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Abstract 

 This study was done in order to explore the relationship between a person’s involvement 

in music, the integration of music within advertisement, and whether each of these made a 

difference in the purchase intention, brand attitude, attitude toward the commercial, trial and 

recall of attributes in each of the conditions. Music involvement was scored utilizing a scale from  

Pucely, Mizerski, and Perrewe’s "A Comparison of Involvement Measures for the  

Purchase and Consumption of Pre-recorded Music” and were split up into high and low music 

involvement using a median split. Each of the 100 participants consisting of University of 

Arizona students ranging in class standing from freshman to the graduate level, watched one of 

the three advertisements with a different level of music integration: voiceover, 

voiceover+instrumental, voiceover+congruent lyrics. Results show that no matter what the 

music involvement of the audience, the integration of music increases attitude toward the 

advertisement as well as trial. There is also a significant negative effect on recall once music 

with congruent lyrics are integrated into the commercial, which occurred when comparing high 

involvement participants from each condition and averages from the entire sample. These 

results set a foundation for further examination of music’s place in marketing. 

 

Statement of Purpose 

The aim of this paper is to examine the relationship between a consumer’s level of music 

involvement (affect, behavioral, and experiential) and their attitude toward brands and 

commercials, purchase intent, and recall when exposed to video commercials with various 

levels of music integration (voiceover, voiceover+instrumental, voiceover+congruent lyrics). This 

was done through the production of a commercial for a low involvement product - a new brand 

of bottle water called Blue. The three different conditions were made through the addition of the 

voiceover and chosen tracks for the instrumental and congruent lyrics versions, and shown to a 

sample of 100 University of Arizona students. Results from this study serve to help companies 
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in the production of video commercials when objectives and decisions include purchase 

intention, attitude towards the brand and advertisement, trial and recall – the variables 

measured in this study. 

 

Statement of Relevance 

Companies have been trying to get into the minds of their target market for years. Every 

move they make is aimed to make an impact on consumers and get them to remember their 

brand name and product. In addition to remembering the product, brands have to get people to 

remember what makes their product unique and what it does so that potential consumers can 

see themselves using it in their own lives. The main way this has been done in the past has 

been through television. In the 1950’s television changed the way American’s went about their 

daily lives. It became the main medium utilized in households and it allowed advertisers to have 

access to a true mass audience. Things have not changed much with the use of television. 

People will leave the television on in the background and therefore, will watch it more. Due to 

the advances in television from three networks to specialized cable stations, advertisers have a 

better ability to access their target audiences through these segments. 

 Just when companies were getting in the routine of making television their main avenue 

of advertising and communication to their markets, the internet came along. As more people 

came to know the new technologies, companies moved on to placing advertisements on 

specialized websites and Google which allowed them to place ads according to which keywords 

were searched. This transition period from television to the online space is still occurring now, 

but companies are now lessening their focus on television to put more towards online 

promotion.  

The basic level at which this is done is by simply placing their television advertisement 

online. This was in this study where three video commercials with varying levels of music 

integration were placed online and tested. Again, at first glance, it may seem as though the 



G a e t a  | 3 

 

results of this study would only apply to television commercials; and with the heavy adoption of 

DVR devices mostly used to skip television advertisements, one may regard the study as 

immediately irrelevant. As aforementioned, although the decline of television may be initiated, 

companies are utilizing these same 30-second spots in an online space where some of this lost 

television audience is spending their time. This same booming online space is also becoming a 

place where companies use unique content engage consumers with their brand – making it 

another piece of their integrated marketing campaign and cementing the increase of traffic 

online. As this trend continues to become cemented in campaigns, people will slowly learn to go 

online to access brand content and develop a pull for not only more content, but the brand’s 

products. Thus, online traffic for brand content is only going to incline in the upcoming years. 

The study was done utilizing University of Arizona students from the freshman through 

the graduate level. Everyone who participated as part of the sample qualify as adults of 

Generation Y ages 18-29 years old. The group is of interest due to the fact that they are a part 

of a generation comprised of over 50 million, which is larger than the Baby Boomers, and has 

the largest spending power (PEW).  In comparison to previous generations, they are the most 

ethnically diverse with only 61% of non-Hispanic whites compared to the 73% in the Baby 

Boomers generation (PEW). Therefore, it is important to tap into what drives these diverse 

consumers to purchase or try products and have a positive attitude towards brands and their 

advertisements. 

Music is also a major part of this population’s lives. They have grown up in an age where 

music was immediately available to them at any time with radio in their vehicles, the introduction 

and staying power of the Apple iPod, iPhone, and iTunes, as well as more selection with online 

and satellite radio. Something that needs to be assessed in this environment is whether the 

integration of music within branding and commercials is something that can stimulate a 

purchase out of this population. There are countless music tracks out there, some dating back 

hundreds of years, but a main difference is instrumental or music with lyrics. When companies 
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are trying to communicate a message to potential customers, they need to know which of these 

general choices will lead them to a better commercial production and ultimately drive the most 

profit from this market 

 

Literature review 

 
Music is the language of the world that communicates through any and all language 

barriers. It relays messages past words and through emotions, ideas, and images conjured 

through the listener. In the last decade there has been a great technology revolution that has 

aided in spreading the power of music. As aforementioned, online radio, the notion of mp3 

players, and digital downloads of music have elevated the integration of this media in 

everyone’s lives. The physical connection and accessibility to this media has also been proven 

to increase one’s emotional connection (Coe 2011). With the introduction of these new 

technologies and the adoption of these technologies by those of Generation Y, the connection 

and involvement present with music as a form of media is something to be explored. 

 The idea of music involvement has not been explored by many. This is in part due to the 

fact that this means different things to different people. In this study, music involvement is 

defined as an individual’s affection for music as well as their behavioral and experiential 

engagement (Peculy, Mizerski, and Perrewe 37-42). A study done by Peculy, Mizerski, and 

Perrewe found that these characteristics have a strong relationship to purchase intention. This 

study idea was taken and adapted to apply to video advertisements with varying levels of music 

integration.  

