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ExTEndEd AbsTrACT
Previous studies have shown that background music associated 

with a product category can have positive effects on related sales in 
a retail environment (North et al. 1999). However, the mechanism 
by which this effect occurs has not been clearly explained, nor has 
the effect been shown at lower categorical levels of representation 
(e.g., the brand). The fact that many marketers select particular songs 
for use in brand advertising in order to strengthen their brand image 
raises the question of whether exposure to such brand-related audi-
tory cues affects consumer behavior toward the brand. 

In this research, we propose that consumer exposure to a brand-
related song enhances the accessibility of the brand attitude in mem-
ory and consequently the reliance on that brand attitude. Hence, we 
expect positive effects of exposure to brand-related music on the 
choice of brand products when consumers’ brand attitudes are posi-
tive and when the specific product evaluated (and not others in the 
brand’s portfolio) is associated with the music. 

In 3 studies, the impact of the incidental presentation of a brand-
related song on product choice is examined in both field and labora-
tory settings. Study 1 shows that a song used in prior advertising for a 
brand influences brand sales when played within background music, 
but only for the brand product directly associated with the music. 
Study 2 demonstrates that exposure to a brand-related song increases 
the reliance on the brand attitude and examines fluency perceptions 
as the underlying mechanism resulting from the exposure to brand-
related music. Finally, study 3 looks at possible negative effects of 
the exposure to brand-related music for brand products that are not 
directly associated with the respective music.

sTUdY 1
The study was conducted in a grocery store in Germany and 

aimed to assess whether the inclusion of a brand associated song 
(Beck’s Pils beer advertising tune) within the background music leads 
to an increase of sales for the product. It was expected that the pres-
ence of this song would lead to an activation of the associated prod-
uct, making its choice more likely. We found that Beck’s Pils sales 
increased significantly, but we also observed a marginally significant 
reduction of sales in other beers in the Beck’s line. Thus, the brand 
song had a clear effect on consumers who favored Becks’ brands, 
but induced them to switch from other Beck’s products back to the 
traditional, leading product (Pils) in the brand portfolio. 

sTUdY 2
The results above suggest that exposure to brand-related music 

is most likely to increase brand choice for consumers who already 
favor the brand. We assume that the exposure to a brand-related song 
increases the accessibility of the associated brand attitude, rendering 
consumers more likely to rely on their brand attitude when exposed 
to a brand-related song. Hence, one objective of study 2 was to ex-
amine whether the exposure to brand-related music (Merci chocolate 
song) increases the correlation between brand attitudes and brand 
choice. However, we hold more specified assumptions about how 
attitude accessibility shapes choice. We expect that enhanced acces-
sibility leads to higher perceived fluency that is attributed to the at-
titude’s “rightness.” To test this hypothesis, we included a misattri-

bution manipulation in study 2. In one condition, participants could 
attribute their perceived fluency to an alternative, exogenous source 
(a merely perceivable smell of chocolate in the room). Hence, we ap-
plied a 2x2 design with the music manipulation (brand-related song 
played/not played) and the misattribution manipulation (misattribu-
tion source mentioned/not mentioned). In order to provide incidental 
processing of music similar to a shopping context, we applied the 
guise of a memory test: participants were told that background music 
was being played to distract them during the memory test. In the 
experimental condition, the background music included short pieces 
of the brand-related song. In the control condition, alternative songs 
were played. The brand attitude was measured outside of the lab with 
an online-questionnaire. 

The results support our hypotheses. We found significantly 
higher correlations of the brand attitude with brand choice and faster 
choice latencies when participants were exposed to the brand-related 
music than when they were not. Importantly, the difference in correla-
tions and the effect on choice latencies disappeared when participants 
could attribute the felt fluency to an exogenous source. Thus, the 
perceived fluency resulting from exposure to the brand-related song 
seems to be critical for effects on choice to occur. In line with study 
1, the results imply that positive effects of exposure to brand-related 
music are less likely for target groups with negative brand attitudes.

sTUdY 3
The aim of this experiment was to build on study 1 and assess 

the effects of a song related to a particular brand product line on the 
evaluation of other product lines sold under the same brand. We hy-
pothesized that the positive effect of brand-related background music 
on choice for specific product lines results in negative effects for oth-
er product lines in the same brand portfolio. Participants completed 
a memory task while music was played. In the treatment condition, 
the music included the famous Oscar Mayer wiener jingle, associ-
ated with Oscar Meyer hot dogs. Afterwards, participants were ex-
posed to five ads that included either an ad for Oscar Meyer hot dogs 
(matching ad) or an ad for another product of the Oscar Meyer line 
(bologna; non-matching ad). The results provided support for the for-
mulated hypotheses. Exposure to the Oscar Mayer wiener jingle had 
a positive effect on the evaluation of the matching ad, but negative 
effects on the evaluation of the non-matching ad. Process measures 
revealed that the wiener song enhanced (inhibited) responses toward 
Oscar Mayer hot dogs (bologna).

COnCLUsIOns
The present research supports the assumption that brand-related 

music used in the background has direct effects on consumer atti-
tudes and choices, despite being limited to incidental processing that 
is not explicitly acknowledged by consumers. However, negative ef-
fects of brand-related music can be expected when negative attitudes 
are activated and when alternative products in the brand portfolio 
(not directly associated with the music) are evaluated.
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