. As can be seen in the figure 

above Aam is comprised of cognitive and affective components. According to Lantos and 

Craton (2012) cognitive elements include the level and persistence of attention to music 

(i.e. how much attention is paid and how long), the depth of processing of music (i.e. how 

deep a consumer involves with the subject), features that create associations and make 

customers remember them, the image suggested by music (e.g. sexy or sophisticated), 

the music perceived as distinctive or not and the perceived music-message fit. Affective 

elements are based on the emotional influences of music on a customer. Affective 

components include emotions evoked by the music used, caused mood, emotional 

memories  and  reactions  among  consumers  connected  to  the  music  and  arousing 
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pleasure. Cognitive as well as affective components can either have a positive, negative 

or neutral influence on Aam. (Lantos & Craton, 2012) 

 

Cognitive and affective components together form an individual “music appeal”. Allan 

(2007) defined “music appeal as the extend of liking or disliking of a musical stimulus at a 

particular point of time” (cited in Lantos & Craton, 2012, p. 25). Lantos and Craton 

themselves defined “music appeal” as Aam and therefore as a multidimensional variable 

as can be seen Figure 4. Aam  as part of Aad further leads to Ab and hence a purchase 

decision and brand choice. However, purchase decision and brand choice could also be 

directly influenced by Aad. (Lantos & Craton, 2012) 

 

 
 
 

2.4 Relationship between Aam and Ab 
 

 

In this section models and theories that could help answering the research question “How 

can the relationship between Aam and Ab be described?” will be displayed and analyzed. 

 

 
 

2.4.1 The Model of Consumer Response to Advertising Music 
 

 

Figure 4, as illustrated in the section above, shows that personal attitude towards music 

can influence product preferences and therefore brand choice. As Lantos and Craton 

(2012) stated the listener’s attitude towards the advertising music (Aam) could influence 

the overall attitude towards the ad (Aad) and in the end affect a consumer’s attitude 

towards the brand (Ab). Furthermore, the Ab could finally influence consumers’ purchase 

intention and brand choice. This model could therefore help marketers to analyze the 

relationship between Aam  and Ab. Figure 4 further shows the relationship between the 

music used in advertisement and Ab incorporating Aad as a mediator. (Lantos & Craton, 

2012)   As   mentioned   in   the  theory   of   classical   conditioning   a   consumer’s   Aam 

(unconditioned stimulus) could influence Ab and make it the conditioned stimulus. This 

conditioning describes a positive relationship between Aam and Ab. (Gorn, 1982) However, 

classical conditioning is most likely to take part in a low affective condition. In a low 

affective condition Aam could also get positive through repeated mere exposure. (Lantos & 

Craton, 2012) 
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The authors of this thesis regard this model as especially suitable to answer both research 

questions. Therefore it is mentioned in the literature review sections of both research 

questions. 

 
 
 

2.4.2 Three Alternative Brand Choice Mechanisms 
 

 

The following model (Figure 5) shows three alternative brand choice mechanisms. The 

model was first brought up by Shimp (1981). 

 
 
 

 
 

Figure 5: Three Alternative Brand Choice Mechanisms 
 

SOURCE: Adapted Model from Shimp, 1981, p. 12 
 
 

 
As can be seen in Figure 5, three alternative brand choice mechanisms can influence 

consumers’  brand  choice.  The  model  is  based  on  the  theory  of  cognitive/affective 

response as well as classical conditioning. Shimp (1981) distinguished two dimensions of 

Aad: cognitive (conscious) and emotional (non-volitional). Attitude transfer from Aad to Ab 

could occur due to classical conditioning. (Shimp, 1981) Since the research questions of 

the authors of this thesis deal with television advertising in-store p-o-p material will not be 

further examined. 

 

Shimp (1981) stated that an advertising message or campaign could influence brand 

choice  through  forming  or  altering  consumer  beliefs  and  evaluations  and  hence 

influencing attitude towards the brand. Furthermore, an advertising message or campaign 
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could also influence consumers’ attitude toward the ad. This attitude could further transfer 

to attitude toward the brand and hence lead to brand choice. (Shimp, 1981) Different 

researchers have found out that music is an integral part of the advertising message and 

could convey information and feelings. (Hecker, 1984; Lantos & Craton, 2012; Hahn & 

Hwang, 1999; MacKenzie & Lutz, 1989) 

 

Shimp (1981) argued that the advertising message could either focus on an attitude 

towards the brand or an attitude towards the ad approach of advertising. The attitude 

towards the brand approach focuses on attributes and characteristics of a product. It is 

built on a consumer’s beliefs and evaluations of the brand. However, this approach “is 

guided by the implicit assumption of the consumer as a rational, systematic decision 

maker” (Shimp, 1981, p. 10). Moreover, a brand’s attributes have to be distinctive since 

they portray a competitive advantage in this approach. The second approach is called 

attitude towards the ad approach. Compared to the attitude towards the brand approach it 

rather focuses on creating positive feelings among consumers with minimal cognitive 

expenditures. However, Shimp further described attitude towards the ad as being dual - 

having a cognitive and affective effect. Attitude towards the ad could transfer to attitude 

towards the brand via classical conditioning. Certain components of attitude towards the 

ad, e.g. music, would be considered the unconditioned stimuli leading to attitude towards 

the brand which could be seen as the conditioned stimuli. (Shimp, 1981) 

 
 
 

2.4.3 Views of the Role of Emotional Cues 
 

 

Bozman, Mueling and Pettit-O’Malley (2011) stated that two different views on the role of 

emotional cues can be found. The authors found that these emotions could be evoked 

through the use of background music in an advertisement. This theory can be seen as an 

extension of the cognitive/affective response theory. 

 

The traditional view (Law of Extremes Hypothesis) suggests that emotional presentations 

and appeal might have an indirect influence on the brand through the amount of attention 

paid to an advertisement in a high involvement condition. They found that neutral ads 

have a lower influence on consumer reactions than positive or negative ones. However, 

due   to   the   high   involvement   condition   affect-laden  messages   only   support   the 

memorability  of  ad  claims  that  might  be  used for  cognitive  assessment  later  on.  In 

general, this theory states that cognitive approaches dominate. (Bozman, Mueling and 

Pettit-O’Mally, 2011) 



23 

 

 

 

 
 
 

The second view is called “Superiority of the Pleasant”. This theory assumes that 

affectional cues can evoke positive as well as negative responses to a brand when paired 

with the ad claims. This theory might be more effective in a low involvement condition 

since little cognitive cues and thoughts are executed. The highest effect can be found 

when positive emotions are created. Negative emotions have the lowest effect. (Bozman, 

Mueling and Pettit-O’Mally, 2011) 

 
 
 

2.4.4 Elaboration Likelihood Model 
 

 

Petty and Cacioppo (1986) set up a theory that describes different cues of ad processing 

for attitude change. Figure 6 shows the Elaboration Likelihood Model. 

 
 
 

 
 

 
Figure 6: Elaboration Likelihood Model 

SOURCE: Petty & Cacioppo, 1996, p. 264 adapted by http://shazeeye.com/wp- 

content/uploads/2012/01/ELM.png 
 
 

 
The model makes use of the theory of cognitive/affective responses. It also incorporates 

the theory of high and low involvement of consumers. These factors might then lead to 

permanent or temporary attitude change and hence to Aad  and Ab. The authors further 

argued that involvement is dependent on motivation, ability and opportunity to process the 

ad message. 

http://shazeeye.com/wp-content/uploads/2012/01/ELM.png
http://shazeeye.com/wp-content/uploads/2012/01/ELM.png
http://shazeeye.com/wp-content/uploads/2012/01/ELM.png
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Petty and Cacioppo (1986) stated that the elaboration likelihood model contains two 

different cues of persuasion, the central route and the peripheral route. The model shows 

“the degree of effort consumers exert in learning about a brand’s attributes and forming an 

Ab” (cited in Lantos & Craton, 2012, p. 32). The central route is based on information 

about  a  specific  product  or  brand.  The  peripheral  route  is  a  cognitive,  affective  or 

behavioral cue that has a connection to the product or brand and/or supports the 

conclusion drawn from the advertisement. (ibid, pp. vii f) The routes are supposed to 

evoke rather enduring than temporary attitude changes (Petty & Cacioppo, 1996, p. 263). 

 

To make consumers think about an ad-message it is important to consider motivation, 

opportunity and ability (MOA). Consumers could be motivated if a product is personally 

relevant for them (Petty & Cacioppo, 1979). However, for message elaboration to occur 

ability also needs to be taken into account. The ability to process an ad-message could 

depend on the frequency a consumer is exposed to an advertisement or on the level of 

distraction while watching an ad (Petty & Cacioppo, 1979). Lantos and Craton (2012) 

brought up opportunity as another variable. This means if the viewer of an ad does not 

have the opportunity to actually process the message this could also influence the route a 

consumer is using. If motivation, opportunity and ability are given, message elaboration 

will take place. (Petty & Cacioppo, 1996, pp. 263 - 265; Lantos & Craton, 2012) 

 

In case message elaboration is high - that means a person has the motivation, opportunity 

and ability to process the message - it is important to recognize that if the arguments 

about a product or brand in an ad are strong (weak), the viewer might have favorable 

(unfavorable) thoughts about that product or the brand. In case of weak arguments the 

consumer/viewer might develop counterarguments and move away from the ad (enduring 

boomerang). In case strong arguments are given, the consumer will be endurably 

persuaded. This is the central route of persuasion. (Petty & Cacioppo, 1996, p. 265) 

 

In case message elaboration is low that means a consumer does not have the ability, 

opportunity or the motivation to actually process the arguments but thinks about the issue 

(product) in general, this customer is more likely to be guided by his or her former attitude 

about the issue or brand. If the consumer had an unfavorable (favorable) attitude the 

issue is more likely to be seen as unfavorable (favorable) as well. (Petty & Cacioppo, 

1996, pp. 265f)  If the consumer does not think about the issue and puts less energy into 

the message processing, persuasion cues, such as music, could be more important and 

influence the message processing positively (Petty, Cacioppo & Schumann, 1983; Park & 

Young, 1986; MacInnis & Park, 1991). When persuasion cues are included the consumer 
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might change his or her attitude temporarily if the persuasion cue is liked. If it is not liked, 

the consumer will keep his or her initial attitude (peripheral route). (Petty & Cacioppo, 

1996, pp. 265f) 
 

 

In case there is a moderate message elaboration that means a consumer has the ability 

and motivation to process the arguments but the arguments are neither weak nor strong 

there will be a kind of neutral situation in which the consumer might recognize the 

brand/product. (Petty & Cacioppo, 1996, p. 266) 

 

Depending on high and low involvement a customer might follow central or peripheral 

routes to process an advertisement and form an Ab. Analyzing those cues might help to 

understand the relationship between Aam and Ab. 

 

 
 

2.4.5 Information Processing from Advertisement 
 

 

MacInnis and Jaworski (1989) stated that utilitarian and expressive needs of consumers 

could influence brand attitude through various mediator effects. They proposed that brand 

attitude formation involves antecedents, processing and consequences. They developed 

an integrative model of the brand attitude formation as can be seen in Figure 7. 

 
 
 

 
 

 
Figure 7: Integrative Model of the Brand Attitude Formation 

 

SOURCE: MacInnis & Jaworski, 1989, p. 3 
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The basic theory behind this model is cognitive/affective responses that might influence 

the brand attitude formation process. Different levels of processing might evoke different 

responses. The authors stated that classical conditioning could also influence the overall 

brand attitude formation process. Salient cues, such as emotions that arise when hearing 

a song, might lead to emotional responses to the ad. (MacInnis & Jaworski, 1989) The 

emotions and feelings connected to a song and its components (e.g. lyrics) could be seen 

as a consumer’s Aam. 

 

The model starts with utilitarian and expressive needs. Utilitarian needs “are defined as 

requirements for products that remove or avoid problems” (MacInnis & Jaworski, 1989, p. 

2). Expressive needs arise from “social or aesthetic utility” (ibid). Those needs could 

influence the motivation of a consumer to process brand information which might lead to 

the different elements of brand processing. (MacInnis & Jaworski, 1989) 

 

MacInnis and Jaworski (1989) separate the processing into attention and capacity. 

Capacity refers to the limited resources that can be allocated to different tasks, e.g. 

watching a commercial or a conversation. Attention is the degree of focus to a certain 

task. A higher motivation might lead to higher capacity allocated to processing the ad. 

Vice versa low motivation might focus the majority of processing capacity on a secondary 

task instead of the ad. Mediators that influence processing could be the ability, as well as 

opportunity  of  a  viewer  to  process  the  ad  and  its  related  information.  (MacInnis  & 

Jaworski, 1989) 

 

The combination of attention and capacity further leads to different levels of processing 

and representative operations. Level of progressing is defined as the “depths of 

understanding about the brand” (MacInnis & Jaworski, 1989, p. 5). Processing operations 

refer  to  the  “mental  activities  involving  the  analysis  of  encoded  information”  (ibid). 

MacInnis and Jaworski (1989) found six levels of processing: feature analysis, basic 

categorization, meaning analysis, information integration, role-taking and constructive 

processes. Each level requires different levels of attention and capacity allocated to the 

processing of the advertisement. Those different processing operations are linked to six 

consequences. Cognitive and emotional responses might lead to brand attitude formation 

and hence influence brand attitude. (MacInnis & Jaworski, 1989) 

 
To explain this brand attitude formation Aad should be taken into account. Attitudes toward 

the  ad  can  be  a  mediator  for  brand  attitude  formation  (Mitchell  and  Olson,  1981). 

However, MacInnis and Jaworski (1989) found that at the highest and lowest level of 
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processing this might not be true. At the lowest level mood might have a simply biasing 

effect and brand attitudes might easily be connected to the ad. At the highest processing 

level  viewers  might  only  connect  self-generated  thoughts  to  the  brand  without  a 

relationship between attitude towards the ad and attitude towards the brand. Furthermore, 

in case of utilitarian needs Aad might have an opposite effect on Ab. For example, the ad 

could illustrate a negatively oriented problem but later on show how the product could help 

solve this problem. Even though Aad might be negative due to disgusting pictures or 

negatively perceived music Ab might still be positive. (MacInnis & Jaworski, 1989) 
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3 Frame of References 
 
 

This chapter will apply the model and related theories from previous research that the 

authors of this paper consider most relevant to answer the research questions of this 

bachelor thesis. By the end of the chapter a theoretical framework for the data collection 

will have been built. This framework will determine what data should be collected to fulfill 

the purpose and to answer the research questions given in the introduction. 

 

This study aims at investigating the relationship between music components and Aam  as 

well as the relationship between Aam and Ab in television commercials. Table 2 visualizes 

once more the purpose and research questions as stated in the first chapter. 

 
 
 

Table 2: Purpose and Research Questions 
 

 

 
 

 
 
 

Furthermore, the purpose stated in the table should also help to find positive and negative 

effects that various components of music can have on a consumer’s Ab. Regarding the 

purpose and research questions stated above, “The Model of Consumer Response to 

Advertising Music” by Lantos and Craton (2012) is considered to be the most appropriate 

model in order to answer both research questions 

 

Figure 8 shows the model in an adapted version using only components that are crucial to 

answer the two research questions of this paper. This model is based on two basic 

theories: “The Classical Conditioning Approach” by Gorn (1982) and “The 

Cognitive/Affective Response Approach” by Park and Young (1986) as explained in the 

literature review. These two theories might help to explain the relationships shown in the 

model. 
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Lantos and Craton (2012) found four variables that could influence Aam. Within this study 

the authors will focus on two of these variables: musical stimulus and listener 

characteristics. The interaction of these variables leads to a consumer’s Aam. Attitude 

towards the music in its simplest form is the same as “music appeal” (Craton & Lantos, 

2011, p. 401). As can be seen in the figure, Aam  can be comprised of cognitive and 

affective elements. Cognitive elements are built on information about the product and 

brand. When processing an advertisement cognitively consumers focus on components 

such as music-message fit and the image suggested by music. Affective components 

arise from emotional influences of music on a consumer, such as feelings, mood and 

memories evoked by music. All in all, Aam can be seen as an integral part of Aad. Aad could 

further lead to Ab. (Lantos & Craton, 2012) 

 

This model could answer both research questions since it deals with all relevant factors 

and relationships. It names various music components as well as the terms Aam, Aad and 

Ab. It further describes the relationships between these variables. Although most of the 

models presented in the literature review could answer parts of the research questions, 

this  model  is  considered  to  be  best  fitting  to  answer  both  research  questions.  The 

following paragraphs will describe how the model and the related theories help to answer 

each of the research questions. 

 

For the scope of this paper three different levels of involvement will be taken into account: 

high cognitive, high affective and low. Depending on the level of involvement a consumer 

could perceive the advertisement differently. (Lantos & Craton, 2012) Park and Young 

(1986) found that utilitarian motives might make consumer highly cognitively involved. The 

authors further stated that value-expressive motives might make consumers highly 

affectively involved. Furthermore, they found that low involved consumers perceive an 

advertisement non-massage based. 

 
 
 

RQ 1: How can the relationship between the music components and a customer’s 
 

Aam be described? 
 

 

Lantos and Craton (2012) found several variables that influence the formation of Aam. To 

answer the specific research question of this paper the authors of this thesis will mainly 

focus on components that are directly related to the music itself (musical stimulus). The 

first musical component mentioned by Lantos and Craton (2012) is the role of the music. It 

can be subdivided into foreground and background music. Foreground music is more 
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likely to create a negative Aam because a potential lack of music-message fit might bother 

listeners. (Lantos & Craton, 2012) For the study of this thesis foreground music will be 

used. However, it is important to check if listeners perceive music-message fit. 

 

Secondly, musical source can be defined as another musical stimulus. For this study 

original versions of popular music will be used. This might influence a consumer’s Aam 

through previous associations with the music. (Lantos & Craton, 2012) 

 

A third music stimulus is structural characteristics. One component is pitch which includes 

major and minor modality. The relationship between this music component and Aam is 

regarded as being high since “musical structure plays a central role in musical preference 

and musical taste” (p. 27). (Lantos & Craton, 2012) To answer the research question of 

this paper, modality might be the most important music component, since Stout and 

Leckenby (1988) found that it was the most influencing characteristic of Aam among 

consumers watching television advertising. Major modes might lead to better learning and 

higher personal connection as well as generally positive thoughts and feelings while minor 

modes  are  more  likely  to  be  irritating  and  lead  to  less  favorable  Aam   and  negative 

cognition. (cited in Lantos & Craton, 2012) 

 

Another music stimulus is genre and style. The genre itself as well as the style within a 

genre can be an important factor of Aam. Liking (or disliking) the style of advertising music 

might lead to favorable (or unfavorable) attitude towards the music and hence influence a 

consumer’s response (Craton et al., 2008 cited in Lantos & Craton, 2012). However, 

listeners’ characteristics might influence liking or disliking of a certain genre and style. 

(Lantos & Craton, 2012) All in all, musical stimuli can vary depending on listeners’ 

characteristics  such as age, sex,  musical  tastes  and cultural  background.  (Lantos & 

Craton, 2012) 

 

Additionally, the musical stimuli just mentioned can influence Aam  through their cognitive 

and affective elements depending on the level of consumers’ product involvement. 

Together these elements form a music appeal. For the study of this paper the cognitive 

elements level of attention to music, remembered features of music available for 

association and perceived music-message fit (musical fit) will be most relevant since they 

might be connected to the lyrics of a song. Musical fit could enhance a consumer’s 

product beliefs (MacInnis & Park, 1991). Alpert and Alpert (1991) found that perceived 

music-message fit might create images, feelings or mood congruent with the message 

among highly cognitively involved consumers (cited in Lantos & Craton, 2012). In a high 
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affective involvement perceived music-message fit might create emotion-laden responses 

(MacInnis & Park, 1991). Lantos and Craton (2012) found that music-message fit is also 

important in a low involvement condition. However, not as important as in the high levels 

of involvement. 

 

Affective elements that could influence a listener’s Aam are emotions (feelings) evoked by 

music  and  emotional  memories  activated  by  music.    Each  of  these  elements  can 

contribute to a positive (negative) Aam when perceived as positive (negative). The authors 

of this paper regard feelings, memories and situations as the most fitting elements to 

describe the relationships stated in the purpose and to answer the research questions. 

Moreover, advertising processing involvement could be either high or low. (Lantos & 

Craton, 2012) 

 
 
 

RQ 2: How can the relationship between Aam and Ab be described? 
 

 

Aam   is seen as an important factor of Aad. Lantos and Craton (2012) defined Aad  as 

“whether or not a message recipient likes a particular advertisement during a particular 

exposure occasion” (p. 23). Aad might further influence Ab. (Lantos & Craton, 2012) 

 

Highly cognitively involved consumers might have positive (negative) thoughts about the 

ad if their Aam is positive (negative). These thoughts could contribute to a positive or 

negative Ab. (Shimp, 1981) One factor that could play an important role is lyrics. If 

consumers perceive the music as fitting to the information Aad  is likely to be favorable. 