Although music involvement has not been a popular focus in research, the way in which 

music affects different forms of advertising and the audience of these advertisements has. One 

study looked at the way in which music affects perception and creating meaning. According to 

“Framing Meaning Perceptions with Music: The Case of Teaser Ads" by Kineta Hung, video 
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advertisements can entice a viewer to “read” commercials from a certain perspective. In relation 

to this study this would mean that someone with a high music involvement would approach 

viewing the commercial from different aspects. This could translate to an individual with high 

music involvement to pay more attention the music and not the claims of an advertisement or a 

low music involvement individual to have a lower brand attitude than a high music involvement 

individual when it comes to a commercial with music and lyrics. Hung’s research also brought 

up the fact that music has the ability to accentuate certain images. This was taken into account 

when constructing the commercials and selecting the tracks that would represent each 

condition. For instance, the track chosen for the instrumental condition has been proven to 

trigger images of water while the Beach Boys are associated with the beach and water and 

have a particular song in which they sing about wanting and receiving water.  

Another study titled “The Effects of Music on Emotional Response, Brand Attitude, and 

Purchase Intent In an Emotional Advertising Condition” executed by Morris and Boone delved 

into the effects of music by having participants look at print ads with and without music. In this 

experiment, music represented an emotional advertising condition. This plays into the fact that 

music can affect one’s state of mind when viewing advertisements. In this study no significant 

difference in purchase intent was found when music was or wasn’t playing. This finding 

communicates that environment may not matter in viewing an advertisement, but it is important 

to take these findings and take them a step further in seeing if people who are attached to the 

music makes advertising more effective. 

From a company management perspective, every detail of how one conveys a product is 

important and could change the way in which people view the product or the brand. This image 

is created through the use of marketing campaigns and individual components. All of these 

actions contribute to the brand equity of the product and the company itself. Brand equity is 

something companies aim for beyond their bottom line revenue. It contributes to the value of a 

company that is seen through the eyes of a consumer, which in turn conveys loyalty to the 
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brand. Cobb-Walgreen, Ruble, and Donthu did a study in which they compared varying levels of 

advertising quality, denoted by budget, and measured the brand equity perceived from them. 

The finding was that the higher the advertising budget, the higher brand equity reported by 

participants about the company. In their study, it was important for the varying levels of 

production quality to be conveyed (Cobb-Walgreen, Rubles, and Donthu 25-40). Otherwise, for 

studies like this one where something beyond quality is being measured, a lighter focus and 

lower budget is put on production.  

 National advertising proves the results from the Cobb-Walgreen, Rubles, and Donthu 

study on a daily basis through a chain reaction. This starts through the utilization of high 

production budget on their advertising, which creates value for their brand and translates brand 

equity. This brand equity combined with the loyalty stimulates repeat purchases. This same 

value that comes through the perceived by the quality of the commercial leads to other positive 

effects for the company as well. In a study titled “Price, Product Information, and Purchase 

Intention: An Empirical Study” by Chang and Wildt, price and quality were measured against 

each other and results found that perceived quality leads to perceived value. This would be 

something that provides a scientific foundation for the fact that companies invest so much time 

and money into commercials that end up becoming big productions. The value that is absorbed 

from the commercial is also the primary factor that influences purchase intention. Therefore, 

these professionally produced, high budget campaigns bring much more than just exposure to 

the brands. A clean, professional image shown through something as little as a 30 second 

advertisement can ultimately increase a company’s bottom line and prove to be a worthy 

investment for those who can afford it. 

Although this image is important for all products, it is worthwhile to understand whether 

music can add to a brand image. Through this study, it is measured by using scores given when 

asking questions to assess the attitude towards the brand as well as attitude towards the 

advertisement. Overall this study takes each of the previously cited experiments into account to 
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step to the forefront and explore the relationship between music, advertisements, and variables 

including purchase intention, attitude towards the brand and the commercial, trial, and recall. 

 

Methodology 

Subjects 

Participants were gathered through a snowball method of nonrandom sampling with the 

only requirement for participation being that they were a student at the University of Arizona. 

Since the study was done entirely online, social media including Twitter and Facebook were 

utilized as tools for recruitment with links to the video stimuli and the survey. The study was 

continually promoted within these realms until 100 people had completed the survey. 

Experiment 

In this study, video advertisements were the core stimulus and had three different 

versions. The unique feature of each was its level of music integration.  The three versions 

consisted of the following:  a voice over (the control), a voice over with instrumental music, and 

a voiceover with congruent lyrics. Music that had lyrics relating to the product were chosen 

based off the fact that other studies focusing on congruent versus incongruent lyrics in 

advertisements have discovered that incongruent lyrics take away from the message and 

should not be utilized in commercials (Cox, Cox, & Kellaris, 114-125). This type of music would 

be something that companies would want to have versus music that does not correlate with the 

product or the market. Thus, this stands to give the test a higher level validity for external 

application. 

 Participants of the study were given links to a website which rotated through each of the 

three videos and a link to the survey. They were explicitly told to watch the video then take the 

survey. The first link took them to the website where the video was to be viewed. They were 

greeted with a welcome message as well as a disclaimer that they were allowed to leave the 

study at anytime if they felt vulnerable or were not comfortable (Appendix 1). From there, they 
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were directed to the questionnaire (Appendix 2). The entire survey was broken up into six 

sections to isolate specific sections of questions all of which had to be answered before they 

could progress to the following section. This was done so that participants could not skip ahead 

and therefore have answers to proceeding questions affect the first questions ensuring the most 

accurate results. 

Construction of Video Advertisement 

The most important part of creating a commercial for the study was to make sure the 

right product was being advertised. In order to have the music variable isolated in the most 

effective way, it was important that a low involvement product was being advertised. In this way, 

the participant is not affected by other personal variations that would come with a high 

involvement product such as research and thoughts about investment and the success of the 

product relies on branding. With each of these considerations in mind, bottle water was chosen 

to be advertised. 

The focus of the commercial was a new brand of bottled water called Blue. The 

beginning of the commercial had a female voiceover that states “get your hands on a water as 

cool as you are.” This is followed by voiceovers snippets that coincide with the appearance of 

the three attributes chosen for the water: sparkling, refreshing, and pure. The commercial ends 

with a voiceover saying the brand name “Blue” while it simultaneously appeared in text and 

strictly saying the tagline “purity enhanced.”  

After the brand was developed, tracks for each condition were researched and chosen. 

