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Executive summary 
This thesis explores the fits and misfits between in-store music and brand 

personalities. An experiment was conducted with the objective to investigate the 

effects of fits and misfits between in-store music and in-store design for different 

brand personalities, and how it affected desired time spent browsing in a store.  

The study has focused on three aspects of in-store music;  

- What is the best fit between a specific brand personality and different 

music genres 

- Which combination of brand personality and in-store music will increase 

subjects´ willingness to spend time browsing in the store  

- What is the determining factor that makes subjects want to browse in a 

store or not 

 

An experiment was created on research from music theory, brand personality 

theory, with a specific focus on Jennifer Aaker´s Brand Personality Dimensions, 

and neuroscience. The 50 subjects in this research consisted of a convenience 

sample; hence the demographic specifications were male/females between the 

ages of 19 – 30 currently studying at an undergraduate or graduate level in 

Norway or Denmark, categorized as “Students”.  

 

The study concluded three new insights: 

1. What theoretically was supposed to be a fit with between a brand personality 

and a certain music genre, was not automatically the best fit. In fact, a pattern 

of a preferred music genre across several brand personalities became evident 

during the study.  

2. The research found that a perceived fit between in-store music and brand 

personality does not automatically result in a desire to spend more time in 

browsing in a store.  

3.  The main factor that determined most of the subjects desire to spend time in a 

store environment or not, was “The Products”. The music in it self is not a 

strong enough factor to make someone stay in or enter a store, but rather a 

factor than can make subjects choose to stay longer or shorter once they are in 

the store.  
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1. Introduction 

Music is commonly defined as the art of organized sound, the purpose of which is 

to elicit an aesthetic response in listeners (Apel, 1973). Most consumer research 

involving music has focused on affective influences. Music has been used to induce 

mood experimental studies of advertising effects (Alpert & Alpert, 1988), and 

associative learning (Gorn, 1982). Theory and recent findings in musical aesthetics 

allow us to go beyond Bruner´s (1990) general proposition that “ the components 

of music are capable of having main as well as interactive effects on feeling states”.  

Further more, music is commonly used in the service of self-expression (Rentfrow 

& Gosling, 2007).   

 

Today, retail-stores, hotels, restaurants and brands have grown more conscious of 

the effect of using audio communication as a segmentation tool for their brands, 

stores, etc. I was curious to see what information about their brand is 

communicated through the use of music?  How well is their expression of a brand 

personality relayed in their choice of in-store music?  

 

As I researched these questions, I found that studies have focused mostly on music 

in marketing (advertisements etc.), consumer behavior setting (studies on the 

effect of music on behavior patterns and product selection), the psychological 

effects of music (attention, recollection, recognition at the point of purchase, etc.), 

but hardly anything on using music as a brand expression. I wanted to investigate 

the fit between brand personality and in-store music as this may be a new way of 

communicating with consumers who the brand is and whose attention they wish 

to attract. In other words; I found a gap in the current research on the topic of 

sound branding and how to use music as a communication tool.  

 

Thus, this study is focused on three aspects of in-store music; first, what is the best 

fit between a specific brand personality and different music genres? Second, what 

combination of brand personality and in-store music will increase subjects 

willingness to spend time browsing in the store? Third, what is the determining 

factor that makes subjects´ want to browse in a store or not. 
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1.1. Research question  

The objective of the experiment is to investigate the effects of fits and misfits 

between in store music and in store design as an expression of brand personality 

on desired time spent browsing in a store. The following research questions are 

meant to help illuminate fits that will enhance consumers´ time-spent in store and 

thus, consequently money spent in the store. 

• Assessing fits and misfits between in-store music and in-store design as an 

expression of brand personality. 

• Investigating the effect of using in-store music that “fits” with the in-store 

design and creates a clear communication of brand personality, on 

consumers desired amount of time spent in the store. 

• Examine what the decisive factors for wanting to browse in a store or not 

are. 

 

Figure 1 will illustratively summarize the areas of research for this thesis. 

 
Figure 1: Summary of research areas. 

 

The purpose of this study is to examine the role of in-store music on subjects’ 

willingness to spend time in a store environment with a specific expressed brand 

personality. Further more, how influential in-store music is on subjects’ evaluation 

and presumed behavior in different store environments.  
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1.2 Music as a source of inspiration 

As I am very interested in music and the development of the music industry over 

the past decade, I wanted to look into areas where one can use music more 

strategically. As we live in a digital age where the accessibility of music is easier 

and more available than ever, and the revenue of the artists is no longer bound by 

record sales, new perspectives on music need to emerge. Further more, music 

helps set moods, express identities and deliver messages on a much deeper level 

than logos and slogans. In-store music has, according to theory, the potential to 

increase consumers´ time spent in store, and eventually increase revenue and 

brand equity. Therefore, I wanted to look into ways to combine branding and 

music in order to create a clearer brand expression at all touch points. How 

combining music knowledge and theories on brand personality effect consumers 

desire to spend time in a store environment.  

 

1.3 Reader´s guide  

The structure of this thesis is essentially as followed:  
 

 
Figure 2: Reader´s guide. 
 
 
 
 

Discoveries 

Findings Discussion Evaluation Conclusion 

Empirical research 

Proposition for empirical research Research design framework 

Theoretical foundation  

Brand personality Music and sound Cognitive neuroscience 
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2. Brand personality  

 

Keller defines a brand as “a product that adds either rational and tangible 

dimensions (related to product performance) or symbolic, emotional and intangible 

dimensions (related to what the product represents) that differentiate it from other 

products designed to fulfill the same need” (De Pelsmacker, Geuens, & Van den 

Bergh, 2010). Where a product is bought for what it does, a brand is bought for 

what it means. A product sits on retailer shelves; a brand exists in consumers 

mind. A product can be copied by a competitor, but a brand is unique. 

 

For this thesis, the main focus of a brand´s expressed brand personality, will be in-

store design and in-store music. 

 

2.1. Brand identity  

Before a company can project a unique, external brand, one must understand the 

company´s internal character. This internal identity – defined by the values the 

company considers integral to its existence – is the source from which all other 

aspects of the brand, ideally, will flow. A company´s core brand values is the 

message that communicate the essence of a brand. The core brand message is the 

core idea that later gets expressed by slogans, commercial ads and headlines.  

A key to building strong brands is to develop and implement a brand identity. A 

brand identity provides direction, purpose, and meaning for the brand. Brand 

identity structure includes a core and extended identity. The core identity – the 

central, timeless essence of the brand – is most likely to remain constant as the 

brand travels to new markets and products. The extended identity includes brand 

identity elements, organized into cohesive and meaningful groupings that provide 

texture and completeness. It is the brand identity that drives brand associations; 

what the brand stands for in the mind of the consumer. These associations are of 

great importance to creating brand equity, which David A. Aaker defines as a set of 

assets composed from awareness, imagery, feelings, brand loyalty, to name a few.  
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In consumer behavior research, a considerable amount of attention has been given 

to the construct of brand personality, which refers to the set of human 

characteristics associated with a brand (Aaker J., 1997). Belk´s (1988) work on 

understanding the relation between possessions and the extended self, showed 

that people regard their possessions as part of themselves (Belk, 1988). People 

define possessions as things they can call theirs, and therefore we are the sum of 

our possessions. In his article, Belk quotes McClelland (1951) “External objects 

become part of self when we are able to exercise power or control over them, just as 

we might control an arm or leg. We may impose our identities on possessions and 

possessions may impose their identities on us – the more we believe we possess or are 

possessed by an object, the more a part of self it becomes” (Belk, 1988). When 

claiming something is “mine”, people come to believe that the object is “me”. A 

quote from McCarthy (1984) concludes this statement “objects act as reminders 

and confirmers of our identities, and that our identities may reside in objects more 

than they do in individuals” (Belk, 1988).  

 

To summarize, brand identity is central to a brand´s strategic vision and the driver 

of associations, which are the heart and soul of the brand, and what the brand 

stands for (Aaker D., 1996).  

 

2.2. Brand Personality 

Brand personality can be defined as the set of human personality traits that are 

both applicable to and relevant for brands. A brand´s personality is stronger if its 

elements are deliberately coordinated and if the personality is kept consistent over 

time. Personality traits can, in some cases, be associated with the brand in a direct 

way by the people associated with the brand – such as the brand´s imagery, the 

company´s CEO and the brand´s product endorsers. In this way the personality 

traits of the people associated with the brand are transferred directly to the brand 

(McCracken, 1989). Personality traits can also be associated with a brand in an 

indirect way through product related attributes, product category associations, 

brand name, symbol, logo, advertising style, price or distribution channel (Batra, 

Lehmann, & Singh, 1993).  
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The brand feelings or consumers´ emotional responses to the brand are important 

elements of brand equity. For example; warmth, fun, excitement, self-respect, 

social approval and security are considered to be important types of brand 

feelings. These feelings may have become associated to the brand by means of 

marketing communications or past experiences the consumers have had with the 

brand. Consumers can easily think about brands as if they were celebrities or 

famous historical figures (Rook, 1985) and how they relate to one´s self (Fournier 

1994). This way of thinking about a brand may be due in part to the strategies 

used by advertisers to imbue a brand with personality traits such as 

anthromorphilization, personification, and the creation of user imagery (Aaker J., 

1997). Brand personality drivers can be categorized into product related 

characteristics; product category (bank), price (Louis Vuitton), attributes 

(lite/diet), and non-product related characteristics; country of origin (Audi), 

company image (the Body Shop) or CEO (Steve Jobs) to name a few examples.  

 

The brand personality construct can help brand strategist by enriching their 

understanding of people´s perceptions of and attitudes toward the brand, 

contributing to differentiating brand identity, guiding communication efforts and 

creating brand equity. It is only by answering psychological as well as functional 

needs that they can create genuine differential advantages. Psychological 

differential advantages are often more resilient than functional differential 

advantages. Intangible emotional associations are difficult to copy: once an 

emotional territory is occupied by a brand, it is more difficult to displace than a 

brand with a functional claim that can be beaten. Thus advantages built on 

emotional values and brand image can turn out to be more durable (Corstjens & 

Corstjens, 1995).  The brand´s personality needs to be desirable and important 

enough to matter to the person using the brand (Aaker D., 1996).  
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2.3. Brand Personality Scale (BPS)  

Previous research has suggested that the greater the congruity between the human 

characteristics that consistently and distinctively describe an individual´s actual or 

ideal self and those that describe a brand, the greater the preference for the brand 

(Malhotra, 1988). Researchers have focused on how the personality of a brand 

enables a consumer to express his or her own self (Belk, 1988), an ideal self 

(Malhotra, 1988), or specific dimensions of the self (Kleine, Kleine, & Kernan, 

1993) through the use of a brand. To illustrate, Absolut Vodka personified tends to 

be described as cool, hip, contemporary 25-year old, whereas Stoli Vodka is 

personified to be described as an intellectual, conservative, older man. In Contrast 

to “product-related attributes”, which tend to serve a utilitarian function for 

consumers, brand personality sends to serve a symbolic or self-expressive function 

(Keller, Conceptualizing, Measuring, and Managing Customer-Based Brand Equity, 

1993).  

 

With the objective to develop a framework of brand personality dimensions and a 

reliable, valid and generalizable scale to measure dimensions, Jennifer Aaker 

developed the Brand Personality Scale (BPS) (Aaker J., 1997). Drawing on research 

from Malhotra (1981), who outlines a process of scale development for measuring 

self, person, and product constructs. Reliability and validity are established by 

relying on subjects representative of the U.S. population, systematically selecting 

from a large pool of traits to establish content validity, and demonstrating 

robustness of the five dimensions with an independent set of brands and subjects 

(Aaker J., 1997).  The study involved more than 1000 respondents and 60 well-

known brands from multiple product categories with distinct personalities. In the 

first stage of personality trait generation, a set of 309 candidate traits was created 

by eliminating redundancy from trait lists optioned by three sources; personality 

traits from psychology, personality scales used by marketers (academics and 

practitioners), and original qualitative research. In the second stage, this set of 

traits was reduced to a more manageable number; 114 (Aaker J., 1997).  Finally 

five personality factors emerged, explaining nearly 93% of the observed 

differences between the brands, with a total of 15 facets to support and identify 

the traits. 
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To conclude, the scale developed distinguishes five personality dimensions that 

are generalizable across product categories: 

- Sincerity – down-to-earth, honest, wholesome and cheerful 

- Excitement – daring, spirited, imaginative and up-to-date 

- Competence – reliable, intelligent and successful 

- Sophistication – upper class and charming 

- Ruggedness – outdoorsy and though 

 

 
Figure 3: Jennifer Aaker´s Brand Personality Dimensions. 

 

Aaker´s Brand Personality Dimensions will be the foundation for this thesis´ 

empirical study, which will be further explained in chapter 6. 

 

2.4. In-store design as an expression of brand personality 

In retailing, design is concerned with the environments in which people shop: “It is 

a means of communicating a message to people, it must be a comprehensive and 



 14 

coordinated approach to everything the shopper sees” (Kent & Stone, 2007). 

Retail-brand communication has evolved through the graphics which formed a key 

design resource in communicating brand identity to customers through visual 

experiences (Kent & Stone, 2007). Today, “store as design” holistically combining 

the design of both interiors and exteriors has become an integral part of successful 

brand strategies, especially for retail brands, to communicate to target markets.  A 

store is the ideal medium for communicating the values of a retail brand with great 

precision. The consumer can see, experience, touch and smell it; he or she has 

chosen to be there at that moment and is therefore highly receptive to it (Van 

Tongern, 2003).  

 

Moreover, in accordance to this thesis, the consumer is receptive to the music in 

the store as well. Either consciously or unconsciously, the music will have an effect 

on the consumer´s overall in-store experience, in collaboration with Van Tongren´s 

other factors. The additional benefit of in-store communication is that the 

consumer has chosen to be there, and is more receptive, as compared to watching 

television and being “interrupted” with the brand´s communication. The physical 

store space offers the possibility of literally and figuratively communicating with 

consumers at the moment of purchase (one-to-one marketing) (Van Tongern, 

2003). Donovan and Rossiter (1982) concluded that pleasure induced by store 

environments (in-store factors such as music and color) appears to be a strong 

cause of consumers spending time in the store and spending more money than 

intended (Donovan, Rossiter, Marcoolyn, & Newdale, 1994).  