Highly cognitively involved consumers are focused on their utilitarian needs which could 

mean that they are focused on information. (MacInnis & Park, 1991) Consumers that are 

following  a central  processing  route  but  are affectively involved  might  alter their  Aad 

through emotional components of Aam. Music could also evoke emotion-laden memories 

that could create positive Aad and further transfer this positive feeling to Ab. Again, music- 

message  fit  is  crucial.  (MacInnis  &  Park,  1991;  Holbrook  &  Batra,  1987)  The  term 

“transfer” will be used throughout the thesis to describe that an attitude is conveyed. 

 

Consumers that are low involved might develop thoughts that are ad-execution related, 

e.g. thoughts about the music. These thoughts can enhance Aad and Ab. (Belch & Belch, 

2003 cited in Lantos & Craton, 2012; Lantos & Craton, 2012) Consumers might also form 
 

beliefs based on simple associations of the brand with the music (Hoyer & McGinnis, 2007 

cited in Lantos & Craton, 2012). Still, music-message fit and cognitive elements of the 

music  might  be  important,  even  though  most  likely  less  important  than  under  high 
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cognitive involvement. Aam  could further influence Aad  and Ab. (Lantos & Craton, 2012) 

Gorn (1982) argued that classical conditioning could also explain the relationship between 

Aam and Ab. 

 

In general, Aam can transfer to Ab through cognitive or affective elements. The former 

incorporate information and peripheral cues that facilitate communication and relate to the 

ad’s theme. The latter elements do not make use of the connection to the ad’s theme but 

rather focus on the transmission of feelings. (Park & Young, 1986) 

 

Altogether, this model builds a framework to answer both research questions of this 

thesis. It will therefore be used as a basic guideline for the methodology and all further 

chapters. 
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4 Methodology 
 
 

In this chapter the authors will provide a description of the chosen research methods. The 

chapter will start with the research purpose, approach and strategy. Following, the type of 

data collection will be specified. Furthermore, the sample selection will be explained. This 

chapter will end with giving a data analysis method and explaining how validity and 

reliability will be ensured. 

 

People are exposed to the word “research” in their everyday life. Walliman (2005) argued 

that the word “research” is used for various things but research is not a collection of 

information without a purpose, not a listing of facts without interpretation and not an 

attention catcher for selling a product (cited in Saunders, Lewis & Thornhill, 2009, p. 5). 

The research process includes the systematic collection of data and the systematic 

interpretation of this data for a clear purpose in order to get information on certain issues. 

Therefore research can be described as “something that people undertake in order to find 

out things in a systematic way, thereby increasing their knowledge” (p. 5). More important, 

Ghauri and Grønhaug (2005) said that systematic means that “research is based on 

logical relationships and not just beliefs” (cited in Saunders, Lewis & Thornhill, 2009, p. 5). 

Saunders, Lewis and Thornhill (2009) further subdivided research into basic and applied 

research. Basic research is used to expand one’s knowledge in order to connect findings 

with processes and relationships applied. These findings should further be of interest for 

the society as a whole. Applied research, in contrast, is used to increase one’s 

understanding of a specified problem. All findings result in a solution for the problem and 

support managers in organizations. (Saunders, Lewis & Thornhill, 2009, p. 9) According to 

these definitions this thesis will use applied research in order to answer the specific 

research questions. 
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Figure 9 shows the methodological process of this study. 
 

 
 
 

 
 

 
Figure 9: Outline of the Methodology Chapter 

 
 
 

As  shown  in  the figure,  this  chapter  will  consist  of  seven  steps.  Firstly,  a  research 

purpose, in which the research type will be explained, will be given. After that the research 

approach will be under further investigation which means whether the data will be 

qualitative or quantitative. The third step contains the research strategy which is followed 

by the data collection in order to get the data necessary for this project. The next step is 

the sample selection which means choosing the people used to conduct this study. In the 

sixths step the way to analyze the empirical data will be depicted. The last step will 

contain  quality  standards,  like  validity  and  reliability  in  order  to  ensure  the  right 

information, collected in the right way. Validity and reliability need to be ensured during 

every stage of the thesis. 
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4.1 Research Purpose 
 

 

When starting to conduct a research one of the first steps to think about is the research 

purpose. Saunders, Lewis and Thornhill (2009) defined three different research purposes: 

explanatory, descriptive and exploratory (pp. 139f). Yin (2009) pointed out that although 

each research purpose has a specific characteristic there are huge “overlaps among 

them” (p. 8). Robson (2002) added that the research purpose might change over time 

(cited in Sauders, Lewis & Thornhill, 2009, p. 139). This study will use a descriptive- 

exploratory approach. 

 

Robson (2002) stated that “the objective of descriptive research is ‘to portray an accurate 

profile of persons, events or situations’” (cited in Saunders, Lewis & Thornhill, 2009, pp. 

139f).  Often  a  descriptive  research  might  be  a  forerunner  or  an  extension  of  an 

exploratory or explanatory study (Saunders, Lewis & Thornhill, 2009, p. 140). 

 

Robson (2002) stated that an “exploratory study is a valuable means of finding out ‘what is 

happening; to seek new insights; to ask questions and to assess phenomena in a new 

light’” (cited in Saunders, Lewis & Thornhill, 2009, pp. 139 f). The exploratory study should 

help to clarify the nature of a specific problem and gain a deeper understanding of it 

(Saunders,  Lewis  &  Thornhill,  2009,  p.  139).  Saunders,  Lewis  and  Thornhill  (2009) 

defined “three principal ways of conducting exploratory research: 

 

● a search of the literature; 
 

 

● interviewing ‘experts’ in the subject; 
 

 

● conducting focus group interviews” (p.140). 
 

 

The authors further explained that an exploratory study might not only go in one direction. 

The adaption to change and the flexibility resulting from that is one main advantage of this 

study. Which direction the study takes depends on its results. Different answers can lead 

into different directions (p. 140). (Saunders, Lewis & Thornhill, 2009) 

 

The research questions of this thesis (1) “How can the relationship between the music 

components and a customer’s Aam be described?” and (2) ”How can the relationship 

between  Aam    and  Ab    be  described?”  focus  on  describing  and  exploring  specific 

components of the relationships. Before collecting  data it might be crucial to give a 

detailed description of all phenomena that could influence the research. Therefore a 

mixture of descriptive and exploratory research will be used. To get a profile of a specific 
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situation descriptive research will be used as a precursor. The exploratory part will then 

focus on studying the problem and situation in order to be able to explore the relationships 

stated above. For the research of this thesis the descriptive part will be to describe the 

music components as well as elements of Aam. The exploratory part will include the 

findings about the relationships between the components and Aam as well as between  Aam 

and Ab. 

 
 
 
 

4.2 Research Approach 
 

 

The second step to consider is the research approach. There are two well-known 

possibilities of a research approach: quantitative and qualitative. The research approach 

is used to fulfill the research purpose and is chosen in accordance to the data collection. 

(Saunders, Lewis & Thornhill, 2009) 

 

The research approaches can be distinguished through their dependence on numeric 

(numbers)  or  non-numeric  (words)  data.  “Quantitative  is  predominantly  used  as  a 

synonym for any data collection technique (such as a questionnaire) or data analysis 

procedure  (such  as  graphs  or  statistics)  that  generates  or  uses  numerical  data.  In 

contrast, qualitative is used predominantly as a synonym for any data collection technique 

(such as an interview) or data analysis procedure (such as categorising data) that 

generates or uses non-numerical data. Qualitative therefore can refer to data other than 

words, such as pictures and video clips.” (Saunders, Lewis & Thornhill, 2009, p. 151) 

 

For the scope of this paper a qualitative research approach will be applied. Interviews will 

be used to collect data. This approach will further be described in more detail in the data 

collection paragraph. A qualitative research approach is considered as more appropriate 

since this research approach gives a more detailed insight into the relationships that 

should be investigated. The authors of this thesis further do not intent to use numerical 

analysis for the data collection. Therefore no quantitative research approach elements will 

be used. 

 

In the management field “qualitative research represents an attractive and fruitful way of 

doing research” (Yin, 2010, p. 6). Yin (2010) found “five features of qualitative research” 

(p. 7). In the following paragraph these features will be named. Afterwards an explanation 

will be given on how this study will apply these characteristics. 
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1.  “Studying the meaning of people’s lives, under real-world conditions; 
 

 

2.  Representing the views and perspectives of people [...] in a study; 
 

 

3.  Covering the contextual conditions within which people live; 
 

 

4.  Contributing insights into existing or emerging concepts that may help to explain 

human social behavior; and 

 

5.  Striving to use multiple sources of evidence rather than relying on a single source 
 

alone.” (Yin, 2010, pp. 7f) 
 

 

To ensure real-world conditions and the meaning of people’s lives, the sample group will 

be exposed to the study. Additionally, an interview (as explained later in this chapter) will 

be used as a guideline to find out what people really think, without restricting them. The 

second step is used to capture different perspectives people have. This will be ensured 

throughout the interviews since the interviewees will be able to point out their specific 

views on the topic connected to their experiences in real-life. In order to find out more 

about the person participating in the study personal information (age, gender and 

nationality) will be collected and therefore contextual conditions covered. Fourth, through 

a qualitative research approach the authors of this thesis hope to gain new insights in the 

area of music in television advertising. This could be due to new concepts or ideas 

brought up by the sample group. These concepts might not have been discussed in 

existing literature before and might therefore extend the currently existing views. The fifth 

point will be ensured through the multiple articles that have been collected by the authors 

of this thesis. Those articles have different and similar views depending on which point the 

authors  look  at.  Therefore  multiple  sources  have  been  integrated,  evaluated  and 

discussed. 

 
 
 
 

4.3 Research Strategy 
 

 

In order to answer the research questions stated it is important to define which research 

strategy should be used (Saunders, Lewis & Thornhill, 2009, p. 141). Yin (2009) stated 

that  there  are  five  different  methods  that  can  be  used  as  a  research  strategy: 

“experiments, surveys, archival analysis, histories and case studies” (p. 8). All methods 

can  be  either  explanatory,  exploratory  or  descriptive  (p.  8).  According  to  Yin  these 

methods can have three conditions: (1) “the type of research question posted”, (2) “the 
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extent of control an investigator has over actual behavioral events” and (3) “the degree of 

focus on contemporary as opposed to historical events” (p. 8). The type of research 

strategy used can differ according to the question words used in the research questions: 

“who”, “how”, “where”, “what” and “why” (p.9). (Yin, 2009) The following table will show 

which method should be used if certain conditions are given. 

 
 
 

Table 3: Relevant Situations for Different Research Methods 
 

 

 
 

 
SOURCE: Yin, 2009, p. 8 

 
 

 
Depending on the question word used in the research questions, a hint about the 

appropriate research strategy could be given. “What” questions could have the meaning of 

“how many” or “how much”. In this case only surveys and archival analysis would be 

recommended. This is also valid for “where” and “who” questions. (Yin, 2009, p. 9) For 

answering “how” and “why” questions Yin (2009) stated that experiments, histories and 
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case studies would be the most appropriate, since these deal with “operational links” 

instead of “frequencies or incidences” (p. 9). This thesis will apply a case study since the 

research questions are stated as “how” questions: (1) How can the relationship between 

music components and a customer’s Aam be described? and (2) How can the relationship 

between Aam and Ab be described?. Furthermore, as can be seen in the table, a case 

study is the most appropriate approach for this study since it does not require control over 
 

behavioral events but deals with contemporary events. Case studies distinguish from 

histories (another qualitative method) through the sources of evidence since a case study 

adds two sources of evidence to a history based approach: “direct observation” and 

“systematic interviewing” (p. 11). Therefore the information source for case studies is 

bigger. (Yin, 2009, p. 11) Since there are various different case study possibilities the 

authors of this paper have to further distinguish between them. 

 

“As a research method, the case study is used in many situations to contribute to our 

knowledge of individual, group, organizational, social, political and related phenomena” 

(Yin, 2009, p. 4). A case study “allows investigators to retain the holistic and meaningful 

characteristics of real-life events” (Yin, 2010, p. 4). Yin (1994) further distinguished case 

studies as “single” and “multiple” case studies (p. 39). 

 

The case study for this thesis will be a 3x2 case study. It will contain six scenarios, as 

explained later on. A single case study is applied when an existing theory should be 

tested or when a case study was not applicable before (Yin, 1994, pp. 38ff). Multiple case 

studies are applied when a case is firstly analyzed individually and afterwards “cross-case 

conclusions” can be drawn (replication logic) (Yin, 1994, p. 45 and p. 49). In this thesis the 

authors will use a single case study based on existing theory. The model described in the 

frame of references will be used as a basis for this case study. The approach for the case 

study will be described in the following paragraph. 

 

Each scenario will be based on the same advertisement, the commercial for the Canon 

EOS 60D reflex camera (http://www.youtube.com/watch?v=BW7n0wfHYek). This ad was 

chosen since it does not contain verbal information and was therefore easy to combine 

with different music. Furthermore, written information was not too obvious which made the 

commercial suitable for all levels of involvement. These levels will be described later on. 

 

Within the case study for this research the authors will show a part of the episode 

“Hooked” (Episode 16, Season 5) of the series “How I met your mother” created by Carter 

Bays and Craig Thomas. Viewers will watch the series as if they were at home. After 5:22 

http://www.youtube.com/watch?v=BW7n0wfHYek


41 

Methodology  

 

 
 
 
 
 

minutes a commercial break containing three advertisements will be shown. The first 

advertisement is the original commercial for “whiskas” kitten nutrition 

(http://www.youtube.com/watch?v=KaCyslEGno4, 0:20 minutes). The second 

advertisement is an adapted version of the “Canon EOS 60D” commercial used as the 

focus commercial for this thesis. The authors will change the music of this advertisement 

as  explained  later  in  this  section.  This  commercial  lasts  1:20  minutes.  The  third 

commercial is the advertisement for the series “The Big Bang Theory” as it was shown 

during the Superbowl 2013 (http://www.youtube.com/watch?v=ANlF-BKIAVs), lasting 0:21 

minutes. After this commercial the “How I met your mother” episode will be continued for 

another 4:39 minutes. All in all, the case study will last 12:03 minutes. The aim of this 

construction for the case study is to create a watching environment that is as similar as 

possible to a real-world condition. After exposing viewers to the case study individual 

face-to-face interviews will be conducted to find out about viewers opinions and attitudes 

towards the music, the advertisement and the brand. 

 

The focus advertisement used in this study is the commercial for the EOS 60D, a reflex 

camera of the company “Canon”. The video shows a photographer who is taking pictures 

of three different people. The pictures are taken at various places in a town. The first 

picture is taken at a pool on top of a roof, the second picture is taken at a street corner. 

After that a short video of a couple walking in a park is taken. The third picture shows a 

tree with two people sitting on its tree-trunk. The last picture is taken downtown. For each 

picture the people lie down on their side and sometimes bend their knees on the ground. 

After taking the picture it is turned 90° to make it seem like people were standing or sitting 

instead of lying. The viewer gets various information about the camera. While the pictures 

are taken the camera zooms in to show the modes used as well as a close view of the 

camera and brand name. Additionally, information about technical features of the camera 

is given by including written information each time a picture or video is taken with the 

Canon product. At the end of the clip the camera is shown from each angle once more. 

The final scene is the Canon stroke. The following information about the camera is given 

in written form in the advertisement: 

 

● The new EOS 60D featuring 5.3fps continuous shooting speed 
 

 

● With an 18 million pixel CMOS APS-C sensor 
 

 

● Captures Full HD movies 
 

 

● Featuring Basic + creative shooting modes 

http://www.youtube.com/watch?v=KaCyslEGno4
http://www.youtube.com/watch?v=ANlF-BKIAVs
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● Shoot by ambience selection 
 

 

○ Standard setting -> vivid, soft, warm, intense 
 

 

○ Default setting 
 

 

Before the last scene that shows the camera and Canon stroke the sentence “find your 

own angle” is displayed. The official song used in this advertisement is “The Sweet Love” 

by James Yuill. 

 

As the purpose and research questions imply it is the aim of this study to find out about 

the relationship between different components of music and a consumer`s Aam as well as 

between the Aam and Ab. As shown in the frame of references “The Model of Consumer 

Response to Advertising Music” by Craton and Lantos (2012) is used as a basic guideline. 

The focus regarding music components lies on modality and lyrics. Furthermore, the 

model stated that cognitive as well as affective elements together form a music appeal. 

Moreover, high and low involvement customers might have different attitudes towards the 

music, advertising and brand. The authors of this paper therefore created six different 

scenarios for the case study. Three levels of involvement (high cognitive, high affective 

and low) shall be simulated. Each level of involvement will be tested with a positive as well 

as negative music as explained later in this section. To make viewers informed about the 

case study and create an involvement different storyboards have been created. The 

following figure shows the created storyboards. 
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Hello and welcome to our case study today. We are very happy that you are here today. What will 

happen now is that we will show you a short sequence of an episode  of "How I met your mother': 

Afterwards  we would like to do a short interview  with each of you. You don't  need any special 

knowledge and there are no "right" or "wrong" answers  to the questions in the interview.  We will 

not ask for your name in the interview. However, to be able to remember everything you said we 

would like to audio-record  the interviews. Please let us know before the interview  if you are not 

okay with that. 

 
High  cognitive involvement 

 
Please imagine  that your favorite hobby is photography. You will soon go on a big travel and you 

need a new camera to capture your impressions.  Since you already know a lot about photography 

you are looking for a reflex  or system camera. It should have at least 16 megapixels  and a good 

video  function. You hope  to take  some  creative  pictures  which  distinguish  from  normal tourist 

pictures. Since you are working full-time in a well-paid  job the price of the camera does not play a 

role. Imagine  that you are sitting in your living room after a long day of work. You want to relax 

while watching the series and think about your upcoming travel. 

 
High affective involvement 

 
Please imagine you love photography. You are blessed with a talent to take lovely pictures that 

everyone perceives as wonderful. You are thinking of doing a new creative picture line, where you 

want to show happy people.  Therefore you need  a new camera, since your old one just broke. 

Since you are a wonderful photographer you need a good camera. Imagine that you are sitting in 

your living room and want to relax with a funny episode of "How I met your mother':  You feel calm 

since you finished all your work for the day. 

 
Low involvement 

 
Please  imagine that you are watching  "How I met  your mother" in your living  room.  It  was  an 

exhausting day for you and all you want is to disconnect  from your problems. You are having your 

cute, little kitten (baby cat) sitting on your lap. You are going through the soft fur of your kitten. You 

would do everything for it. While watching the series you have in mind that you still have to buy pet 

nutrition. For your little cat you only want to buy the best therefore your price sensitivity for feed is 

 

 
 
 
 
 

Figure 10:Storyboards 
 
 
 

As can be seen in Figure 10, each level of involvement is created by another story. For 

high cognitive involved viewers required benefits of the camera they are looking for are 
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given. As Lantos and Craton (2012) stated these viewers focus on information. Through 

the story a utilitarian need is given since viewers believe that they need a camera like this 

Canon model. The story for high affective consumers includes key words. High affective 

consumers are said to have “strong emotional responses to a commercial” (Lantos & 

Craton, 2012, p. 32). Therefore words like “love”, “lovely” and “happy” are emphasized in 

the story. The story that is told to make viewers low involved with the camera ad makes 

consumers focused on the “whiskas” commercial. Since the viewer will most likely be 

highly involved with the commercial for pet nutrition the focus will not lie on the Canon 

commercial. 

 
To test the relationship of different music components and a consumer’s Aam and Ab two 

different songs will be used for each level of involvement, adding up to the six scenarios 

mentioned above. Both songs will be used as foreground music. The first song will have a 

major modality combined with lyrics that are not connected to the information provided in 

the advertisement. The second song should create a sad feeling. The lyrics of this song 

will support the information given in the advertisement. As a positive song “Isn’t she 

lovely” by Stevie Wonder (http://www.youtube.com/watch?v=b2WzocbSd2w) was chosen. 

The modality of this song is E-major. For the sad condition “Photography” by The Starting 

Line (http://www.youtube.com/watch?v=5VqggR-53BA) was selected. Even though the 

song “Photography” has a major modality (D) it can be seen as “sad” since it incorporates 

various minor chords and is played in slow tempo. The lyrics and chords for both songs 

can be found in Appendix 1 and 2. The bold parts in the lyrics mark the parts of the lyrics 

that are actually used in the background of the advertisement. In a high cognitive 

involvement “[m]usic can alter brand beliefs about brand-attribute performance through 

lyrics” (Lantos & Craton, 2012, p. 32). For high affective consumers key words given in the 

lyrics might influence consumers’ attitude towards the ad. The words that are mentioned 

in the story also appear in the lyrics of both songs. Under the low involvement condition 

simple inferences, mere exposure or classical conditioning could influence a consumer’s 

perception of the ad and brand (Lantos & Craton, 2012). 