For the instrumental music condition, Liszt’s “Les Jeux d’Eaux a la Villa d’Este” was chosen due 

to the fact that it has been proven to draw common imagery of running water (Cox, Cox, & 

Kellaris 114-125). On the other hand, the music with congruent lyrics will be the Beach Boy’s 

“Cool, Cool Water.” The portion of the song used in the commercial says “have some cool clear 

water, drink a little drip drip drip drip drink a little.” This is clearly congruent with the water  
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product itself. After obtaining each of these songs, they were added with the voiceover to create 

the two other conditions of video stimuli. 

Model (Hypothesis Testing) 

 

 

 

 

 

 

 

 

 

The way in which people listen and attend to music is differs from person to person. 

Music is just like any other media present in our society, people let it affect them to varying 

extents. For some people there is a personal factor where they become attached to music at an 

early age, play an instrument, and go to concerts. Then there are others who just listen to what 

is on the radio and do not really pay attention otherwise. When factoring in all of these variables, 

everyone has a different level of music involvement. At some point, each of these individuals 

are exposed to a video advertisement, and this advertisement integrates music at some level 

whether it is not present at all, is instrumental, or consists of instrumentals and lyrics. 

Depending on the level of music involvement that the individual embodies and the level at which 

the advertisement integrates music, there will be a corresponding effect on the individual’s 

purchase intention, brand attitude, attitude towards the commercial, trial, and recall of attributes. 
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Hypotheses 

Although there are only five dependent variables that are involved in the study, six 

hypotheses were developed to predict what effect their music involvement will have on them.  

The additional hypothesis serves to predict the overall outcome of high versus low music 

involvement in regards to all of the commercials. The hypotheses are written from the 

perspective of individuals with higher music involvement and state the predicted effects as they 

pertain to the progressive level of music integration through the three videos. 

 H1 (Overall): Higher music involvement results in higher purchase intention, trial, and recall 

while also having lower brand attitude and attitude towards the advertisement.  

When people have a higher music involvement, they are exploring music daily and 

researching new musicians. Since they look for new things from this perspective, the 

behavior could possibly translate to their trial and purchase intention of a new product.  

In addition, these people are also probably learning the words to these songs, which 

promotes memory. This could result in a higher recall when watching advertisements. 

Finally, it is predicted that they will have a lower brand attitude and attitude towards the 

commercial overall because people with high music involvement are into a variety of 

music. This denotes that their attention is not focused on the big brand name and image 

that goes along with it. Thus, it is predicted that high music involvement will positively 

affect some variables and negatively affect others overall. 

 H2 (Purchase Intention): Higher music involvement results in higher purchase intent as 

music comes more integrated in the television advertisements. 

When people have a higher music involvement, they are engaging with music more 

frequently and paying attention to it. Therefore, it is predicted that when a low 

involvement product that relies on branding to stimulate purchases integrates music in 

its commercials, individuals will appreciate the advertisement and with this positive 

attitude, go to purchase the product when they see it in stores. 
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 H3 (Brand Attitude): Higher music involvement results in a more positive attitude toward the 

brand as music becomes more integrated in the television advertisements. 

People with high music involvement are the people who enjoy listening to music. If an 

individual of this caliber is watching an advertisement that integrates music at a higher 

level, then they will transfer this enjoyment of the music to their positive attitude of the 

brand. 

 H4 (Attitude toward Advertisement):  Higher music involvement results in a more positive 

attitude toward the advertisement as music becomes more integrated in the television 

advertisements. 

The explanation of the previous hypothesis also applies to this one. Individuals with high 

music involvement will be more likely to positively react to the advertisement that 

involves music to a higher degree. Thus, they will have a more positive attitude when 

asked.  

 H5 (Trial): Higher music involvement results in a higher likelihood of trial as music becomes 

more integrated in the television advertisements 

It could be said that the same reasoning for Attitude towards the Advertisement and the 

Brand also apply to this hypothesis as well. If people with high music involvement pay 

attention to the music, it will give them a more positive view of the product, and therefore 

make them more likely to try the product 

 H6 (Recall of Attributes): Higher music involvement results in lower recall as music becomes 

more integrated in the television advertisements. 

Due to the fact that the people with a high level of music involvement pay great attention 

to music, it is a possibility that they will engage more with the music than the 

commercial. Without this focus on the commercial and its claims, it is predicted that the 

people with high music involvement will have a lower recall score than those who have a 
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lower music involvement score. They are the people who will watch the commercial for 

what it is and subconsciously register that there is music in the background but will not 

pay attention to it in as much detail as those with higher music involvement. 

Independent Variables 

The research relied on two independent variables. The first of these were video advertisements 

that were made to represent three different conditions of music integration in video 

advertisements; and the second was the level of music involvement of the participant. 

Advertisements 

Videos selling a product were made and placed on the internet to simulate the real-life 

experience of watching an advertisement online. The three conditions tested were: 

voiceover, voiceover+instrumental, voiceover+music with congruent lyrics. The product 

chosen was bottled water and was selected due to the fact that it is low involvement and 

relies on branding for most of its purchase appeal (O’Guinn, Allen, Semenek, 2010). 

Music involvement 

Music involvement was measured through the adaptation of a scale utilized by  

Pucely, Mizerski, and Perrewe’s "A Comparison of Involvement Measures for the 

Purchase and Consumption of Pre-recorded Music” who organized the score for music 

involvement into three different sections: affect, behavioral, and experiential. The affect 

was measured with the Personal Involvement Inventory Scale which was adapted to 

read “Music is…” in order to calculate an Affect score. Behavioral was tested through the 

use of five questions asking If participants felt “carried off by music”, “as if [they were] a 

part of the music”, “deeply about music”, that they “experience the music for awhile”, and 

that thet “get into the music”. These scores were calculated for each participant and 

video as well. Finally, behavioral involvement was tested by asking how many concerts 

participants had attended in the last six months, how much music they have purchase, 

and how many hours per week they listen to radio (traditional and online), the music 
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library on their computer, and/or an mp3 player. Each of these was examined separately 

and utilized in further analysis. 

Dependent Variables 

The study focused on four dependent variables which were hypothesized to be affected by an 

individual’s music involvement and the level of music integration in video advertisements. 

