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ABSTRACT 

As we enter the era of AI and online shopping, “sensory marketing,” marketing that utilizes the five senses to 
shape consumers’ consumption experience, has garnered significant attention. A pivotal field of research within 
this domain is the field of auditory marketing, marketing that leverages sonic stimuli to influence consumer 
behavior. This paper provides a comprehensive overview of theories and empirical studies that underpin the 
key pillars of auditory marketing. Specifically, this paper focuses on the use of music in retail stores, sonic 
branding, and advertisements. As the use of music in marketing is still a relatively understudied field, this paper 
also suggests future directions in research in the field of music advertising, atmospherics, and sonic logos that 
would be necessary in further advancing academic discussions on auditory marketing.  

Introduction 

Due to the proliferation of technical devices and the development of technology, sensory marketing has become 
an important tool used by marketers. Sensory marketing, defined as "marketing that engages consumers' senses 
and affects their perception, judgment, and behavior," enhances customer experiences and renders advertise-
ments more memorable (Krishnan, 2012, p. 1). In fact, Miller et al. (2008) contend that auditory stimuli are 
potent marketing tools, as sonic cues are difficult to ignore. 

 One of the most prominent applications of music in marketing is the use of jingles in advertisements. 
Marketers leverage jingles by placing them in advertisements to augment product awareness and foster positive 
word of mouth. Examples of widely recognized jingles include “I’m Chiquita banana and I’ve come today,” by 
the United Fruit Company and “Pepsi cola hits the spot,” by Pepsi (Krishnan et al., 2012). Researchers have 
explored the role of music in marketing by examining its use in retail settings, focusing on how background 
music influences consumers' impressions of service quality and product value (Crisinel et al., 2019). The use 
of music in branding is also a burgeoning field of research, as more companies are developing distinctive tunes 
to convey their brand identity. These “sonic logos” increase brand awareness and shape the image of the brand. 

Understanding the psychological implications of music is critical in leveraging music in the field of 
marketing. Therefore, this paper provides a comprehensive overview of the use of music in marketing and 
identifies topics of research that require further attention. 

Music in Retail Settings 

Philip Kotler's pioneering work in the early 1970s laid the groundwork for understanding the significance of 
atmospherics in consumer decision-making. Kotler emphasized that beyond the intrinsic attributes of a product 
or service, consumers respond to the overall ambiance or atmosphere of a place. Specifically, he coined the 
term “atmospherics” to denote “the conscious designing of space to create certain effects in buyers” (Kotler, 
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1973, p. 48). Various elements of the environment stimulate specific emotional responses from consumers, 
affecting their consumption behaviors (Kotler, 1973). The concept of atmospherics emphasized the holistic 
nature of the consumer experience and became the foundations of modern marketing research.  

Music has become one of the most popular elements in retail environments due to its adaptability, 
consistent appeal to customers, and cost-effectiveness. Consequently, a bulk of scholarly research has been 
dedicated to the cognitive effect of background music in consumption contexts. For example, consumers in a 
wine store tended to purchase more expensive and high-end products when classical music was played in the 
background (Areni & Kim, 1993). This behavior has been attributed to the implicit association of classical 
music with luxury and sophistication. Similarly, Kellaris and Kent (1992) have shown that background music 
alters consumers’ perceptions of time: when people listen to music that they favor, the perception of time is 
shorter compared to when they listen to atonal music (Kellaris & Kent 1992). These studies shed light onto the 
ways in which auditory stimulus can alter consumer’s perceptions of the shopping experience and therefore, 
bolster sales.  

A more recent study conducted by Pantoja and Borges (2021) indicates that when participants were 
asked to watch a short video with fast or short background music and an illustration of the menu, participants 
who listened to fast music had more positive taste expectations and higher purchase intentions compared to 
those who listened to slow music. Pantoja and Borges posit that this is because fast-paced music increases 
arousal levels (Pantoja & Borges, 2021). Studies have also shown that music influences the cognitive capacity 
of consumers, eventually influencing their purchasing decisions. Petruzellis et al. (2018) suggest that music 
familiar to consumers diminishes cognitive activity and eventually distracts consumers from promotional mes-
sages. However, familiar music also facilitated the creation of more positive emotions that fosters loyalty 
(Petruzellis et al. 2018). Such findings that provide insight into the mechanisms that underlie the influence of 
music on consumer behavior are essential in forming effective marketing strategies utilizing background music.  