 

To come up with appropriate songs the authors used various sources. They analyzed 

already known songs according to lyrics and modality, listened to songs on the YouTube 

platform and asked their acquaintance to provide ideas. To find a positive song with fitting 

lyrics was easier than finding a negative song with positive, fitting lyrics. In the end the 

authors had to make some cuts which means that the negative song that was chosen is in 

http://www.youtube.com/watch?v=b2WzocbSd2w
http://www.youtube.com/watch?v=5VqggR-53BA
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major mode but incorporates various minor chords. However, the lyrics tell a positive story 

and musical fit is given. 

 
 
 
 

4.4 Data Collection 
 

 

Data can be subdivided into secondary and primary data. Secondary data is information 

that has already been collected. Primary data has yet to be collected. (Saunders, Lewis & 

Thornhill, 2009, p. 256) For this thesis primary data will be collected. 

 

To collect primary data the authors will use interviews. The questions asked will be based 

on theory provided in the literature review and frame of references section. “An interview 

is a purposeful discussion between two or more people” (Kahn & Cannell, 1957, cited in 

Saunders, Lewis & Thornhill, 2009, p. 318). The aim of conducting an interview is to 

collect valid and reliable data. Saunders, Lewis and Thornhill (2009) further stated that 

qualitative interviews are most appropriate for exploratory studies since they might help to 

“understand the reasons [for participants’] attitudes and opinions” (p. 324) 

 

Different types of interviews are defined in existing literature. One categorization is to 

divide interviews into structured, semi-structured and unstructured interviews (Saunders, 

Lewis & Thornhill, 2009, p. 320). Since the purpose and research questions of this thesis 

as well as the frame of references indicate to do a qualitative interview it might be most 

suitable to use semi-structured interviews. This means that the interviewer will have some 

kind of interaction with the respondent. Semi-structured interviews “are used to gather 

data, which are normally analyzed qualitatively, for example as part of a case study 

strategy” (Saunders, Lewis & Thornhill, 2009, p. 321). The interview will follow a guideline 

and prepared questions but depending on the flow of conversation and answers of the 

respondent some questions might be omitted or extended. Participants might also bring 

up issues that the researchers did not consider before but which are important to answer 

the research questions (Saunders, Lewis & Thornhill, 2009, p.324). This technique should 

ensure to best fulfill the purpose of the research and answer the research questions that 

aim at describing a relationship. Audio-recording and note-taking will ensure that data is 

stored. Since attitude towards the ad that will be formed during the case study might vary 

greatly, face-to-face interviews will be led, meaning that only one person is interviewed at 

a time. Personal contact also ensures that the interviewer can lead questions into a 

specific  direction.  The  response  rate  might  be  higher  compared  to  anonymous 
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questionnaires and it can be ensured that the answer comes from just one person. 

(Saunders, Lewis & Thornhill, 2009, p. 324) 

 

Regarding the nature of the interview it is important to set an appropriate time. The nature 

of  the questions  should  ensure  that  reliability  is  given.  Furthermore,  bias  should  be 

avoided. This means that both parties (interviewer and interviewee) should act 

independently without being influenced by the other party, e.g. through voice tone or form 

of questioning. Last but not least, reliability should be given as far as possible. Having 

semi-structured interviews contributes to reliability since questions could be clarified or 

specified. (Saunders, Lewis & Thornhill, 2009, p. 326f) 

 

In the case of this thesis the authors will conduct semi-structured face-to-face interviews. 

To make it most convenient for the participants the case study will take place from May 

9th to May 14th 2014. For each day various time opportunities will be given. The case 

study will be shown to one person at a time. Three people will be randomly assigned to 

each scenario, getting the same story to determine a level of involvement. The interviews 

will be conducted with just one person at a time to avoid bias effects. The interviews will 

be guided by the two authors of this thesis. Basically the questions will be divided among 

the two interviewers. However, to not miss any data, at the end of each question the other 

interviewer will be able to add questions if necessary. Based on the answers of the 

interviewees theories will be approved or rejected. The interview guide for this study can 

be found in Appendix 3. 

 

As can be seen in Appendix 3 five question blocks are used. They are designed to cover 

all areas of the research questions and are based on the frame of references. Some of the 

main questions are replenished by sub-questions trying to specify the answers to this 

area. Furthermore, to find out about the reasons for certain answers the question “why” is 

used. The first block contains questions regarding the advertisement. The second part 

asks  questions  about  the  product  and  brand.  The  third  block  is  connected  to  the 

consumers Aam. The fourth and fifth block try to answer whether participants perceive the 

influence and relationships between different components. The interview guide should be 

seen as a red thread. In case the interviewee will mention something different the 

interviewer will be able to further go into detail if necessary. Since the opening question is 

about the ad in general it seemed reasonable to stay within the area of Aad first. Therefore 

the questions about music were but in the end of the interview, differing from the frame of 
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references. Moreover, all interviews will be conducted in English. Hence, translation 

mistakes will be avoided. 

 
 
 
 

4.5 Sample Selection 
 

 

To do the case study and interviews with everyone suitable would mean to use the 

census. However, that would by far go beyond the scope of this thesis and might not be 

possible at all. Therefore a sample selection has to be formed. To form a sample for this 

thesis the authors will use purposive sampling. This strategy can be used when doing 

case studies with small samples. It is also referred to as judgmental sampling since it is up 

to the researchers’ judgment to determine an appropriate sample. The sample should be 

collected in a way that helps best fulfilling the purpose and answering the research 

questions, meaning to select information-rich cases. However, these samples are not 

representative for the whole population. (Saunders, Lewis & Thornhill, 2009, p. 237ff) 

 

In the case of this thesis the authors will select their cases among students at Luleå 

University of Technology. Since the scope of the research should match the limited scale 

of a bachelor thesis the sample group will be comprised of 18 students. Forming a student 

sample group will most likely exclude the influence of some demographical factors (e.g. 

everyone is student) on answers. Furthermore, the majority of cases will be aged 20-25 

years. The authors therefore regard them as “digital natives” and familiar with various 

types of advertising and advertising channels. This age group is also supposed to be able 

to identify themselves with the product advertised, as well as the series shown. The 

commercial for the camera shows young people experimenting with photography, meeting 

friends  and  having  fun.  Moreover,  taking  the deadline  and  scope  of  this  thesis  into 

account it will be an advantage to have a sample group close to the university with cases 

that will most likely have the time and motivation to participate in the case study. 

 

Table  4  shows  the  samples  that  participated  in  the  case  study.  Each  sample  was 

randomly assigned to one of the scenarios. 
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Table 4: Sample Selection 
 

 

 
 
 
 

The left column of the table shows the six different scenarios that have been created. The 

letters shorten the level of involvement and the type of music, the number indicates the 

order of interviews that were conducted with the participants in each group. “HCP” stands 

for high cognitive involvement with positive music. “HCN” is short for high cognitive 

involvement with negative music. “HAP” means high affective involvement with positive 
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music. “HAN” is high affective involvement including negative music. “LP” is low 

involvement  with  positive  music.  “LN”  stands  for  low  involvement  including  negative 

music. The samples were randomly assigned to one of the groups by drawing of lots. 

 

The  average  age  throughout  the  whole  case  study  was  23.11  years.  Out  of  18 

participants, eight are female and 10 male. Furthermore, five people come from Spain, 

four from Scotland, two from Italy, two from Germany, and one from each of the following 

countries: Turkey, China, Mexico, Austria and the Czech Republic. 

 

All participants are students at Luleå University of Technology. As can be seen in the 

column with the nationalities participants come from all over the world. Therefore we 

chose English advertisements and English as the interviewing language. All samples take 

courses in English in university and are therefore expected to have a certain language 

level and be able to understand the series and commercials. 

 
 
 
 

4.6 Data Analysis 
 

 

When analyzing qualitative data it is important to understand the meaning of the collected 

data. This analysis can either be done with the aid of qualitative data analysis software 

(CAQDAS) or manually. When analyzing qualitative data it might be necessary to group 

the complex data into categories. First of all, when conducting the interview it should be 

audio-recorded as well as transcripted. Since it is not only important what is said but also 

how it is said attention should be given to verbal as well as non-verbal statements. For the 

transcript it is additionally important to clearly show what part the interviewer and what 

part each interviewee said as well as to distinguish between different interviewees. One 

way to mark this is to use capital letters. It might also be useful to use different fonts and 

colors. (Saunders, Lewis & Thornhill, 2009, p. 480ff) 

 

Yin (1994) argued that “data analysis consists of examining, categorizing, tabulating, or 

otherwise recombining the evidence to address the initial propositions of a study” (p. 102). 

The authors further stated that two general strategies for analytics can be used: relying on 

theoretical propositions and developing a case description. For this study the strategy 

used will be relying on theoretical propositions. According to Yin (1994) it is the preferred 

strategy. Objectives in the case of this study are based on propositions, including the 

research questions and literature review. (p. 103). Moreover, this strategy helps to decide 

which data is relevant. Theoretical propositions also help answering “how” and “why” 
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questions. (p. 104) As a mode of analysis pattern matching will be used in the case of this 

study. This means that empirically based patterns will be compared with expected ones. 

This mode is one of the most appropriate ones for case studies. (Yin, 1994, p.106) 

 

Miles and Huberman (1994) additionally found three steps of analyzing qualitative data: 

(1) data reduction, (2) data display and (3) conclusion drawing and verification. Data 

reduction should be seen as a part of data analysis. It helps to determine what data 

should be seen as important. Data reduction already starts with formulating the research 

questions and building a frame of references. Data reduction can be seen as “the process 

of selecting, focusing, simplifying, abstracting, and transforming the data that appear in 

written-up field notes or transcriptions” (Miles & Huberman, 1994, p.10). The second step, 

data display, supports finding of conclusions by understanding and showing collected data 

in a summarized form. In this step it is crucial to give a compressed version of the data 

using minimal amount of text since human beings are not able to process huge amounts 

of data. Conclusion drawing is used to “decide what things mean” (Miles & Huberman, 

1994, p. 11). This could for example be done through pattern findings. Furthermore, 

“conclusions are also verified as the analyst proceeds” (Miles & Huberman, 1994, p. 11). 

In general, it has to be taken into account that the steps cannot be clearly separated. 

Therefore, all steps might occur throughout the whole data analysis process. (Miles & 

Huberman, 1994, pp. 10ff) 

 

A deductive approach will use theory to shape the approach of data analysis. Vice versa, 

in an inductive approach theory grounded in the data will be build up (Saunders, Lewis & 

Thornhill, 2009, p.487). In case a theoretical framework and existing theory was used for 

the purpose and research question it might be most suitable to use a deductive approach 

for the data analysis (Yin, 2003 cited in Saunders, Lewis & Thornhill, 2009, p. 488). 

 

Within the research of this thesis the authors will collect data with a case study and 

related interviews. The answers given in the interviews will first need to be prepared for 

the analysis. All answers will be audio-recorded and additionally presented in written form 

in the report. The case study will be guided by theoretical propositions. To draw 

conclusions from the presented answers the authors will use the technique of pattern 

matching. Data will be analyzed within the scenarios as well as across different scenarios. 

It will additionally be compared with the frame of references. To analyze the data the three 

steps of Miles and Huberman will be applied. Data reduction will first be done through the 

research questions and frame of references. Furthermore, the within case analysis will 

focus on the most valuable data. Data display will mainly be used for the cross case 
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analysis. Within the cross case analysis the authors will compare the data from the two 

cases and additionally compare it to the frame of references. Conclusion drawing and 

verification will be done within and throughout cases since they are both important. Since 

the purpose and research questions of this thesis are based on already existing theories 

the authors will use a deductive approach for the analysis of data. The questions for the 

interview will be drawn from the frame of references and answers will be analyzed on the 

basis of this theoretical framework. 

 
 
 
 

4.7 Quality Standards: Reliability and Validity 
 

 

In order to ensure the quality of this study two variables have to be taken into account: 

reliability and validity. These two variables help to increase the credibility of the study and 

are therefore fairly important aspects. (Saunders, Lewis & Thornhill, 2009, pp. 149f) 

Saunders, Lewis and Thornhill (2009) stated in order to reduce the possibility of failure it is 

important to consider validity and reliability as variables. Reliability refers to finding 

consisting results  when  doing research, i.e. if  another researcher does the research 

he/she should find the same results. (Saunders, Lewis and Thornhill, 2009, p. 156) 

Additionally, Easterby-Smith et al. (2008, p. 109) stated that there are three questions that 

help to assess reliability: 

 

1.  “Will the measures yield the same results on other occasions? 
 

 

2.  Will similar observations be reached by other observers? 
 

 

3.  Is  there transparency in how sense was made from the raw data?” (cited in 
 

Saunders, Lewis and Thornhill, 2009, p. 156) 
 

 

Robson (2002), however, stated four threats to reliability: (1) subject or participant error, 

(2) subject or participant bias, (3) observer error and (4) observer bias. The first threat 

describes problems regarding the time an interview or questionnaire is done. Participants’ 

mood might differ at times, e.g. Monday morning it might be worse than Friday afternoon. 

The second threat mentioned is participant bias, which means participants might be more 

likely to say what they think the interviewer wants to hear. Observer errors can be reduced 

by asking questions in a more structural way. Observer bias refers to the way of 

interpreting things. This means different people interpret things differently. (cited in 

Saunders, Lewis and Thornhill, 2009, pp. 156f) 
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Yin (1994) added that reliability is given when “demonstrating that the operations of a 

study such as the data collection procedures can be repeated with the same results” (p. 

33). Yin stated that biases can be reduced through the documentation of the applied 

methods since without documentation a study is not repeatable (p. 36). 

 

In order to prevent those threats and ensure reliability the authors of this paper will offer 

the participants different times they can choose from for their interviews. The authors 

further provided detailed information about the participants, such as demographics and 

geographics (age, nationality and gender). To ensure structural questions in interviews 

another  researcher  who  is  familiar  with  the  research  will  approve  the  strategy  and 

research approach before the data collection. The approach in the case of this research 

will be a case study with an audio taped interview. A guide for the interview was also 

created in order to be more structured. Furthermore, all the collected data will be provided 

and documented in written form in the thesis. Since there are two authors for this thesis 

interpretation of the data collected will be discussed and therefore a one-view on things 

prevented. 

 

Saunders, Lewis and Thornhill (2009) found that validity “is concerned with whether the 

findings are really about what they appear to be about” (p. 157). Additionally, Yin (1994) 

divided validity up into three groups: construct, internal and external validity. 

 

Construct validity is concerned with the “correct operational measures for the concepts 

being studied” (Yin, 1994, p. 33). It is further seen as the most important factor for 

evaluating the quality of the research. In case an “operational set of measures” is not 

available a researcher's subjective opinions can have an impact on the study. (Yin, 1994, 

p. 34) Yin (1994) stated that construct validity is very likely to take place when composing 

a thesis or while collecting data. The author mentioned three tactics to improve construct 

validity: (1) “use multiple sources of evidence”, (2) “establish chain of evidence” and (3) 

“have key informants review draft case study report” (pp. 34f). In order “to address a 

broader range of historical, attitudinal, and behavioral issues” “triangulation” also known 

as using “multiple sources of evidence” can be applied (Yin, 1994, pp. 91f). In order to 

help external researchers “to follow the derivation of any evidence from initial research 

questions to ultimate case study conclusions” (p. 98) Yin recommended creating a chain 

of evidence (p. 98). 

 

Internal  validity,  according  to  Yin  (1994)  is  “a  causal  relationship,  whereby  certain 
 

conditions  are  shown  to  lead  to  other  conditions,  as  distinguished  from  spurious 
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relationships” (p.33). The author further mentioned that internal validity is mostly used with 

an explanatory research purpose. Since this thesis focuses on a descripto-exploratory 

research purpose internal validity will not be further described. 

 

External validity as described by Yin (1994) is a “domain to which a study`s findings can 

be generalized” and mainly applied in the research design stage (p.33). The author stated 

that for case studies, sample logic as used in surveys cannot be used, since case studies 

incorporate “analytical generalization” and surveys “statistical generalization” (Yin, 1994, 

p.36). Analytical generalization means that the results of a study can be evaluated 

alongside with an earlier developed theory (ibid). Yin concluded that “replication logic in 

multiple-case studies” can help improving external validity. (p. 33) 

 

External validity within this thesis will be ensured through the comparison of the findings of 

each member of the sample group as well as through the created frame of references. 

The frame of references that was set up before the data collection will additionally provide 

a guideline and tool for verification of the case study. Additionally, the typed interviews will 

be analyzed by each interviewer independently and afterwards compared and discussed. 

To focus on different aspect a uniform color system will be used for the analysis. In order 

to ensure construct validity all articles, books and other sources that will lead to the case 

study will be documented in the reference list and could therefore easily be checked again 

by external researchers. Furthermore, all statements given during the case study and 

interviews will be transcripted. 
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5. Empirical Data 
 
 

After setting up a theoretical framework as well as the methodology for this thesis, data 

was collected in form of a case study and related face-to-face interviews. This data will be 

presented in this chapter with the aim of answering the research questions. The data will 

be presented following the guideline given by the frame of references. This means that 

questions  and  answers  aiming  at  discovering  the  relationship  for  the  first  research 

question will be presented first. After that, questions and answers about the second 

research question will be displayed. For each part the most relevant answers will be 

given, grouped according to the six scenarios. The questions were concerned with music 

components, a consumer’s Aam, Aad and Ab, as well as, the relationship between these 

factors. The answers given by the participants will not be in the same order as asked in 

the questionnaire since this chapter follows the structure of the frame of references. Some 

answers might have therefore been taken from other parts of the interview. 

 

The case study and interviews were conducted between May, 9th 2014 and May, 12th 
 

2014. Participants could choose a day and time that fit best for them. Each participant 

watched part of an episode of “How I met your mother” with a built-in commercial block as 

described before. After watching the series interviews were conducted. The case study, 

as well as the interviews, were in English and hence statements did not have to be 

translated. As mentioned earlier the participants were named with a combination of letters 

and numbers abbreviating their level of involvement. These abbreviations can be found in 

the “sample selection” section of the methodology. The abbreviations show to which 

scenario a participant belonged as well as what music was played. The levels of 

involvement were:   high cognitive, high affective and low, whereby the low involvement 

was not subdivided into cognitive and affective. In the following they will be used to refer 

to the statements. The analysis was done within scenarios first whenever regarded as 

appropriate by the authors. 

 

Before starting the case study participants were reminded that this research was done for 

a bachelor thesis. Furthermore, the interviewers pointed out that the interviews would be 

analyzed and presented within the report. Additionally, samples were informed that the 

interviews  would  be  audio-recorded  in  order  to  transcript  it  later  on.  As  soon  as 

participants agreed on the recording the two audio recorders were switched on. 
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5.1 General Memories 
 

 

As an opening question the authors wanted to know what participants could remember 

from the ad without giving them further specifications. The following Figure 11 will show a 

summary of keywords that participants mentioned. 

 

 
 

 
Figure 11: Brainstorming 
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As can be seen in Figure 11 different features of the ad were mentioned right in the 

beginning. In the figure a summary of answers is shown. It does not mean that every 

person remembered all the different aspects. The grouping of answers was done by the 

authors in order to structure the various statements. The figure shows the question in the 

middle since all answers somehow related to the question what participants remembered 

in general from the focus ad. Different branches group the answers in the categories for 

camera, ad execution and music. These categories were chosen since they deal with 

different aspects of the advertisement and all answers could be put in one of these 

categories. The three categories were then further subdivided. 

 

The category for the camera was further subdivided into its model name, CANON EOS 
 

60D incorporating its technical features since they are special for exactly this type of 

camera. A second branch shows the relationship participants built with the episode of 

“How I met your mother” since two samples stated that in the opening of the episode a 

camera as well as pictures of the actors are shown. Another branch shows the “Choose 

your own angle” sentence since this was also mentioned by participants. The last 

subcategory for the camera includes statements about the pictures. Most samples 

remembered that pictures were taken in the ad and then twisted by 90°. The branch for 

music includes parts of the lyrics from the positive song that were remembered. The part 

about execution of the ad can be further subdivided into statements about the people that 

were shown, about the environment and scenery as well as the colors used in the ad. 

Participants remembered that different people were shown in the ad, two of them looking 

like they could be a couple. Some samples could also describe the look of the people. 

Furthermore, almost all of the samples mentioned that people lay down to take pictures 

that could then be switched. Keywords that were mentioned about the scenery were 

“pool”, “street”, “corner”, “park” and “pavement”. People also mentioned different 

landscapes in general. Furthermore some participants mentioned the colors that were 

used. 

 

The general assembling of the questions asked in the interview followed the frame of 

references. In order to find out why certain answers were given by participants the level of 

involvement needs to be taken into account. Moreover, the answers, given by the 

participants will be grouped according to the different levels of involvement to be able to 

see later on if the involvement of a viewer could have an influence on ad perception. This 

means that answers will be partly summarized within the scenarios if possible. To follow 
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the guideline presented by the frame of references the next section will start with the 

involvement levels. 