 Purchase Intention 

A simple scale adapted from Cobb-Walgren, Ruble, and Donthu’s “Brand Equity, Brand 

Preference, and Purchase Intent” which asked participants to mark on a 7-point scale 

where 1 = “strongly disagree” and 7 = “strongly agree” the level to which they agreed 

with the statement “I would purchase this product” was utilized to measure purchase 

intention in the study (Cobb-Walgren, Ruble, Donthu 25-40).  

Brand Attitude 

Another scale was adapted from Park and Young’s “Consumer Response to Television 

Commercials: The Impact of Involvement and Background Music on Brand Attitude 

Formation” in order to measure brand attitude. The question asked participants to 

“indicate the extent to which [they] liked the brand in the commercial” and was measured 

on a 7-point scale where 1 = ”unfavorable”, 4 = “neutral”, and 7 = “favorable” (Park and 

Young 11-24). 

Attitude toward Commercial 

This same article was utilized to draw a scale for measure attitude toward the 

commercial. The question asked participants to “indicate the extent to which [they] liked 

the commercial” and was measured on a 7-point scale where 1 = ”unfavorable”, 4 = 

“neutral”, and 7 = “favorable” (Park and Young 11-24). 

Trial 

Park and Young’s article was adapted for this variable as well. The question asked 

participants “if they would try the product” and was measured on a 7-point scale where 1 
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= ”unfavorable”, 4 = “neutral”, and 7 = “favorable” (Park and Young 11-24). This variable 

differs from purchase intention due to the fact that the participant may want to, in this 

case, taste the water from the branding in the commercial, but may not be motivated to 

buy the product. 

Recall of Attributes 

In this study, recall was tested by the participant’s unaided remembrance of three 

product attributes that were presented in text on the screen and simultaneously stated 

by the voiceover as they appeared. When coding. each attribute was “scored” as 0 or 1 

depending on whether they recalled the attribute correctly. This strategy for testing recall 

was adapted from Park and Young’s “Consumer Response to Television Commercials: 

The Impact of Involvement and Background Music on Brand Attitude Formation” as well. 

 

Results  

Overview 

OVERALL RESULTS 

 PI BATT AATT TRIAL RECALL 

TOTAL 2.56 3.88 3.57 3.19 2.07 

HIGH MI 2.66 3.88 4.02 3.54 1.88 

LOW MI 2.46 3.88 3.12 2.84 2.26 

DIFF +0.20 0.00 +0.90 +0.70 -0.38 

 

In order to gain insight to the general results of the sample it was important to calculate 

the purchase intention (PI), brand attitude (BATT), attitude towards the advertisements (AATT), 

trial (TRIAL), and recall (RECALL) of the group as a whole. The PI, BATT, AATT, and TRIAL 

are all based on a 1 to 7 scale where 1 = ”unfavorable” and 7 = “favorable” while RECALL is 

scored out of three. If the RECALL score was three, it would mean that the participants 

remembered all three of the product attributes shown and stated in the video correctly. Although 

the PI, BATT, AATT, and TRIAL scores are low, what is more important is the difference 
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between the high and low music involvement. One astonishing result is that the BATT is exactly 

the same in both cases. This says that, on average, the commercial itself did not affect the 

general brand attitude despite whether the participants had high or low music involvement. On 

the other hand, the AATT and TRIAL were significantly affected by level of music involvement. 

When participants had a high music involvement, the overall AATT and TRIAL increased by 

0.90 and 0.70 respectively. Finally, RECALL score was affected negatively by increased music 

involvement. Although a -0.38 change, it is the only variable that was affected in this manner. 

Now, we can take these overall results and apply them when breaking down the more detailed 

results from each individual video. This aid in discovering which advertisements high and low 

music involvement affected most in regards to the individual dependent variables.  

Voiceover 
 

VOICEOVER RESULTS 

 PI BATT AATT TRIAL RECALL 

TOTAL 2.41 3.66 2.62 2.62 2.28 

HIGH MI 2.54 3.85 2,46 2.77 2.38 

LOW MI 2.31 3.50 2.75 2.50 2.19 

DIFF +0.23 +0.35 -0.29 +0.27 +0.19 

 
The control advertisement that strictly has a voiceover and no music illustrated opposite 

effects for a majority of the variables. Purchase intention (PI) increased slightly with high music 

involvement but not in a statistically significant way.  On the other hand, brand attitude (BATT) 

increased 0.35 when participants had high music involvement which shows a positive effect as 

opposed to the overall brand attitude which was shown to balance out when looking at music 

involvement versus the commercial. Attitude toward the advertisement (AAT) went against what 

was found overall when commercial with only a voiceover was shown by illustrating a negative 

effect when the participant had higher music involvement. When it came to TRIAL, it looks as 

though high music involvement gave participants a slightly higher intention to at least try the 

brand. Finally RECALL was affected in the opposite direction of the overall results with a slight  
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increase of 0.19, which could be regarded as statistically insignificant. Therefore, it can be seen 

how these results contribute to the overall results of high versus low music involvement in 

regard to the commercial overall. 

Voiceover+Instrumental 

 

VOICEOVER+INSTRUMENTAL RESULTS 

 PI BATT AATT TRIAL RECALL 

TOTAL 2.57 3.91 4.11 3.40 1.83 

HIGH MI 2.67 4.17 4.39 3.56 1.89 

LOW MI 2.47 3.65 3.82 3.24 1.76 

DIFF +0.20 +0.52 +0.57 +0.32 +0.12 

 

 The results on the voiceover+instrumental advertisements show more stable results in 

regard to the overall numbers for the commercials. Purchase intention (PI) shows the same 

exact number as the overall results. On the other hand, the brand attitude (BATT) shows a 

strong positive result which differs from the overall. This number also shows an improvement 

from the advertisement in which only the voiceover was included. Additionally, the attitude 

towards the commercials (AATT) shows a strong positive increase for those with higher music 

involvement. It can be seen that this is a contributor to the overall scores for the commercials 

shown initially as well. TRIAL stays pretty stable from the voiceover condition to the addition of 

the instrumental music with only a 0.05 increase. Finally, the RECALL was lower than when just 

the voiceover was heard by participants. This displays results that differ from the overall results 

which show a negative effect on recall with higher music involvement. With these results, it can 

be concluded that this video was a factor in obtaining the results that were calculated when 

have a scope that encompassed all of the participants within the study. 
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Voiceover+Congruent Lyrics 
 