The psychological impact of background music also elicited behavioral responses that were more di-
rectly related to a store’s sales. Smith and Curnow (1996) demonstrated that music with high volume shortened 
consumers’ perceived shopping time. Furthermore, Biswas et al. (2019) found that low-volume music had a 
relaxing effect on listeners, increasing the sale of healthy food items. Conversely, high-volume music increased 
purchases of unhealthy food items, as high-volume music elevated excitement levels (Biswas et al., 2019). 
These behavioral outcomes emphasize the importance of carefully designing the sonic retail atmosphere to 
match the objective of retailers.  

Another empirical investigation conducted by North and Hargreaves (1998) in a cafeteria further in-
dicates that different styles of music can impact consumers differently. This study shows that consumers who 
listened to classical and pop music demonstrated a higher willingness to pay compared to groups who were 
exposed to other genres of music or no music at all (North & Hargreaves, 1998). Moreover, scholars have 
investigated the interaction between various atmospheric cues and music. Based on the Schema Incongruity 
Model, Eroglu et al. (2005) studied the effect of music speed and retail density, which refers to the degree to 
which a consumer feels that a retail environment is crowded. The study indicates that pairing slow music with 
low retail density and fast music with high retail density renders the perceived shopping experience more ef-
fective and enjoyable (Eroglu et al., 2005). The aforementioned studies illustrate the collective influence of 
sensory inputs on consumption behavior and lay the foundation for optimizing the sonic landscape of retail 
environments.  
 

Sonic Logos 
 
Sonic logos, also referred to by various terms such as “audio branding” and “acoustic branding”, have been 
extensively defined and analyzed within the academic literature (Gustafsson, 2019). For instance, Manchon 
(2019) defines sonic logos as “the strategic use of sound to communicate the identity and values of a brand” (p. 
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586). Similarly, Scott (2022) describes sonic logos as “short musical note sequences that are part of a brand’s 
identity system.” Kellaris (2012) further posits that sonic logos are the equivalent of visual logos.  Some of the 
most well-known examples of sonic logos include the tone, “I’m lovin it” by McDonald’s and the unique chimes 
and ringtones played when consumers turn on their Windows or Nokia computers.  

Researchers have demonstrated that sonic logos aid consumers in recognizing brands, as musical ele-
ments such as tempo, rhythm, timbre, and pitch of sonic logos significantly impact both short-term and long-
term memory (Bonde & Hansen, 2013).  Sonic logos can also be used to arouse certain emotions that align with 
the overall brand image. Specifically, Krishnan (2012) mentions that brands with a long history can utilize old 
music as sonic logos to trigger nostalgia and positive emotions. In essence, when utilized strategically, sonic 
logos fortify brand identity and enhance the emotional connection between the brand and the consumer.  

Scholars have conducted studies to investigate the various factors of sonic logos to determine their 
efficacy. Empirical findings indicate that the number of tones that characterize sonic logos affect product per-
ceptions and eventually, people’s willingness to pay. Specifically, Krishnan et al. (2012), revealed a non-linear 
relationship between the number of tones in sonic logos and their effectiveness: few tones (e.g. three tones) or 
many tones (e.g. nine tones) rendered the product less valuable compared to sonic logos with a moderate number 
of tones (e.g. six tones).  