 
 
 
 

5.2 Levels of Involvement 
 

 

According to Lantos and Craton (2012) it could be crucial for the analysis of the data to 

check for the level of involvement. They said that depending on a consumer’s level of 

involvement, different components and elements could have an influence on a consumer’s 

perception of the music, the ad and the brand. Participants were told a story according to 

their scenario before the start of the case study that should make them involved. As 

described in the frame of references, cognitive, as well as affective elements might form 

an Aam. Highly cognitively involved consumers might be more focused on information and 

peripheral  cues  that  facilitate  communication  and  relate  to  the  ad’s  theme.  Highly 

affectively involved consumers might alter their Aad through emotional components of Aam. 

Low involved consumers might form beliefs based on simple associations. Feelings could 

also be transferred through classical conditioning in this case. (Lantos & Craton, 2012) To 

be able to make use of data and explain findings later on the authors regarded it as 

important to find out if participants could really be counted into the level of involvement 

they were supposed to have. 

 

To test for participant’s level of involvement samples were asked what thoughts they had 

while watching the ad and why they would think they had these. Furthermore, the 

interviewers wanted to know what brand and product the ad was for and which product 

features the interviewees could name since this could indicate their level of involvement 

(Lantos  &  Craton,  2012)  Figure  12  shows  a  summary  of  the  features  that  were 

remembered among participants. The features are clustered according to the scenarios 

they were mentioned in. Since certain features were mentioned in different involvement 

groups they are mentioned more than once. 
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Figure 12: Remembered Product Benefits 
 

 
 

Figure 12 shows that each involvement group remembered a different amount of features. 

The high cognitive involvement group that was exposed to the advert with positive music 

could remember the most features. The low involvement group for the advertisement 

using the same music could remember the least benefits. All the other involvement groups 

could remember some benefits. However, only the high cognitive involvement group 

watching the advertisement with positive music and the low involvement group watching 

the advertisement with negative music could remember the full product name. In the 

following, a more detailed description on which involvement group knew which product 

features will be given. 

 

Within the scenario of highly cognitively involved participants that were opposed to the 

advertisement with positive music, all three participants could name the brand Canon, one 

of them could remember the whole product name and one could still remember the “60” 

from the product name. The same participant that could remember the whole product 
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name could also name various product benefits exactly, e.g. the 5.3 frames per second 

shutter speed and the 18 megapixels. The one who remembered parts of the name stated 

that she just remembered features that she was interested in but said that, in general, she 

was interested in photography. Two of the participants only had thoughts that were related 

to the camera as well as thoughts that showed that they would like to have a camera and 

thoughts about the product features. One of the participants also thought about the music 

that was used in the ad. However, one of the group members could only name the brand 

without remembering any further information given in the ad. 

 

All  three  members  of  this  involvement  level  combined  with  negative  music  could 

remember the brand name Canon. Two members could not really name more of the 

product benefits except for the changing of angles and that it was a digital camera. One of 

them (HCN3) could also say that the information was written in white letters in the 

commercial but she could not say what exactly was written. Both members suspected that 

their lack of knowledge might be due to the fact that the information was only displayed for 

a short time and that English is not their mother tongue. The third person (HCN2) in this 

group could remember parts of the product name, the shutter speed function that the ad 

talked about, the frames per second as well as the HD video function. He stated that 

these were the features he had more or less an idea about and it might be due to this fact 

that he remembered exactly these. All thoughts that were mentioned in this group were 

related  to  the  specific  advertisement  although  the  participant  who  remembered  the 

benefits thought a bit further, wondering where the city was. 

 

Within the high affective involvement combined with positive music all three participants 

could remember the brand name Canon. No one got the product name completely right 

but one of them remembered that it was EOS and one said that it was something with a 

“D” in it. Two members could also name some benefits vaguely. One of them said that the 

reason for remembering these might be own interest. The thoughts that came up within 

this group were partly related to the advertisement, its scenery, the music and the specific 

camera, partly due to their own photographing skills. One participant also mentioned past 

love stories that came to his mind when watching the advertisement. HAP2 also had 

thoughts that were not just directly related to the ad. She was also thinking about the cat 

from the “Whiskas” advertisement and wondering if the advertisement was related to the 

episode of “How I met your mother”. Furthermore, she asked herself why the commercial 

appeared exactly in this moment. 
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In the group that was watching the ad combined with negative music all three members 

could remember the brand name Canon. Two of them additionally remembered parts of 

the product name. Two of them could also remember some features but without the exact 

technical details. HAN2 connected the story to the situation because he remembered that 

his goal was to take pictures of happy people. HAN1 said since he just came home from 

work and wanted to relax it was nice to watch the movie. HAN3 stated that she might 

remember benefits, such as HD and megapixel, because she more or less knows what 

they mean. However, she said that she was not interested in photography. 

 

Looking at the samples that were in the low involvement group with positive music it can 

be said that all three members remembered the brand name Canon but none of them 

could name any specific product benefits, except for the “finding of an own angle”. All of 

the members mentioned that they were more thinking about their cat and to remember to 

buy cat nutrition. One of them could also describe her cat and what the cat was doing in 

her imagination (LP2). However, two of the members also had thoughts about how nice it 

would be to have a camera like the Canon one and that they could buy one. 

 

Within the last scenario of low involvement with negative music only one participant could 

remember the brand name Canon. He could also remember the product name. However, 

he could only remember the last feature and stated that his thoughts were neither 

meaningful nor intense. Thoughts within the group were partly related to the advert, the 

camera and its features and how people could use the features themselves. Moreover, 

LN1 and LN3 stated that they do not need a new camera right now, since both of them 

bought new cameras recently. LN2 was, besides the camera, also thinking about his 

personal,  negative  attitude  towards  “How  I  met  your  mother”  as  well  as  about  his 

imaginary cat. 

 
 
 
 

5.3 Music Components 
 

 

As can be seen in “The Model of Consumer Response to Advertising Music”, different 

components of music can contribute to a consumer’s Aam. The components that were 

used for this research are modality as well as genre and style. The following paragraphs 

will present a summary of the statements that were given about musical stimuli during the 
 

interviews. The answers will be grouped according to different levels of involvement as it 

was done in the section above. 
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Before conducting the case study the authors already decided to use foreground popular 

music since the music incorporates lyrics and popular music is meant to be well-known. 

The first musical component that was tested was major versus minor modality. Therefore 

two different songs, one with a major modality and one incorporating various minor chords 

were used. To find out what participants thought about the modality the interviewers 

asked them what they thought about the music that was used in the advertisement. 

Furthermore, participants were supposed to evaluate the music and state why they 

evaluated it the way they did. The following paragraph will start with the statements that 

were given within the group of highly cognitively involved people. 

 
 
 

5.3.1 Major and Minor Modality 
 

 

Within the scenarios of high cognitive involvement three participants did not remember the 

music. Out of these three, one was exposed to the advertisement using positive music. 

The three participants that could remember the music, all liked it, meaning that also one 

participant who was actually listening to negative music (HCN2) evaluated it as positive. 

Two members of the group with negative music stated that they did not focus on the 

music and that it did not draw their attention to the ad. HCN3 described the music further 

as “not that awesome”. HCN2 also remembered that the music also was not very obvious 

but rather with slow tempo in the background. The people in the HCP group stated that 

they perceived the positive music as “upbeat” and “happy”. 

 

In the scenarios with high affective involvement two out of three people who watched the 

advertisement with positive music liked the music. They evaluated it as “cheery”, “happy” 

and “romantic”. They also remembered parts of the lyrics. The third person that was 

belonging  to  this  scenario  did  not  remember  the  music.  The  three  high  affective 

participants  that  watched  the  ad  combined  with  the  negative  music  did  not  really 

remember the music that was used. As far as they had a feeling and could do an 

evaluation about the music they evaluated it as “calm” and “not so impressive”. However, 

no one in this group was really sure about what music was used. HAN3 was the only 

participant who actually evaluated the music as “not so good”. She compared it to a 

commercial for the Spanish brand “Estrella Damm” which uses music that she perceives 

as positive. Compared to the song “Photography”, it uses more major chords, faster beat 

and a faster pace. 
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The third level of involvement is low. Five out of six members within this group did not 

remember the music. However, one of the participants (LP2) who listened to the positive 

music did not remember exactly what music it was but remembered it to be happy and 

liked. Furthermore she connected it to the pictures of happy people in the advertisement. 

The other two people in this scenario did not remember the music at all. One person 

within the scenario with negative music (LN1) did remember the music and evaluated it as 

positive but not very specific or complex. LN3 further said that the music for her was 

“relaxing”, “funny” and “soft”. 

 
 
 

5.3.2 Genre and Style 
 

 

Besides the modality of the music it is also important to focus on “genre and style”, 

another musical stimulus. This component of music could help to answer if there is any 

connection between the music preferences and the music used in the advertisement. 

Within the high cognitive involvement group various music styles were mentioned. The 

participants who watched the advertisement with positive music stated that it mainly 

depends on their moods what music they listen to. However, it was also mentioned in this 

group that participants sometimes listen to music from their home country. HCP3 said that 

he follows a DJ culture. His musical preference is therefore going into more “sort of dance 

music”. Within the scenario with negative music two people mentioned that they listen to 

Pop. Two people also mentioned Rock. 

 

Within the group of high affective involved samples, who watched the advertisement 

combined with positive music, all of the participants stated that it depends on their mood 

and that their preferences change over time since it is “boring” to always listen to the 

same music style. One participant also mentioned music from his country specifically but 

in general styles like Pop, Rock, Chill-Out, House and Acoustic music were mentioned. 

People from the scenario with negative music mentioned music played on the radio, Pop, 

Rock and Charts as their preferences. However, HAN3 mentioned explicitly that she liked 

music with lyrics. 

 

Within the low involvement sample exposed to the scenario with positive music, Rock and 

Indie were mentioned as music styles. However, one of the participants clearly stated that 

the music in the advertisement was appropriate and that he would not be irritated by 

music that is not exactly his preferred style. Two out of three people in the scenario with 

negative music said that they did not have any specific preferences when it comes to 
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music. They would listen to basically everything. The third person within this group prefers 

to listen to music from her country but would also listen to Pop and Rock in general. 

 
 
 
 

5.4 Cognitive Elements 
 

 

Following the frame of references, the model states that cognitive and affective elements 
 

could influence a consumer’s music appeal (Aam) through music-message fit as well as 

musical fit. Through testing for cognitive components, the authors of this paper wanted to 

find out in which way the music fit the information given in the advertisement as well as if 

participants could remember any lyrics of the songs used. It was further investigated if the 

viewers perceived the music as distracting. Regarding musical fit was important to find out 

whether participants perceived the music as distracting or not. 

 

For the high cognitive involvement group all participants thought that the music was fitting 

the advertisement regardless of whether they were exposed to the advertisement with 

positive or negative music. HCP1 stated that the music always “appeared with the same 

bling” as the pictures. HCP3 said it fit the topic of the advertisement. HCN1 mentioned 

that the music was not “noisy”. This was why she perceived it as nice. HCN2 said that it 

was nice in the background for him. All participants of this involvement group could not 

remember  any  lyrics.  Neither  did  they  know  whether  the  music  fit  the  information 

presented in the advertisement. HCP3 said that the music complemented the information 

given in the ad but he could not remember if it fit the information. 

 

In the high affective group all participants perceived the music as fitting. However, in the 

group  that  was  exposed  to  the  advertisement  with  positive  music,  two  out  of  three 

members could remember some parts of the lyrics. HAP1 could remember parts of the 

lyrics of the chorus “Wasn’t she lovely”. He further connected the lyrics of the song to the 

story in the advertisement. He said that for him the song said that someone is “longing” for 

something. He also connected it to “longing for the camera”. Moreover, he explained that 

it says in the lyrics “she’s beautiful but I don’t have it”. HAP3 could remember the word 

“love” which reminded him of love and connected the music to the couple that was shown 

in the advertisement. The last participant in this group could not remember any lyrics. In 

the high affective group with the advertisement including negative music, none of the 

participants were able to remember any lyrics or whether the information contained in the 
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ad  fit  the  lyrics.  HAN1,  however,  thought  to  remember  that  a  woman  was  talking. 
 

Additionally, HAN2 used the word “happy” very often. 
 

 

In the group that was low involved all the participants thought that the music fit the 

advertisement. None of the viewers of the advertisement using positive music could 

remember the lyrics or any music-message fit. LP3, however, thought that a girl was 

singing and that he heard a woman’s voice. In the low involvement group that was 

exposed to the advertisement containing negative music two of the participants could not 

remember the lyrics. LN1 said that for him the lyrics were about being “happy” and “feeling 

free” which in his opinion would fit to the advertisement. No one of this group could 

remember if the song was fitting to the information given in the ad. 

 
 
 
 

5.5 Affective Elements 
 

 

For testing the affective elements of the music appeal questions regarding the feelings, 

memories and situations connected to the music were asked. In the high involvement 

group four out of six people connected positive feelings to the music. Since the other two 

(HCP2 and HCN3) could not remember the music at all they could not answer the specific 

questions. However, for the group that was exposed to the advert using positive music 

people described the feeling that they got when watching the advertisement as “happy”, 

“fun”, and “calm”. HCP1 thought of herself running in a forest when she heard the song. 

HCP3 reminded the song of “times with friend” and of being “younger” when people do not 

have a very specific music preference. In the high cognitive involvement group that was 

exposed to the advertisement with negative music the participants also had positive 

feelings. They described their feelings as “released”, “happy” and “nice”. However, none 

of this group had any memories or situations connected to the song. 

 

In the high affective involvement group most of the participants had positive feelings about 

the music. However, for the advertising with the negative music again one of the 

participants could not remember the music at all and could therefore not answer the 

questions. In the group for the advert including positive music the participants described 

their feelings as “happy” and “inspired”. Nevertheless, only HAP3 connected his “best 

stories” and “love” to the song since he thought it was a romantic song. For the high 

affective group that was exposed to the advertisement with negative music one participant 

said he had positive feelings since the whole advertising package fit for him. HAN3, 
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however, did not talk about his feelings but said that for her the music was not the “high 

point of the spot”. Neither HAN1 nor HAN3 connected any memories or stories to the 

music. 

 

For the low involvement group four out of six participants had the feeling of relaxation. 

One thought the music made him “happy” and again one person could not remember the 

music at all (LN2). None of the viewers for the ad with positive music connected any 

specific  memories  to  the  music.  However,  LP2  could  imagine  that  she  thought  of 

“summer” and “pool” but for her this was more related to the pictures. In the low 

involvement group with the advertisement including negative music one participant said 

that the “relaxing” feeling reminded him of “sunny weather” and a “happy day” but he did 

not connect any situations to it. LN3 did not connect her “relaxed” feeling to any situations 

or previous memories. 

 
 
 
 

5.6 Attitude towards the Music 
 

 

As can be seen in the frame of references, the cognitive and affective components 

together can form a consumer’s music appeal. This music appeal can be seen as a 

consumer’s Aam. To test for the attitude towards the music that listeners developed, it was 

asked in the interview how participants would evaluate the music and why they would 

evaluate it like that. Since the answers to this question could also partly answer whether 

modality had an influence on consumers’ Aam  the questions were also stated to find out 

about  the  musical  stimulus  modality.  However,  to  find  out  about  the  perception  of 

modality, consumers were also asked what they remembered of the music, since a certain 

feeling or parts of the melody could give a hint to modality. To actually test for people’s 

Aam the evaluation (liked/disliked) is more of interest. 

 

Within the highly cognitively involved group that was opposed to the ad with positive 

music, the two people that remembered the music liked it and evaluated it from “normal” 

to “upbeat” and “positive”. One of the persons in this group, as already mentioned, did not 

remember the music. In the scenario with negative music one of the participants did not 

focus on the music and could therefore not remember it. Another group member enjoyed 

the music and evaluated it as peaceful and “not too obvious”. The third group member 

said that the music did not help and that she would evaluate it as not being very nice 

music. 
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The third and fourth scenario included people that were supposed to be highly affectively 

involved. Two people that watched the advert with positive music liked the music. They 

evaluated it as “good”. The third member of the group did not remember the music. In the 

group that was exposed to the advertisement combined with negative music no one really 

remembered the music. However, two participants stated some evaluations based on the 

perception they had while watching the advertisement. They evaluated the music as 

“normal” and “not so impressive”. 

 

Within the last groups of low involvement two people that watched the advertisement with 

positive music did not remember the music at all. The third person within this group liked 

the music. For the people in the group who were exposed to the advertisement with 

negative music one participant found the music to be positive. Another viewer said the 

music was “not very specific”. One person in this scenario could also not remember the 

music. 

 

The first research question was “How can the relationship between the music components 

and a consumer’s Aam be described?”. Since the questions and answers above were 

intended to describe this relationship the second part of the frame of references will be 

used to answer the second research question “How can the relationship between Aam and 

Ab  be described?”. As can be seen in the “Model of Consumer Response to Advertising 

Music”, Aam is a part of Aad, therefore, the authors wanted to find out next what Aad viewers 

developed. To find out about this factor participants were asked what they thought about 

the advertisement in general. More specifically, the interviewers also wanted to know what 

the interviewees thought about the story that was told in the advertisement. Furthermore, 

it was of interest which features of the ad the samples liked most, which they did not like 

and why they developed these attitudes. Last but not least, participants were asked to 

give an overall evaluation of the advertisement for the Canon camera. 

 
 
 
 

5.7 Attitude towards the Ad 
 

 

Within the high cognitive involvement group people who watched the advertisement with 

positive  music  gave  an  average  to  positive  overall  evaluation  that  was  neither  very 

positive nor very negative. HCP2 said clearly that she did not like the advertisement. 

However, the other two people in the group evaluated the advertisement as okay. Both of 

them stated that the advertisement had a nice basic idea but too much repetition. The 
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idea, pictures and music were mentioned as successful features. However, HCP2 said 

that she did not like the pictures. None of the members of the group did pull a certain story 

out of the advertisement. 

 

In the group with high cognitive involvement combined with negative music people liked 

the advertisement but also stated that it could be a little bit more creative (HCN1) and 

include a bit more information (HCN2). One participant also mentioned that it was due to 

her lack of knowledge that she evaluated it as just “okay” (HCN3). If she would have 

understood more she might have evaluated it better. As best features people mentioned 

the idea, the pictures in general and the green color as well as the music. As negative 

features participants mentioned that the ad could have included some more information. 

One participant did not recognize much of a story, another, however, evaluated it as 

positive and a daily life situation that people could identify with. 

 

Within the scenario of high affective involvement combined with positive music all three 

participants considered the advertisement to be good. HAP1 stated that for him the screen 

that could be turned was the best feature. For the other two persons in the group the 

different environments and pictures as well as the fact that the consumer got the feeling 

the camera can be used by ordinary people instead of just by professional photographers 

(HAP3), was preferred. Two participants could not find any parts that they did not like. 

One participant stated that the advertisement was too long for her and she sometimes did 

not stay focused (HAP2). Overall, she also evaluated the advertisement as good but said 

that it would not make her buy the camera. 

 

The three participants that watched the ad in the same level of involvement but with 

negative music also evaluated the advertisement as overall positive. Again, the idea, the 

pictures and the switching screen were the features that were liked most. The samples 

mainly did not mention any parts that they did not like. However, HAN1 mentioned 

specifically that the two persons that have been pictured might not be able to use the 

camera themselves. He also mentioned that the switching screen was an important part in 

the ad for him since taking “selfies” is getting more important nowadays. One participant 

of this group stated that the picture that was taken in a street corner did not really appeal 

to him. 

 

In the low level of involvement combined with positive music the evaluation of the Canon 

advertisement was good for all three participants. The whole idea, the way to advertise, 

the pictures and the music were rated as the best features within this group. No one in this 
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scenario mentioned features that they did not like. However, they also did not really detect 

any story in the advertisement. 

 

For the same level of involvement but combined with negative music two out of three 

members evaluated the advertisement as not very good or impressive. The idea was 

criticized for not being specific to the product. However, the scenery was evaluated as 

outstanding. The revolving screen and the music were also evaluated positively. None of 

the three group members named any specific features they did not like. When asked 

about the story in the advertisement two said that it symbolizes an ordinary day with 

ordinary people and could therefore help viewers to identify themselves with the product. 

 
 
 
 

5.8 Relationship between Aam and Aad 
 

 

Following the frame of references the next variable that was tested was the relationship 

that exists between a consumer’s Aam and Aad. Since Aad is the mediator between Aam and 

Ab it is important to test if viewers’ Aam influences their Aad. To find out if this was the case 

for participants in the case study of this thesis they were asked how their feelings 

connected to the music influenced their advertising perception and why they thought it 

was like that. 

