
Each of the three ads produced varying results. Two ads were successful whereas one 

produced middling results. “Success” in this project is defined as an advertiser achieving what 

they intended to through their ad’s music. Below, I will go into detail about these three ads, what 

the advertiser’s intentions were for the ad/music and how the consumers responded to the 

ad/music. Before I discuss the results, below are two tables that include information about the 

three advertising professionals I spoke with as well as the 12 consumers I spoke with. This 

information details the advertisers’ job titles, the states they live in, the size of the agency they 

work for, and how many years of experience they have in the industry. Information about the 

advertisers was acquired from LinkedIn. The consumer table details their gender, race/ethnicity, 

and state of residence, and this information was acquired from the Qualtrics screener survey. 

Following these tables is an exploration of the various concepts from the literature review and 

how they were presented in both advertiser and consumer interviews. 

 

 Job Title State of 

Residence 

Size of Agency Years in Industry 

Advertiser #1 Owner Kansas Small (<100 

employees 

8 

Advertiser #2 Creative 

Director 

Missouri Large (>500 

employees) 

11 

Advertiser #3 Chief Storyteller Wisconsin Small (<100 

employees) 

17 

 

 Gender State of Residence Race/Ethnicity 



Consumer #1 Male CA White 

Consumer #2 Female UT White 

Consumer #3 Female WI White 

Consumer #4 Male IL White 

Consumer #5 Male MO Asian 

Consumer #6 Female CA White 

Consumer #7 Female MO White 

Consumer #8 Male KS White 

Consumer #9 Male FL White 

Consumer #10 Male TX White 

Consumer #11 Female IL White 

Consumer #12 Female CT White 

 

Literature Review Concepts Reflected in Interviews 

An analysis of the interview transcripts revealed that many concepts from the literature 

review surfaced as part of the discussion on each ad’s music. Below I will go into greater detail 

about how these literature review concepts presented themselves and how both advertisers and 

consumers discussed these concepts. 

Musical fit 

Musical fit was a significant component that advertisers considered in the selection 

process, and all advertisers interviewed discussed this concept. As stated in the literature review, 

musical fit refers to the degree of congruence between an advertisement’s music and the message 

within the advertisement itself (Zander, 2006). Every advertiser intended for their ad message 



and music to fit well together, indicating that musical fit is a significant component for 

advertisers’ intentions. They all believed they had succeeded with their respective ads. 

Consumers discussed musical fit on a colloquial level, as well. I framed my discussion of 

musical fit with consumers by asking them if they thought the ad/music and the ad’s message 

complemented each other well. In the eyes of consumers, all three advertisers succeeded 

regarding musical fit. Even if consumers found the ad uninteresting, there was an overwhelming 

consensus that each piece of music fit well with the corresponding advertisements.  

How interviewees discussed this concept 

When asked if they thought their music and ad complemented each other, Advertiser #1 

(Wendy’s) said that “if you turn off the audio and you watch, you can imagine exactly what 

you’re hearing.” Consumer #2 felt that the music and ad fit well, saying that they thought 

“[Wendy’s] had a vision of what they were going for.” For Advertiser #2 (Delta Faucet), they felt 

that their music and ad complemented each other. They said that “the synth vibe of the audio and 

the fantastical nature of the visuals” was an effective pairing. Consumer #5 echoed this 

sentiment, saying that “[Delta Faucet was] making something, and the music sounded 

industrial.” Advertiser #3 (GE Healthcare) felt that their music and ad message complemented 

each other, saying both the music and ad message “do the job they were intended to do.” 

Consumer #11 felt that the music and ad fit well together, “especially with some of the changes 

and keeping that overall theme and consistent notes throughout.” 