 
 The final level of the advertisement which includes the stable voiceover along with music 

with congruent lyrics shows positive results across the board of dependent variables.  The first 

variable, purchase intention (PI), shows a strong positive difference meaning that people with 

high music involvement were more likely to purchase the product when the advertisement was 

shown in this condition. Brand attitude (BATT) is shown to have less of a positive effect in this 

condition than in both of the other ones. The attitude towards the advertisement (AATT) shows 

this same lack of effect in comparison, especially when taking into account that in the overall 

results, high music involvement had a negative effect when exposed to the advertisements with 

the voiceover only. TRIAL also conveys the smallest increase out of the three conditions along 

with RECALL, which overall is negatively affected when the participant has a high music 

involvement. Therefore, from these results it is seen that when considered as a progression 

from the voiceover condition, one can see how each individual is positively and negatively 

affected by high and low music involvement.  

 

Analysis 

There is more to the results beyond just citing the numbers and making comparisons 

The following sections comprised of each of the experiment conditions show the p values for 

each variable and discuss the possible reasons why each variable in each condition gave the 

VOICEOVER+CONGRUENT LYRICS RESULTS 

 PI BATT AATT TRIAL RECALL 

TOTAL 2.67 4.02 3.81 3.44 2.14 

HIGH MI 2.84 4.11 3.89 3.47 2.16 

LOW MI 2.47 3.94 3.71 3.41 2.12 

DIFF +0.37 +0.16 +0.19 +0.06 +0.04 
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results it did. As a general rule, these results are only as accurate as the stimuli and scales 

utilized in the study.  

Three Conditions 

Voiceover 

The voiceover version was comprised of a simple introduction, the three 

attributes, and the brand name and tagline. Results from this condition show that when 

people with higher music involvement watched the commercial purchase intention, brand 

attitude, trial, and recall are positively affected while attitude towards the advertisement 

are negatively affected. Purchase Intention and trial could have been positively affected 

due to the fact the visuals were enticing and the attributes were conveyed in a 

persuasive manner without interruption. Recall, the other positively impacted variable, 

could show these results because there is less going on during the commercial; 

therefore, individuals can pay more attention to the attributes stated. Brand attitude is 

positively impacted, but the score is lower than the average for the overall high versus 

low music involvement analysis of the study. Attitude towards the advertisement, when 

looking from the view of individuals with higher music involvement was negatively 

affected and they had a lesser view of the commercial. This is the only condition that 

shows these results and for those with high music involvement, the most obvious 

possibility is the fact that there was absolutely no music integrated into the commercial. 

Due to the fact that music makes a positive impact on this attitude (as shown for both 

low and high music involved individuals in the other conditions) it can be concluded that 

this lack of music makes the commercial less interesting and stimulating. 

Voiceover+Instrumental 

The voiceover+instrumental condition of the experiment added Liszt’s “Les Jeux 

d’Eaux a la Villa d’Este” to the advertisement with the voiceover discussed in the 

previous section. In this level of music integration, result show that when individuals with 
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high music involvement versus those with low involvement view the advertisement, 

purchase intention, brand attitude, attitude towards the advertisement, trial, and recall 

are all positively affected. This “middle ground” condition is the interesting find for the 

experiment. Purchase intention, brand attitude, and trial were all increased with this level 

of music integration. This would mean that the integration of instrumental music does in 

fact positively influence each of these variables for individuals no matter if they have 

high or low music involvement. More specifically, individuals with high music involvement 

rated each of these variables higher than those with low music involvement. On the 

other hand, recall was negatively affected. This could have to do with the track itself 

since it does convey motion and flowing water which could distract from the attributes of 

the product. Finally, the major finding from this condition is that individuals with higher 

music involvement rated brand attitude, attitude towards the advertisement, and trial 

higher in this condition than the advertisement with congruent lyrics. More on this will be 

explained in the following section. 

Voiceover+Congruent Lyrics 

The voiceover+congruent lyrics condition had the control voiceover 

advertisement with Beach Boy’s “Cool Cool Water” playing in the background as well. 

From the results it is seen that if comparing high and low involvement individuals, those 

with high music involvement are more positively affected thus having higher purchase 

intention, brand attitude, attitude towards the advertisement, trial, and recall. Although 

this is true, the effects are not as strong for brand attitude and trial as with the 

instrumental condition. This could possibly be due to the fact that the congruent lyrics 

and the voiceover simultaneously could over stimulate those with high music 

involvement and turn them off to the brand. These results can also be due to the track 

chosen to represent this condition. In short, participants could be less of a fan of the 

Beach Boys, especially a song from this band that is unknown among this population. 
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On the other hand recall is more likely for those with higher music involvement even in 

comparison to the instrumentals. The score was not significantly different between 

individuals with high and low music involvement. Thus, these results communicate that 

no matter what the music involvement of the individual watching the advertisement, they 

are more likely to remember the advertisement claims. 

Other Significant Findings 

Before going forward here is a legend 

for abbreviations. 

 

 

 

 

 

 

 

Overall 

 

The overall results look at how those with high music involvement and low music 

involvement see advertisements in general. These results communicate that companies 

should target those with higher music involvement in the decision of whether or not to 

integrate music. In each of the conditions, people with high music involvement indicate a  

Abbreviations Meanings 

H MI High Music Involvement 

L MI Low Music Involvement 

VO Voiceover 

VOI Voiceover+Instrumental 

VOC Voiceover+Congruent 
Lyrics 

PI Purchase Intention 

AATT Attitude Toward 
Advertisement 

BATT Brand Attitude 

TRIAL Desire to try product 

RECALL Recall of Attributes 

CONDITION AVERAGE COMPARISON - P VALUES 

 PI BATT AATT TRIAL RECALL 

ALL H vs L MI 0.17 0.50 0.00 0.02 0.13 

VO vs VOI AVGS 0.19 0.21 0.00 0.01 0.14 

VOI vs VOC AVGS 0.29 0.34 0.24 0.39 0.36 

VO vs VOC AVGS 0.17 0.14 0.00 0.03 0.05 
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higher likeliness of trial as well as a more positive attitude towards the commercial no 

matter what level of music integration was in it. This general result is also shown through 

the lack of statistically significant results in the voiceover+instrumental versus the 

voiceover+congruent lyrics conditions. This could be due to the fact that when broken up 

into different conditions, there are only approximately 30 people in each, thus, there 

would need to be a more staggering difference in responses. Otherwise, to people in 

both groups, music could just be noticed as music. They may not immediately notice 

whether the music has lyrics or not. Despite this indifference, there was a significant 

difference and overall result attained that proves that the integration of music whether it 

was instrumental or with congruent lyrics increased attitude towards the advertisement 

and trial for participants who had both high and low music involvement. This could be 

possible due to the fact that music engages people in the commercial to a higher degree 

no matter what their involvement in music is. It is an extra piece that fills the silence that 

people do not find comfortable; and therefore they pay more attention to the commercial. 