 

Within   the   level   of   high   cognitive   involvement   people   who   were   watching   the 

advertisement with positive music mainly said that their feelings about the music 

transferred to their Aad. Just one participant said that the music did not influence her in 

that way (HCP2). However, it was also mentioned that the music is not the most important 

point in an advertisement but should rather transmit feelings that cannot be transmitted 

with the pictures (HCP1). For her the music is therefore not as important as the pictures. 

HCP3 stated that the lighthearted feeling of the music also transferred and created the 

same feeling for the ad. 

 

Within the high cognitive involvement group combined with negative music two people 

said that in some way the music had a relationship with their perception of the ad. One did 

not really state that her feelings transferred to the ad, however, she stated that she did not 

remember anything from the music (HCN1). One member compared it with music in 

movies that can also create a feeling in some way (HCN3). The third member of the group 

evaluated the relationship as existing but kind of neutral since “it doesn’t really add 
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anything but it is also not taking anything away” (HCN2). Overall, two participants stated 

that the connection in some kind existed but they did not evaluate it. 

 

Looking at the answers of the high affective involvement group it can be said that all three 

members that watched the advertisement combined with positive music stated that their 

feelings towards the music transferred to the ad. Two of them said that listening to music 

that they perceived as positive and liked, made them like the advertisement as well 

(HAP1, HAP3). One participant stated that she was more open to the advertisement 

through the music she listened to. However, she rather assumed the connections since 

she could not remember her feelings about the music (HAP2). 

 

From the people of the same level of involvement who watched the advertisement with 

negative music one person stated that the feelings towards the music influenced him in a 

positive way to also like the product (HAN1). However, it has to be mentioned that he 

strongly connected the music with the pictures. Another participant said that the music 

was not very special (HAN3). She stated that in general the connection exists for her. 

However,  she could not find it for this specific advertisement. Since the last person 

(HAN2) of this group could not remember the music at all he could not answer this 

question. 

 

Within the scenario of low involvement just one person who saw the advertisement 

combined with positive music said that her feelings about the music might have been 

transferred to her Aad. However, she also said that the music was not the element that 

catched her for the advertisement but she found a connection between the music and the 

images that might have also been due to her feelings towards the music (LP2). Since the 

other two members of this group did not remember the music they could not answer this 

specific question. 

 

For people in the low involvement scenario combined with negative music two people said 

that their feelings for the music transferred to their attitude towards the advertisement. 

Both of them evaluated the music as positive and stated that the music in the ad created 

happy feelings and might make them interested in the advertisement and product (LN1, 

LN3). The third person of this scenario did not remember the music and could therefore 

not answer the question. All in all, it can be said that for this level of involvement three out 

of six people thought that their feelings connected with the music somehow transferred to 

their attitude towards the advertisement. 
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5.9 Previously existing Ab 
 

 

Following the frame of references the next part would be a consumer’s Ab. This attitude 

could have already existed before the exposure to the advertisement. Lantos and Craton 

(2012) further stated that a consumer’s Aam could transfer to Ab, using Aad as a mediator. 

However, the authors of this paper wanted to know first, whether consumers already had 

previous  experiences  with  the  product  or  brand.  Furthermore,  samples  were  asked 

whether they would buy the camera or not and to explain their reasons for the decision, 

respectively.  The  latter  question  is  aiming  at  finding  out  about  potential  purchase 

intentions. Although testing for purchase intentions is beyond the scope of this paper, the 

authors regarded the question as important since the answers could show a consumer’s 

Ab. 

 

Starting with the first scenario (HCP group) it can be seen that two of the group members 

already had previous experiences with Canon, one of them even with DSLR cameras 

(digital single-lens cameras). The person who had experiences with other Canon products 

said that he preferred compact and bridge cameras and therefore rather uses these 

products (HCP3). One of the members never used a Canon camera before (HCP2). When 

asked if they would buy the product all three participants said that they would first like to 

see their other options. One participant just mentioned options in general, one said that he 

would  compare  other  products  and  brands  within  the  same  price  range  and  one 

participant would in fact do research but stick with the brand Canon. The same participant 

that used other Canon products also mentioned that his general attitude towards Canon 

products is positive and that for him “it speaks volumes [...] that a lot of people use their 

products and a lot of professionals use their products” (HCP3). However, he also pointed 

out that Canon might partly rely on their name and existing reputation, and that other 

products from other brands could also be better. 

 

People in the high cognitive level involvement group with negative music did not have 

experience with Canon products in particular. One member mentioned that she just used 

digital cameras but not DSLRs. Another member assumed to remember that his father 

had a Canon camera but he did not really care about photography. The third member 

used a friend’s Sony reflex camera before but did not have a lot of experience with the 

product type. One member said that if she had the money she would buy the camera 

because it was appealing to her. The other two people would consider buying the camera 

but would compare it to other models as well as other brands before making a decision. 
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Within the level of  high affective involvement combined with positive music just  one 

person had previous experiences with Canon cameras of other people (HAP1). Assuming 

that price does not matter two out of three persons within the group would think about 

buying the camera. HAP2 clarified that she would not buy this camera and would not buy 

a camera in general from just seeing an advertisement. However, she would think about 

buying another product from Canon if she needed a camera. HAP1 stated that he would 

consider buying the product but would compare it to other products of the same brand. 

 

Among the highly cognitively involved people who watched the Canon advertisement 

combined with negative music two out of three people had previous experiences with 

Canon. One member stated that his family owned a small Canon camera (HAN1). Another 

participant owns a Canon camera but stated that he mainly uses his phone to take 

pictures (HAN2). The third participant did not have any experiences with Canon cameras 

since she does not like photography in general (HAN3). When being asked about their 

buying intentions one of the participants stated that for him the brand name does not play 

a major role but he would rather compare different models and brands according to quality 

and functionality (HAN1). However, he stated that for him the brand name Canon implies 

that it is a good brand. The participant who currently mainly uses his phone for taking 

pictures would also compare the camera to different models of different brands if he would 

need to buy a camera. He additionally stated that when it would come to buying a camera 

he would trust Canon. The participant who does not like photography would not spend 

money to buy a camera. However, when she was asked again to imagine that she liked 

photography she stated that she would try to compare the camera to other models and 

brands. Still, she said that it would be hard for her to make a comparison since she does 

not have the experience. 

 

Within the scenario using positive music in a low involvement condition two out of three 

participants had previous experiences with an, at least similar, product. One of the 

members has a digital Nikon reflex camera but stated that she does not prefer Nikon as a 

brand over Canon (LP2). Another member said that he had great experiences when he 

borrowed a Canon reflex camera from friends to take pictures (LP3). The third member 

stated that he did not have any experiences with digital reflex cameras. However, his 

father owned an analog reflex camera and he stated that seeing it sometimes gave him 

the feeling that he needed a camera. When asked about their purchase intention all three 

members, would consider buying this model. One of the participants stated that he would 

not buy a camera right now but if he had to would first look for the specific camera he saw 
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and then compare it to others before making a decision. The two other participants were 

not sure whether they would buy exactly this camera but would more likely take the 

advertisement as an incentive to do additional research online and ask their friends about 

their opinion. Both said that they would most likely not end up with buying this specific 

camera. 

 

Looking at the low involvement group combined with negative music only one person had 

real experiences with a Canon camera (LN1). The other two members said that they do 

not  have  any  previous  experiences  with  Canon  cameras.  When  asked  about  their 

intention to buy the product the person who owns a Canon camera said that he would not 

buy a new one right now and for his usage he would rather go for cheaper products in 

general. One person would do research and rather go for a better camera and the last 

participant in the group would consider price in the first place since he is not interested in 

photography and would therefore not be willing to spend a huge amount of money on it. 

Moreover, he would rather consider buying a GoPro (a high definition personal camera for 

extreme action video photography) since his interest is more into this direction. 

 
 
 
 

5.10 Relationship between Aad and Ab 
 

 

Following the “Model of Consumer Response to Advertising Music” a consumer’s Aad 

could be a mediator leading to a consumer’s Ab. To find out whether this was the case 

among participants in the case study for this thesis the samples were asked how they 

thought that their Aad transferred to their Ab and also to give an explanation why they think 

it happened or did not happen. 

 

Within  the  level  of  high  cognitive  involvement  combined  with  positive  music  two 

participants said that their Aad did not influence their Ab. One stated that since she did not 

have any idea about the brand before just this one advertisement did not change anything 

about her brand attitude (HCP2). The second participant who denied the relationship also 

stated that she would need more than just one input to form an attitude towards the brand 

(HCP1). However, she also stated that she thought that the attitude transfer is possible 

since she knows some brands where it was the case for her. The third participant said that 

he connected the advertisement to the brand but that the way of executing the ad in a 

lighthearted  way  showed  him  rather  about  the  operations  of  the  company  than  the 
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technology (HCP3). He stated that he recognized the relationship between Aad and Ab and 

a connection but his attitude towards the brand did not change due to the advertisement. 

 
All people in the same level of involvement who watched the advertisement with negative 

music connected the advertisement to the brand. One participant did not really have an 

opinion about whether her perception of the brand had changed or not. However, she said 

that the brand name was shown several times in the advertisement which made her 

remember the brand (HCN1). The other two members in the group stated that the 

advertisement might help them to remember the brand when they see the product again 

(HCN2, HCN3). One participant said that the ad raised interest for the brand. One 

participant connected the feeling of happiness that she had for the ad to the brand and 

said that this is what she might remember when seeing a Canon product again. 

 

Within the level of high affective involvement combined with positive music one participant 

answered that the advertisement influenced his perception of the brand. He mentioned 

that it was a good advertisement with good music and therefore made him think that 

Canon is a good brand (HAP3). Another member of the group did not change his 

perception of Canon but rather reaffirmed his already positive attitude towards the brand 

(HAP1). The third interviewee in the group stated that she did not make a connection 

between her perception of the ad and the brand. She would rather need to get in touch 

with the product physically to form an attitude towards the product and the brand (HAP2). 

 

People in the high affective involvement group who watched the advertisement combined 

with negative music did mainly not change their perception due to the advertisement. One 

participant stated that his perception of Canon did not change but that the advertisement 

rather updated him about the product portfolio (HAN1). Another participant also noticed 

that he already had a good perception that did not change due to the advertisement 

(HAN2). For him an advertisement can in principle not change the perception of a brand 

directly but he would always compare different options when buying a valuable product. 

The third participant in the group said that for her the relationship between the 

advertisement and the brand was strong. Since she did not have any attitude towards 

Canon before, she built it up due to this advertisement. Because she perceived the 

advertisement as original she also perceived Canon as an original brand (HAN3). 

 

In the scenario with low involved samples who watched the advertisement combined with 

positive music one person stated that for her there was no connection between her Aad 

and Ab. She said that watching the advertisement did not make her change her perception 
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of Canon (LP2). One participant found that he connected the advertisement to the brand 

but he just looked at it without forming any attitude towards Canon (LP3). The third 

participant in the group stated that the ad gave him a good feeling that made him think 

that he could trust the brand. However, he also mentioned that he already knew before 

that Canon cameras were of good quality (LP1). 

 

All three participants in the scenario of low involvement who watched the Canon ad 

combined with negative music stated that their Aad somehow connected to their perception 

of Canon. One participant said that when he is going to buy his next digital camera he 

might go for Canon. However, he added that this might be because it was the last camera 

advertisement he has seen (LN1). The other two members in the group said that they 

would remember the advertisement when they saw the product or brand. One member 

said that he would probably be influenced by the advertisement since he does not have a 

broad knowledge about cameras to make comparisons. The third member stated that she 

had never heard about the brand Canon before but might try to find more information due 

to the advertisement she has seen (LN3). 
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6 Data Analysis 
 
 

In this chapter the data, that has been collected, will be analyzed. The analysis will follow 

the established guideline of the frame of references. For each part of the “Model of 

Consumer Response to Advertising Music”, an analysis of similarities, differences and 

additional findings of the collected data will be given. The analysis will form the basis to 

draw a final conclusion which will form the last chapter of the thesis. 

 

The analysis will be done within as well as across scenarios whenever it is suitable. The 

within-scenario analysis is needed to get an overview over all components. Participants 

did  not  answer  congruently  within  scenarios.  Therefore  the  tables  shown  within  this 

chapter as well as the analysis will treat them separately. However, the authors of this 

paper tried to find an overall conclusion for all the scenarios in order to analyze them 

against each other. Following, a table summarizing the findings on each component will 

be given and a cross-scenario analysis conducted. When analyzing the relationship 

between the music components and a consumer’s Aam, the findings of this research will be 

compared to the frame of references. This will be done by comparing the results of this 

study to the theory incorporated in the framework. The theory will also build the basic 

structure for the section. However, if theory is appropriate to be applied for certain 

components directly, it will be used. Since in some cases a general analysis of the whole 

case study might be more appropriate the structure for the different sections will not be 

exactly the same. Since some companies might focus on specifically involved customers 

the focus for the cross-scenario analysis will lie on a comparison within levels of 

involvement and across music types. 

 
 
 
 

6.1 General Memories 
 

 

When analyzing the general memories that were mentioned in the beginning and can be 

seen in Figure 11 in the previous chapter, the authors will not show the answers according 

to the level of involvement. The question asked was, what features of the ad were 

remembered without going further into detail. Since it was only used as an opening 

question it does not refer to a specific part of the frame of references and will therefore not 

be compared. All answers were also taken into account for other parts of the frame of 

references when they matched with other questions. That means that all statements that 
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were given in the opening question will appear somehow in the analysis later on, with 

respect to the corresponding scenario. 

 

When looking at the statements that were given to the first question, the authors found out 

that most memories are connected to either the camera category or the ad execution 

category. All participants of the case study could remember the ad and some details about 

the ad execution, meaning that they could describe some of the pictures or people that 

appeared. Most people also remembered that the pictures were turned and that it was 

somehow connected to choosing an angle. Three people could remember parts of the 

lyrics, of which two could directly express that they connected the lyrics to the 

advertisement. All in all, it can be said that participants remembered more, and more 

detailed facts about the visual elements of the advertisement than they remembered 

about the acoustic elements. 

 
 
 
 

6.2 Levels of Involvement 
 

 

The analysis of the levels of involvement will be based on the empirical data that can be 

found in section 5.2. Park and Young (1986) said that utilitarian motives make consumers 

highly cognitively involved. These people might consume an advertisement message- 

based. A utilitarian need was created through the story participants were told. Consumers 

will be highly affectively involved if they have value-expressive motives (Park & Young, 

1986). Value expression was aimed for through the story, including love and happiness 

connected to photography, as well as a self-realization motive. Low involvement could be 

created if consumers perceive an advertisement non-message based (Park & Young, 

1986). Low involvement for the ad should have been created through a focus on the 
 

“Whiskas” commercial. 
 
 

 
6.2.1 Within-Scenarios Analysis 

 

 

For the high cognitive involvement group that watched the advert with positive music 

(HCP group) two out of three members (HCP1, HCP3) were highly cognitively involved 

since they could name various product benefits. They confirmed the theory of Park and 

Young (1986) since they focused on information. One of the participants (HCP1) was 

already  naturally  involved  since  she  personally  likes  photography  and  was  therefore 
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interested in the ad. However, for HCP2 the intention of making her highly involved did not 

work out. She could not identify with the story and was therefore rather low involved. 

 

Within the scenario of high cognitive involvement combined with negative music (HCN 

group) the actual levels of involvement differed. The first member within this scenario 

(HCN2) was highly cognitively involved. He was the only member who completely 

confirmed Park and Young’s theory (1986) and focused on the information. HCN3, 

however, confirmed the theory to some extent. The authors found that she tried to focus 

on information but could not fully absorb them. This might have been due to language 

barriers. HCN1 did not get highly involved with the advertisement. She did not remember 

any of the product benefits. The authors state that this member was rather low involved. 

 

Two out of three members (HAP1, HAP3) within the high affective group combined with 

positive  music  (HAP  group),  were  actually  highly  affectively  involved.  They  could 

remember the major information about the camera, like the brand name and parts of the 

product name as well as some visual aspects. Furthermore, they could connect the lyrics 

of the song to the advertisement and name some keywords from the lyrics that were 

connected to the story they were told. This confirms the value-expressive motives the 

samples followed. The third member did not remember the music and had thoughts that 

were not related to the advertisement itself. The authors therefore state that she was 

rather low involved. 

 

Within the same level of involvement combined with negative music (HAN group) two out 

of three members were highly affectively involved (HAN1, HAN2). They could remember 

some details about the camera and its technical features. One of the participants might 

have connected the lyrics of the song subconsciously to the advertisement since he 

repeatedly mentioned the word “happy”. Another member repeated the part of the story 

where he was told that he had to relax after a long day of work. These two members 

confirmed the theory by Park and Young (1986). The third member of the group was low 

involved.  She  did  not  have  any  personal  interest  in  photography  and  also  did  not 

remember the story she was told before the case study when answering the interview 

questions. 

 

All three members of the low involvement group with positive music (LP group) were 

actually low involved. They could not name any specific product benefits. All three 

members were also following the story that they were told before and therefore 

concentrated on the “Whiskas” advertisement and trying to imagine their cat or that they 
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had to buy pet nutrition. That shows that all members confirmed the theory since they did 

not process the ad message based. 

 

Within the low involvement group with negative (LN group) music all three members were 

low involved. One of the members (LN2) was personally low involved since he did not like 

photography in general. Furthermore, he was thinking about a cat and his personal 

negative attitude towards “How I met your mother”. LN1 was also thinking about the 

“Whiskas” commercial and wondering how the series would continue. This member as 

well as the third member of the group stated that they were not following the commercial 

for the camera since they currently do not feel the need for buying a camera. Again, all 

three members confirmed Park and Young’s (1986) theory since they did not focus on the 

Canon commercial. 

 
 
 

6.2.2 Cross-Scenario Analysis 
 

 

After analyzing the different levels of involvement the following table can be created. 

Table 5 shows the intended level of involvement through the abbreviations and the actual 

involvement written in the broader columns. The scenarios with positive and negative 

music are shown next to each other. The layout of the table will be the same for all music 

components as well as attitudes. 
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Table 5: Actual Level of Involvement 
 

 
 

 
 
 

As can be seen in the table most of the involvement groups have at least one member 

that was not involved correctly. The explanation as to why some participants were not 

correctly  involved  can  be  found  in  the  previous  analysis.  In  the  high  involvement 

conditions four members each were correctly involved. The distribution between the 

positive and negative music condition was equal. All six members in the low involvement 

condition were correctly involved. It might be hard to make people highly involved if they 

are not highly involved and interested in real life. 

 
 
 
 

6.3  How  can  the  Relationship  between  Music  Components  and  a 
 

Consumer’s Aam be described? 
 

 

The following section will give an analysis that should help to answer the first research 

question of this thesis. It will therefore start with analyzing the different music components. 

Following, consumers’ attitude towards the music will be analyzed. The last step of this 

section, following the frame of references, will be to describe the relationship between the 

music components and a consumer’s Aam. 
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6.3.1 Music Component - Major and Minor Modality 
 

 

Two songs were used in order to test whether the modality of a song is relevant for the 

perception of an advertisement. The two songs “Isn’t she lovely” by Stevie Wonder and 

“Photography” by The Starting Line were used as examples for major and mixed modality, 

respectively. 

 

Within-Scenario Analysis 
 

 

Within the HCP group two people stated that the music was “positive”. This could be due 

to the major modality of the song “Isn’t she lovely” by Stevie Wonder. HCP2 said that she 

did not remember the music, therefore, the authors decided that it is not possible to state 

whether she perceived the music as positive or not. 

 

People in the HCN group evaluated the music differently. HCN1 did not remember the 

music. HCN3 did evaluate the music as “not that awesome”. She stated that it lacked a 

beat and was rather quiet. Her evaluation might be due to the various minor chords and 

slow tempo. HCN2, however, evaluated the music as positive but also mentioned the slow 

tempo. For him it was still an appropriate beat but he also stated that if music gets too 

slow it would create negative feelings. These findings are congruent with Hunter et al. 

(2008) who found that slow tempo might make a song sound sad (cited in Lantos & 

Craton, 2012). Overall, HCN2 as well as HCN3 did confirm the findings of Hunter et al. 

(2008) (cited in Lantos & Craton, 2012). 

 

Within the HAP group two people (HAP1 and HAP3) evaluated the music as positive 

according to its modality. One person did not remember the music and could therefore not 

evaluate it as positive or negative. 

 

In the HAN group, evaluations were not congruent. HAN1 remembered the music as 

“calm”. HAN3 evaluated the music as “not impressive” and “not so good” which could 

confirm the minor chords used in the song. Moreover, she explained her evaluation by 

giving an example of the commercial for a Spanish beer brand that uses music that she 

would describe as positive. The song that was used in the commercial she mentioned 

uses more major chords, a faster tempo and more beat than the song used in the Canon 

commercial. This is also in compliance with Hunter et al.’s (2008) findings as stated above 

(cited in Lantos & Craton, 2012). The last member did not remember the music and could 

therefore not give an evaluation. 
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Within the LP group two members did not remember the music and could therefore not 

evaluate it as positive or negative. The third sample said that it was “happy” music. She 

stated that the “music was making [her] feel happy”. That was most likely due to the major 

modality of the song in connection with positive pictures. 