Furthermore, their study notes that prior conditioning due to stores´ atmospheres 

could lead to long-term selection or avoidance of the stores . Holbrook and 

Gardner (1993) found clear evidence in a study of music listening, that retailers 

should attempt to intensify arousal by adding upbeat music, bright colors etc., if 

their store is perceived as pleasant. An overall conclusion to the effect on in-store 

music on consumer behavior studies, is that music is expected to make consumers 

feel better, which leads the to spend more time in the store and ultimately spend 

more money in the store (Turley & Milliman, 2000). 
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The concept of consumers spending more time in a store if the music is pleasing, 

which in turn will increase the chances of the consumer spending more money in 

the store, is a key concept to the research questions developed for this thesis. 

 

2.5. Brand identity in music genres 

People often express their identity through sounds. Verbally, we tell others who 

we are, what we stand for, and how we feel. We identify ourselves through sound, 

mainly music, with which we feel intimate (Hultén, Broweus, & van Dijk, 2009). 

Sound as a sense expression in a firm´s sensory marketing strategy can be seen as 

the long-term application of sound profiles, whereby music and artists can 

enhance a brand´s identity. A voice can be used as an expression of a brand´s 

identity. The successful use of voices relies on using the same kind of voice in a 

variety of media to enhance the brand in the long term. Music has the power to 

lead people and create a sense of group belonging. Music can trigger certain 

emotions shared by many people that convey our inner feelings without our need 

to define them (Hultén, Broweus, & van Dijk, 2009). A musical genre, such as jazz, 

R&B or rock, can be connected to a brand. It is also possible to use music 

characterized by high volume, a distinct bass, a specific voice, or a particular tempo 

as a way to express brand identity. Music is commonly used in the service of self-

expression; people wear T-shirts with their favorite band´s name, decorate their 

homes and offices with pictures of their favorite musicians, and blare their music 

loudly where it will be heard by others (Rentfrow & Gosling, 2007). 

 

In a study by (Lastinger, 2011) on the effect of background music in the perception 

of personality and demographics, it was found that Classical music was associated 

with middle aged adults. These adults where more likely to be married than single, 

more likely to have higher education than bachelor´s degree, more likely to own a 

house than to rent a house, and more likely to be paid a set salary each month 

rather than an hourly wage. Country music was associated with young adults, who 

less likely to be married, likely to only have a bachelor´s degree, likely to rent an 

apartment, likely to be paid an hourly wage. Jazz music fans were thought of as to 

make more money than other genres and to be middle aged adults, while Rap 
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music fans were considered to make less money, be young adults, less likely to be 

married, likely to only have a high school diploma, likely to rent an apartment, 

likely to be paid on an hourly wage. 

 

Rentfrow and Gosling  (2007) examined the content and validity of stereotypes 

about fans of 14 different music genres, in particular concerning fan´s personalities 

(e.g. extraversion, emotional stability), personal qualities (e.g. political beliefs, 

athleticism), values (e.g. for peace, for wisdom), and alcohol and drug preferences 

(e.g. wine, hallucinogens) (Rentfrow & Gosling, 2007). Traits associated with 

different genres was for example that Classical music was proven to be perceived 

as high in agreeableness, conscientiousness, openness and emotional stability, but 

lower in extraversion. Rock fans are high in extraversion, moderate in 

agreeableness and low in consciousness. Rap music fans are seen as politically 

liberal, athletic, value self-respect and social recognition. Religious music fans are 

seen to drink less alcohol than other genres, but if they do it is believed they would 

prefer wine to other alcoholic beverages. 

 

There are at least two types of information that individuals may be communicating 

through their music preferences. First, they may be conveying information about 

their personal qualities. Research on the links between music preference and 

personality suggests that individuals prefer styles of music that reinforce and 

reflect aspects of their personalities and personal identities (Rentfrow & Gosling, 

2007). For example, individuals high in sensation seeking prefer intense and 

stimulating music (e.g. rock, heavy metal and punk music) more than calm and 

conventional music (e.g. sound tracks and religious music) (Little & Zuckermann, 

1986), extraverts prefer energetic party music (e.g. dance music) (McCown, 

Mulhearn, & Williamson, 1997), individuals with high resting arousal and 

antisocial characteristics prefer arousing styles of music that emphasize themes of 

rebellion (e.g. heavy metal, rock, alternative and rap music) (McNamara & Ballard, 

1999), and individuals high in openness to experience prefer complex and 

sophisticated music (e.g. classical and jazz music) more than conventional styles of 

music (e.g. pop and country music).  
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Another form of information communicated through music preferences is a 

person´s membership in a particular group (Rentfrow & Gosling, 2007).  Therefore, 

by expressing one´s music preferences, individuals are essentially saying that they 

share similar attitudes, values and beliefs with other members of their group 

(North & Hargreaves, 1999). Additional evidence from North and Hargreaves 

(1999) study indicated that individuals have normative beliefs about the 

psychological characteristics of fans of various music genres – pop music fans were 

thought to be physically attractive, conventional and enthusiastic, whereas 

classical-music fans were though to be intellectual, traditional and conservative. 

Furthermore, extraverted individuals prefer styles of music that are upbeat, 

energetic and have lots of vocals, and athletic individuals enjoy styles of music that 

are intense and stimulating (Rentfrow & Gosling, 2003).  

 

Several studies indicate that musical preferences provide a means of 

discriminating between social groups, and suggest indirectly that musical 

preferences should correlate with a variety of different lifestyle choices (North & 

Hargreaves, Lifestyle correlates of musical preference: Relationships, living 

arrangements, beliefs, and crime, 2007). Their studies showed that with regard to 

age, fans of current fashionable musical styles such as hip-hop, DJ based music and 

current chart pop should be homogeneously low age, compared to fans of more 

unfashionable music such as classical music, musicals, opera and country should 

be homogeneously high age. In Rentfrow and Gosling´s 2003 study, a group of 

participants were presented with 14 broad music genres and 66 sub-genres, and 

asked the participants to indicate their preferences for the music categories and to 

skip any category with which they were not familiar. The research indicated that 

very few participants (7%) were familiar with the specific sub-genres, but nearly 

all of them (97%) were familiar with the broader music genres. Thus, the research 

examined the following music genres: alternative, blues, classical, country, 

electronic, folk, heavy metal, jazz, pop, religious, rock, soul and soundtracks 

(Rentfrow & Gosling, 2003). 

 

The identity attributes associated with music genre preference will be used in this 

thesis as a way of characterizing consumer segments in the empirical study (ch.6). 
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2.6. Fits and misfits 

Scmitt and Simonsen (1997) states that sound and music should be incorporated 

into a firm´s brand identity. In-store music that reinforces the desired brand 

personality helps build a consistent brand image (Beverland & Morrison, In search 

of the right in-store music, 2003). Music needs to be used strategically in an effort 

to ensure “fit” between the store´s brand image and positioning (Beverland, Lim, 

Morrison, & Terziovski, 2006). “Fit” concerns the congruency between music and 

other atmospheric in-store variables and perceptions of the brand. In-store music 

that reinforces the desired brand personality helps build a consistent brand image 

(Beverland & Morrison, In search of the right in-store music, 2003). Music may 

effect the meaning consumers derive about the brand (Spangenberg, Grohmann, & 

Sprott, 2005), fit is therefore likely to reinforce established brand meanings thus 

enhancing the brand´s equity (Keller, Strategic Brand Management: Building, 

measuring, and managing brand equity, 2003).  

 

In cases of misfit, confusion can lead to counterfactual thinking, which occurs when 

“people compare thoughts about what could have occurred with what they 

perceive actually occurred” (McColl-Kennedy & Sparks, 2003). Beverland et al.´s 

study showed that misfit could result in a loss of status, and lack of positive 

repositioning. They explain that in the case of lost status, misfit could result in 

confusion leading to reduced time spent in store or exit, or for new-to-brand 

consumers, store avoidance (Beverland, Lim, Morrison, & Terziovski, 2006). In 

both cases, lack of commercial value would be the result.  

3. Sound and music  

The Oxford English dictionary defines music as “that one of the fine arts which is 

concerned with the combination of sounds with a view to beauty of form and the 

expression of emotion; also the science of the laws and principles of melody, harmony, 

rhythm etc. by which this art is regulated”. A melody refers to series of single notes 

arranged in musically expressive succession, while harmony refers to the 

combination of simultaneous notes as to form chords, and rhythm refers to the 

systematic grouping of notes according to their duration. Another key element of 
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music is tempo, which refers to the speed or rate of a piece of music. Many terms 

are commonly used to describe music, the following definitions taken from Bruner 

(1990), are given to aid in understanding which variables have been linked with 

each of the three basic factors of music (time, pitch, and texture). 

Time  

Rhythm is the pattern of accents given to beats or notes in a song. Tempo (plural 

tempi) is the speed or rate at which a rhythm progresses. Phrasing is the length of 

time a note sounds in comparison with the rhythmic period it occupies. For 

example, a staccato note sounds for only a small part of a bar, whereas a legato 

note may be sustained until the next note sounds.  

Pitch 

Melody is the succession of notes occurring over time throughout a song. Changes 

in melody can be either ascending (up in pitch) or descending (down in pitch). 

Leaps in pitch are possible, as are repetitions of single notes. Melodies can be 

played in a variety of keys, which are referred to by one of the first seven letter of 

the alphabet plus an indication of sharp or flat. Mode refers to the series of notes, 

arranged in a scale of ascending pitch, which provides the tonal substance of a 

song. In any given key, several modes are possible; the two best known in a 

contemporary Western culture are the major and the minor modes. If melody is 

viewed as being “horizontal” because is occurs over time, harmony should be 

viewed as “vertical” because it refers to notes played simultaneously. Harmonies 

can be consonant or dissonant; the former refers to notes or chords producing an 

agreeable subjective reaction whereas the latter refers to sounds evoking an 

unpleasant reaction. 

Texture 

The dimension of texture includes timbre - a complex function of log attack time, 

spectral centroid, and spectral flux, as well as instrumentation, volume and 

dynamics (Knoferle, Spangenberg, Herrmann, & Landwehr, 2011).  

Although empirical evidence is sparse, tempo and mode may be particularly 

important determinants of listeners´ response to music with regard to consumer 

behavior (Knoferle, Spangenberg, Herrmann, & Landwehr, 2011). 
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3.1. Music as a stimulus  

Music is increasingly used as a stimulus in the retailing environment as well as in 

radio and television advertising (Bruner, 1990). The choice of music for an 

advertisement may assist in targeting and positioning of a brand, attract 

consumers who identify themselves with the genre of music of the specific 

musician (Areni & Kim, 1993). Consumers can have a connection with the music 

and subsequently from an attraction to the brand. Or, the meaning associated with 

the piece of music may give the featured brand meaning. Music is considered an 

efficient and effective means for triggering moods and communicating nonverbally 

(Bruner, 1990). Due to music´s ability to establish moods, it is important for 

marketers to be familiar with what kinds of music produce what kinds of effect on 

consumers.  

 

3.2. Musicology 

Music can be defined by several of its elements. Each individual note represents a 

tone, and the influence of a note over all of the other pitches that surround it in a 

melody refers to the tonality. The sound of a note can be measured with several 

characteristics: pitch, duration, amplitude, and timbre. The pitch refers to how 

high or low the note is. In piano, the upper register is a higher pitch and the lower 

register a lower pitch. As another example, a flute is in a higher pitch while a cello 

produces lower pitched notes. The duration refers to the length of the sound. A 

note can be the only note in a set period of time, but this note can be held for 

varying lengths up to the maximum time.  

 

The amplitude refers to the volume of the note. Amplitude is the physical 

measurement of levels of loudness and softness in sound, and in music, the 

psychological term is used to describe gradations of amplitude dynamics. Loud 

sounds are generally associated with vigor, turmoil and conflict, while soft sounds 

are associated generally with repose, tranquility and calmness. Various degrees of 

loudness can sometimes cause a particular passage of music to have the foregoing 

characteristics.  Amplitude also has a periodicity aspect about it in that music may 

have patterns of dynamic intensity as well as patterns of pitch length.  
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The timbre refers to the tone quality or the color of the tone. This timbre can vary 

from musician to musician on an instrument, but more dramatically varies from 

instrument to instrument playing the same note. On any instrument the timbre can 

be altered through the breath, or force of the bow/hand. To recognize the 

importance of timbre, one need only consider the associations we make with 

human voices. We can recognize a person based on the word “hello” over the 

phone. With a familiar voice, we can also infer information about the mood or 

purpose of the conversation from a single word. Most people can recognize the 

difference between several instruments playing the same piece.  

 

For the purposes of this review and discussion; time, pitch and texture are the 

three main structural factors on which music is based (Bruner, 1990). Table 1 lists 

some of the propositions about the affective meaning conveyed by certain music 

characteristic, based on information given by Herbert Zettl (Zettl, 1999) and 

Gordon Bruner (Bruner, 1990).  

 

The link between music structure and associations will be used to help identify the 

effect the different music genres can cause for the consumers in the empirical 

study (ch.6).  
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Time-related 

expressions 

1. Duple rhythms produce a rigid and controlled expression in 

comparison with triple rhythm, which is more relaxed or 

abandoned. 

2. The faster the tempo, the more animation and happiness is 

expressed. 

3. Even, rhythmic movement can represent the unimpeded flow 

of some feeling: dotted, jerky, uneven rhythms produce more 

complex expressions. 

4. Firm rhythms suggest a serious mood whereas smooth-

flowing rhythms are more playful. 

5. Staccato notes give more emphasis to a passage than legato 

notes.  

Pitch-related 

expressions 

1. “Up” and “down” in pitch not only correspond to up and 

down in the physical world, but can also imply “out-and-in” as 

well as “away-and-back” respectively.  

2. Rising and falling in pitch can convey a growing or 

diminishing intensity in a given emotional context. 

3. Songs in higher keys are generally considered to be happier 

than songs in lower keys.  

4. Music in the major mode expresses more animated and 

positive feelings than music in minor mode. 

5. Complex harmonies are agitated and sad than simple 

harmonies, which are more serene and happy. 

Texture-related 

expressions 

1. Loudness can suggest animation or proximity whereas low 

volume implies tranquility or distance. 

2. Cresendo (soft to loud) expresses an increase in force 

whereas diminuendo (loud to soft) suggests a decrease in 

power. 

3. The timbre of brass instruments conveys a feeling of cold, 

hard force whereas reed instruments produce a lonely, 

melancholy expression. 