The instrumental composition of sonic logos also determines brand perceptions. Studies have shown 
that sonic logos characterized by feminine instruments with a positive valence evokes a brand image of sincer-
ity, while those created using masculine instruments evoke perceptions of ruggedness (Techawachirakul et al., 
2023). Similarly, Melzner and Raghubir (2023), have found that the roughness and smoothness of sonic logos, 
one of the most foundational elements of the timbral quality of music, alter consumers’ perceptions of the brand 
for even well-known brands. For instance, participants who listened to the sonic logo of coca-cola that was 
played on a smooth violin perceived the brand coca-cola as more competent, sincere, and sophisticated com-
pared to those who listened to a sonic logo played on a rough electric guitar (Melzner & Raghubir, 2022). 
However, the sonic logo of coca-cola played using a rough electric guitar was considered to be more exciting 
than that of a violin (Melzner & Raghubir, 2022).  Another study conducted by Kim (2020) indicates that the 
instrumental composition of the sonic logo affects the perceived warmth and competence of the brand: a sonic 
logo played on a trumpet elicits a greater degree of perceived warmth compared to those played on a piano or 
a violin while a sonic logo played on a piano elicited the greatest degree of perceived competence.  These 
findings indicate that sonic logos are not just supplementary elements in branding; rather, they are powerful 
marketing tools that mold brand perceptions and consumer behavior. 
 

Music in Advertisements  
 
The ramifications of background music in advertisements have also been a topic widely investigated by schol-
ars. One of the most dominant paradigms used to delve into the mechanism behind the influence of background 
music is the classical conditioning paradigm, a theoretical framework that delineates the process in which an 
association between unrelated stimuli is formed usually through repetition. Through classical conditioning, the 
music becomes unconsciously associated with the advertised product (Gorn, 1982). Nonetheless, this does not 
automatically yield a favorable evaluation of the advertised product, as whether this leads to increased product 
liking hinges upon the listener’s predilection towards the presented music (Gorn, 1982).   
 Scholars have also investigated the effects of using music in advertisements through the framework of 
the Elaboration Likelihood Model (ELM). According to ELM, there are two ways of processing information: 
the central route and the peripheral route. The central route is triggered when people are motivated to examine 
a product thoroughly (Zander, 2006). On the other hand, the peripheral route is activated in low-involvement 
situations and is used when people unconsciously process information without much cognitive effort (Zander, 
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2006). Studies have suggested that music in advertisements exerts significant influence when people are pro-
cessing information through the peripheral route. According to Park and Young (1986), music had the highest 
influence when a participant’s level of involvement with the subject was low. When the level of involvement 
was high, on the other hand, music served as a distraction and hindered participants from engaging with the 
marketing message. Scholars have also pointed out that the effect of music on people’s attitudes towards a 
specific subject is moderated by various cognitive processes such one’s level of engagement or the number of 
concurrent thoughts that are being processed (Petruzzellis, 2018).  
 Furthermore, musical styles played in the background of advertisements can convey different mean-
ings (Baker, 1993; Krober-Riel, 1993). For instance, people perceived cars that were presented in advertise-
ments accompanied with rock songs as having more power, speed, and competitiveness while cars in advertise-
ments with classical music were associated with luxury, elegance, and interior rim (Baker, 1993). Not only can 
music in advertisements arouse various emotional responses related to the product, but it can also influence the 
perceptions of the product and the brand in a more indirect manner by influencing the perception of the endorser 
in the advertisement (Zander, 2006). Furthermore, a study conducted by Biereley et al., (1985) illustrates that 
products that were associated with pleasant music had higher preference ratings compared to those devoid of 
musical accompaniment.  

Scholars have also analyzed the effectiveness of advertising music through the congruence between 
the product and the background music. MacInnis and Park (1991), prominent researchers in music marketing, 
describe music as a “message-relevant executional cue” that reinforces the central theme of an advertise-
ment.  Emotions and perceptions elicited by music also affects people’s purchasing behaviors. When music 
evokes emotions that are consistent with the symbolic meaning of the product, the likelihood of the individual 
purchasing the product increases. For instance, music positively impacted people’s willingness to pay when 
advertisements of products purchased for happy occasions (friend’s birthday) featured happy music and when 
advertisements of products purchased for sad occasions (visit to a sick friend) featured sad music (Alpert et al., 
2005). This study underscores the importance of aligning the musical nuance of the background music with the 
emotional valence of consumers’ purchase occasions.  
 