 

Members of the LN group perceived the mode of the music differently. One member did 

not remember the music and was therefore not able to evaluate it. One member said that 

it was not very specific and more simple, relaxing music. Moreover, he strongly connected 

the  music  and  pictures  in  the  advertisement,  explaining  musical  fit  according  to  the 

pictures (LN1). The third group member evaluated the music as “relaxing”, “liked”, “funny” 

and “soft”. However, she did not know why she liked the music. One reason could be that 

she connected it to the visual aspects of the ad. 

 

Cross-Scenario Analysis 
 

 

The following table summarizes the evaluation of the modality of the music in order to find 

out later on whether the modes of the songs had an influence on Aam or not. For the 

evaluation “+” means positive, “-” means negative and “/” means not available. 

 
 
 

Table 6: Evaluation of Modality 
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As can be seen in Table 6 there were only two negative modality evaluations for the 

advertisement  with  the  negative  music.  However,  the  participants  in  the  negative 

scenarios that evaluated the music as positive might have done so because of the positive 

pictures that were also included in the ad or because of major chords used in the song. 

Lantos and Craton (2012) stated that music with a mix of major and minor modality might 

still create a positive evaluation of the melody. Moreover, it can be stated that in each 

scenario at least one person could not remember the music and therefore could not reply 

to the question about modality. Within the positive music condition, five participants across 

all three scenarios evaluated the modality as positive, even more positive than evaluations 

in the negative condition. This was apparent since people in the positive condition used 

stronger adjectives to describe modality. 

 

Moreover, people in the negative music condition did mostly not evaluate the music as 

disliked or sad. However, some of them mentioned slow tempo. According to Hunter et al. 

(2008) slow tempo can evoke sad feelings (cited in Lantos & Craton, 2012). Stout and 

Leckenby (1988) found that moderate and slow tempi in commercial music can lead to an 

unfavorable attitude among listeners (cited in Lantos & Craton, 2012). The authors of this 

paper therefore deduce that mentioning the slow tempo of the music is a rather negative 

evaluation. 

 

Within  the  high  cognitive  and  high  affective  involvement  more  people  perceived  the 

positive modality as positive. The opposite is true for the low involvement. Here two 

people perceived the negative modality as positive, but only one person evaluated the 

song using major modes as positive. This could confirm the statement of Holbrook and 

Batra (1987) that visual aspects play an important role in the low involvement. 

 
 
 

6.3.2 Music Component - Genre and Style 
 

 

To find out if genre and style of the music have an influence on a consumer’s Aam it was 

asked what music participants normally listen to. This could help to analyze if personal 

preferences influenced the listeners’ Aam. Since the samples were randomly assigned to 

the levels of involvement, the authors do not expect the involvement to influence the 

answers to this question. Therefore the analysis will be done in general and not within the 

six scenarios. Craton et al. (2008) stated that a liked music style might create a favorable 

Aam, whereas a disliked style might create an unfavorable Aam  (cited in Lantos & Craton, 

2012). 
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As can be seen on the basis of the empirical data on genre and style different kinds of 

music preferences were mentioned across all scenarios. Most samples mentioned more 

than  just  one  preferred  style  of  music.  Pop  and  Rock  were  the  genres  that  were 

mentioned most often, followed by music from the respective home countries. Various 

participants also stated that their choice of music was mood-dependent and that their 

preferences also changed over time. Overall, it was found that even though participants 

preferred a broad spectrum including the music used they did not always form a favorable 

Aam. As such the theory of Craton et al. (2008) was not confirmed. The analysis of music 

will be shown later on. Moreover, listeners’ characteristics did not influence preferences 

except for nationality-specific songs. The theory of Lantos and Craton (2012) that 

preferences are dependent on listeners’ characteristics could therefore also not be 

confirmed. Since no patterns within genre and style could be found, this component will 

not be taken into account for the further analysis. 

 
 
 

6.3.3 Cognitive Elements 
 

 

The next factor under investigation is cognitive elements. Together with the affective 

element music appeal (Aam) could be formed (Lantos & Craton, 2012). The cognitive 

elements evaluated in this analysis are music-message fit and musical fit. Musical fit, 

which includes for example beat, is crucial in all levels of involvement since unfitting music 

might distract the viewer. (Lantos & Craton, 2012) 

 

Within-Scenario Analysis 
 

 

For the HCP group musical fit was given since especially HCP1 found that the pictures 

appeared with the same “bling” of the music. Additionally, HCP3 stated that the music fit 

the topic of the ad. This can be due to a good composition of the ad and the song as well 

as due to the fact that the ad as well as the song was perceived as happy. In this group, 

however, none of the participants remembered the lyrics of the song. Nevertheless, HCP3 

said that for him the music complemented the information. This could be because he is a 

native speaker and therefore understands the lyrics more easily. 

 

For the HCN group, again, all participants perceived the music as fitting to the 

advertisement. However, none of the participants remembered the lyrics of the song. They 

could therefore not state whether music-message fit was given. It can be seen that in the 

HCN group the focus was not primarily on the music. 
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For the HAP group two out of three people could remember lyrics. The third person 

couldn’t remember any words. HAP1, who is a native speaker, connected the stories of 

the song and the advertisement. He used the lyrics to describe the need for a camera. 

The “longing” for a person in the lyrics connected for him to the “longing” for a camera. He 

stated that in both cases something that is not there is desired. HCP3 connected the 

words “love” to the couple in the advertisement. Overall, it can be said that two people in 

this involvement group remembered the music and music-message fit was given for them. 

 

For the HAN group none of the participants said they could remember any lyrics. HAN2, 

however, used the word “happy” very often in his interview. This could be due to the fact 

that he subconsciously remembered the word from the song. All the members of this 

group, again, perceived the music as fitting to the advertisement. 

 

Since only LN1 could remember the word “happy” from the song in the low involvement 

scenarios the authors of this paper consider it as not necessary to do a within-scenario 

analysis first. Therefore only a cross-scenario analysis will be conducted in the section 

below. 

 

Cross-Scenario Analysis 
 

 

The table below will show a short summary of the findings for the cognitive elements. For 

this table the range of evaluation reaches from “++” (strongly fitting) to “- -” (absolutely not 

fitting). However, if a participant could not remember if the music-message fit or musical fit 

was given a “/” will be used. 
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Table 7: Evaluation of Cognitive Elements 
 

 
 
 

 
As can be seen in Table 7 all participants who gave an evaluation perceived the music as 

fitting regardless of whether they were exposed to the advertisement with the positive or 

negative music. Since musical fit was intended and all participants perceived the music as 

fitting, the theory of Lantos and Craton (2012), saying that fitting music does not distract 

the listener, could be confirmed. It can also be stated that the perceived music-message 

fit  could  be  found  more  often  in  the  positive  scenario.  Highly  cognitively  involved 

consumers did mainly not perceive music-message fit. The only member of this group 

who perceived it was HCP3. Musical fit might have enhanced product beliefs (MacInnis & 

Park, 1991). Three out of six highly affectively involved consumers’ perceived music- 

message fit, more than in any other involvement. This confirms the theory of Holbrook and 

Batra (1987) saying that emotional appeals can create emotional responses in a high 

affective involvement. Moreover, a strong musical fit could only be seen in the ad using 

positive music. Additionally, a strongly perceived musical fit is only seen in the HCP and 

HAP group. This might be due to a stronger focus on the ad than in the low involvement. 

None of the members in the low involvement group remembered any lyrics which might be 

due to the fact that they might have also been focused on the pictures. (Lantos & Craton, 

2012) 
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6.3.4 Affective Elements 
 

 

Following the frame of references affective elements will be analyzed next. Participants 

were asked about their feelings, memories and situations connected to the music. As can 

be seen in the already stated analysis above several participants could not remember the 

music. However, some of the viewers thought they had feelings that they connected to the 

music, although they could not really remember it. These feelings will also be included in 

the analysis. 

 

Within-Scenario Analysis 
 

 

Within the HCP group, two out of three people had happy feelings when listening to the 

music. HCP3 said that the music reminded him of times with friends and being younger 

when people normally do not listen to a certain music style but rather to music from 

everywhere. He further used the words “upbeat” and “happy” when describing the music. 

Another member imagined herself running through the forest and nature with this kind of 

music. She said the music makes her feel “happy”. All these positive connections can be 

related to the fact that the song is a Pop song that has a major mode. HCP2 could not 

remember the music and therefore did not make any affective connections. 

 

One member in the HCN group said that the music made her feel released and happy 

(HCN1). Another member from the group also described his feelings connected to the 

music as happy and peaceful. The third group member did not remember the music and 

therefore did not make any connections. Even though music used in this scenario was 

negative, people developed positive feelings. This might be due to the happy pictures that 

can also function as an affective element or to the mixed mode (Park & Young, 1986; 

Lantos & Craton, 2012). 

 

Looking at the HAP group feelings like “happy” and “inspired” were mentioned. HAP1 said 

that the music was happy but he did not develop certain feelings. However, he could not 

explain this fact. The third member said that the song gave him a feeling of “love” because 

it was romantic. The authors state that this could be due to the romantic story told in the 

lyrics since Lantos and Craton (2012) found that keywords from the lyrics might transfer 

feelings in an affective involvement. The same person connected his best stories to the 

story and song of the advertisement. 

 

Within the HAN group, the music did not create any feelings directly. HAN2 did not 

remember the music  at all.  HAN1 said that for him the music and pictures are not 
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distinguishable. Therefore, he might not have been able to connect his positive feelings to 

the music alone. Since both components are affective and influence each other, his focus 

might have been on the pictures (Park & Young, 1986). This could also be valid for HAN3 

since she perceived the ad as “original” but also said that the music was not “very 

special”. 

 

In the LP group two out of three members mentioned a relaxed feeling. LP2 strongly 

connected the music to the pictures, creating an overall happy feeling for her. Again, this 

might be due to the tight connection between various persuasive cues (Park & Young, 

1986). The relaxed feeling, two out of three members had, could be due to the story that 

they were told. All of them imagined sitting on their couch with their cat on the lap which 

might have created the imagery of relaxation. 

 

Within the LN group one person could not remember the music and was therefore not 

able to make any connections. The other two members also stated that they felt relaxed. 

Again, the relaxed feeling might be due to the story they were told to make them low 

involved. However, LN1 connected the feeling of being free to the music that broad up 

some connections to a sunny and nice day. Nevertheless, he might have also connected 

these feelings to the visual aspects of the ad. 

 

Cross-Scenario Analysis 
 

 

After analyzing the affective elements the following table was developed summarizing the 

results from the analysis of affective elements. The range of the evaluation reaches from 

“++” (strongly positive) to “- -” (strongly negative). Again, “/” means not existing. 
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Table 8: Evaluation of Affective Elements 
 

 
 
 

 
As  can  be  seen  in  Table  8  positive  feelings  were  created  both  within  the  positive 

scenarios, as well as the negative scenarios. However, it can be said that the positive 

feelings in the positive scenarios were stronger than in the negative ones. Since the 

differences were not that big they cannot be seen in the table but the analysis showed that 

people who were exposed to positive music (in the high cognitive and high affective 

involvement) used stronger adjectives to describe their feelings than those who listened to 

negative music. Furthermore, three out of the four members within the negative music 

conditions connected positive feelings partly to the music and partly to the pictures. 

 

Looking at the high cognitive involvement level it can be seen that memories were only 

formed within the positive scenario. Within the high affective involvement level people in 

the positive condition could describe their feelings connected to the lyrics. This might be 

due to an emotional appeal of the lyrics (Holbrook and Batra, 1987). Comparing the 

negative music condition in the same involvement level, it was found that feelings towards 

the music were more strongly connected to the pictures here. Happy visual content might 

have  balanced  minor  chords.  Moreover,  the  music  was  less  memorable  for  the 

participants in the low level of involvement compared to the other levels, disregarding of 

what kind of music was used. The music was mainly just perceived as “relaxing”. This 

finding confirms the theory of Park and Young (1986) that insufficient attention is allocated 

to the ad message. 
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6.3.5 Attitude towards the Music 
 

 

Following the frame of references, it is important to find out what music appeal and Aam 

consumers developed. This step needs to be done in order to evaluate the relationship 

between music components and a consumer’s Aam in the next step. To find out about 

consumers’ Aam  they were asked what they thought about the music used in the 

advertisement as well as how they would evaluate the music and why they would evaluate 

it like that. In the following analysis Aam can be seen as liking or disliking the music used in 

an advertisement (Allan 2007 cited in Lantos & Craton, 2012). 

 

Within-Scenario Analysis 
 

 

Within the HCP group two out of three members said that they liked the music. The 

authors therefore stated that their Aam was positive. The authors evaluated the attitude of 

HCP3 as strongly positive since he used strong attributes to describe the music. HCP1 

had a positive Aam  since she said the music gave her “happiness”. Since HCP2 did not 

remember the music and just expected what kind of music it could have been the authors 

analyzed that she was lacking an Aam. 

 

In the HCN group a heterogeneous evaluation of the music was given. HCN1 did not 

remember the music. She could therefore not form an Aam. HCN2 liked and enjoyed the 

music. His Aam was therefore evaluated as positive. However, it is said to not be strongly 

positive since he also stated that a slightly slower tempo would have made his attitude 

negative. HCN3 evaluated the music as “not awesome”. This could be seen as a negative 

evaluation of the music used. She is therefore said to have a negative Aam. 

 

Looking at the HAP group it can be seen that the music was evaluated positively. HAP1 

and HAP3 connected the lyrics of the song to the advertisement combining the story told 

in the song that tells about “longing” for someone to the longing for a camera. They also 

talked about the romance of the song that they connected to past good stories. All in all, it 

can be said that they formed a positive Aam. HAP3 who connected the music to his best 

stories is said to have formed an even strongly positive attitude. Their attitudes might be 

partly due to the feelings the music evoked, partly to the positive lyrics. HAP2 did not 

remember the music and could therefore not form an Aam. 

 

All three members within the HAN group did not clearly remember the music. However, 

two of them could give some evaluations based on feelings the music evoked. HAN1 
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evaluated the music as “calm” and “normal”. Since his evaluation was neither positive nor 

negative the authors discussed that his overall Aam was neutral. HAN3, in comparison, 

evaluated the music as “not impressive” and “not so good”. Her Aam  could therefore be 

stated as being negative. HAN2 could not remember the music and therefore did not form 

an Aam. 

 

In general, all three participants within the LP group did not clearly remember the music. 

However, LP2 could remember that she liked the music and that she formed a connection 

between happy people shown in the advertisement and happy music used. Her Aam  was 

therefore analyzed as being positive. However, the other two members are lacking an 

attitude since they could not remember enough from the music. 

 

LN1 defined the music as “relaxing” and “simple” but “not very specific”. His attitude could 

therefore be seen as existent, but the authors would not evaluate it as strongly positive or 

negative. Since relaxing could be seen as rather positive, the overall Aam is said to be 

slightly positive. LN3 did not remember the music but she liked the music when exposed 

to it. Her Aam was therefore seen as positive. LN2 lacked memories about the music and 

therefore could not form an Aam. 

 

Cross-Scenario Analysis 
 

 

Table  9  summarizes  the  overall  Aam   of  the  different  participants  of  the  study.  The 

evaluation in this table reaches from ++ (very positive) to - - (very negative), / means not 

available. 
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Table 9: Attitude towards the Music 
 

 
 

 
 
 

As can be seen in the table the positive music created more often a positive Aam than the 

negative one, especially for HCP3 and HAP3. Only two participants created a negative 

Aam, both of them were in a negative scenario. Seven out of 18 people could not really 

remember the music and therefore not form an attitude towards it, at least two in each 

level of involvement. This could mean that the music might not be as important as initially 

assumed. In total, three people in the high involvement condition perceived the music as 

positive. Within the involvement level more people in the HCP group perceived the music 

as positive, than within the HCN group. The same was valid for high affective involvement. 

However, in the low involvement it was the other way around. In total, two people from the 

high affective and three people from the low involvement had a positive Aam. Low involved 

participants might have strongly connected the pictures and music (Park & Young, 1986). 

Therefore  it  can  be  assumed  that  different  music  components  have  different  effects 

across the levels of involvement. 

 
 
 

6.3.6 Relationship between Music Components and Aam 
 

 

To answer the first research question about how the relationship between different music 

components and a consumer’s Aam  can be described all relevant components and 

participants’ Aam have to be taken into account. All results were displayed in tables. These 
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tables will be connected in Table 10 to give an overview of the parts of the “Model of 

Consumer Response to Advertising Music” that will help to answer the first research 

question. 

 
 
 

Table 10: The Relationship between Music Components and Attitude towards the Music 
 

 
 
 

 
The table shows the different music components, subdivided into modality as well as 

cognitive and affective elements, and the Aam for each participants of the case study. This 

table was created in order to analyze the relationship between the music components and 

a consumer’s Aam. It should work as an overview to better understand the following 

analysis. 

 

Stout and Leckenby (1988) found that modality was the most influencing factor on Aam 

(cited in Lantos & Craton, 2012). Within the HCP group HCP1 had a positive evaluation of 

the modality, strong musical fit and remembered feelings which together created her 

positive Aam. The same was true for HCP3. However, he also perceived music-message fit 
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and had positive memories and in total a strongly positive Aam. Therefore modality might 

not have had the strongest positive influence. Within the HCN group the only other 

evaluated component was remembered feelings. Since HCN1 had positive feelings but 

did not form a positive Aam feelings cannot have had the major influence. Additionally, 

HCN3 perceived a positive musical fit but this did not change his negative Aam  which is 

seen to be due to modality. 

 

In the HAP group HAP1 and HAP3 evaluated the modality as positive. However, HAP3 

ended up with a strongly positive Aam which means other factors could have had a higher 

influence. In the HAN group HAN1 had a positive evaluation of the modality but a neutral 

Aam. Therefore another factor might have influenced him stronger. In the LP group only 

LP2 formed a positive Aam. Modality could have had the biggest influence here. However, 

her feelings could also have influenced her Aam. Since LN1 as well as LN3 formed a 

positive Aam  and are the only participants to have the positively perceived modality and 

musical fit in common, it can be stated that modality had the biggest influence in this case. 

 

Alpert and Alpert (1991) found that in a high cognitive involvement condition, a perceived 

music-message fit could help to create an image, feeling or mood that matches the 

message (cited in Lantos & Craton, 2012). HCP1 and HCN2 did not perceive music- 

message fit but still developed feelings in compliance with the message of the ad which is 

incongruent with the theory. 

 

Moreover, if music-message fit is perceived, highly affectively involved consumers might 

form emotion-laden responses to the music congruent with the primary ad message 

(MacInnis & Park, 1991). Comparing the theory to the data under investigation one could 

see that three members perceived music-message fit but only one of them created 

emotion-laden responses that matched the ad message (HAP3). 

 

For low involved customers music-message fit might be important, even though not as 

important as in a high involvement condition (Lantos & Craton, 2012). As can be seen in 

the previous analyzed data three participants in the low involvement level developed a 

positive Aam. 

 

Moreover, if affective elements are perceived as positive (negative) a favorable 

(unfavorable) Aam might be created (Lantos & Craton, 2012). All participants who had 

positive affective reactions did perceive a favorable Aam, except for HCN1 who did not 

evaluate her Aam. For the high affective involvement, two members had positive feelings 
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but did not create a corresponding Aam. For the low involvement two members who 

evaluated affective elements as positive also formed a positive Aam. 

 

Another theory by Lantos and Craton (2012) found that Aam is comprised of cognitive and 

affective elements. As can be seen in the table above most of the participants evaluated 

at least one cognitive and one affective element except for HAP1. He only evaluated 

cognitive elements but still formed a positive Aam. 

 

In general, the authors of this paper found out that people who could not evaluate the 

melody of the song did also not form an Aam. Moreover, perceived musical fit was given for 

all samples throughout all scenarios. Therefore, according to theory, this component does 

not play a major role (at least as long as fit is given) since all participants perceived fit but 

not all of them evaluated Aam as positive. None of the 18 members remembered any 

situations when listening to the music. Additionally it was found that both participants who 

evaluated their Aam  as strongly positive were highly cognitively involved and listening to 

positive music. Moreover, they both evaluated all components as positive. The authors 

also found out that remembered feelings only created a positive Aam when combined with 

a positive evaluation of modality. Looking at the low involvement groups it can be stated 

that all six members either could not evaluate their Aam  or said that it was positive. This 

might be due to a strong connection with the pictures (Park & Young, 1986). This strong 

connection could also be the reason why HAN1 evaluated the modality as positive but 

could not clearly state how he came up with a positive Aam. 