TABLE 1: Emotional Expressions Ascribed to Various Components of Music 
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3.2.1. Time-related findings 

Several researchers over the years have studied tempo, and arrived at the same 

general conclusion: all other things being equal, fast music is considered to be 

more happy and/or pleasant (Bruner, 1990). Mores specifically, Hevner (1937) 

found that slow tempi tended to evoke tranquil, sentimental, and/or solemn sorts 

of descriptions; fast tempi elicited responses relating to exhilarating and/or joyous 

sorts of feelings (Hevner, 1936). The rhythm aspect of the time component also 

has been examined in several studies. Hevner observed that firm rhythms were 

judged to be more sacred, serious, and/or robust; smooth-flowing rhythms were 

felt to be more happy, playful, and/or dreamy (Hevner, 1936). 

 

3.2.2. Pitch-related findings 

The findings related to pitch are relatively consistent and suggest a strong 

association between pitch and perceived happiness; music with high pitch is more 

exciting or happy than low-pitched music, which is perceived as sad (Bruner, 

1990). Minor mode has plaintive, angry or mysterious qualities in contrast to the 

more happy, bright or playful expressions of the major mode (Hevner, 1936). The 

expressive tendencies of harmony have also been studied by Henver, discovering 

that consonant harmonies can be described as playful, happy, or serene. Dissonant 

harmonies seem to be perceived as more agitating, ominous, or sad (Hevner, 

1936). Further more, Hevner found a tendency for ascending melodic lines to be 

viewed as more dignified or solemn whereas descending ones were more 

exhilarating or serene. Other findings on note range by Gundlach (1935) indicate 

that compositions with the greatest range (more than an octave) may be perceived 

as more brilliant than those with less than an octave range of notes, which may be 

viewed as more mournful (Bruner, 1990).  

 

3.2.3. Texture-related findings 

Gundlach (1935) did a study on orchestration showed that brass instruments 

carried the melody in songs characterized as triumphant and/or grotesque, 

woodwinds expressed awkward and/or mournful feelings, melodies on a piano 

were perceived as brilliant and/or tranquil, and string sounds were associated 



 24 

with pieces characterized as glad (Bruner, 1990). Kinnear (1959) and Van Stone 

(1960) reports that woodwind instrumentation was very often judged to be 

whimsical whereas brass treatments were considered serious and/or majestic 

regardless of the music being performed. String versions of songs did not seem to 

represent any one particular mood category, but were equally effective in 

expressing various moods (Bruner, 1990). Volume is the only other textural 

element that has been examined; Gundlach (1935) found that the loudest pieces in 

his study were described as triumphant and/or animated, whereas the softest 

pieces were judged to be delicate and/or tranquil. Watson (1942) also studied 

volume, finding it to be loudest for songs characterized as very exciting or very 

happy and softest for pieces perceived as peaceful or serious (Bruner, 1990). 

 

3.3. Marketing related studies 

3.3.1. Nonbehavioral studies 

The following segment includes a presentation of the few studies that have been 

conducted on non-behavioral outcomes of music in marketing context.  

Park and Young (1986) studied the impact of involvement (high cognitive, high 

affective, or low involvement) and music (presence or absence) on brand attitude 

formation. It can be argued that a main purpose of advertising is to communicate 

brand name, brand information, and to influence how people process this 

information. Their results indicated that music had a facilitative effect on persons 

in the low involvement condition but a distracting effect for those in the high 

cognitive involvement condition. The effect on those in the high affective 

involvement condition was unclear (Park & Young, 1986).  

 

Alpert and Alpert 1988) studied the effect of music on moods and purchase 

intensions. A finding was that happy music produced happier moods in subjects, 

but sad music produced the highest purchase intentions. Music is an important 

factor when considering the way you wish customers to perceive your business. 

North, Hargreaves and McKendrick conducted a study on a branch of a sport retail 

chain to measure the extent to which customers´ perception of the store rated 

when different styles of music were being played. The responses indicated that, 
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while customers declared music was unimportant, music actually influenced their 

perception of the store´s atmosphere. Customers thought the store was “cool and 

modern” when upbeat, fast tempo music was played, but when slow rock music 

was played customers thought the store was “tired and dull” (North, Hargreaves, & 

McKendrick, The perceived importance of in-store music and its effects on store 

atmosphere, 1997). 

 

In another study, North and Hargreaves (1998) investigated whether affective 

responses to music of different styles could influence the perceived characteristics 

of a commercial environment, and asked “Do people think differently about a retail 

environment because of the type of music being played?”. The results showed that 

pop music made customers view the cafeteria as an “optimistic” and “confident” 

environment, but not peaceful. Classical music led to a feeling of “elegance” and 

“high class” but scored lowest on the “optimism” factor. The absence of music 

altogether resulted in a feeling of “peacefulness” but a lack of confidence. “Easy 

listening” led to the most negative feedback. Overall there were no statistically 

significant differences amongst the amounts of customers were prepared to spend 

when subjected to different types of music (North & Hargreaves, The effect on 

music on atmosphere and purchase intentions in a cafeteria, 1998). 

 

Olsen (1997) examined how the presence or absence of music may influence recall. 

Participants watched advertisements that had different lengths of time between 

pieces of information (inter-stimulus interval, ISI) and either had background 

music throughout or no background music (Baars & Gage, 2010). These studies 

focused on how silence vs. music between pieces of information may affect recall. 

The results showed that with music present, the increasing time between pieces of 

information led to an increase in recall. However, when there was no music 

presence, there was a significant drop in recall when the inter-stimulus interval 

increased from 2 seconds to 3 seconds. The conclusion was that as the ISI 

increases, there are more processing resources available, and generally create 

higher recall. Nevertheless, as the ISI increases without additional motivation to 

attend information, there may be a downturn in recall (Baars & Gage, 2010). 
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3.3.2. Behavioral Studies 

Milliman (1982, 1986) performed two separate experiments, in which music 

tempo was manipulated; one in a supermarket and the other in a restaurant. The 

results of his first study indicated that the in-store traffic flow was significantly 

slower with slow music (72 BMP or less) than with fast music (94 BMP or more) 

(Milliman, Using Background Music to Affect the Behavior of Supermarket 

Shoppers, 1982). Similarly, the sales volume was significantly higher with slow 

music than with fast music. Customers in the slow-music condition took more time 

to eat their meals and leave than those in the fast-music treatment according to 

Milliman´s findings from his second study. Likewise, there was a significantly 

longer waiting time for tables in the slow-music treatment. Customer bar bills 

were found to be much greater in the slow-music condition (Milliman, The 

Influence of Backgorund Music on the Behavior of Restaurant Patrons, 1986).  

 

Yalch and Spangenberg (1988) build on MIlliman´s studies and compared the 

effects of foreground music (Top 40) and background music (instrumental “easy” 

listening) as well as no-music treatment in a department store setting. One of the 

only behavior-related differences between the two music treatments was that 

younger shoppers (under 25) thought they shopped longer when the Top 40 was 

being played (Yalch, The Effects of Store Music on Shopping Behavior, 1988) (Yalch 

& Spangenberg, An Environmental Psychological Study of Forground and 

Background Music as Retail Atmospheric Factors, 1988). From these findings, the 

researchers speculated that when shoppers encounter nontypical environmental 

factors (for example unfamiliar music), time appears to slow down. The Yalch and 

Spangenberg study raises the possibility that given musical genres can produce 

highly specific perceptions by consumers. MacInnis and park (1991) brought 

attention to finding the “fit” of music as “consumers´ subjective perceptions of the 

music´s relevance or appropriateness” to the persuasion context (MacInnis & Park, 

1991). Further, they emphasized that music must fit the persuasion context in 

order to produce the desired outcome.  

 

Another study by North, Hargreaves and McKendrick examined the influence of 

stereotypically French and German background music on selections of French and 
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German wines. In a two week, non-laboratory study, consumers were observed 

purchasing wine from a selection of four French wines and four German wines, 

equally priced, on an aisle end in the alcoholic beverage section of a supermarket. 

French music was alternated with German music, and consumer behavior was 

observed. The researchers found that French wine outsold German wine 3:1 when 

French music was played, and German music led to German wine outselling French 

wines 2:1. This supported the belief that music could activate customers´ 

knowledge associated with a country, and subsequently affect selections (North, 

Hargreaves, & McKendrick, The influence of in-store music on wine selections, 

1999). 

 

These studies contribute to forming the expected consumer outcome in relation to 

the music genre played in the empirical study (ch.6). 

 

3.4. Music in advertising 

A general perspective adopted by researchers is to consider music a contextual 

factor in contrast to target stimulus, and to recognize the listening to music as a 

secondary mental task to main tasks at hand (Day, Lin, Huang, & Chuang, 2008). 

Gorn (1982) found that background music in commercials could positively 

influence subsequent choice behavior, as the first to demonstrate a positive effect 

of music on advertisement processing. His studies showed that whether a piece of 

music is seen as a consistent with a brand concept or a brand personality depends 

on how easily consumers can make a connection between the music and the brand. 

This ease depends on the consumers’ perceptions of whether the music 

associations are potentially relevant to or desirable in the particular product.  

 

Further, music can have an effect in consumer behavior and evaluations in both 

advertising and service settings. The effect is often attributed to affective 

responses to the music or to broad changes in a musical element (the tempo, the 

genre etc.). The study states that music is viewed as an important background 

feature in advertising because of its wide use and ability to enhance viewer arousal 

and affect (Gorn, 1982). Hecker (1984) claims that music is often used in 
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advertising to enrich the key message and may be the single most stimulating 

component in a commercial (Baars & Gage, 2010). Music for commercial settings 

makes us remember specific messages, watch particular programs and prefer 

some brand to others. In addition, it helps us relax in stressing shopping situations 

and stimulate our consumer appetites in other contexts (Graakjær & Jantzen, 

2009).  Furthermore, they state that a good fit between music and advertisement 

has a strong impact on positive emotional response and attitude to the 

advertisement. (Alpert & Alpert, 1988).  

 

Stout and Leckenby (1988) coded music components and found that mode had the 

most impact on responses of all music components examined. They explained that 

music is perceived as a potential peripheral cue used to positively arouse the 

consumer´s emotional state. The notion of central and peripheral processing 

suggests that peripheral cues such as music can lead to positive attitude about 

advertisement and then transfer that positive attitude to the brand. In their study, 

respondents appeared to learn more from, indicate greater behavioral intent 

toward, and make more personal connections with ads using major or mixed 

modes. Commercials with music in the minor mode were rated as amore irritating 

and generally scored less favorably. Faster tempo was linked with generally 

positive comments whereas ads with moderate or slow tempi received less 

favorable responses (Stout & Leckenby, 1988). 

 

3.5. In-store music  

Retailers use background music in order to enhance the atmosphere in the store, 

and as a tool for increasing sales and positive attitudes toward the store (Chebat, 

Chebat, & Vaillant, 2001). By providing the right sound, retailers can increase 

customers´ stay time, make a long-term link with their target market, and influence 

perceptions of product and service by building customer-brand relationships. 

However, they must identify a sound that will reflect their brand, help achieve 

their strategies, and interact harmoniously with other atmospheric elements 

(Beverland & Morrison, In search of the right in-store music, 2003). According to 

Hui, Dube, and Chebat (1997), music can improve the evaluation of the in-store 
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environment, which has positive spin-offs for how consumers approach that 

environment. Music can also reduce negative emotions associated with wait time 

and lead to more positive evaluations of the store´s service (Beverland & Morrison, 

In search of the right in-store music, 2003).  

 

These are some of the factors that will be the base from which this thesis´ 

experiment hypothesis will be formed. 

 

3.6. In-store music – brand fit 

Fit is particularly important for stores wishing to attract new consumers without 

prior brand experience or knowledge because these consumers view music as an 

important signaling due to the brand´s position, image and quality (Beverland, Lim, 

Morrison, & Terziovski, 2006). Music needs to be used strategically in an effort to 

ensure “fit” between the store´s brand image and positioning, because research has 

indicated that certain musical types are more appropriate for certain stores and 

mismatches can have negative results (Yalch & Spangenberg, The effects of music 

in a retail setting on real and percieved shopping times, 2000).  

 

Research on the effects of in-store music identifies the link between consumers 

emotional state, their cognitive appraisal of the store (and its merchandise and 

staff), their behavior, and their overall satisfaction judgment of the store 

(Spangenberg, Grohmann, & Sprott, 2005). For this purpose, “fit” concerns 

congruency between music and other atmospheric in-store variables and 

perceptions of the brand. Achieving fit resulted in brand reinforcement (for 

consumers with prior expectations of the brand, delight, or attraction (for new-to-

brand consumers) according to a study by Beverland, Lim, Morrison & Terziovski 

(2006).  

 

For consumers without prior brand experience, in-store music served as one 

important cue to the brand´s positioning. Also, music may effect the meaning of 

consumers derive about the brand (Spangenberg, Grohmann, & Sprott, 2005), fit it 

therefore likely to reinforce established brand meanings thus enhancing the 
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brand´s equity. Likewise, misfit may result in counterfactual thinking about the 

brand, resulting in consumers reconsidering their view of brand and searching out 

further information sources to form a new judgment about the brand´s position 

(Beverland, Lim, Morrison, & Terziovski, 2006). Beverland et al.(2006)´s study 

identified several instances of in-store music-brand fit. “Firstly, in-store music 

often reinforces prior perceptions of the brand, thus reinforcing the consumer-

brand relationship. Second, where consumers had no prior experience or 

expectations of the brand, music was an important signaling cue about the brand´s 

position and target market. The right music could entice a consumer to enter the 

store, possibly beginning a brand relationship. In either case, the brand effect 

could be one of reinforcement resulting in a pleasant, expected experience, or 

music could be part of a transformational experience, resulting in delight and 

increased loyalty.” (Beverland, Lim, Morrison, & Terziovski, 2006) 

4. Cognitive neuroscience 

The human brain uses multiple sources of sensory information derived from the 

modalities of vision, touch, hearing, smell and taste, by merging them efficiently to 

a form a coherent and robust perception of the world (Baars & Gage, 2010). These 

multisensory signals originate simultaneously from a physical event like an in 

store experience. When humans hear a sound, a meaning is attached to it as a 

picture of the physical features of the sound. Surrounded by multiple objects and 

sensory stimulations, the brain is faced with a decision of how to categorize the 

stimuli on a perceived synchrony. In other words, sounds help us convey what is 

happening in the environment around us. The nervous system is responsible for 

whether to integrate or segregate certain groups of temporarily coincident sensory 

signals based on the degree of spatial and structural congruence of those 

stimulations. For an in-store experience to be successful, the congruence of 

elements is important (Baars & Gage, 2010). Brands communicating from a 

multisensory platform are believed to have greatest likelihood of forming strong 

emotional connections with consumers (Baars & Gage, 2010). 
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4.1. The sound sense  

We experience sound when sound waves in the air make out eardrums vibrate. 