Conclusion and Future Research 
 
In the current status quo, people’s sensory inputs (sound, smell, touch etc.) are strategically employed to shape 
consumers’ perceptions of products and brands. This paper sheds light on the application of one of the most 
useful yet understudied sensory input in marketing: music. 
 Although this is a burgeoning field of research that is starting to gain more attention in academia, there 
are many topics of research related to music marketing that require further investigation. For instance, within 
the realm of atmospherics, scholars could investigate not only the effect of background music on purchase 
intentions, but also other marketing-related consumer behaviors such as people’s willingness to spread positive 
word of mouth. In fact, as the online shopping experience and immersive shopping experiences using 4D de-
vices has become more prevalent in the current status quo, the effect of background music in the online space 
is also a field that merits scholarly attention.  

Furthermore, consumers’ retail experiences are inherently characterized by multiple sensory inputs. 
Consequently, the interaction between auditory stimuli and other sensory stimuli in the retail settings such as 
in-store fragrances or the overall color scheme of the store could be investigated. In the domain of advertising, 
the optimal placement of music in advertisements or the psychological implications of various musical elements 
such as timbre, tempo, or lyrics should also be studied to fully leverage consumers’ multisensory experiences 
in advertisements.   

Finally, research on the instrumental composition of sonic logos should encompass artificial sounds to 
determine if synthesized tunes created through the Musical Instrument Digital Interface (MIDI) also affect 
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brand or product perceptions. Specifically, the effectiveness of such artificial tunes and their influence on brands 
that promote organic goods would be an interesting research topic. Such studies would shed light onto the 
significance of aligning the overall brand image with sensory inputs used to promote the brand.  Furthermore, 
an examination of the interplay between auditory logos and visual logos is also an important topic of research, 
as visual logos often accompany their sonic counterparts. As mentioned in this paper, music plays a significant 
role in marketing, and its role will only expand as we enter a new era of AI and online purchasing. Therefore, 
the role of music in retail settings, advertisements, and branding emerges as a promising field that warrants 
further scholarly investigation.  
 

Acknowledgments 
 
I would like to thank my advisor, Genie Kim, for her valuable insights and advice that guided me through the 
process of writing this review paper.  
 

References 
 
Alden, D. L., Steenkamp, J. E., & Batra, R. (1999). Brand Positioning through Advertising in Asia, North 

America, and Europe: The Role of Global Consumer Culture. Journal of Marketing, 63(1), 75–87. 
https://doi.org/10.1177/002224299906300106 

Alpert, M. I., Alpert, J. I., & Maltz, E. N. (2005). Purchase occasion influence on the role of music in 
advertising. Journal of Business Research, 58(3), 369–376. https://doi.org/10.1016/s0148-
2963(03)00101-2 

Areni, C. S., & Kim, D. (1994). The influence of in-store lighting on consumers’ examination of merchandise 
in a wine store. International Journal of Research in Marketing, 11(2), 117–125. 
https://doi.org/10.1016/0167-8116(94)90023-x  

Baker, W. E., & Lutz, R. J. (2000). An empirical test of an updated Relevance-Accessibility model of 
advertising effectiveness. Journal of Advertising, 29(1), 1–14. 
https://doi.org/10.1080/00913367.2000.10673599 

Beverland, M., Lim, E. a. C., Morrison, M., & Terziovski, M. (2006). In-store music and consumer–brand 
relationships: Relational transformation following experiences of (mis)fit. Journal of Business 
Research, 59(9), 982–989. https://doi.org/10.1016/j.jbusres.2006.07.001 

Biswas, D., Lund, K., & Szocs, C. (2018). Sounds like a healthy retail atmospheric strategy: Effects of 
ambient music and background noise on food sales. Journal of the Academy of Marketing Science, 
47(1), 37–55. https://doi.org/10.1007/s11747-018-0583-8 

Bonde, A., & Hansen, A. G. (2013). Audio logo recognition, reduced articulation and coding orientation: 
Rudiments of quantitative research integrating branding theory, social semiotics and music 
psychology. SoundEffects, 3(1–2), 112–135. https://doi.org/10.7146/se.v3i1-2.15644 