 
 
 
 

6.4 How can the Relationship between Aam and Ab be described? 
 

 

The second part of this chapter will analyze parts of the “Model of Consumer Response to 

Advertising Music” that could help to answer the second research question. Consumers’ 

Aam was already analyzed in the section before. Therefore this section will start with 

analyzing the Aad consumers formed. This is necessary since Aad can be seen as a 

mediator between Aam and Ab (Lantos & Craton, 2012). 

 

 
 

6.4.1 Attitude towards the Ad 
 

 

To find out about samples’ Aad participants were asked what they think about the 

advertisement. Moreover, participants were asked to give an overall evaluation of the ad. 
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The analysis will be based on the evaluation “whether or not a message recipient likes a 

particular advertisement during a particular exposure occasion” (Lantos & Craton, 2012, p. 

23). 
 

 

Within-Scenario Analysis 
 

 

In the HCP group HCP1 and HCP3 stated that the idea of the advertisement was nice but 

that the ad contained too much repetition of this same idea. It can therefore be stated that 

HCP1 and HCP3 developed an overall positive Aad, even though it was not strongly 

positive. HCP2 criticized the ad idea and execution. Overall, her Aad was highly negative. 

 

In the HCN group all three members found positive aspects about the ad. The 

advertisement  was  evaluated  as  “creative”  and  showing  a  daily-life  situation  that 

consumers could identify with. The overall idea as well as the pictures and the music 

contributed to people’s attitudes within this group. Overall, the authors state that all three 

members formed a positive Aad. However, not strongly positive since some parts of the 

advertisement were not liked or criticized. 

 

Within the HAP group all three participants evaluated the ad as “good”. Even though 

HAP2 got lost due to the length of the ad she still evaluated the ad as positive. Therefore 

the authors concluded that HAP1 as well as HAP2 formed a positive Aad. HAP3 connected 

the advertisement to his best stories and love. His Aad  can therefore be seen as even 

highly positive. He also mentioned that he liked the fact that the camera seemed to be 

suitable for everyone, not just professional photographers. 

 

In the HAN group the ad was also evaluated as positive by its members. None of the 

samples mentioned any parts of the advertisement they absolutely did not like. However, 

some pictures and scenes were preferred over others. HAN1 also evaluated the ad as 

positive but for him the two persons that were taken pictures of were not able to use the 

camera and therefore did not take pictures by themselves. Overall, the authors found that 

all three members developed a positive Aad. 

 

Within the LP group all three members evaluated the ad as highly positive. None of the 

members mentioned a part in the ad that they did not like. They used strongly positive 

arguments to evaluate the Canon advertisement and praised the job the advertisers had 

done. Overall, the authors concluded that all three members in this group  formed a 

strongly positive Aad. 
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In the LN group the evaluation was not that homogenous. LN2 and LN3 developed a 

positive Aad. LN2 liked the idea and scenery. However, it is striking that he could not 

remember anything of the music. His Aad  might therefore be built on visual aspects only. 

LN3  liked  the  music  and  colors.  She  evaluated  the  advertisement  as  “not  so  bad”. 

However, she criticized that the advertisement would strongly influence people’s need and 

that she was sceptical towards advertising in general. Moreover, her evaluation might 

have been more based on visual effects since she did not remember a lot of details from 

the music. LN1 liked the story since it symbolizes the use for an ordinary day for him. 

However, he evaluated the advertisement as being not very good, special or impressive. 

Overall the authors found that his Aad was negative. 

 

Cross-Scenario Analysis 
 

 

The following  table  will  summarize  the  Aad   of  all  the  participants  of  this  study.  The 
 

evaluation reaches from “++” (strongly positive) to “- -” (strongly negative). 
 
 

 
Table 11: Evaluated Attitude towards the Ad 

 

 
 

 
 
 

As can be seen in Table 11 most of the participants perceived the advertising as positive, 

within the LP group as even strongly positive. This might, however, be due to the visual 

aspects of the advertisement and not only due to music as mentioned above. Two out of 
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18 participants perceived the advertisement as negative, one in the HCP group, one in the 

LN group. Since HCP2 was rather low involved, as analyzed above, in fact, a negative 

perception only occurred in the low involvement condition. Strongly positive Aad was only 

perceived in the positive music condition. 

 
 
 

6.4.2 Relationship between Aam and Aad 
 

 

Since Aad   is seen as the mediator between Aam   and Ab   in the “Model of Consumer 

Response to Advertising Music” of Lantos and Craton (2012) it is the next variable that will 

be analyzed. To find out about the relationship consumers were asked how they think that 

their feelings caused by the music influenced their advertisement perception. Lantos and 

Craton (2012) suggested that Aam is an important part of Aad. 

 

Within-Scenario Analysis 
 

 

As can be seen in the empirical data section two out of three members within the HCP 

group found that their feelings for the music transferred to their perception of the 

advertisement. It can therefore be said that for HCP1 and HCP3 a relationship existed. 

However, HCP2 did not build a relationship between the two attitudes since she was not 

able to form an Aam due to a lack of memories. 

 

Within the HCN group, HCN1 did not form an Aam and could therefore not build the 

relationship either. HCN3 said that her feelings towards the music transferred to her Aad. 

However, she stated that her attitude towards the music was negative but her attitude 

towards the ad was positive. Following the theory these answers are contradicting. 

However, it could also be that her negative feelings transferred to her Aad  but other ad 

elements were strongly positive in her perception so that her overall Aad was still positive. 

HCN2 stated that for him the music “doesn’t really add anything but [...] is also not taking 

anything away”. This could indicate a relationship between his Aam and Aad. 

 

Looking at the HAP group all three members somehow connected their Aam with the 

advertisement. Two of them liked the music and stated that they therefore also liked the 

advertisement. One participant was more assuming the connection since she did not 

remember the music. The authors therefore concluded that the relationship between the 

Aam and Aad was existent for the first two members, but not for the last one mentioned. 
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Within  the  HAN  group  only  one  sample  mentioned  that  his  feelings  for  the  music 

connected to the product. However, it is not clear whether his feelings were really 

connected to the music since he mentioned that for him pictures and music form a unity 

(HAN1). HAN3 mentioned that she usually builds relationships between the music and the 

advertisement but that it was not the case for her with the Canon commercial. This was 

most likely due to the music type used. HAN2 did not remember the music and could 

therefore not form an Aam that could have been connected. 

 

One person in the LP group built a relationship between Aam  and Aad  since the happy 

feeling for the music transferred to the ad. However, she also said that she strongly 

connected the pictures and the music. Nevertheless, the authors can still see the 

relationship since she also remembered parts of the music, even though it might be partly 

related to the pictures (Park & Young, 1986). The other two members did not remember 

the music and could therefore not form an Aam. 

 

Within the LN group two out of three samples built the relationship between their attitudes 

towards the music and attitudes towards the ad. LN1 and LN3 said that the “happy” and 

“funny” music made them interested in the advertisement and product. The third person 

did not remember the music and could therefore not evaluate and connect it. 

 

Cross-Scenario Analysis 
 

 

The following Table 12 shows a summary of the analysis just conducted. For each 

participant it is shown whether he/she formed a relationship between Aam  and Aad  “” or 

not “”. 
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Table 12: Relationship between Attitude towards the Music and Attitude towards the Ad 
 

 
 

 
 
 

As can be seen in Table 12 most people built the relationship within the high cognitive 

level of involvement. For the high affective involvement groups three out of six members 

built the relationship and answered in accordance to Lantos and Craton’s (2012) theory, 

saying that Aam is an integral part of Aad. The same is true for the low level of involvement. 

It can also be seen that the low level of involvement is the only one where more people 

built the relationship in the negative than in the positive music condition. Overall, ten out of 

18 people were able to build the relationship between Aam and Aad. 
 
 

 
6.4.3 Already existing Attitude towards the Brand 

 

 

To later be able to describe a consumer’s relationship between his Aam   and Ab  it is 

important to first analyze which previous experiences, and therefore maybe attitudes 

towards Canon, participants already had. Finding out about previous brand attitudes could 

later  on  help  to  detect  changes  in  the  brand  attitude  that  might  be  due  to  the 

advertisement. Therefore, samples were asked what previous experiences they had with 

Canon cameras and other products. Furthermore, the authors wanted to know whether or 

not they would buy the product they had just seen. There will only be a within-scenario 

analysis in this case since the question aims at previous attitudes. Since the samples 
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were randomly assigned to the scenarios and their previous experiences are not related to 

the story they were told, it is not useful to compare results from different scenarios. 

 

In the HCP group two members already had experiences with Canon products. HCP1 

owns a Canon camera. When asked about her buying intention she stated that she would 

only compare Canon products. The authors therefore state that she already had a strongly 

positive attitude towards the brand Canon. Another member of the group also had positive 

experiences but with compact and bridge cameras, not DSLRs. His Ab  can also be seen 

as positive since he also mentioned that for him it has a positive impact that many people 

and also professionals use Canon products. HCP2 did not have a previous Ab. 

 

Looking at the HCN group it can be seen that none of the three members had specific 

experiences with Canon. One member stated that his father had a Canon camera that he 

casually used but without any emotions towards it. The authors decided that he had a 

previously existing Ab  but neither positive nor negative. The other two members in the 

group were lacking a previous experience towards the brand. 

 

One person in the HAP group had positive experiences with Canon cameras of  his 

friends. His Ab was therefore evaluated as positive (HAP1). HAP2 would buy Canon if she 

needed a camera but she also mentioned that she would not buy this specific product. 

However,  the authors found that her previous Ab   can be seen as positive. The last 

member  of  the  group  did  not  have  any  previous  experiences  with  Canon  and  was 

therefore not able to form an Ab before. 

 

Within the HAN group two out of three participants had previous experiences with Canon. 

HAN1 is said to have had a positive Ab. His family owned a Canon camera that he 

evaluated as good and he stated that he connects Canon with high quality. The second 

participant, who had experiences, has a small Canon camera himself. He prefers his 

phone to take pictures but stated that he would trust the brand Canon when he would 

have to buy a camera. His previous Ab  can therefore be described as positive. The last 

member in the group stated that she was personally not interested in photography and did 

not have any attitude towards Canon products before. 

 

Two out of three members in the LP group had previous experiences with Canon. One of 

the members said that she had a Nikon but would not prefer Nikon over Canon (LP2). 

Since she had an attitude due to comparing Nikon and Canon but did not give it an 

evaluation the authors state that her previous Ab is neutral. Another member had previous 

experiences from using his friends’ Canon camera. Since he evaluated his experience as 
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“great” the authors evaluated his existing Ab  as positive (LP3). The last person did not 

have any previous experiences with a DSLR camera and was therefore lacking an Ab. 

 

In the last scenario of the LN group combined with negative music one member had 

previous experiences with Canon. However, he did not evaluate these and the authors 

therefore state that his Ab  was existing but neutral. The other two members did not have 

previous experiences with Canon and did therefore not have an Ab either. 

 

Table 13 summarizes the existing Ab of each participant of the study. “++” means the 

participant had a strongly positive Ab, “- -” means the participant had a strongly negative 

Ab, “/” means a previously existing Ab was not given and the “0” stands for an existing Ab 

that was not evaluated. 

 
 
 

Table 13: Existing Attitude towards the Brand 
 

 
 

 
 
 

As can be seen in the table, ten out of 18 participants had a previous attitude towards the 

brand Canon. However, three of them did not evaluate their feelings towards the brand. It 

can be stated that their Ab is existing but neutral. The other seven participants had a 

positive attitude towards  Canon,  especially HCP1  since she would  only buy another 

Canon camera. 
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6.4.4 Relationship between Aad and Ab 
 

 

Since the frame of references shows that Aad is a mediator between Aam and Ab this is the 

last relationship that is important to analyze for answering the second research question. 

As can be seen in the empirical data section participants were asked to state whether they 

think that their Aad  influenced their Ab. Shimp (1981) stated that a consumer’s Ab  might 

become favorable (unfavorable) if thoughts about the commercial are favorable 

(unfavorable). 

 

Within-Scenario Analysis 
 

 

Within the HCP group two members did not build the relationship between Aad  and Ab. 

Since one member stated that just from one advertisement she would not form an attitude 

about an unknown brand and one participant said that she would not judge a brand on just 

one input the authors discussed that the two women are lacking the relationship between 

ad and brand. The third participant found that the “lighthearted” advertisement showed 

him about the operations of the company. He is therefore said to have formed a 

relationship between his Aad and Ab. 

 

Looking at the HCN group it can be said that all three participants connected their Aad with 

their Ab. HCN1 made the connection because of the brand name that was shown 

throughout the advertisement but in a, for her, not disturbing way. The other two members 

stated that the advertisement will make them remember the product and brand when they 

see it again at a later point of time. 

 

One participant of the HAP group clearly stated that for him the connection between his 

Aad and Ab  was given due to a good advertisement with good music that made him think 

that the brand was good. However, HAP1 also stated that for him the connection between 

Aad and Ab was given. The authors therefore concluded that he built the relationship since 

the advertisement reaffirmed his Ab. The third participant said that for her physical contact 

with the product is needed to form a judgment. She is therefore said to have not build a 

relationship between Aad and Ab. 

 

Within the HAN group two out of three people built the relationship between Aad  and Ab. 

HAN1 because he got updated about the brand, HAN3 because she thinks that the brand 

is original due to the advertisement. The third participant answered that for him it is in 

general not possible to transfer an attitude from just seeing one commercial. 



Data Analysis 

103 

 

 

 
 
 
 
 

Two out of three samples in the LP group built the relationship between Aad and Ab. LP2 

said that for her the advertisement was not influencing her way of thinking about Canon. 

The other two members built the relationship between the commercial and Canon. One 

participant stated that he connected the advertisement with Canon but without judging the 

brand. The third member said that the advertisement reaffirmed his idea of good quality 

that Canon provides and that it made him feel trustful towards the brand. 

 

Within the LN group all three members built the relationship between their Aad and Ab. 

However, LN1 formed the relationship because it was the last Camera advertisement he 

had seen. The authors considered this to be a not very stable relationship. The other two 

group  members  said  that  they  would  remember  the  advertisement  when  seeing  the 

product or brand the next time. One member would even be influenced when thinking 

about purchasing a camera since he did not have a broad knowledge to really compare 

different options, as he said. 

 

Cross-Scenario Analysis 
 

 

Table 14 summarizes the analysis of participants’ answers. A “” indicates that the 

relationship was found, an “” shows that the participant did not build a relationship 

between his/her Aad and Ab. 

 

 
 

Table 14: Relationship between Attitude towards the Ad and Attitude towards the Brand 
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As can be seen in Table 14, 13 out of 18 participants did build the relationship. Almost all 

members from the negative music conditions were able to connect their Aad  to their Ab. 

Within the high cognitive involvement level four out of six members built the relationship 

between Aad and Ab, following Shimp`s (1981) theory that the favorable thoughts about a 

Aad  could be transferred to the brand. Looking at the high affective condition it can be 

seen that here, again, four people formed the relationship. Contrary to the high cognitive 

condition the distribution of people who built the relationship among the different music 

styles was equal, with two people in each condition. Within the low involvement group also 

four people formed the relationship. Additionally, the relationship LN1 developed could not 

be clearly evaluated. His Aad was negative but he still formed a positive Ab. However, the 

authors found that his positive Ab  is only related to the fact that the Canon commercial 

was the last camera advertisement he had seen. In each level of involvement was at least 

one person who did not connect Aad to Ab. 

 

 
 

6.4.5 Relationship between Aam and Ab 
 

 

To answer the research question how the relationship between a consumer’s Aam and Ab 

can be described it is important to combine a participants Aam, the mediator Aad  and the 

consumer’s Ab. Additionally, the relationships between the components as well as a 

possible previous attitude towards Canon have to be taken into account. All attitudes as 

well as the relationships have been analyzed before. To get an overview and to find out 

about the overall relationship between Aam and Ab  the following Table 15 was created by 

the authors of this thesis. The table shows participant in their respective levels of 

involvement. The arrows mark the relationships between different attitudes, whereby “” 

means that the relationship was built, “” means that the relationship was not built. 

Furthermore “++” stands for very positive, “- -” for very negative and “/” for non-existent. 

For an existing but neutral factor “0” will be used. The “?” for the relationship, LN1 formed, 

between Aad and Ab was explained before. 
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Table 15: Relationship between Attitude towards the Music and Attitude towards the Brand 
 

 
 

 
 
 

Table 15 shows whether relationships between Aam, Aad   and Ab   exist or not. For all 

samples their Aam  is shown in the left column. The arrow leading to Aad  indicates with a 

symbol whether the relationship between Aam  and Aad  existed. In case Aad  did not exist, 

the second column was left empty. The third column shows the Aad a participant stated 

since some participants had an Aad that was not dependent on the music. This Aad could 

have been transferred to Ab, indicated by the right arrows in the table. In case no 

relationship was built between Aad  and Ab, no field for Ab  can be found. The very right 

column shows the previously existing attitudes towards Canon. Comparing it with the Ab 

column, it can be stated whether the relationships changed something in consumers’ Ab or 

reaffirmed their already existing Ab. 

 

Lantos and Craton (2012) stated that Aam is an important part of Aad. Aad in turn can affect 

Ab. The authors further subdivided and described this process for the different levels of 

involvement. Highly cognitively involved consumers might have positive (negative) Aam 

which could contribute to their thoughts about the advertisement. These thoughts might be 
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further transferred to the brand, forming an Ab  (Shimp, 1981). Within the high cognitive 

involvement condition of this research three out of six samples formed an Aam  that they 

transferred to their Aad and further to their Ab. All of their attitudes were positive, except for 

HCN3. Her Aam was negative but she still formed a positive Aad. The authors assume that 

other  ad components  might  have  had  a  stronger  influence  on  her.  Only two  of  the 

members built the relationship between Aam and Ab  using Aad  as a mediator according to 

Shimp’s theory. However, four of the highly cognitively involved participants formed a 

relationship between Aad and Ab, transferring a positive attitude. Therefore, the authors 

state that other ad components might have influenced participants in this involvement 

level. 

 

When looking at the high affective involvement a consumer’s Aad could be dependent on 

emotional responses created through music. Aad could further lead to a change in Ab. 

(Holbrook and Batra, 1987) For this study it can be seen that three people formed the 

relationship between Aam and Ad and further transferred their attitude to the brand. HAN1 

could not distinguish between pictures and music as analyzed before. He built both 

relationships but, overall, did not change his attitude towards the brand. HAP1 and HAP3 

reacted according to the general theory. However, only HAP3 changed his overall Ab. 

Moreover, it has to be mentioned that HAP3 passed his strongly positive Aam  on to Ab. 

Nonetheless, it has to be said that HAN1 might have had a positive Aam that was strongly 

influenced by pictures. Additionally, it is hard to tell whether a change in Ab occurred since 

only HAP3 built his attitude from the scratch. 

 

For the low involvement group Lantos and Craton (2012) found that classical conditioning 

can occur. The basic theory of classical conditioning was brought up by Gorn (1982). He 

stated that an unconditioned stimulus might influence Ab by making it the conditioned 

stimulus through its association with the commercial. Analyzing the answers from the 

interviews it was found that only one person in the low involvement condition confirmed 

this theory (LN3). LN1 liked the music but even though he built a relationship to Aad he did 

not like the ad. This could be due to a stronger influence of pictures (Park & Young, 1986). 

The participant then transferred the negative Aad  to a positive Ab. The authors state that 

this was due to the fact that the Canon commercial was the last advertisement he had 

seen. This Ab is regarded as not being very stable. 

 

In total, eight out of 18 people confirmed the general theory that Aam transfers to Ab, using 

Aad as a mediator (Lantos & Craton, 2012). Out of these eight samples five changed their 

Ab. Altogether, eight people changed their Ab  after being exposed to the advertisement. 
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The  relationship  between  Aam   and  Aad   (ten  times)  was  less  often  given  than  the 

relationship between Aad and Ab (14 times). 
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7 Conclusion 
 
 

After collecting and analyzing the data according to the frame of references conclusions 

will  be  drawn  in  this  chapter.  These  include  answering  the  research  questions  and 

research problem of this study. Additionally, implications for managers, theory and future 

research will be provided. This last chapter will end with the limitations of this study. 

 
 
 
 

7.1 Conclusions for Research Questions and Problem Discussion 
 

 

Before giving further implications and limitations of the study, the two research questions 

will be answered. Moreover, conclusions for the research problem will be drawn. The 

section will be subdivided according to the research questions. The theories that are 

under further investigation in the following two sections will only be theories that are 

directly connected to answer the research questions. 

 
 
 

7.1.1  RQ1:  How  can  the  Relationship  between  the  Music  Components  and  a 
 

Consumer’s Aam be described? 
 

 

The following conclusions will show how the relationship between the music components 

and a consumer’s Aam  can be described. Therefore, theories will be taken into question. 