The volume of a sound is measured in decibels (dB), and its intensity is measured 

in terms of pressure variations. The lowest level a human can apprehend is 0 dB, 

and the normal upper threshold of hearing is 120 dB. Normal dialogue is 

approximately 60 dB, whispering 20 dB, and a rock concert 100 dB (Hultén, 

Broweus, & van Dijk, 2009).  

 

Baars and Gage (2010) explain that the autonomy and connectivity of the auditory 

system is very complex, with multiple stages of processing. Sound processing does 

not happen in isolation, what we hear combines with what we see and touch. 

Initially, a sensory input in form of sound enters the ear and the auditory cortex 

though ascending pathways, where the sound briefly is stored, while the brain 

selectively directs attention to it for processing. At this stage, there are complex 

interactions between inputs and existing memory and experiences as well as with 

other sensory systems. Sound becomes decoded, understood and stored in our 

long-term memory, the auditory cortex is not the end stage, but serves as a hub for 

sound processing interacting dynamically with other systems. These dynamic 

processes provide a range of perceptual acuity, and allow us to perform complex 

tasks such as selectively listening to one persons voice in a crowded and noisy 

room, or recognize a melody even though it is played in another key or different 

tempo (Baars & Gage, 2010). 

 

The first sounds that people notice are those with high frequencies. There are also 

many sounds that can affect us when we are not aware of them. When low-

frequencies continuous sound, such as the noise from a refrigerator stops, we 

experience a great relief (Hultén, Broweus, & van Dijk, 2009). People have the 

ability to remember sounds from earlier times in their life, for instance music of 

your youth can create strong feelings about the time and place it was heard 

(Hultén, Broweus, & van Dijk, 2009). There is a difference between hearing and 

listening. Hearing involves the ear receiving sounds without our taking notice. 

Listening requires that we hold back our thoughts and speech and consciously 
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focus on the sound. The sounds perceived as important are the ones we choose to 

listen to (Hultén, Broweus, & van Dijk, 2009).  

 

4.2. Musical processing  

Music has complex phrase structures, and its perception involves the mapping of 

sound onto meaning (and emotion). Music perception allows for the recognition of 

melodies despite differences in instruments, keys, and tempos; thus it cannot be a 

system built on absolutes but must have relative representations. Thus, music 

perception systems must have the ability to maintain a perceptual constancy in 

music representation (Baars & Gage, 2010). The perception of features in music 

involves many stages of processing within the auditory system as well as across 

brain regions, see figure 1. This processing must include both feedback and feed 

forward systems, as well as making contact with both stored memories and 

experiences, and emotional systems (Baars & Gage, 2010). 

 

 
Figure 4: Musical processing. 
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While the music signal is complex, like all sound, music has basic physical 

elements: frequency, intensity, and time. The psychological aspects of frequency 

and time in music correspond to pitch (melody) and temporal structure (rhythm) 

(Baars & Gage, 2010). Another aspect is that humans can close their eyes and shut 

out visual images, but cannot close our ears to shut out auditory events. The 

auditory system is the latest sensory system to fall asleep (or become unconscious 

with sedation), and the first to awaken (Baars & Gage, 2010). 

 

4.3. Attention 

There is a difference between attention and consciousness. “Attention” implies the 

ability to bring something to mind; becoming conscious of something. 

“Consciousness” refers to an experience, for example conscious sensory 

perception, conscious thoughts or feelings etc. selective attention implies a 

selection among possible conscious events. When people make an intentional 

selection, it is expected that he or she has become conscious of what he/she has 

chosen to experience (Baars & Gage, 2010). 

 

Vision is an active process in which the viewer seeks out task-relevant visual 

information. In human vision, acuity and color sensitivity are best at the point of 

fixation, and the visual-cognitive system exploits this fact by actively controlling 

gaze to direct fixation towards important and informative scene regions in real 

time as needed (Henderson, 2003). Visual quality falls off rapidly and continuously 

from the center of gaze into a low-resolution visual surround. According to 

Henderson (2003), we move our eyes about three times each second via rapid eye 

movements (saccades) to reorient the fovea through the scene. Pattern 

information is only acquired during periods of relative gaze stability (fixations) 

owing to “saccadic suppression” during the saccades themselves. Gaze control is 

the process of directing fixation though a scene in real time in the service of 

ongoing perceptual, cognitive and behavioral activity (Henderson, 2003).  
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4.4. Music and emotions  

Gatewood (1927) provided subjects with 10 musical compositions. Subjects were 

asked to report both the most prominent element in each piece of music and the 

dominant effect it evoked. The dominant effects were complied by the author prior 

to the research, and included: amused, devotional, gay/happy, irritated, like 

dancing, patriotic, rested, sad, sentimental, serious and stirred/excited. The results 

indicated that marked rhythm was a chief factor in arousing feelings of happiness 

and excitement. Quick, lilting tunes were selected as being like dancing and 

happiness. Hymns were viewed serious. Funeral marches were sad. This research 

did not demonstrate that the listeners experience the emotions, but rather that 

they feel the music can be described by these emotional phrases. This 

demonstrates a strong tie between emotional connection to the context of the 

music (funeral march) and the perceived emotions within the music (Graakjær & 

Jantzen, 2009).  

 

Gundlach (1935) states that music can elicit a fairly uniform characterization in 

audiences solely through factors present within the musical structure itself. 

Gundlach analyzed 40-pre-recorded phrases. He analyzed the scores and created 

an index for several musical features included tempo, loudness, range of melodic 

line, central pitch (mid-most tone in the melodic line), rhythms (smooth, rough, 

and uneven), family instruments, and orchestral accompaniment. Gundlach 

presented 112 subjects with a subset of 40 classical pieces. The subjects were 

asked to choose any number out of 17 terms that applied to the piece of music: 

brilliant, animated, uneasy, tranquil, dignified, triumphant, exalted, glad, somber, 

melancholy, mournful, delicate, whimsical, flippant, sentimental, awkward, and 

grotesque.  

The main findings from Gundelach´s conclusions: 

- Rough rhythms were viewed as grotesque and uneasy 

- Smooth rhythms were brilliant and animated 

- High pitch is sentimental and whimsical 

- Low pitch is mournful, somber and tranquil 

- Fast music is brilliant, animated, grotesque and uneasy 

- Slow music is dignified, somber, tranquil and delicate 
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4.5. Cognitive effects of music  

The impact of music on attitudes is hypothesized to be strongest precisely under 

the very same music conditions for which the cognitive activity is the most intense. 

It is reasoned that music stimulates cognitive activity either when consumers´ 

involvement in the product is low or when the salespersons´ arguments are weak. 

When consumers´ attention is distracted from the sales encounter, cognitive 

activity is stimulated by cues other than those related to the service encounter; in 

such circumstances, musical cues may then be more salient (Chebat, Chebat, & 

Vaillant, 2001). Kellaris et al (1993) and MacInnis and Park (1991) (MacInnis & 

Park, 1991) made a major contribution to the understanding of the cognitive 

effects of music. They show that when music fits well in the advertisement, 

attention to music enhance cognitive measures (such as recall and recognition); 

and conversely, when the fit is low, attention to music reduces the cognitive scores 

(Chebat, Chebat, & Vaillant, 2001).  

 

Smith and Morris (1977), who compared the attention effects of soothing vs. 

arousing music, found that highly arousing music may hamper information 

processing and that soothing music helps concentration on the task. Arousal 

generally refers to the degree of physical and psychological activation or to the 

intensity of the felt emotion (Day, Lin, Huang, & Chuang, 2008). It has been found 

to influence various cognitive processes, such as the amount of information stored 

and the manner in which information is processed and interpreted (Day, Lin, 

Huang, & Chuang, 2008). Borling (1981) examined the alpha brain waves (between 

8 and 12 Hz) triggered by music-induced arousal. He found that soothing music 

could help the ability to focus attention (and to learn) because the production of 

alpha waves increases when subjects are exposed to soothing music (i.e., both low 

arousing and highly pleasant music) (Chebat, Chebat, & Vaillant, 2001).  

 

Another study, documenting music´s capability to induce arousal is the so-called 

Mozart-effect. This was a study conducted by Raucsher et al. in 1993, which found 

that after listening to a Mozart sonata for 10-15 minutes, students perform better 

on spatial-temporal tasks, than students who listen to relaxation instructions or sit 

in silence (Day, Lin, Huang, & Chuang, 2008). Afterward, this effect was further 
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elaborated with the mediating role of arousal. Researchers indicated that the 

Mozart sonata used in the experiments is characterized as a kind of fast-tempo 

piece in a major key, and this kind of music is capable of inducing higher states of 

arousal, which, in turn, affects subsequent performance. Hence, the Mozart effect is 

not attributed to Mozart music in particular, but rather to the arousing property of 

music. Kellaris and Kent 1994 have made similar conclusions; they presented 

subjects with three different speeds of music and then instructed them to complete 

a mood questionnaire. They found that the faster the speed of the music, the 

greater the sense of arousal. In Sweeny and Wyber´s (2002) research, when 

exposed to faster music, subjects reported a higher sense of arousal. In a meta 

analysis, Garlin and Owen (2006) concluded that tempo is the main structural 

component of music to induce listeners´ arousal (Day, Lin, Huang, & Chuang, 

2008).  

4.6. Music genre as cognitive schema 

Popular music genre can be considered as a culturally shared cognitive schema 

consisting of associations between sound of the music and extramusical concepts. 

The term extramusical was first used by Meyer (1956) in his book Emotion and 

Meaning in Music to distinguish the thoughts and meanings referring to the world 

outside of music from purely musical or absolutist meaning; that music can 

provide a “connotative complex” (Meyer, 1956). Understanding the similarities 

and differences in concepts associated with various genres may improve the 

efficiency with which music is used for communication (Shevy, 2008). Cook (1998) 

wrote on the subject of musical structure and its ability to communicate: 

“Musical styles and genres offer unsurpassed opportunities for communicating 

complex social or attitudinal messages practically instantaneously; one or two 

notes in a distinctive musical style are sufficient to target a specific social and 

demographic group and to associate a whole nexus of social and cultural values 

with a product” (Cook, 1998). 

 

The learned associations of extramusical concepts with popular music genres can 

be described as the formation of culturally shared music-genre schemas within 

individual listeners (Shevy, 2008). As people gain pieces of music knowledge 
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through experiences in life, such as listening to songs or watching music videos, 

these pieces of knowledge can exist as separate fragments (i.e., episodic memory), 

but they also become associated in various networks as semantic memory 

(Hawkins & Daly, 1988). This cognitive network is often thought of as a group of 

nodes or concepts that have become associated through learning (Shevy, 2008).  

 

These theories assumes that listeners perceive the music as belonging to a genre, 

and that perception of a certain genre should occur rather quickly upon exposure 

to a piece of music.  For this thesis, these assumed associations to the different 

music genres, will be used as a base for the development of the empirical study 

(ch.6). 

5. Theoretical summary 

Brand personality is commonly defined as the set of human personality traits that 

are both applicable to and relevant for brands (De Pelsmacker, Geuens, & Van den 

Bergh, 2010). While brand identity drives brand associations; what the brand 

stands for in the mind of the consumer. These associations are of great importance 

to create brand equity, which David A. Aaker (1996) defines as a set of assets 

composed from awareness, imagery, feelings, brand loyalty, to name a few. 

The brand personality construct can help brand strategist by enriching their 

understanding of people´s perceptions of and attitudes toward the brand, 

contributing to differentiating brand identity, guiding communication effort and 

creating brand equity. The brand´s personality needs to be desirable and 

important enough to matter to the person using the brand (Aaker D., 1996). With 

the objective to develop a framework of brand personality dimensions and a 

reliable, valid and generalizable scale to measure dimensions, Jennifer Aaker 

developed the Brand Personality Scale (BPS) (Aaker J., 1997).  

 

The scale distinguishes five personality dimensions that are generalizable across 

product categories: 

- Sincerity – down-to-earth, honest, wholesome and cheerful 

- Excitement – daring, spirited, imaginative and up-to-date 
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- Competence – reliable, intelligent and successful 

- Sophistication – upper class and charming 

- Ruggedness – outdoorsy and though 

 

A store is the ideal medium for communicating the values and brand personality of 

a retail brand with great precision. The consumer can see, experience, touch and 

smell it; he or she has chosen to be there at that moment and is therefore highly 

receptive to it (Van Tongern, 2003). Further more, in-store music that reinforces 

the desired brand personality helps build a consistent brand image. Consumers 

can have a connection with the music and subsequently from an attraction to the 

brand. The meaning associated with the piece of music may give the featured 

brand meaning. A fit between in-store music and brand personality is therefore 

likely to reinforce established brand meanings thus enhancing the brand´s equity. 

A misfit may result in counterfactual thinking about the brand, resulting in 

consumers reassessing their view of the brand and searching out further 

information sources to form a new judgment about the brand´s position.  

 

Music´s influence on the consumer has been the topic of many studies over the 

years. With an overall agreement on the fact that music is an important factor 

when considering the way you wish customers to perceive your business. North, 

Hargreaves and McKendrick conducted a study on a branch of a sport retail chain 

to measure the extent to which customers´ perception of the store rated when 

different styles of music were being played. The responses indicated that, while 

customers declared music was unimportant, music actually influenced their 

perception of the store´s atmosphere. Another study by North and Hargreaves 

(1998) investigated whether affective responses to music of different styles could 

influence the perceived characteristics of a commercial environment, and asked 

“Do people think differently about a retail environment because of the type of 

music being played?”. Overall there were no statistically significant differences 

amongst the amounts of customers were prepared to spend when subjected to 

different types of music. 
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The Yalch and Spangenberg study raises the possibility that given musical genres 

can produce highly specific perceptions by consumers. MacInnis and park (1991) 

brought attention to finding the “fit” of music as “consumers´ subjective 

perceptions of the music´s relevance or appropriateness” to the persuasion context 

(MacInnis & Park, 1991). Further, they emphasized that music must fit the 

persuasion context in order to produce the desired outcome.  