Crisinel, A., Cosser, S., King, S., Jones, R., Petrie, J., & Spence, C. (2012). A bittersweet symphony: 
Systematically modulating the taste of food by changing the sonic properties of the soundtrack 
playing in the background. Food Quality and Preference, 24(1), 201–204. 
https://doi.org/10.1016/j.foodqual.2011.08.009 

Eroglu, S. A., Machleit, K. A., & Chebat, J. (2005). The interaction of retail density and music tempo: Effects 
on shopper responses. Psychology & Marketing, 22(7), 577–589. https://doi.org/10.1002/mar.20074 

Eroglu, S. A., Machleit, K., & Barr, T. F. (2005). Perceived retail crowding and shopping satisfaction: the role 
of shopping values. Journal of Business Research, 58(8), 1146–1153. 
https://doi.org/10.1016/j.jbusres.2004.01.005 

Volume 13 Issue 3 (2024) 

ISSN: 2167-1907 www.JSR.org/hs 5

https://doi.org/10.1016/s0148-2963(03)00101-2
https://doi.org/10.1016/s0148-2963(03)00101-2


   
 

   
 

Gorn, G. J. (1982). The Effects of Music in Advertising on Choice Behavior: A Classical Conditioning 
approach. Journal of Marketing, 46(1), 94. https://doi.org/10.2307/1251163 

Gustafsson, C. (2015). Sonic branding: A consumer-oriented literature review. Journal of Brand 
Management, 22(1), 20–37. https://doi.org/10.1057/bm.2015.5 

Kellaris, J. J., & Kent, R. J. (1992). The influence of music on consumers’ temporal perceptions: Does time 
fly when you’re having fun? Journal of Consumer Psychology, 1(4), 365–376. 
https://doi.org/10.1016/s1057-7408(08)80060-5 

Kim, S. G. (2020). Dissecting The Sonic Identity Of Brands: Timbre Of Sonic Logo And Brand Perception. 
Wharton Research Scholars. 
https://repository.upenn.edu/cgi/viewcontent.cgi?article=1214&context=wharton_research_scholars 

Kotler, P. (1974). Atmospherics as a Marketing Tool. Journal of Retailing, 49, 48–64. 
https://www.scholars.northwestern.edu/en/publications/atmospherics-as-a-marketing-tool 

Krishnan, V., Kellaris, J. J., & Aurand, T. W. (2012). Sonic logos: can sound influence willingness to pay? 
Journal of Product & Brand Management/Journal of Product & Brand Management, 21(4), 275–
284. https://doi.org/10.1108/10610421211246685 

Macinnis, D. J., & Park, C. W. (1991). The differential role of characteristics of music on high- and low- 
involvement consumers’ processing of ads. Journal of Consumer Research/Journal of Consumer 
Research, 18(2), 161. https://doi.org/10.1086/209249 

Mas, L. (2019). Sonic logos: An Experimental Design on Sound Features and Brand Personality. Anuario 
Electrónico De Estudios En Comunicación Social “Disertaciones,” 12(2), 125. 
https://doi.org/10.12804/revistas.urosario.edu.co/disertaciones/a.6373 

Mas, L., Bolls, P., Rodero, E., Barreda-Ángeles, M., & Churchill, A. (2020). The impact of the sonic logo’s 
acoustic features on orienting responses, emotions and brand personality transmission. Journal of 
Product & Brand Management/Journal of Product & Brand Management, 30(5), 740–753. 
https://doi.org/10.1108/jpbm-05-2019-2370 

Melzner, J., & Raghubir, P. (2023). The Sound of Music: The effect of timbral sound quality in audio logos 
on brand personality perception. Journal of Marketing Research, 60(5), 932–949. 
https://doi.org/10.1177/00222437221135188 

Miller, J. K., Lloyd, M. E., & Westerman, D. L. (2008). When does modality matter? Perceptual versus 
conceptual fluency-based illusions in recognition memory. Journal of Memory and Language, 58(4), 
1080–1094. https://doi.org/10.1016/j.jml.2007.12.006 