Stout and Leckenby (1988) stated that modality had the greatest influence on consumers 

watching commercials on television (cited in Lantos & Craton, 2012). At least for the high 

involved participants of this study this statement remains questionable. Except for one 

person,  all  people  who  evaluated  the  modality  as  positive  (negative)  also  formed  a 

positive (negative) Aam. However, it could be seen in the high involvement groups that 

some participant evaluated other components stronger and/or formed an Aam that was 

stronger than the initial evaluation of the modality. For the low involvement the theory 

seems more appropriate. Here, modality might have had a greater influence than music- 

message fit and feelings as shown in the analysis. 

 

Another component, music-message fit was investigated by Alpert and Alpert (1991) who 

stated that music-message fit can help highly cognitively involved consumers to create 

feelings (cited in Lantos & Craton, 2012). Within the study it did not become clear whether 

this theory could be supported. One person perceived music-message fit and had positive 
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feelings. However, it is not clear if the music-message fit influenced the feelings since 

another member also developed feelings without perceiving music-message fit. 

 

MacInnis and Park (1991) also did research on music-message fit. They found that highly 

affectively involved consumers might form emotion-laden thoughts matching the ad’s 

primary message. This statement cannot be supported for this study since only one 

person  in  the  high  affective  involvement  groups  perceived  music-message  fit  and 

thereafter created positive responses. 

 

Lantos and Craton (2012) said that music-message fit in the low involvement condition 

might be not as important as in the high involvement. The authors of this paper agree with 

this theory since three out of six participants in the low involvement formed a positive Aam, 

but only one person perceived a positive music-message fit. 

 

Dealing with the affective music components, Lantos and Craton (2012) found that if these 

components are perceived as positive (negative) consumers might create a favorable 

(unfavorable)  Aam,  accordingly.  Since  none  of  the  members  within  this  case  study 

perceived any of the affective components as negative, the second statement is not valid 

for this paper. The first statement can be support for the high cognitive involvement 

groups of this study since all members who had positive feelings also formed a positive 

Aam, except for one member who was not able to evaluate her Aam  at all. Within the high 

affective involvement level the theory did not turn out to be applicable for this study since 

two out of three members who had positive feelings did not evaluate their Aam as positive. 

For the low involvement the theory can be supported since the two members of the group 

who formed positive feelings also evaluated their Aam as positive. 

 

Combining cognitive and affective elements, Lantos and Craton (2012) found that these 

two elements together form music appeal, which can be seen as Aam. The authors of this 

paper adopt this theory in general for this study. However, it can be seen that Aam can also 

be formed if just one type of element is existent. 

 

Due to different findings across the levels of involvement, the research question will be 

answered for each of them separately. Regarding the high cognitive involvement groups 

the relationship between music components and a consumer’s Aam  can be described as 

follows. Modality might not have a great influence but perceived music-message fit could 

influence Aam. If affective elements are evaluated as positive, Aam is likely to also be 

positive. Therefore, the authors state that music-message fit and affective components 

could influence Aam. 
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For the high affective involvement groups modality was also not found to have a great 

influence.  Furthermore,  positive  responses  in this  case  were  not  only dependent  on 

music-message fit. Moreover, affective components were also not dominant. 

 

Looking at the low level of involvement it can be seen that modality had a greater effect 

here than in the high involvement conditions. Music-message fit was, according to theory, 

not as important in this level of involvement. Affective components could also have had an 

impact as stated above. 

 

Overall, the relationship between music components and a consumer’s Aam can be 

described as existing, but not dependent on one specific component. This means that 

depending on the person and level of involvement different components might have the 

biggest influence on Aam. Moreover, the authors found that approximately 40% of the 

participants did not remember the music that was used in the advertisement and could 

therefore not form an Aam. 

 

 
 

7.1.2 RQ2: How can the Relationship between Aam and Ab be described? 
 

 

The following conclusions will lead to an answer for the second research question. Lantos 
 

& Craton (2012) described Aam  as an important part of Aad. They further specified this 

theory according to the different levels of involvement. These findings will be used to draw 

conclusions and answer the research question. 

 

Lantos  and  Craton  (2012)  made  use  of  Shimp’s  theory  (1981)  saying  that  highly 

cognitively involved consumers might develop thoughts about the ad in accordance with 

their Aam. These thoughts might have an impact on their formation of Ab. For this study the 

theory can only be supported partly. Three members transferred their Aam to their Aad, 

however, one of them had a negative Aam but positive Aad. The second part of the theory 

saying that Aad transfers to Ab can be supported with the case study. Four out of six 

members built that relationship. 

 

Looking at the high affective level of involvement Lantos & Craton (2012) used the theory 

of Holbrook and Batra (1987) saying that emotional responses that arouse from music 

could form an Aad that could further change Ab. Since three people transferred their Aam to 

their Ab the theory can, at least partly, be confirmed. However, it has to be taken into 

account that the strengths of picture-music connection and change in Ab could not be 

analyzed exactly. 
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Analyzing the level of low involvement Gorn’s (1982) classical conditioning approach was 

applied by Lantos and Craton (2012). Gorn stated that an unconditioned stimulus (e.g. 

liked music) could transfer to the brand, making it a conditioned stimulus. In this thesis the 

theory was not confirmed. Only one person in the low involvement group transferred her 

positive Aam   to the brand. Another participant did not transfer a consistently positive 

attitude. 

 

Lantos and Craton’s (2012) overall theory that an Aam could transfer to Ab, using Aad as a 

mediator can neither be fully supported nor fully rejected for this study. Eight out of 18 

people within the whole case study transferred the music. The relationship between Aam 

and Ab can therefore be described as existent but not necessary to form an Ab. It could be 

that a strongly positively perceived Aam creates the same attitude for the brand. However, 

this might not be solely dependent on Aam. 

 

 
 

7.1.3 General Conclusions 
 

 

Taking all conclusions and findings regarding the research question into consideration, the 

following section aims at solving the research problem: 

 

What music should be used in television advertising to create a positive Ab among 

consumers? 

 

Although Lantos & Craton (2012) found that Aam is an integral part of Aad, this study only 

confirmed  this  theory  partly.  Since  approximately  40%  of  the  participants  did  not 

remember the music used in the advertisement, but mostly formed a positive Aad, it is 

assumed that other factors might have a greater influence on Aad. Since various samples 

explicitly mentioned that they liked the general idea and elements like the pictures it could 

be that pictures have a greater influence on Aad  or connect with the music. When asked 

the opening question more participants remembered visual aspects than components of 

the music. Moreover, it could be that participants rather connect their attitudes towards the 

pictures with the music and therefore form a positive Aam. Especially in the negative music 

condition this might have been the case. The influence, the pictures had, was also shown 

by the fact that two people thought a woman was talking in the ad. This imagination might 

have occurred since the woman was moving her lips. Again, visual aspects might have 

been more important than audio aspects. (Park & Young, 1986) When analyzing the 

second research question it was found that the relationship between Aad and Ab was built 
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more often than the relationship between Aam  and Aad. This could be an indicator that 

other ad elements could have had greater influence on Ab. 

 

How music and the advertisement itself are perceived and therefore brand attitudes are 

formed could be affected by the three different levels of involvement. Certain levels of 

involvement could be created by manipulating consumers (Park & Young, 1986). Within 

this study manipulation was done through the different  stories participants were told 

before the case study. It was found that it is difficult to make consumers highly involved if 

they are not naturally interested in the product or brand. This can be seen since 

participants stated that they do not like photography or are not interested in the topic and 

could therefore not identify with the story. For low involvement consumers, instead, the 

manipulation worked out. This could be due to the fact that a camera is no fast-moving 

consumer good. Natural involvement might have therefore been low. Low involvement 

was seen since consumers focused on the “Whiskas” commercial. Within the low 

involvement consumers are unlikely to pay attention to the music (MacInnis & Park, 1991). 

This was also seen in this study since participants rather connected the music with the 

pictures or did not remember it at all. 

 

To answer the research problem of this thesis it can be said that music is more important 

when targeting high involvement consumers. It might be crucial to carefully select what 

music is used in a television commercial since the music should fit to the pictures and 

message. Additionally, it can be said that single music components might not be that 

influencing. It is more important to create an overall positive Aad that then further transfers 

to  the  Ab.  The  music  should  be  chosen  according  to  the  ad,  brand  and  targeted 

involvement groups. However, it was also found that music in television advertising might 

not be as important as conjectured in the introduction chapter. 

 
 
 
 

7.2 Theoretical Implications 
 

 

This study was descriptive-exploratory. The main purpose was to explore and get a 

deeper understanding of the relationship between music components and a consumer's 

Aam  as well as of the relationship between Aam  and Ab. The two research questions were 

answered according to the frame of references which contains theory related to the stated 

research questions. 
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The findings of this research partly confirmed and partly opposed the theory of the frame 

of references and underlying theories. Overall, it was found that modality has an influence 

on Aam, however, it cannot be stated that it is the most important factor. The theory about 

the relationship between Aam and Ab was also partly confirmed since Aam can transfer to Ab 

using Aad as a mediator. However, it was found that Aad  could also be formed through 

other attitudes, such as attitude towards the pictures. Aad could therefore impact Ab without 

an influence of Aam. It could therefore be useful to introduce new variables for different 

attitudes. 

 
 
 
 

7.3 Managerial Implications 
 

 

From the findings of this research, advices and recommendations can be given to 

marketers who intend to use music in their television advertisements. Firstly, it can be said 

that the success of an advertisement is not only based on the choice of music but rather a 

combination of different factors. Depending on the level of involvement the level of 

importance of various music components might vary. It could therefore be crucial to know 

which consumers to target in order to choose the right music. 

 

Secondly, marketers should know that it is unlikely that a consumer’s Aam alone forms an 

Ab. It is more important to find a music that supports other ad elements, e.g. visual 

aspects. Consumers might transfer their Aad to their Ab, without even remembering the 

music that was used in the advertisement. However, it is unlikely that consumers change 

their Ab significantly due to the exposure to one advertisement. All in all, it has to be said 

that this study was only done with the Canon commercial and therefore did not take 

commodity products or higher priced goods into account. 

 

Managers should know that consumers form an overall Ab  that is not dependent on one 

single variable and might not even be dependent on one specific advertisement. This 

means that the exposure to one advertisement might not influence the Ab significantly. 

However, it needs to be said that creating a wrong image of the brand through television 

commercials  might  impact  the  perception  of  the  brand  and  decrease  trust  of  the 

consumer. In this study participants did mainly not focus on the music in the first place. 

Nevertheless, it has to be said that, the music was perceived as fitting without exception. 

Using distracting music might change the results. 
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Additionally, when asked the opening question most features were remembered in the 

high cognitive group with positive music. If managers aim at making people remember 

product benefits, it might be useful to use a happy and upbeat song. 

 
 
 
 

7.4 Implications for Future Research 
 

 

In addition to this research, further research within the area, focusing on different aspects 

could be conducted. The following section will describe factors that were not within the 

scope of this thesis but could be of interest to gain an even deeper understanding of the 

impact that music can have when used in television advertising. 

 

Impact of other Music Components 
 

 

Due to the limited scope of this paper and the limited resources only some components, 

that Lantos and Craton (2012) found, could be tested. Based on this it can be proposed 

that further researchers could take other components under further investigation, e.g. 

tempo of the music. This implication is given since participants mentioned that a slower 

tempo would make the music perceived as negative. It could be interesting to find out if 

these components have a greater influence on consumers’ Aam  than the ones that were 

tested. 

 

Minor Modality 
 

 

Because the songs that were used in the case study for this thesis had both a major and a 

mixed modality (incorporating mainly minor chords) the impact of minor modality was not 

tested. It could be of interest to find out if a song with purely minor modality would change 

a consumer’s perception of the music. This implication is given since two of the members 

from the negative music condition asked to listen to the music again after their interview. 

When exposed to the song again, they stated that without the pictures they perceive it as 

sad. Therefore, it could be of interest to find out whether a song with minor modality 

creates this feeling from the beginning. 

 

Advertising without Music 
 

 

Another implication regarding the choice of music would be to use an advertisement 

without music. The authors give this implication since various participants of the case 

study could not remember the music. It would be interesting to see if participants perceive 
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when music is missing completely. Furthermore, it could be of interest to test if a lack of 
 

music influences a consumer’s Aad. 
 

 

Comparison between fitting and unfitting Music 
 

 

Since both music types in this study had musical fit it could be of interest to see whether 

unfitting music influences a consumer’s perception of the music and advertisement 

negatively. Unfitting music means that the music does not complement the pictures, and 

that beats do not fit to the appearance of scenes. 

 

Choice of well-known Songs 
 

 

The songs that were chosen for this study were popular. The same is true for the singer 

Stevie  Wonder.  However,  it  would  be  interesting  to  use  songs  that  are  known  by 

everyone, including melody and lyrics. Whether a song is known or not could be tested in 

advance. This implication is given since various samples could not evaluate the music due 

to a lack of memories. It would therefore be of interest to find out whether a recognized 

song would increase the memory of music. 

 

Influence of other Variables on Aad 
 

 

This study only focused on the influence of Aam on a consumer’s perception of the brand 

through Aad  (Lantos & Craton, 2012). Further researchers could test if other attitudes, 

such as towards ideas or pictures, have a greater influence on the mediator Aad and 

therefore Ab. This implication is given since various participats of the case study of this 

thesis strongly connected the music with the pictures. 

 
Purchase Intention and Brand Choice 

 

 

Lantos and Craton’s “Model of Consumer Response to Advertising Music” (2012) further 

connects Ab  as well as Aad  to purchase intention and brand choice. Due to the limited 

scope of this paper these outcomes were not taken into account. Nevertheless, it could be 

interesting to see if people exposed to an advertisement have purchase intentions through 

watching the advertisement (including music). 

 

Choice of other Products 
 

 

Since this study was conducted only for a Camera brand, it could be interesting to see 

whether results change when another product or product category is advertised. The 



Conclusion 

116 

 

 

 
 
 
 
 

study could, for example, be done for fast-moving consumer goods or higher priced 

products such as cars. 

 
 
 
 

7.5 Limitations of this Research 
 

 

Due to the limited resources the study was conducted only with students from the Luleå 

University of Technology. Although a variety of different nationalities were addressed with 

this method it can also be seen as a limitation to the sample selection. 

 

The case study of this thesis was conducted as a qualitative research. Therefore, the data 

collected was interpreted by the authors of this thesis. This means that information could 

have been interpreted differently or with another focus. Other researchers might have 

focused on different aspects. Additionally, the case study method cannot be used to form 

any statistical generalizations. However, the data was compared to theory, which means 

that the basis for doing the analysis was given. 

 

Another limitation to this study might have been the choice of music components. As 

mentioned above not all components could be used. This could be seen as a limitation 

since another choice of components might have led to different results. The analysis of 

data was also limited by the authors since the focus was on doing a cross-scenario 

analysis within levels of involvement. 
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Michael Jackson Pepsi Generation (26.06.2009), Localized 19.02.2014 on 
 

http://www.youtube.com/watch?v=po0jY4WvCIc 
 

 

Novo Volkswagen Golf VII (New VW Golf VII 2013) - People are People Commercial 
 

(08.11.2012), Localized 12.02.2014 on http://www.youtube.com/watch?v=hgsjcL0Xjl4 
 

 

Starting Line Photography (25.06.2009), Localized 19.05.2014 on 
 

http://www.youtube.com/watch?v=5VqggR-53BA 

 
Stevie Wonder – Isn’t She Lovely (05.01.2008), Localized 19.05.2014 on 

 

http://www.youtube.com/watch?v=b2WzocbSd2w 

 
Super Bowl Commercial 2013 – The Big Bang Theory – Super Bowl Commercial 2013 

 

(03.02.2013), Localized 19.05.2014 on  http://www.youtube.com/watch?v=ANlF-BKIAVs 

 
Whiskas “Kitten” TV Commercial (06.06.2011), Localized 19.05.2014 on 

 

http://www.youtube.com/watch?v=KaCyslEGno4 
 

 

Windows XP Commercial (04.09.2010), Localized 19.02.2014 on 

http://www.youtube.com/watch?v=myrE7yvOQ1s 

http://www.youtube.com/watch?v=BW7n0wfHYek
http://www.youtube.com/watch?v=0NdDaxzXRlM
http://www.youtube.com/watch?v=h8qtsUaoVak
http://www.youtube.com/watch?v=w-XA2lsbgjA
http://www.youtube.com/watch?v=po0jY4WvCIc
http://www.youtube.com/watch?v=hgsjcL0Xjl4
http://www.youtube.com/watch?v=5VqggR-53BA
http://www.youtube.com/watch?v=b2WzocbSd2w
http://www.youtube.com/watch?v=ANlF-BKIAVs
http://www.youtube.com/watch?v=KaCyslEGno4
http://www.youtube.com/watch?v=myrE7yvOQ1s
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Appendix 1 
 
 

Isn’t She Lovely -Stevie Wonder 
 

Am D 
Isn't she lovely 

 
F   G  C 

Isn't she wonderful 
 

Am D 
Isn't she precious 

 
F  G   C 

Less than one minute old 
 

F Em 
I never thought through love we'd be 

 
Am D 

Making one as lovely as she 
 

F G C 
But isn't she lovely made from love 

 

 
Am D 
Isn't she pretty 

 
F G C 

Truly the angel's best 

 
Am D 

Boy, I'm so happy 

F G C 
We have been heaven blessed 

 
F Em 

I can't believe what God has done 
 

Am D 
Through us he's given life to one 

 
F G C 

But isn't she lovely made from love 
 

 
Am   D 
Isn't she lovely 
 

F  G  C 
Life and love are the same 

 
Am D 

Life is Aisha 
 

F G C 
The meaning of her name 

 
F Em 

Londie, it could have not been done 
 

Am D 
Without you who conceived the one 

F G C 
That's   so   very   lovely   made   from   love 
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Appendix 2 
 
 

Photography – The Starting Line 
 
 

Verse 1: 
D Bm 
i've never been so happy to see 

 
G 
a photograph of me 
that when graced with your company 

 
D Bm 
you're making a small change 

 
G 
to the way that you wear your heart 
i like it better i like it 

 
Em F#m 
i like it better now 

 

 
Chorus 1: 
G 
i'll swing from a streetlight 

 
Bm 
as i will sing ohhh ohhh 

 
G 
and i'm stuck in the meantime 

 
Bm 

we're so ohhh close 
 

 
Interlude: Repeat Intro 

 

 
Verse 2: 
D A/C# Bm 
the sunlight's overwhelming the scene 
that's composed of you and me 

 
G 

in our finest moment 
 

D A/C# Bm 
an amazing illusion was made 
with trick photography 

 
G 
it seems like you're really you're really 

 
Em F#m 

it seems like you're really here 

(Repeat Chorus 1 twice) 

Bridge: 
Em-F#m-G A Bm A/C# 
G 

we're so close 
 
Em-F#m-G A Bm A/C# 
G 

we're so close 
 
Em-A(hold) 
 

 
Interlude: D--Bm--G x2, Em-F#m 
 
(Repeat Chorus 1) 
 

 
Chorus 2: 
G 
as i'm grilled by a spotlight 

 
Bm 
i'll sing ohhh ohh 

 
G 
and the thrill of a good fight 

 
Bm 
is we are oh so close 

 
G Bm 

can we oh so close 

 
G Bm 

can we oh so close 

 
Outro: 
G(hold) 
i'll swing from a streetlight 

as i will sing ohh ohh oh 
sing ohh ohh oh 
sing ohh ohh oh 
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Appendix 3 
 
 

Interview Guide 
 
 
 

 
1.What do you remember  about the advertisement for the camera? And what do you think about it? 

 

a.  What do you think about the story? Why? 
 

b.  What features of the ad did you like best (music, pictures)? Why? 
 

c.   What parts/features did you not like? Why? 
 

d.   Please mention ALL thoughts you had while watching the advertisement although the ones 

which are not connected to the advertisement. Where thoughts about the ad positive or negative 

or neutral and why? 

e.  Overall, how would you evaluate the ad? 

 
 

2.What brand and product was the ad for? 
 

a.  Can you name the product benefits that were mentioned in the ad? Why do you remember these 

benefits; why not? 

b.  Which previous experiences with the product do you have? How would you evaluate your 

feelings and why? 

c.   Would you buy this camera? 
 

i.  If "Yes": What are you reasons for buying? (Model, Brand, etc.) Why? 
 

ii.  If "No": Would you buy a similar product from another brand? Would you buy another 
 

Canon product? Any other reasons? Why? 

 
 

3.What do you think aboutthe music used in the advertisement?Howwouldyou evaluate the 

music and why? 

a.   In which way do you think that the music fits the information contained in the ad? (Lyrics; 

Was the music distracting?) Why? 

b.  What feelings do you connect to the music? Why? 
 

c.   What memories do you connect to the music? Why? 

d.   What situations do you connect to the music? Why? 

e.  What kind of music do you normally listen to? Why? 

 
4.How do you think your feelings connectedto the music influencedyour advertising perception 

and why? 

 
5.How do you think your perception of the ad influencedyour attitude towards the brand and why? 