 

Gorn (1982) found that background music in commercials could positively 

influence subsequent choice behavior, as the first to demonstrate a positive effect 

of music on advertisement processing. His studies showed that whether a piece of 

music is seen as a consistent with a brand concept or a brand personality depends 

on how easily consumers can make a connection between the music and the brand. 

Thus, music needs to be used strategically in an effort to ensure “fit” between the 

store´s brand image and positioning, because research has indicated that certain 

musical types are more appropriate for certain stores and mismatches can have 

negative results 

 

Neuroscience and music are also closely connected. For instance, multisensory 

signals originate simultaneously from a physical event like an in store experience, 

and when humans hear a sound, a meaning is attached to it as a picture of the 

physical features of the sound. However, sound processing does not happen in 

isolation, what we hear combines with what we see and touch, which puts an 

emphasis on the importance of sending out a coherent signal to the consumers 

across all brand touch points. An overall conclusion to the effect on in-store music 

on consumer behavior studies, is that music is expected to make consumers feel 

better, which leads the to spend more time in the store and in the end consume 

more. 

 

There are several different music genres and to fin the right one to express a 

brand´s personality is a challenge.  “Musical styles and genres offer unsurpassed 

opportunities for communicating complex social or attitudinal messages 

practically instantaneously; one or two notes in a distinctive musical style are 
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sufficient to target a specific social and demographic group and to associate a 

whole nexus of social and cultural values with a product” (Cook, 1998).  

 

The following segment will present a review of the characteristics of the five most 

common music genres: 

Rock: the sound of rock is traditionally centered on the electric guitar, which is 

typically supported by an electric bass guitar and a drum kit that combines drums 

and cymbals. Classically a rock band takes the form of a quartet whose members 

cover one or more roles, including vocalist, lead guitarist, rhythm guitarist, bass 

guitarist, drummer and occasionally that of keyboard player or other 

instrumentalists (Shepherd & Horn, 2003).  

 

Pop: Pop music, a term that originally derives from an abbreviation of “popular”, is 

defined as “ a body of music which is distinguishable from popular, jazz, and folk 

music” (Hatch & Millward, 1987), and is often seen as oriented towards singles 

charts. Characteristics typical of the pop music genre are; an emphasis on 

recording, production, and technology, over live performance. A tendency to 

reflect existing trends rather than progressive developments. Much pop music in 

intended to encourage dancing, or us uses dance oriented beats or rhythms 

(Warner, 2003). A chorus that contrasts melodically, rhythmically and 

harmonically with the verse (Shepherd & Horn, 2003).  

 

Electronic dance music (EDM): is a set of percussive electronic music genres 

produced primarily for dance-based entertainment such as nightclubs. The music 

is largely produced by disc jockeys (DJs) (Butler, 2006). Characteristics of EDM are 

up-tempo, upbeat music. Catchy songs. A strong emphasis on beats and grooves. 

Prominent hooks.  

 

Classical music: Music following long-established principles. More specifically 

music written in the European tradition during a period lasting approximately 

from 1750 to 1830, when forms such as the symphony, concerto and sonata were 

standardized (Oxford-Dictionaries, 2014). The symphony orchestra is common in 
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classical music, and includes members of the string, woodwind, brass and 

percussion families of instruments (Kirgiss, 2004).  

 

Country music: Country music often consists of ballads and dance tunes with 

generally simple forms and harmonies accompanied by mostly string instruments 

such as banjos, electric and acoustic guitars, fiddles and harmonicas (Oxford-

Dictionaries, 2014).  

6. Proposition for the empirical research 

As previous literature and empirical studies analysis show, it is clear that music 

have an effect on humans on both a conscious and an unconscious level. In-store 

music is a vital tool for communicating and expressing a brand personality, and 

can be used to attract the desired target group. Finding the right fit between music 

genre and brand personality is key, as a misfit can lead to confusion and a 

decreased desire to be in the store by consumers. Thus, with the intention to 

discover and rate combinations and effects of different in-store music and brand 

personalities, an experiment was created.  

 

Firstly, a selection of brands with an in-store design that can be used to express 

Jennifer Aaker´s five brand personalities were chosen, based on brand values, 

mission statements and business ideas. The selected brands represent five 

different product categories; beauty & cosmetics, luxury goods, athletic apparel, 

electronics and clothing, giving the experiment a broad range of products. The 

products sold in the different stores are universal, meaning that they would be of 

interest to both genders, either with the objective of browsing to find something 

for themselves or to find something for someone else (e.g. a gift, etc.).   
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Brand 
Personality 
Scale 

Product 
category 

Brand chosen 
for the 
experiment: 

Brand values/mission 
statement 

Ruggedness 
Outdoorsy 
Though 
 

Clothing Marlboro 
Classics 

“Rugged and Refined since 
1987” represents the basis of 
the brand. 
(www.mcsapparel.com) 
 

Sincerity  
Down-to-earth 
Honest 
Wholesome 
Cheerful  
 

Beauty & 
cosmetics 

The Body Shop 
 

Values: 
- Against animal testing 
- Support community fair 
trade 
- Activate self esteem 
- Defend human rights 
- Protect the planet.  

Excitement 
Daring 
Spirited 
Imaginative 
Up-to-date 
 
 

Athletic 
apparel 

Nike 
 
 
 
 
 

Mission: to bring inspiration 
and innovation to every 
athlete* in the world. *If you 
have a body, you are an 
athlete.  

Competence 
Reliable 
Intelligent 
Successful 

Electronics Apple 
 

Apple is committed to 
bringing the best personal 
computing experience to 
students, educators, creative 
professionals and consumers 
around the world through its 
innovative hardware, 
software and Internet 
offerings. 
(www.retailindustry.com) 
 

Sophistication 
Upper class 
Charming 

Luxury 
goods 

Louis Vuitton Mission: to represent the 
most refined qualities of 
Western “art de vivre” (art of 
living) around the world.  
(www.lvmh.com) 

Table 2: Brand selection for the experiment 

 

Secondly, five music genres were chosen based on their popularity, and that they 

have considerable potential for showing contrast in their extra musical 

associations and musical preference. One quality of music that makes it 

particularly useful is its potential for communicating a large amount of information 

almost instantaneously and often without conscious effort from audiences (Shevy, 

2008). The selection based on the previously presented literature on stereotypes, 
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characteristics and personality associations with the types of genres based on 

studies conducted by Rentfrow and Gosling (2007), North and Hargreaves (2007), 

and Lastinger (2011). 

Music genre Fans are most likely to: Musical Structure: 
Rock Be Male 

Be sensation/excitement 
seekers 
Have some antisocial 
characteristics 
Be brave 
Be athletic 
Be politically liberal 
Not be religious 

Heavy beat 
Simple melodies 
Guitar 
Bass 
Drums 
 

Current chart pop Be Female 
Be of low age 
Be outgoing/ extraverts 
Physically attractive 
Conventional 
Enthusiastic 
Not be married 

Dance oriented beats or 
rhythms 
Catchy hooks 
Simple beat and melody 
Mainstream style 

Electronic Dance 
Music (EDM) 

Be female 
Low age 
Be outgoing 
Extraverts 
Athletic 
Not be married 

Intended for clubs 
Danceable nature 
Made by DJs 
Up-tempo 
Catchy songs 
Strong emphasis on beats 
and grooves 
Usually based on “mixes” 
of other songs 

Classical music Middle or older of age 
Be less outgoing 
Be more conservative 
To own a house  
To be married 
To have higher education  
Intellectual 
Traditional  
Physically unattractive 
Artistic 
Un-Athletic 

Symphony accompanied 
String, woodwind, brass 
instruments 
Dramatic and majestic 
melodies 
 

Country music All ages 
Be less outgoing 
Be more conservative 
To own a house 
 

Ballads 
Dance tunes 
Banjos 
Electronic and acoustic 
guitar 
Fiddles 
Harmonicas  

Table 3: Music genre selection for the experiment. 
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6.1. Proposition for empirical design 

The empirical design will be the result of combining insights from the theoretical 

chapters, the previously presented selected brands to represent each of Jennifer 

Aaker´s brand personalities, and music genres (see appendix 1). The proposition 

for the empirical design is illustrated in figure 5. 

 

  
Figure 5: Proposition for the empirical design. 
 

7. Research design framework  

The objective of the experiment is to investigate how consumers perceive the fit 

and misfit between in-store music and in-store design with brand personalities. 

The overall goal is to investigate if the use of in-store music that is theoretically in 

line with previous studies and theories on music, music as an expression of 

identity and brand personality theories, will increase the subjects desire to spend 

time browsing in the store.  

 

Based on prior findings, the following hypotheses assume these behavioral and 

physiological effects of in-store music in terms of 1) identifying fit and misfits 

between music genre and brand personality (H1, H2, H3, H4, H5), and 2) 

investigate reasons that effect subjects´ desire to spend time browsing in a store or 

not (H6).  Figure 6 presents the concept, based on previously presented theories, 

the experiment, and thus the hypotheses, are based on. 

 

Empirical 
design 

Musical 
structure 

Selected 
brands as 

BPS 
expressions 

Brand 
Personality 

Scale 

Music genre 

Music genre 
associations 



 45 

 
Figure 6: Conceptual layout.  

 

7.1. Hypotheses 

 

H1: The subjects will experience the best fit between a Sincere brand personality 

expressed to in-store design and Pop music.  

   

H2: The subjects will experience the best fit 

between an Exciting brand personality 

expressed to in-store design and EDM music. 

 

H3: The subjects will experience the best fit 

between a Competent brand personality 

expressed to in-store design and Rock music. 

 

H4: The subjects will experience the best fit 

between a Sophisticated brand personality 

expressed to in-store design and Classical music. 

 

H5: The subjects will experience the best fit    

between a Rugged brand personality expressed 

to in-store design and Country music.   

 

 

  Figure 7: Summary of hypotheses. 
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H6: A perceived fit between in-store music and brand personality, will lead to a 

longer desired time spent browsing in store by the subjects. 

H6a: Sincerity + Pop 

  H6b: Excitement + EDM 

 H6c: Competence + Rock 

 H6d: Sophistication + Classical 

 H6e: Ruggedness + Country 

 

7.2. Research methods 

In the study, a combination of sound clips from five music genres and images of in-

store environments from the five brands chosen to express the five brand 

personalities are individually combined, resulting in 25 unique experiment 

combinations. The experiment was accompanied by a survey, where the subjects’ 

respond to three questions after each experiment slide was presented. Two of the 

questions were answered through the use of Likert scale. Likert scale is a widely 

used rating scale that requires the respondents to indicate a degree of agreement 

or disagreement with a series of statements about the stimulus object (Schmidt & 

Hollensen, 2010). The last question in the survey was a multiple-choice question. 

Multiple-choice method was chosen as it overcomes many of the disadvantages of 

open-ended or closed questions, for example forcing an answer or ruling out more 

than one correct answer to the question.  

 

Behavioral preference measurement methods were employed, through the 

evaluation of perceived fit and desired time spent browsing in the fictive store 

environment. The equipment used for the experience was a mac laptop to play the 

power point slide show, high quality headphones to listen to the sound clips, and 

an iPad to complete the survey in between experiment slides. The survey was 

created through Google Drive´s function Forms, which is a free survey creator 

available online for all Gmail-users.  

7.3. Definition of variables 

Both behavioral and physiological measurements are taken in the form of 

perceived fit/misfit between in-store music and in-store environment (Q1),  
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desired time spent browsing in the store( Q2), and what factors decide if the 

subjects want to browse in the store or not (Q3). 

 

Questions Measurement Explanation 

Variables related to the perceived fit/misfit between in-store design and in-store 

music and brand personality. 

Q1: “The played music 

fits with the store” 

Experiment. Rate 

perceived fit/misfit 

between the in-store 

design and in-store music 

on a 5 point Likert scale 

(1 = Strongly agree to 5 = 

Strongly disagree) 

Rate to what degree the 

subjects agree or 

disagree to the statement 

that the music and store 

fits. or misfits with the in-

store design as an 

expression of the brand´s 

personality. 

Q2: “I would like to spend 

time browsing in this 

store” 

Experiment. Rate if the 

subjects would like to 

spend time browsing in 

the store on a 5 point 

Likert scale (1 = Strongly 

agree to 5 = strongly 

disagree)  

Rate how much time the 

respondents would have 

liked to spent browsing in 

the fictive store setting 

based on the in-store 

design and in-store 

music.  

Q3: “My respond to the 

previous question is 

based on…” 

Experiment. Subjects 

could choose one or more 

factors for their decisions 

to want to spend time 

browsing in the store or 

not. Their choices were: 

The music 

The products 

The brand 

All three factors 

None of the factors 

The aim was to 

investigate if it was it the 

products, the brand, the 

music, a combination of 

all three factors, a 

combination of some of 

the factors or none of the 

factors that influenced 

their answer in Q2.  

Table 4: Definition of variables. 
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7.4. Pretest 

A pretest was conducted before the actual study was started. The pretest was 

tested on 5 subjects. Afterwards feedback and potential improvements to the 

experiment design. The experiment was adjusted based on the comments from the 

pretest group.  

 

7.5. Experiment design 

The objective of the experiment is to investigate the effects of fits and misfits 

between in store music and in store design as an expression of brand personality 

on desired time spent browsing in a store. The following figure presents the 

building blocks that combined constitutes the experiment. The two parts the 

experiment aims to connect together is Jennifer Aaker´s five Brand Personalities 

and the five most common music genres. The brand personalities are expemplefied 

through the selected brands, and each brand presents five different images of their 

store combined with five different sound clips from the different music genres in 

the experiment. Figure 8 provides an overview of the experiment design. 
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Figure 8: Experiment design. 
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The layout of the actual experiment is presented in figure 9, excluding the survey 

slides that followed each experiment slide. The figure shows the order of each of 

the experiment combinations of the different brand personality images and music 

genre sound clips. E.g. in the first slide (#1) rock sound clip 1 was combined with 

sincerity image 1 (one of the five images of The Body Shop), etc. 

 

 
Figure 9: Experiment layout. 

 

7.6. Sample population 

A sample of 50 participants was collected. Subjects were females and males 

between the ages of 19 and 30, categorized as “Students” recruited from Norway, 

Sweden and Denmark. Before a subject was approved for the experiment, he or she 

was asked if they had any professional music experience, as a musician or 
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otherwise. If this was the case, they could not participate. Hence, there were no 

music majors or professional musicians in the sample.  

 
Figure 10: Gender and nationality of the subjects.  