Milliman, R. E. (1982). Using background music to affect the behavior of supermarket shoppers. Journal of 
Marketing, 46(3), 86. https://doi.org/10.2307/1251706 

Nomura, T., & Mitsukura, Y. (2015). EEG-Based Detection of TV Commercials Effects. Procedia Computer 
Science, 60, 131–140. https://doi.org/10.1016/j.procs.2015.08.112 

North, A. C., & Hargreaves, D. J. (1998a). The effect of music on atmosphere and purchase intentions in a 
cafeteria1. Journal of Applied Social Psychology, 28(24), 2254–2273. https://doi.org/10.1111/j.1559-
1816.1998.tb01370.x 

North, A. C., & Hargreaves, D. J. (1998b). The effect of music on atmosphere and purchase intentions in a 
cafeteria1. Journal of Applied Social Psychology, 28(24), 2254–2273. https://doi.org/10.1111/j.1559-
1816.1998.tb01370.x 

Pantoja, F., & Borges, A. (2021). Background music tempo effects on food evaluations and purchase 
intentions. Journal of Retailing and Consumer Services, 63, 102730. 
https://doi.org/10.1016/j.jretconser.2021.102730 

Park, C. W., & Young, S. M. (1986). Consumer response to television commercials: The impact of 
involvement and background music on brand attitude formation. Journal of Marketing Research, 
23(1), 11. https://doi.org/10.2307/3151772 

Volume 13 Issue 3 (2024) 

ISSN: 2167-1907 www.JSR.org/hs 6



   
 

   
 

Petruzzellis, L., Chebat, J., & Palumbo, A. (2017). Paradoxical effects of famous music in retail venues. 
Journal of Consumer Behaviour, 17(2), 161–174. https://doi.org/10.1002/cb.1701 

Scott, L. M. (1990). Understanding Jingles and Needledrop: A Rhetorical approach to music in advertising. 
Journal of Consumer Research/Journal of Consumer Research, 17(2), 223. 
https://doi.org/10.1086/208552 

Scott, S. P., Sheinin, D., & Labrecque, L. I. (2022a). Small sounds, big impact: sonic logos and their effect on 
consumer attitudes, emotions, brands and advertising placement. Journal of Product & Brand 
Management/Journal of Product & Brand Management, 31(7), 1091–1103. 
https://doi.org/10.1108/jpbm-06-2021-3507 

Scott, S. P., Sheinin, D., & Labrecque, L. I. (2022). Small sounds, big impact: sonic logos and their effect on 
consumer attitudes, emotions, brands and advertising placement. Journal of Product & Brand 
Management/Journal of Product & Brand Management, 31(7), 1091–1103. 
https://doi.org/10.1108/jpbm-06-2021-3507 

Smith, P. C., & Curnow, R. (1966). “Arousal hypothesis” and the effects of music on purchasing behavior. 
Journal of Applied Psychology, 50(3), 255–256. https://doi.org/10.1037/h0023326 

Techawachirakul, M., Pathak, A., Motoki, K., & Calvert, G. A. (2023a). Influencing brand personality with 
sonic logos: The role of musical timbre. Journal of Business Research, 168, 114169. 
https://doi.org/10.1016/j.jbusres.2023.114169 

Techawachirakul, M., Pathak, A., Motoki, K., & Calvert, G. A. (2023b). Influencing brand personality with 
sonic logos: The role of musical timbre. Journal of Business Research, 168, 114169. 
https://doi.org/10.1016/j.jbusres.2023.114169 

Yalch, R., & Spangenberg, E. (1990). Effects of store music on shopping behavior. Journal of Consumer 
Marketing/Journal of Consumer Marketing, 7(2), 55–63. 
https://doi.org/10.1108/eum0000000002577 

Zander, M. F. (2006). Musical influences in advertising: how music modifies first impressions of product 
endorsers and brands. Psychology of Music, 34(4), 465–480. 
https://doi.org/10.1177/0305735606067158 

Volume 13 Issue 3 (2024) 

ISSN: 2167-1907 www.JSR.org/hs 7

https://doi.org/10.1037/h0023326