The final finding was that there was a significant difference between the overall recall 

when averages from the voiceover condition were compared to those in the 

voiceover+congruent lyrics condition. The important part to notice is that there was not a 

significant difference when the voiceover and the voiceover+instrumental averages were 

compared. Thus, the result proves that advertisements with lyrics, even if they are 

congruent distracts from the attributes discussed. This could be due to audiences being 

overstimulated with the two different messages of the voiceover and the music conveyed 

simultaneously. Thus, the looking at all the participants and segmenting by conditions 

returned significant results for further exploration. 
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High versus Low Music Involvement 

 

Interestingly enough, there were no statistically significant findings between high 

and low involvement participants within each condition. The closest result which 

approached significance was the difference between high versus low involvement when 

measuring recall in the voiceover+instrumental condition. People with low music 

involvement could be those people who do no explore other music on their own and 

simply listen to whatever plays on Top 40 radio; therefore, under these conditions, they 

would probably pay less attention to classical instrumental music. This would differ from 

the high music involvement who would appreciate and pay attention to all music for the 

fact that it is music.  The attention paid to the music without interfering lyrics as in the 

voiceover+congruent lyrics condition could have amounted to the more significant 

difference between the means. The lack of significance in the other high versus low 

involvement groups in all three conditions could be due to the fact that high versus low 

involvement was concluded through a median split. With only approximately 30 people in 

each video condition, significance could only be found with an equally greater increase 

in difference. The groups were split yet again into high and low involvement for each 

condition amounting to about 15 people. In further research about these particular 

variables it would be recommended that a greater sample be attained so that these 

comparisons can be made in a more accurate manner to see if there are any significant 

results. 

HIGH VS LOW MUSIC INVOLVEMENT - P VALUES 

 PI BATT AATT TRIAL RECALL 

VO H vs L 0.25 0.23 0.28 0.31 0.43 

VOI H vs L 0.29 0.14 0.13 0.27 0.06 

VOC H vs L 0.17 0.37 0.37 0.46 0.12 
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High Music Involvement Across Conditions 

 

It is important to not only segment results by condition but also by the high 

versus low involvement from each condition. When looking at the participants with high 

music involvement in the voiceover condition versus those in the voiceover+instrumental 

condition, It can be seen that there was a significant difference in the attitude towards 

the advertisement and the recall; but when comparing the voiceover+instrumental and 

voiceover+congruent lyrics conditions did not result in any statistically significant 

averages. We have already seen that the addition of music into advertisements makes a 

positive difference in brand attitude. Through this comparison we can see that it does not 

only affect the overall averages, but the high involvement groups within those conditions. 

The explanation of this result could lie in the audience’s level of stimulation. The 

audience could find both the voiceover and music with lyrics to be distracting and 

confusing; therefore making the advertisement less enjoyable. In this situation, the 

audience would rate the attitude higher in the voiceover+instrumental than the 

voiceover+congruent lyrics condition. In addition, the voiceover and the 

voiceover+congruent lyrics condition showed the same significant results in recall as 

when the voiceover and the voiceover+instrumental conditions were set against each 

other. On a more detailed note, the voiceover+instrumental results were more 

differentiated to a greater extent than those with high music involvement in the 

voiceover+congruent lyrics condition. If the p values are taken out to three decimal 

places, the voiceover versus the voiceover+instrumentals condition equals 0.046 and 

HIGH MUSIC INVOLVEMENT ACROSS CONDITIONS - P VALUES 

 PI BATT AATT TRIAL RECALL 

VO H vs VOI H 0.35 0.25 0.00 0.07 0.05 

VOI H vs VOC H 0.31 0.45 0.17 0.44 0.49 

VO H vs VOC H 0.22 0.31 0.01 0.13 0.05 
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voiceover versus the voiceover+congruent lyrics is 0.049. Thus, it can be concluded has 

a slightly more significant negative effect on the recall of the attributes within the 

commercial when there is a voiceover and music with lyrics. This could also be due to 

the level of stimulation. When two different sets of words are being listened to at the 

same time, the audience doesn’t know which to pay attention to and they cannot pay full 

attention to both. Therefore, the recall declines as music becomes more integrated. 

Each of these results contributes to the fact that these conditions not only affected 

variables in in the entire sample, but in the high involvement groups as well. 

Low Music Involvement Across Conditions 

 

Finally, low music involvement is important to look at for it is the foundation which 

the high music involvement is being based on to discover the overall effects within each 

of the conditions. When the voiceover results were compared with those from the 

voiceover+instrumental condition, only attitude toward the advertisement was affected. 

The same significance was found in the comparison between the voiceover and 

voiceover+congruent lyrics condition. This conveys that even with low involvement in 

music, the instrumental and music with lyrics are still noticed enough to impact that 

attitude toward the advertisement. This could be due to the fact that in our society, we 

are uncomfortable with silence and the music in the commercials fills that silence. 

Otherwise, it could be due to the fact that the involvement with music within the 

Generation Y sample is higher than the average person in society. This made the score  

LOW MUSIC INVOLVEMENT ACROSS CONDITIONS - P VALUES 

 PI BATT AATT TRIAL RECALL 

VO L vs VOI L 0.33 0.38 0.02 0.10 0.45 

VOI L vs VOC L 0.50 0.29 0.41 0.38 0.32 

VO L vs VOC L 0.33 0.18 0.03 0.07 0.26 
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at which the high and low groups were segmented higher due to the method of a median 

split. Therefore, the low involvement group still had high scores within the group.  The 

comparison between the voiceover+instrumental and the voiceover+congruent lyrics 

condition return no significant differences in any of the variables measured. This just 

once again says that no matter what the involvement is, music is music. The differences 

are not noticed in the low involvement group, which is to be expected.  