 

The subjects were asked to list their favorite music genres and stores they typically 

would visit when they would go shopping before the experiment started. These 

questions were meant to map the subjects’ preferences and interest in products 

and store types, in order to later see how their preferences influenced their 

answers and ratings of the experiment. The following two figures show the 

summary of the subjects´ preferences (NOTE: the subjects could choose more than 

one option for both questions). 
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Figure 11: The subjects´ music and store preferences. 

  

7.7. Stimuli 

The stimulus materials were created as Power Point slides with images of the 

different selected stores. The images of the stores were taken from other countries 

than Denmark, found on websites, to make sure the probability of previous 

encounters with the specific store were low. Sound clips of the different music 

genres were added to each slide, creating a total of 25 different “combination-

slides”. The combinations were created so each of the stores chosen to represent 

the different brand personalities had five different images from inside their stores; 

five different images of The Body Shop stores, five different Apple Store images, 

etc.  

 

The sound clips were selected from the Billboard charts; a chart that publishes the 

relative popularity of songs and albums, within different genres. The songs 

selected for the experiment were the five top songs within four of the selected 

music genre category (Rock, Pop, EDM, and Country) as of June 2014. There were 

five different songs within each genre, to make sure there were no repeating songs 

for each experiment. The Classical music sound clips were selected from a list of 

the ten most famous classical music composers list (Historylists). From the list the 
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five composers I knew the best were chosen; Bach, Mozart, Beethoven, Debussy 

and Chopin. Furthermore, each of the composers most streamed song on the music 

streaming service Spotify was chosen as the source for the edited sound clips in 

the experiment. Each song clip was 9-10 seconds, and was recorded from a part of 

the song with the clearest fit to each music genre characteristics previously 

defined (tempo, pitch, musical elements etc.). The songs represent contrasting 

textures differing in timbre, instrumentation, style and appeal. Within each 

“Experiment slide” there was a neutral slide with instructions to fill in the survey 

on the iPad. The survey slide was available for 20 seconds before the next 

Experiment slide was presented. There were a total of 25 Experiment slides and 25 

survey slides.  

 

7.8. Testing procedure 

All experiments took place in a calm and quite environments.  As an introduction 

to the experiment; the steps of the experiment, what the experiment was about 

and given some instructions to how they should fill in the survey in-between 

slides. The subjects were informed that the topic of the experiment was “in-store 

music and in-store design fit/misfit”. After which, the subjects were given 

headphones, placed in front of the PowerPoint experiment and given an iPad to fill 

in the survey between experiment slides. The experiment took approximately 30 

minutes to complete for each subject. After the experiment, the subjects talked 

about what they thought about the experiment and the music in an unstructured 

conversation. Notes and quotes about the experiment were gathered and noted.  

8. Findings 

The aim of the experiment was to test what in-store music genre and in-store 

design as an expression of brand personality the subjects perceived as a fit or a 

misfit (H1, H2, H3, H4, H5), and if a perceived fit would make subjects want to 

spend more time browsing in the store (H6). 
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8.1. Demographics  

The data was collected from 50 subjects, 25 males and 25 females, from Norway 

(33), Sweden (13) and Denmark (4). The age mean was 25, 24. EDM had the 

highest number of subjects who listed it as their “Favorite music genre” (39 

subjects), followed by Pop (26 subjects), Rock (24 subjects) and Classical music 

and Country music with an even 13 subjects (Note: subjects could choose more 

than one genre as their favorite music genre). 44 of the subjects reported that they 

typically visited clothing stores when shopping. 30 subjects claimed to typically 

visit athletic apparel stores, 16 visited electronic stores, 13 visited cosmetic stores 

and 8 claimed to typically visit High-End stores (Note: the subjects could choose 

more than one type of store they typically visited).  

 

8.2. Experiment results  

The summary of the experiment result is presented in table 5. The table shows the 

order the different experiment combinations were presented in, how well the 

subjects felt that there was a fit between the played music and store, if they would 

have liked to spend time browsing in the store, and lastly the main reason for their 

answer to if they would have liked to browse. The percentage for Agree is 

combined by “strongly agree” and “agree”, Disagree is combined by “strongly 

disagree” and “disagree”. The missing percentages are people who have responded 

“undecided”.  

  



 55 

 

Order Experiment Q1: The played music 
fits 

Q2: I would like to 
browse 

Q3: The decisive 
            factor 

Agree Disagree Agree Disagree 
#1 Sincerity +  

Rock  
18% 78% 24% 66% The Products  

43% 
#2 Excitement +  

Pop  
86% 12% 84% 8% The Products  

48% 
#3 Competence +  

EDM  
16% 76% 38% 44% The Products  

49% 
#4  
       H4 

Sophistication + 
Classical 

74% 18% 40% 50% The Products  
56% 

#5  
       H5 

Ruggedness + 
Country  

88% 8% 40% 54% The Products  
44% 

#6 Competence + 
Country  

34% 58% 50% 46% The Products  
38% 

#7 Ruggedness + 
Classical 

6% 92% 42% 48% The Products  
48% 

#8  
       H1 

Sincerity +  
Pop 

90% 2% 44% 56% The Products  
42% 

#9 Sophistication +  
EDM 

78% 14% 88% 16% The Products  
46% 

#10 Excitement +  
Rock 

80% 14% 62% 22% The Products  
55% 

#11 Sophistication + 
Country 

2% 90% 26% 58% The Music  
39% 

#12 Sincerity +  
EDM 

4% 96% 20% 70% The Products  
45% 

#13 Excitement + 
Classical 

8% 86% 70% 28% The Products  
59% 

#14 Ruggedness +  
Pop 

58% 28% 44% 38% The Products  
47% 

#15         
       H3 

Competence +  
Rock 

72% 16% 62% 26% The Products  
43% 

#16 Excitement + 
Country 

22% 70% 68% 20% The Products  
56% 

#17 Ruggedness +  
EDM 

66% 28% 54% 36% The Products  
54% 

#18 Competence +  
Pop 

36% 40% 58% 32% The Products  
52% 

#19 Sophistication + 
Rock 

2% 92% 30% 58% The Products  
42% 

#20 Sincerity +  
Classical 

20% 66% 36% 64% The Products  
47% 

#21     
       H2 

Excitement + 
EDM 

96% 2% 92% 4% All three factors 
49% 

#22 Ruggedness +  
Rock 

52% 34% 44% 46% The Products  
48% 

#23 Sophistication + 
Pop 

80% 16% 60% 28% The Products  
43% 

#24 Sincerity +  
Country 

20% 78% 18% 72% All three factors 
35% 

#25 Competence + 
Classical 

36% 48% 56% 32% The Products  
40% 

Table 5: Summary of experiment findings.  
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8.2.1. Q1: “The played music fits with the store”   

This question was meant as a first impression from the subjects on the 

combination of an in-store environment and music genre. The intention was to get 

a first reaction on whether the store environment and music was a fit, if it “made 

sense” to play the specific music genre in that specific store.  

 

Figure 9 shows the percentage of agreement between the subjects on which music 

genre had the best fit with each brand personality.  

 

 
Figure 12: Brand personality and music genres – categorized by percentage of agreement 

between the subjects 

 

Figure 10 shows the number of subjects who experienced a fit with the specific 

brand personality when a specific music genre was playing.  
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Figure 13: Number of subjects whom agreed there was a fit between the genre and the 

store.  

 

Table 6 presents the mean of the overall score given by subjects to each music 

genre and stores that represented the different brand personalities. Note that the 

scale used is 1 strongly agree to 5 strongly disagree. 

 Clothing Cosmetic Athletic High 
End 

Electronics Mean 
genre: 

Rock 2,72 
 

3,66 
 

1,94 
 

4,32 2,2 
 

2,96 

Pop 2,62 
 

1,8 
 

2 
 

2,08 3,08 
 

2,31 

EDM 2,5 
 

4,36 
 

1,48 
 

2,16 
 

3,72 
 

2,84 

Classical 4,24 
 

3,64 
 

4,22 
 

2,12 
 

3,24 
 

3,49 

Country 1,84 
 

3,86 
 

3,82 
 

4,46 
 

3,36 
 

3,46 

Mean 
store: 

2,78 3,46 2,69 3,02 3,12  

Table 6: “The played music fits with the store” – categorized by the means of the 

subjects responses. 
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8.2.2. Q2: “I would like to spend time browsing in the store” 

With this question, the aim was to see if subjects would like to spend time 

browsing in the store. To find which combination would make the subjects want to 

spend time browsing, and which combination the subjects would be least willing to 

spend time in.  

 

Figure 14 displays the percentage of the subjects who would like to spend time 

browsing in the different brand personality environments, and how the percentage 

changes depending on the music played.  

 

 
Figure 14: Percentage of subjects whom would like to spend time browsing – categorized by 

brand personality. 

 

Figure 15 shows the number of subjects who would like to browse, sorted by the 

different music genres and combined with the expressed brand personalities. 
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Figure 15: Number of subjects whom would like to spend time browsing – categorized 

by music genre. 

 

Table 7 presents the mean of the overall score given by the subjects on their 

willingness to spend time browsing in the stores when each music genre was 

playing. Again, note that the scale used is 1 strongly agree to 5 strongly disagree. 

 

 Clothing Cosmetic Athletic High 
End 

Electronics Mean 
genre: 

Rock 3,02 
 

3,6 
 

2,5 
 

3,4 2,52 
 

3 

Pop 2,88 
 

3,3 
 

2,06 
 

2,62 2,7 
 

2,71 

EDM 2,74 
 

3,8 
 

1,7 
 

2,12 
 

3,08 
 

2,68 

Classical 3,06 
 

3,56 
 

2,54 
 

2,98 
 

2,7 
 

2,96 

Country 3,16 
 

3,78 
 

2,46 
 

3,44 
 

2,88 
 

3,14 

Mean 
store: 

2,97 3,6 2,25 2,91 2,77  

Table 7: “I would spend time browsing in the store” – categorized by the means of 

the subjects responses. 
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8.2.3. Q3: The decisive factor for browsing or not 

This question was based on the Q2, in the way that their willingness to browse or 

not needed to further elaborated on. Why did they want to stay in the store, why 

did they not, etc. Hence the subjects were given the opportunity to choose more 

than one factor as the reason for their willingness to stay in the store. Several 

combinations of factors were discovered. However, In 22 of the 25 experiments 

“The products” was listed as the reason for the subjects’ willingness to spend time 

browsing in a store or not, which was mentioned over 400 times in the 

experiment. Followed by a combination of “All three factors” (The products, the 

music and the brand” being the decisive factor.  

 

 
Figure 16: Sum of the decisive factors for browsing. 

 

8.3. Other observations  

This segment presents noticeable findings from the experiment, and presents them 

with the reference to their experiment slide number (Appendix 6).  
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Three clearest fits 
1. Excitement + EDM music (#21) 

96% of subjects (48 respondents out of 50) agreed that the music and store 

was a fit, and 92% wanted to spend time in the store, with the combinations 

of  “all three factors” (the products, the brand and the music) as the reason 

for wanting to spend time there.  

2. Sincerity + Pop music (#8) 

This combination had 90% of the subjects agreeing that the music and store 

matched. However, the percentage of people who wanted to spend time 

browsing, and the people who did not want to spend time there was almost 

tied (44% agree to 56% disagree), with the main reason being the products. 

In this experiment the matter of gender has an impact on desired spending 

time in the store, as well as having products as the main factor on spending 

time or not. The 44%(22 subjects) whom agreed to want spend time in the 

store, 21 were female, and of the 56% (28 subjects) whom disagreed to 

wanting to spend time in the store, 25 were male. Indicating that the reason 

for not wanting to be in the store seems to reside in the product target 

segmentation towards females, hence the reason that “The products” are 

the main factor for females to stay in the store, as well as being the main 

reasons why males do not want to spend time in the store. 

3. Ruggedness + Country music (#5) 

With an agreed fit of 88%, this combination also has a close tie to wanting 

to stay in the store or not (40% wanted to stay, 54% did not). The main 

factor for browsing or not is “The products”, but in this experiment 14 out 

of the 27 people who did not want to spend time in the store claimed that 

“the music” was their reason for not wanting to browse.  

 
Three clearest misfits 

1. Sincerity + EDM music (#12) 

This combination received a 96% compliance that the store and the played 

music did not match, and 70% of the subjects did not want to spend time 

browsing in the store, with 45% naming the products as the main reason, 

and 29% saying that the music was their reason. 

2. Sophistication + Rock music (#19) 
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This experiment was rated by 92% of the subjects as a misfit. 58% 

disagreed to want to spend time in the store. 

3. Ruggedness + Classical music (#7) 

The subjects rated a 92% misfit between the store and the music, but still 

there was almost a tie in wanting to browse; 42% agree to 48% disagree 

 

The following figure shows the difference in the subjects´ responses to the clearest 

fit and the clearest misfit. Coincidentally, both the best-rated fit and the poorest 

rated fit were in a combination of EDM music.  

  

Clearest fit (Excitement + EDM music) :                               Clearest misfit (Sincerity + EDM music): 

 

   
Figure 17: Difference between clearest fit and clearest misfit 
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Combination where subjects were the least willing to browse 
Sincerity + Country music (#24)  

This combination received the highest percentage of the subjects who disagreed to 

wanting to browse in the store; 72% disagree. Further more, 78% disagreed to the 

statement that the played music and store was a match. The subjects´ main reason 

for not wanting to browse in the store was a combination of the products, the 

music and the brand. 

 
Combination where there was the most confusion 
Competence + Pop music (#18)  

The experiment that had the highest percentage of subjects responding 

“undecided” to if the music and store was a fit, and if they wanted to spend time 

there. 12 subjects (24%) responded “undecided” on whether it was a fit or not, and 

5 subjects could not decide if they wanted to spend time browsing in the store. 

Other Competence experiments also had a relatively high “undecided” percentage 

for both questions, indicating perhaps that the communication of brand 

personality and product category was not as clear as in the other experiments.  

9. Discussion of the results 

9.1. Preference Influence & differentiation on browsing time 

An area of interest was to see if subjects´ preexisting preferences for music and 

stores would have an effect on whether they wanted to spend time browsing in the 

store, regardless of the music. The total mean for each combination (music genre 

and store/brand personality) was compared to the responses from the subjects 

who listed the specific music genre as their favorite, or whom listed the specific 

store as the type of store they usually would browse in when they would go 

shopping. Further, the total score given to the preferred store or music genre was 

compared to how the different combinations were rated by those who did not 

prefer the music genre or store.  
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Music preference influence on spending time in store  

EDM was the music genre most of the subjects listed as their favorite music genre 

(39 subjects). The difference between those who preferred EDM to those who did 

not list EDM as their favorite did not differ much in the ratings. Instead, those who 

liked EDM actually at two cases, when EDM combined with Sincerity (cosmetic 

store) and Ruggedness (clothing store), rated their willingness to spend time in the 

store more negatively than those who did not prefer EDM music (Cosmetic: 3,8 to 

3,87, Clothing: 2,74 to 2,79). The total sum of the subjects’ willingness to browse in 

a store that played EDM music, was rated most positive by those who in fact had 

not listed EDM as their favorite music genre (13,27 to 13,47). 13,27 being a lower 

total sum when adding together the means of how the stores were rated (Appendix 

7).  

 

Rock music preference did not have a significant effect on subjects desire to 

browse, and again there was a more negative attitude towards spending time in 

the store from subjects who liked Rock music, when it was combined with 

Sincerity (cosmetic store) and Sophistication (High-End store).  

 

The total sum of how the subjects rated Pop music in stores had an overall gap 

between those who preferred Pop music (Total: 12,16) to those who did not like 

Pop music (Total: 13,65). The most visible difference being that subjects who listed 

Pop music as their favorite genre, had a clear preference to spend time in the store 

when Sincerity (cosmetic store) and Pop music was combined (Mean: 2,57) 

compared to those who did not list Pop as a favorite music genre (Mean: 3,37).  

 

Subjects who listed classical music were more negative in their ratings, than those 

who did not prefer Classical music, when classical music was combined with 

Ruggedness (clothing store) (Mean: 3,23 to 3,08) and Excitement (athletic store) 

(Mean: 2,68 to 2,48). Meaning they were less willing to browse in those store 

environments.  

 

For Country music there was an overall difference in preference between those 

who preferred country music (Total: 14,29) to those who did not prefer it (Total: 
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15,78) in their rating of willingness to spend time in store when country music was 

played. There was a significant preference by country-likers compared to non-

country-likers when it came to spending time in the store when Country was 

combined with Sincerity (cosmetic store) (Mean: 3, 23 to 3,77).  

 

Store preference influence on spending time in store  

The expressed brand personality of Sincerity (cosmetic store) had the most 

noticeable preference from subjects who typically visit cosmetic stores when 

shopping, regardless of the type of music that was being played (Total: 14,21 to 

18,04). However the most noticeable difference between regular cosmetic store 

visitors and other subjects was detected in the combination between Sincerity and 

Classical music (A difference of 1,15), and Sincerity and Pop music (A difference of 

1,19).  

 

The Exciting brand personality (athletic store) had an overall very positive rating 

when it comes to spending time in the store, both from those who regularly would 

visit athletic stores (Total: 10,42), and those who did not list athletic stores as their 

preferred store (Total: 11,08). The best rated combination out of all the 

experiments was Excitement and EDM music, which received a mean of 1,53 by 

those who preffered athletic stores, and a mean of 1,63 by those whom did not, 

indicating an overall extremely positive willingness to spend time in the store 

environment. 

 

For Competence (Electronics), subjects whom would visit Electronics store 

regularly, had a clear preference for spending time in Electronics store compared 

to those subjects who did not, unrelated to the in-store music (Total: 11,17 to 

13,88). This difference was clearest in the combinations of Competence and Rock 

music (Mean: 1,81 to 2,52) and Country music (Mean: 2,18 to 2,88).  

 

Sophistication (High-End store) had a noticeable preference by regular High-end 

store browsers when Classical music was playing (Mean: 1,87 to 3). The difference 

in rating was also evident when country was combined with Sophistication (Mean: 
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2,62 to 3,44), making it clear that those who prefer High-End stores were more 

willing to browse, regardless of music genre.  

 

For Ruggedness (Clothing store) there were actually detected a slightly more 

negative attitude towards spending time in stores by those who would normally 

like to browse in clothing stores compared to those who did not (Total: 14,83 to 

14,4). This discovery was most evident when Ruggedness was combined with 

Country music (Mean: 3,2 to 3,1), EDM music (Mean: 2,7 to 2,52) and Rock music 

(Mean: 3,09 to 2,92).  

 

9.2. Gender differentiation 

Subjects’ responses sorted by the means of the score from the males and females´ 

answers separately.  

Females 

The females were more willing to spend time browsing in Cosmetic (Sincerity) and 

High End (Sophistication) stores than the males. Further more, they wanted to 

browse longer than men in a store when all music genres were playing, except rock 

music. In the Cosmetic store females would stay longer when any of the music 

genres were playing, this was also the store that received the largest gap in 

attitude between male and female subjects (3, 28 for females and 4,02 for males).  

Males  

The male subjects wanted to spend more time browsing in the Athletic 

(Excitement), Electronics (Competence) and Clothing (Ruggedness) store than 

females. Regarding music genres, the males would spend more time in a store 

when Rock music was playing, while females would stay longer in the store when 

any of the other music genres were playing. However, male subjects rated 

willingness to browse more positively when EDM music was playing in Electronics, 

High End and Clothing store than females.  

Similarities 

EDM had the best rating of the music genres, from both genders (total mean of 

5,65), with a slightly more positive attitude from females. When it came to stores, 
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both genders wanted to spend the most time in the Athletic Apparel store 

(Excitement), regardless of music genre, followed by the Electronics store 

(Competence). Both genders gave the exact the same score to the willingness to 

browse in the store when the High-End store (Sophistication) was playing pop 

music. They scored almost the same when classical music was playing in the 

athletic store (Excitement), and when classical music was playing in the clothing 

store (Ruggedness).  

 

9.3. The effect of the different music genres 

The effect of Rock music 

Rock music received an overall mean of 2,96 across all brand personalities, and a 

mean of a clean 3 on the questions if subjects wanted to spend time in the store. 

Indicating that subjects were somewhat neutral to rock music. Rock had the lowest 

mean (2,5) (1 – strongly agree to 5 – strongly disagree) to the question if the 

subjects wanted to spend time browsing when it was played in the sports apparel 

store. The second lowest mean (2,52) was when rock was played in the Electronics 

store. 

The effect of Pop music 

Pop music received the lowest mean (2,06) when linked to the sports apparel store 

(Excitement). 20 subjects reported the music and the combination of the music, 

brand and product as the reason for spending time in the store. Pop was also 

positively linked to the High-End store (sophistication), with a perceived fit of 

2,08, and a 2,62 positive attitude towards browsing in the store.  

The effect of EDM music 

EDM music was the music genre most subjects reported as their favorite music 

genre (24%). Further more, when EDM was played the willingness to spend time 

browsing in the store was overall positive (2,68). EDM in combination with the 

Athletic apparel store (Excitement) received both the highest agreement that the 

combination was a fit (1, 48), and that the subjects wanted to spend time in the 

store (1,7). However, when EDM was playing in the cosmetic store (Sincerity), 

there was a mismatch (4,36). An overall negative attitude to spending time in the 
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store (3,8) was detected, and 19 subjects reported the music as the reason for why 

they did not want to browse in the store.  

The effect of Classical music 

Classical music had the highest total mean across the experiments on the subject of 

if it was a fit or misfit (a mean of 3,49), indicating that the subjects perceived a 

general misfit between classical music and any of the stores in the experiment. The 

best fit for classical music, however, was for Sophistication (High-End stores) with 

a 2,12 score of agreed fit. Followed by classical music and competence as a 

combination (3,24). When it comes to wanting to spend time in a store, classical 

music in the Athletic apparel store (excitement) attained a mean of 2,52. 

The effect of Country music 

Country music was perceived as a misfit on almost all of the experiments, except 

when combined with Ruggedness, where subjects rated the combination s a 1,84 

fit. Country was the music genre that received the overall highest disagreement to 

wanting to spend time in a store (3,14), with the mean being highest when country 

was playing in the Cosmetic store (Sincerity) (3,78). When country was combined 

with the High-End store, 21 of the subjects reported the music as the reason for 

their choice of wanting to stay in the store or not, which is the highest report of 

“the music” as a reason of all the experiments.  

 

9.4. Hypothesis accepted/rejected  

 H1: The subjects will experience the best fit between a Sincere brand 

personality expressed through in-store design and Pop music.  

The best music fit for a Sincere brand personality (cosmetic store) was Pop music 

(90% agreed fit).  

   

 H2: The subjects will experience the best fit between an Exciting brand 

personality expressed through in-store design and EDM music. 

The best music fit for an Exciting brand personality (athletic apparel store) was 

EDM music (96% agreed fit). 
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H3: The subjects will experience the best fit between a Competent brand 

personality expressed through in-store design and Rock music. 

The best music fit for a Competent brand personality (electronics store) was Rock 

music (72% agreed fit).  

 

 H4: The subjects will experience the best fit between a Sophisticated 

brand personality expressed through in-store design and Classical music. 

The best music fit for a Sophisticated brand personality (high-end store) was Pop 

music (80% agreed fit). Thus, the hypothesis of Classical music being the best fit 

for a sophisticated brand personality is rejected.  

 

H5: The subjects will experience the best fit between a Rugged brand 

personality expressed through in-store design and Country music. 

The best music fit for a Rugged brand personality (clothing store) was Country 

music (88% agreed fit). 

 

 H6: A perceived fit between in-store music and brand personality, will 

lead to a longer desired time spent browsing in store. 

The hypothesis that a perceived fit between in-store and brand personality will 

lead to a longer desired time spent in store is rejected, as 1/3 of the experiments 

contradicts the statement. However, for the two combinations that contradicted 

this hypotheses, the music genres playing was also the two least favorite music 

genres; Classical and Country music. And that the music they would have liked to 

hear when browsing in these stores, was EDM music for both Sophistication and 

Ruggedness, which is the most favorable music genre.  

 

  H6a: Sincerity + Pop = longer browsing time 
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Subjects were most willing to spend time browsing in an environment where the 

Sincerity brand personality (cosmetic store) is combined with Pop music (44% 

would browse).  

 H6b: Excitement + EDM = longer browsing time 

Subjects were most willing to spend time browsing in an environment where the 

Excitement brand personality (athletic apparel store) is combined with EDM music 

(92% would browse). 

 H6c: Competence + Rock = longer browsing time 

Subjects were most willing to spend time browsing in an environment where the 

Competence brand personality (electronics store) is combined with Rock music 

(62% would browse).  

 H6d: Sophistication + Classical = longer browsing time 

Subjects were most willing to spend time browsing in an environment where the 

Sophistication brand personality (high-end store) is combined with EDM music 

(88% would browse).  

 H6e: Ruggedness + Country = longer browsing time 

Subjects were most willing to spend time browsing in an environment where the 

Ruggedness brand personality (clothing store) is combined with EDM music (54% 

would browse). 

 

9.5. Business opportunities 

This study is relevant for a new type business that has emerged over the last 

couple of years; the development of sound brands and custom made sound 

expressions for brands. Be it hotel lobbies, websites, the music playing when you 

are on hold to talk to customer service, or in the stores you visit. The focus on 

being in line with the brand personality and desired expression of the brand across 

all touch-points is becoming increasingly important. The areas where consumers 

are touched by a brand no longer is limited to the moment a consumer enter the 

store, and the competition of the consumers attention and recognition is more firce 

than ever before.  
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This experiment can have an influence on several business opportunities. Firstly, 

to use an experiment like the on in this thesis to explore the best musical fit for 

your business, to maximize the brand communication and to present your brand 

with a “united front” towards your consumers. Of course, a more complex and 

comprehensive experiment should be used to gather more specific and valid data, 

but the idea stands.  

 

Secondly, there is an emerging group of companies who claim to specialize in 

exactly this; creating an expression, or finding the right music to be played in 

stores or for specific brands to reach their desired consumers. However, this 

phenomenon, especially through the use of neuroscientific methods, is not 

widespread yet. Thus, a business opportunity would be to put together the right 

expertise to form a company with the competitive advantage of taking the research 

one step further than the existing companies, who do research through surveys, 

focus groups and field experiments. To use Eye-tracking to measure arousal 

depending on the music played in store, or to use fMRI scans to see what music 

and brands active the same areas in the brain, or that triggers recall and 

recognition. I am not an expert in the field of Neurosience, but I believe there is a 

great potential to explore this field further in the direction of combining 

neuroscience and branding. 

 

Thirdly, a business opportunity for larger record labels with a large, diverse music 

portfolio, could be to offer their music to specific brands. As the record-labels 

already have access and ownership of their music portfolio, a collaboration with 

different brands and companies, to play their music in their stores would be both a 

great way to channel and display the record-labels music, as well as for the 

collaborator to skip the legal hassle of getting permission to use the music. 
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10. Experiment quality evaluation 

10.1. Validity 

Validity is the degree to which a test measures what it is supposed to measure 

(Schmidt & Hollensen, 2010). This study has a construct validity, which means that 

based on the abstract nature of this study (the subjects feelings, predicted 

behavior, etc.); there is no direct way to measure constructs. Hence observable 

phenomena that theoretically demonstrate the presence of construct are used 

(Schmidt & Hollensen, 2010).  

 

In order to have control over the experiment, limit the risk of distractions and 

allow the subjects to have full concentration on the experiment, the experiment 

was conducted in calm environments, As this experiment was a laboratory 

experiment, and not a field experiment, how the subjects predicted they would 

behave in the store environment was measured. A real-life field experiment could 

have created a higher level of realism, as it would have showed how the subjects 

actually behaved.  

 

The Hawthorne effect could also be a challenge to the study. The Hawthorne effect 

finds that subjects may act differently when being aware of participating in an 

experiment (Zikmund & Babin, 2010). Thus, the subjects could be more aware of 

how they respond in the survey and evaluate the experiment.  

 

The small sample size for this study is also a factor that may affect the validity. 

Being a convenience sample, the findings in this study is only based on the 

responses and attitudes of 50 students, hence the findings may not have an as good 

validity as a study with more subjects. 

 

10.2. Reliability 

Reliability means consistent of findings from data collection and analysis. It refers 

to the ability of a scale to produce a consistent result if repeated measurements are 

taken (Schmidt & Hollensen, 2010). Even though the experiment resulted in clear 
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patterns of preferences and evaluation consensus by the subjects, there is still a 

probability that the experiment would have received different results if conducted 

again. If the results would have changed or not depends on the mood, music genre 

preferences and store preferences by the subjects at the precise time the 

experiment was conducted. Further more, by changing the song selected to 

represent the different music genres and the brands selected to express the 

different brand personalities, the subjects would perhaps evaluate the 

combinations differently.  