From this overview of results of segmented low music involvement participants it 

seems as though only attitude towards the advertisement can be affected through the 

integration of music of any kind. The only other variable that approaches significance is 

trial when voiceover results are compared to those from the voiceover+congruent lyrics 

condition. This is interesting due to the fact that the difference is the fact that there is 

music and lyrics. The lyrics of the song are almost a call to action “have some cool clear 

water, drink a little” and the statistical significance found would have to say that they 

heard and responded to these lyrics. It is possible that they are more likely to listen to 

the actual words within the song and the commercial over the melody and music. This 

explanation would also account for the lack of significance in trial when comparing 

voiceover and the voiceover+instrumental condition. Thus, these results affirm the 

difference that music makes in the attitude toward the advertisement no matter what the 

level of music involvement is within the audience. 
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Model (Post-Study 

 

 

 

 

 

 

 

Note: The hypotheses are said to be true or false based on the exact words utilized to predict 

the results of the five variables and the overall effects. Although some may be proven false, 

there is still a positive finding in each variable which will be cited at the bottom of each section 

 H1 (Overall): Higher music involvement results in higher purchase intention, trial, and recall 

while also having lower brand attitude and attitude towards the advertisement.  

This hypothesis was proven true in some aspects and false in others. Results show that 

the integration of music does indeed make a difference in the variables presented, but 

not all of them. When comparing high versus low involvement participants, there was a 

significant difference in attitude toward the advertisement and trial. The high music 

involvement group had a higher score in for each of these variables. On the other hand, 

there was not a significant difference in purchase intention or brand attitude. Finally, 

recall was significantly affected when comparing averages from the voiceover condition 

to those in the voiceover+congruent lyrics condition in a negative way relaying that 

voiceover+congruent lyrics in commercials take away from the recall abilities of the 

audience. 

Positive Finding: Music integration has a positive effect on attitude towards the 

advertisement and trial no matter what the level of music involvement of the 

audience. 

Level of music 

involvement 

Exposure to 

video 

advertisement 

Depending on level of 

music involvement & 

integration of music in 

advertisement:  

Attitude 

towards 

Advertisement 

Recall 

Trial 
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 H2 (Purchase Intention): Higher music involvement results in higher purchase intent as 

music comes more integrated in the television advertisements. 

This hypothesis was proven to be false.  Although the high music involvement participant 

groups from each condition has increased ratings of purchase intention as music was 

more integrated from voiceover through music with congruent lyrics, there was not a 

statistically significant difference as the increase occurred. 

Positive Finding: Purchase intention is not affected by the integration of music at 

any level. 

 H3 (Brand Attitude): Higher music involvement results in a more positive attitude toward the 

brand as music becomes more integrated in the television advertisements. 

This hypothesis was proven to be false. The overall results show absolutely no 

difference in brand attitude and no statistical significance when comparing high and low 

involvement participants and between all the conditions. On the other hand, the largest 

difference between high and low music involvement groups came through the 

voiceover+instrumental condition, which was rated the highest by those with high music 

involvement. 

Positive Finding: Voiceovers with the addition of instrumentals results in the 

highest positive brand attitude. 

 H4 (Attitude toward Advertisement):  Higher music involvement results in a more positive 

attitude toward the advertisement as music becomes more integrated in the television 

advertisements. 

This hypothesis proven was proven to be false in the way in which the original 

hypothesis is written, but this variable had the most consistent significant findings. The 

most important finding in this variable was that there was a statistically significant 

difference between the voiceover ratings versus those that included music whether it 

was instrumental of with congruent lyrics. This large difference is also found when 
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comparing high versus low involvement groups when looking at the variable averages 

for all conditions. Those with high music involvement consistently have a higher attitude 

toward the advertisement. This result is confirmed further when comparing the high 

involvement group from each condition where it is proven again that there is a 

statistically significant difference in attitude toward the advertisement when music is 

added. 

Positive Finding: Attitude toward the advertisement is positively affected by the 

integration of music no matter whether it is instrumental or has congruent lyrics. 

Also, those with high music involvement consistently have a higher attitude 

toward the advertisement in all conditions. 

 H5 (Trial): Higher music involvement results in lower recall as music becomes more 

integrated in the television advertisements. 

This hypothesis was proven to be false as well due to the highest ratings for trials 

coming from the instrumental condition. The most statistically significant results came 

through in comparing the high versus low involvement groups for the commercials 

overall. This variable showed again that participants with high music involvement were 

more likely to try the product overall. In addition, averages for trial increase significantly 

when comparing the voiceover condition to the voiceover+instrumental and 

voiceover+congruent lyric conditions. 

Positive Finding: People with high music involvement consistently have a higher 

desire to try the product. In addition, no matter what the audience’s music 

involvement, trial is positively affected by the integration of music. 

 H6 (Recall of Attributes): Higher music involvement results in lower recall as music becomes 

more integrated in the television advertisements. 

This hypothesis was also proven to be false in some sense. As predicted, the condition 

with a simple voiceover had the highest rate of recall. The results from this aspect of the 
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study show that the condition that included the congruent lyrics showed the second 

highest recall results followed by the instrumental condition. The significant difference 

comes when comparing high music involvement groups from the voiceover condition to 

those in the voiceover+instrumental or voiceover+congruent lyric condition. Those with 

higher music involvement have higher recall when there is music present in the 

commercial. Otherwise, when comparing averages of all participants in the voiceover 

and the voiceover+congruent lyrics conditions it is shown that people have a higher 

recall in the voiceover condition overall. 

Positive Finding: Advertisements with voiceover and music with congruent lyrics 

negatively affect recall of attributes no matter what their level of music 

involvement. 