 

10.3. Sensitivity 

In addition to music-genre schemas, general attitude toward the stimulus music 

could affect the respondents’ reaction to the experiment and evaluation of fit and 

misfit. Further, the recognition of brand or store in the visual stimuli slides, can 

affect the general memory and previous experience the respondents have had with 

the brand/store, and create a bias response and evaluation.  

 

11. Conclusion 

This study was focused on three aspects of in-store music; what is the best fit 

between a specific brand personality and different music genres, what 

combination of brand personality and in-store music will increase subjects´ 

willingness to spend time browsing in the store, and what is the determining factor 

that makes subjects´ want to browse in a store or not. The following conclusions 

include answers to the study´s research questions, and also a few selected quotes 

from the subjects who participated in the experiment, that highlight some of the 

key findings.  

 

The first research question, “what is the best fit between a specific brand 

personality and different music genres”, was answered in H1, H2, H3, H4, H5.  

The results of the study were in line with most the hypothesis, but some findings 

contradicted the hypothesis and gave new insights to what subjects feel is a fit 

between in-store music and brand personality, and their willingness to spend time 
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in the experiment´s fictive environments.  All of the hypotheses regarding music 

genre and brand personality fits were confirmed, except for H4 regarding 

Sophistication. The Sophistication brand personality turned out to be more fitting 

with Pop music rather than the assumed fit with Classical music.  

 

 

The findings concerning music genre and brand personality fit were as followed: 

- For the Sincerity brand personality, Pop music was the best perceived fit. 

- For the Excitement brand personality, EDM music was the best perceived fit. 

- For the Competence brand personality, Rock music had the best perceived fit. 

- For the Sophistication brand personality, Pop music had the best perceived fit. 

- For the Ruggedness brand personality, Country music had the best perceived 

fit.  

 

“I think it is interesting how little I think of music in a store when the music suits the 

store, but when there is a random and unfitting type of music playing in a store I am 

suddenly very aware of the music that is being played” – Male, 25, Norway. 

 

Regarding the second research question “what combination of brand personality 

and in-store music will increase subjects´ willingness to spend time browsing in 

the store”, the paper assumed that a fit between in-store music and brand 

personality would lead to consumers being more willing to spend time browsing 

(H6). However, the research found that a perceived fit between in-store music and 

brand personality does not automatically result in a desire to spend more time 

browsing in a store.  

 

“I have never thought of the effect music has on my choice to spend time in a store 

before, but I feel like I would not like to spend time in a store that played stressful, 

upbeat, loud music, regardless of the type of store” – Female, 25, Norway. 

 

 

The results of the analyzed hypotheses are summarized in figure 14. 
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                      Figure 18: Summary of accepted/rejected hypotheses. 

 

The last research question concerning “what is the determining factor that makes 

subjects´ want to browse in a store or not”, was concluded by the study to be “The 

products”. This was the main factor that determined most of the subjects desire to 
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spend time in a store environment or not. The music alone is not a strong enough 

factor to make someone stay in, or enter a store, but rather a factor than can make 

subjects choose to stay longer or shorter once they are in the store. Furthermore, 

people with a store preference would still spend time browsing in the store 

regardless of music, while those who did not have a store preference had a 

noticeable more negative willingness to spend time browsing and were more 

affected by the genre of music playing in the store. Especially the music genres, 

Classic and Country (least favorite music genres), were “deal breakers” for people 

who did not list the store as a store they normally would visit, while people who 

were interested in the store and products would still browse when Country or 

Classic music was playing.  

 

“Music would never make me go into a store that sold stuff I was not interested in, 

but I would go into a store that sold stuff I liked regardless of what music they were 

playing in the background” – Female, 24, Norway 

 

 

Regarding difference of behavior between the genders, the study showed that 

females are willing to browse longer, regardless of music genre being played. 

However, men are willing to spend more time in a store that is playing Rock music 

than females. Men are generally more positive to EDM music, whilst females are 

more positive to Classical, Country and Pop music. Females browse longer in 

Sincere/cosmetic stores and Sophisticated/High end stores, while males want to 

browse longer in Rugged/clothing store, Competence/Electronic stores and 

Excitement/athletic apparel stores. 

 

“I think is it nice to walk around in a girly, cosmetic stores when I am looking to buy a 

present for my girlfriend or mom, when the store plays soft nice music, and 

everything smells good” – Male, 27, Sweden. 
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12. Perspectives for future research 

A few discoveries triggered suggestions for future studies within the field of in-

store music and brand personality that would be interesting in order to take this 

study further.  

 

Firstly, for this study, various methods from cognitive neuroscience could be 

employed to better understand the internal processes related to the effects of in-

store music on preferences. For example eye-tracking could be considered for this 

type of experiment. Eye-tracking is a technique employed to measure the 

physiological responses to the stimuli tracked through the visual system. The 

method records a person´s eye movement across a screen as he or she is 

interacting with images or text on the screen. An eye tracker can be employed to 

study different processes involved in the decision-making. It helps to investigate 

how emotions affect the cognition. Eye movement helps to identify the sequence of 

information selection and acquisition (Rupp & Wallen, 2007).  Especially the 

process of pupil dilation as a measurement of arousal would e interesting to 

combine in this study to see what effect the different music genres had on the 

subjects perceived arousal when entering a store environment. Pupil dilation 

occurs when the eye is exposed to specific visual stimuli, and the pupil dilates in 

response to the autonomic nervous activity. The larger the pupils – the more 

emotionally aroused the person is, regardless if the reaction comes from pleasant 

or unpleasant visual stimuli.  

 

Secondly, a larger sample population with a broader age difference would be 

interesting to look into. People do not have the same relations and attitudes 

towards the different music genres as music genres evolve musically and 

symbolically over time. It is my belief that the definition of what, for example, 

“Rock music” is, will vary from generation to generation, and perhaps also from 

individual to individual within the same generation. In the same way that 

conducting the experiment over a longer period of time would be interesting, in 

order to see if the responses and overall evaluation of music genres and store 

combination would stay the same over time.  
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Thirdly, expanding the research to see if findings are applicable for all stores 

within the same brand personality, or product category. It would be my suggestion 

to look into numerous stores who want to express the same given brand 

personality, and research if a specific music genre will suite all of them, or if the 

findings in this dissertation are unique.  

 

Lastly, doing the experiment as a field experiment would possibly result in a more 

valid evaluation of how subjects act in the store-environment. Would they have 

browsed longer in a store if their preferred music were playing, or would it not 

have mattered in real life? Are consumers as aware and sensitive to what music is 

being played in-store in real life as they are in an experiment when they are 

consciously thinking about it? 
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Appendix 

 

Appendix 1: Experiment configuration  

 
Musical structure; 

(Gundlach´s 

conclusions) 

Genre 

associations 

BPS Brand Music 

Genre 

Rhythm: Duple rhythm 

produce a rigid and 

controlled expression in 

compared to triple rhythm 

that is more relaxed. 

 

Rough rhythms = grotesque 

and uneasy 

 

Smooth rhythms = 

Brilliant and animated 

 

 

 

 

All ages 

Be less outgoing 

Be more 

conservative 

To own a house 

 

 

 

 

 

Ruggedness 

Outdoorsy 

Though 

 

 

 

 

 

Marlboro 

Classics 

 

 

 

 

 

 

Country 

 

 

 

 

 

Modes: Music in major mode 

expresses more animated 

and happy feelings than 

music in minor mode 

 

High pitch = sentimental 

and whimsical 

 

Be Female 

Low age 

Be outgoing 

Extraverts 

Physically 

attractive 

Conventional 

Enthusiastic 

Not be married 

Sincerity  

Down-to-earth 

Honest 

Wholesome 

Cheerful  

 

 

The Body 

Shop 

 

 

 

Pop 

Tempo; The faster the 

tempo, the more animation 

and happiness is expressed. 

Keys: Songs in higher keys 

are generally considered to 

be happier than songs in 

lower keys 

 

Fast music = brilliant and 

animated 

Be female 

Low age 

Be outgoing 

Extraverts 

Athletic 

Not be married 

 

 

 

 

Excitement 

Daring 

Spirited 

Imaginative 

Up-to-date 

 

 

 

Nike 

 

 

 

 

 

EDM 
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Tempo: Fast tempo = higher 

arousal. 

 

Quick tunes = happiness. 

 

Fast music= brilliant, 

animated and grotesque 

Be Male 

Be sensation/ 

excitement 

seeking 

Some antisocial 

characteristics 

Be brave 

Be athletic 

Be politically 

liberal 

Not be religious 

 

Competence 

Reliable 

Intelligent 

Successful 

 

 

Apple 

 

 

 

 

 

Rock 

 

 

 

 

Low pitch = mournful and 

tranquil 

 

Slow music = dignified and 

delicate 

Middle to older 

age 

Be less outgoing 

Be more 

conservative 

To own a house  

To be married 

To have higher 

education than 

bachelor´s degree 

To be paid a salary 

each month 

High openness to 

experience 

Intellectual 

Traditional  

Physically 

unattractive 

Artistic 

Un-Athletic 

 

 

 

 

 

Sophistication 

Upper class 

Charming 

 

 

 

 

 

Louis 

Vuitton 

 

 

 

 

 

Classical 

 

Appendix 2: Sound clips used in the experiment 

 

Rock 

Rock 1: Bastille – Pompeii (2013, Universal) 
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Rock 2: Imagine Dragons – Radioactive (2013, Universal) 

Rock 3: Awolnation – Sail (2011, Red Bull Records) 

Rock 4: American Authors – Best day of my life (2013, Universal) 

Rock 5: KONGOS – Come with me now (2011, Sony) 

 

POP music: 

Pop 1: Iggy Azelea ft. Charli XCX – Fancy (2014, Universal) 

Pop 2: Justin Timberlake – Not a bad thing (2014, Sony) 

Pop 3: Rixton – Me and my broken heart (2014, Universal) 

Pop 4: Paramore – Ain´t it fun (2014, Warner) 

Pop 5: John Legend – All of me (2013, Sony) 

 

 

Electronic Dance Music: 

EDM 1: Shakira – Dare (la la la) (2014, Sony) 

EDM 2: Disclosure – Latch (2012, PMR Records  

EDM 3: Dj Snake ft. Lil Jon – Turn down for what (2013, Sony) 

EDM 4: Avicii – Wake me up (2013, Universal) 

EDM 5: Calvin Harris – Summer (2014, Sony) 

 

Classical 

Classical 1: Johann Sebastian Bach (1685 – 1750) – Air on a G string  

Classical 2: Claire de Lune – Claude Debussy (1862 – 1918)  

Classical 3: Ludwig van Beethoven (1770 – 1827) – Für Elise 

Classical 4: Wolfgang Amadeus Mozart (1756 – 1791) – Symphony No. 40 in 

Gminor, K550 (Allegro Molto) 

Classical 5: Frederic Chopin (1810 – 1849) – Nocturne No. 2 in E flat Major, Op. 9,2 

 

Country 

Country 1: Luke Bryan – That´s my kind of night (2013, Universal)  

Country 2: Brantley Gilbert – Bottoms up (2013, Universal)  

Country 3: Florida Georgia Line – Cruise (2012, Universal) 
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Country 4: Florida Georgia Line ft. Luke Bryan – This is how we roll (2014, 

Universal) 

Country 5: Luke Bryan – Play it again (2014, Universal) 
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Appendix 3: Demographics  

 

Appendix 4: Favorite music genre  
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Appendix 5: Store preferences

 

Appendix 6: Experiment findings 

#1 – Sincerity (The Body Shop) Image 1 + Rock Song 1 (Bastille – Pompeii) 
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#2 – Excitement (Nike) Image 1 + Pop Song 1 (Iggy Azelia ft. Charli XCX – 

Fancy) 

 
 

#3 – Competence (Apple) Image 1 + EDM Song 1 (Shakira – Dare (la la la) 
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#4 – Sophistication (Louis Vuitton) Image 1 + Classical  Song 1 (Johann 

Sebastian Bach – Air on a G string) 

 

 

#5 – Ruggedness (Marlboro Classics) Image 1 + Country  Song 1 (Luke Bryan 

– That’s my kind of night) 
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#6 – Competence Image 2 + Country Song 2 (Brantley Gilbert – Bottoms Up) 

 

 
#7 – Ruggedness Image 2 + Classical Song 2 (Claude Debussy – Claire De 

Lune) 
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#8 – Sincerity Image 2 + Pop Song 2 (Justin Timberlake – Not a bad thing) 

 
#9 – Sophistication Image 2 + EDM Song 2 (Disclosure – Latch) 
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#10 – Excitement Image 2 + Rock Song 3 (Imagine Dragons – Radioactive) 

 
#11 – Sophistication Image 3 + Country Song 3 (Florida Georgia Line – 

Cruise) 
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#12 – Sincerity Image 3 + EDM Song 3 (Dj Snake ft. Lil Jon – Turn down for 

what) 

 
#13 – Excitement Image 3 + Classical Song 3 (Ludwig Van Beethoven – Für 

Elise) 
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#14 – Ruggedness Image 3 + Pop Song 3 (Rixton – Me and my broken heart) 

 

#15 – Competence Image 3 + Rock Song 3 (Awolnation – Sail) 
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#16 – Excitement Image 4 + Country Song 4 (Florida Georgia Line ft. Luke 

Bryan – This is how we roll) 

 
#17 – Ruggedness Image 4 + EDM Song 4 (Avicii – Wake me up) 
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#18 – Competence Image 4 + Pop Song 4 (Paramore – Ain´t it fun) 

 
#19 – Sophistication Image 4 + Rock Song 4 (American Authors – Best day of 

my life) 
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#20 – Sincerity Image 4 + Classical Song 4 (Wolfgang Amadeus Mozart – 

Symphony No. 40 in Gminor 

 

#21 – Excitement Image 5 + EDM Song (Calvin Harris – Summer) 
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#22 – Ruggedness Image 5 + Rock Song 5 (KONGOS – Come with me now) 

 
#23 – Sophistication Image 5 + Pop Song 5 (John Legend – All of me) 
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#24 – Sincerity Image 5 + Country Song 5 (Luke Bryan – Play it again) 

 
#25 – Competence Image 5 + Classical Song 5 (Frederic Chopin – Nocturne 

No. 2 in E flat major) 
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Appendix 7: Music preference difference 
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Appendix 8: Store preference difference  
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Appendix 9: Gender difference 
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