 

Conclusion 

Through the aforementioned research many significant findings were found. The first of 

which is that the attitude toward the advertisement and desire to try the product advertised  is 

positively affected by the integration of music no matter whether it is instrumental or has 

congruent lyrics. Therefore, companies should strongly consider how music fits in with their 

product and their target markets. The best choice in music integration overall would be to add 

instrumental music to advertisements due to the fact that it results in the highest positive brand 

attitude. On the other hand, it was found that purchase intention is not affected by the 

integration of music at any level. Finally, companies who want audiences to focus on the 

functionality of their product through actually saying this message through a voiceover should 

not utilize music with lyrics. When looking at the big picture, it can be said that companies 

should target those who have a high music involvement due to the fact that they are more likely 

to have a high intention to purchase, positive attitudes towards the brand and its product, desire 

to try the product, and remember the product.  
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From these hypotheses, which were proven and disproven in a variety of ways, it is clear 

that more research and necessary in this aspect of marketing and the entire concept of music 

involvement. The first way in which this could be done is through the accumulation of a larger 

sample. When analyzing the high and low involvement groups within each condition the sample 

was cut down so much that it was more difficult to find significant results. Another way in which 

this could be researched further is through the same concept of testing a commercial with these 

three conditions and studying a different formula for music involvement. Since the findings 

within the instrumental music condition were those that disproved the hypotheses set forward, it 

would be reasoned that this type of music be broken down further whether it is by the beats per 

minute of the song or the average rate of notes changing within the piece. This could be paired 

with measuring whether participants are distracted from advertisements by the music with a 

higher rate of change in notes or activity. Each of these ideas will lead to the accumulation of 

knowledge about music’s proper fit in marketing and how it can be utilized to its full potential no 

matter what company is considering having commercials on television or in the online space. 
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Appendix 

Appendix 1: Website Welcome Page 

 

 

 

 

 

 

 

 

 

 

Disclaimer: By watching this video, you consent to be a participant in the study.  If at any point you feel uncomfortable or vulnerable, you may choose to withdraw. 
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Appendix 2: The following survey was administered online to 100 University of Arizona students. 
Each line across the page represents a page break within the survey. This serves to isolate 
distinct sets of questions. 

1. This study presents no more than minimal risk to me. If I feel uncomfortable or 
vulnerable at any point in the study I may withdraw. I hereby agree to the 
aforementioned.  
Type “I AGREE” in the text box.  
 
If you do not, please exit the page. Thank you for your participation. 
 

2. Which commercial did you watch? 
       Video 1 
       Video 2 
       Video 3 
 

3. I pay a lot of attention to music 
                            Strongly disagree 1    2    3    4    5    6    7 Strongly agree 

       Music (is) __________ 

4. important __:__:__:__:__:__ unimportant 
5. not of concern to me __:__:__:__:__:__ of concern to me 
6. irrelevant __:__:__:__:__:__ relevant 
7. means a lot to me__:__:__:__:__:__ means nothing to me* 
8. useless __:__:__:__:__:__useful 
9. valuable __:__:__:__:__:__ worthless* 
10. trivial __:__:__:__:__:__ fundamental 
11. beneficial __:__:__:__:__:__not beneficial* 
12. matters to me __:__:__:__:__:__doesn’t matter* 
13. uninterested __:__:__:__:__:__interested 
14. significant __:__:__:__:__:__insignificant* 
15. vital __:__:__:__:__:__superfluous* 
16. boring __:__:__:__:__:__interesting 
17. unexciting __:__:__:__:__:__exciting 
18. appealing __:__:__:__:__:__unappealing* 
19. mundane __:__:__:__:__:__fascinating 
20. 17. essential __:__:__:__:__:__nonessential* 
21. undesirable __:__:__:__:__:__desirable 
22. wanted __:__:__:__:__:__unwanted* 
23.  not needed __:__:__:__:__:__needed 
 
24. In general, what was your overall feeling towards music? 

                          Dislike very much 1    2    3    4    5    6    7 Like very much 
 
 

      When I listen to music:  
25. I feel “carried off” by the music 

                Strongly disagree 1    2    3    4    5    6    7 Strongly agree 
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26. I feel as if I am a part of the music. 
                     Strongly disagree 1    2    3    4    5    6    7 Strongly agree 
 
27. I feel deeply about the music. 

                 Strongly disagree 1    2    3    4    5    6    7 Strongly agree 
 

28. I feel the experience of the music for awhile. 
                 Strongly disagree 1    2    3    4    5    6    7 Strongly agree 
 

29. I “get into” the music. 
                 Strongly disagree 1    2    3    4    5    6    7 Strongly agree 

 

30. How many (non-dance) musical concerts have you attended during the past six 
months? ____ 
 

31. How many singles have you purchased during the past month?  ____ 
 

32. How many albums have you purchased during the past month?  ____ 

     During the past week, from Monday to Friday, what was your average daily (24 hours)     
     time spent listening to music on: 

33. Radio (Traditional) ____ 
34. Radio  (Online) ____ 
35. Computer  ____ 
36. Portable Music Device /Mp3 Player  ____ 

      During the past weekend, Saturday and Sunday, what was your average daily (24     
      hours) time spent listening to music on: 

37. Radio(Traditional) ____ 
38. Radio (Online) ____ 
39. Computer ____ 
40. Portable Music Device /Mp3 Player ____ 

 
41. I would purchase the water advertised 
                            Strongly disagree 1    2    3    4    5    6    7 Strongly agree 
 
42. Indicate the extent to which you liked the brand in the commercial. 

                         1             2           3         4          5             6                7  
         Unfavorable                               Neutral                                    Favorable 
 

43. Indicate the extent to which you liked the commercial. 
                         1             2           3         4          5             6                7  
         Unfavorable                               Neutral                                    Favorable 
 

44. Do you intend on trying the new brand of water? 
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                            Never 1    2    3    4    5    6    7 Definitely 
 
45. Indicate the extent to which you paid attention to the commercial’s claims about the 

brand’s performance. 
                            No attention at all 1    2    3    4    5    6    7 Exclusive attention 
 

       Write down the three product attributes 

46. Attribute 1 __________________ 
47. Attribute 2 __________________ 
48. Attribute 3 __________________ 

 
 

49. Gender 
       Male 
       Female 
 

50. Class Standing 
       Freshman 
       Sophomore 
       Junior 
       Senior 
       Graduate 

Appendix 3: Respondent Class Standing and Gender Breakdown     
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