Mood states 

Mood states, which are the manifold emotions or thoughts that music may evoke, were 

central, as well, as they were also brought up in every interview (Alpert and Alpert, 1991). All 

three advertisers felt the need to elicit  an emotional response from the consumer in some 



fashion, with Advertiser #3 discussing mood states the most. From the consumer perspective, 

mood states were particularly integral to the Wendy’s and GE Healthcare ads, as consumers 

thought the Wendy’s ad was humorous and comedic and the GE Healthcare ad was emotional 

and hopeful. The Delta Faucet ad used mood states, as well, but not quite as strongly. Though 

some consumers said the ad/music made them feel positive or optimistic, the emotions weren’t 

as vigorous when compared to the Wendy’s and GE Healthcare responses. Just as musical fit was 

integral to measuring an ad’s success via advertisers’ intentions, mood states were another factor 

to account for when determining whether an ad in this project was successful. 

How interviewees discussed this concept 

 Advertiser #1 (Wendy’s) mentioned that “there’s a huge range of emotions that ads try to 

tap into,” and that the Wendy’s ad “is a really good one because it’s very [on the] surface.” 

Consumer #12 felt that this Wendy’s spot was “fun” and felt “light-hearted.”  Advertiser #2 

(Delta Faucet) mentioned how the “electronic vibe” and the “modern feel” of the Delta Faucet ad 

helps the message “come through a little bit more clearly in an emotional way.” Consumer #10 

said that this spot was “cheery and happy because they’re making masks” and overall had a 

“positive outlook.” For Advertiser #3 (GE Healthcare), their main goal was to elicit “that feeling 

of empathy” as they experience the main storyline. Consumer #3 said that the ad/music was 

“inspiring” because the ad was “looking into the future and what technology could become.” 

Involvement 

Involvement, the level of a consumer’s attentiveness to an ad, played a vital role, too 

(Park and Young, 1986). Some consumers stated that they “tuned out” during some parts of the 

advertisements, meaning their attention was waning. However, in the case of the GE Healthcare 

ad, it should be mentioned that the length could be as much to blame as any musical issue. 



Although the concept itself here is relevant, Park and Young’s findings contradict those of this 

project. Usually when consumers’ involvement was low, it was because of a lack of interest in 

the ad/music. The authors wrote that, when consumers are in a low-involvement state, or 

inattentive, they have a more positive attitude toward the ad. This was not the case. 

How interviewees discussed this concept 

 For their advertisement, Advertiser #1 (Wendy’s) felt that even if consumers were in a 

low-involvement state, that they would “think about this fun, little spot” and eventually buy the 

burger from Wendy’s. Consumer #4 felt that this ad was attention-grabbing. They said that this 

ad “is supposed to perk your ears up a little bit and have you pay attention.” Although Advertiser 

#2 (Delta Faucet) didn’t discuss involvement, consumers still broached it within the context of 

the Delta Faucet ad. In particular, Consumer #1 described how, even if this ad falls into the 

background, that if the viewer sees “this ad running over and over, [they] see masks” and they 

“see Delta Faucet,” meaning that it would still reach the consumer. Advertiser #3 (GE 

Healthcare) discussed involvement in terms of how the viewer is subconsciously ushered through 

the advertisement, and how the music “gives you the driven sense of moving from” one element 

of the story to another without being aware of it. Consumer #6 described this GE Healthcare ad 

as being “in the foreground” because it grabbed their attention. 

Background music 

Perhaps the final concept from the literature review worth exploring is background music 

(Cox et al., 1993). Because every consumer commented on background music, and because all 

three advertisers mentioned background music in some way, this concept holds importance in 

terms of how advertisers use music to their advantage. This was especially pertinent within the 

Delta Faucet advertisement and the GE Healthcare spot. These two ads contained music that was 



not central to the message at hand. When describing their feelings toward the music in both of 

these ads, consumers said that they appreciated how the music took on a background role so that 

the ad’s message could be “reinforced” or “supplemented.” The fact that the music took on a 

background role when it was intended to resonated positively with consumers.  

How interviewees discussed this concept 

 Advertiser #1 (Wendy’s) said that “a lot of times, music on other stuff is just in the 

background,” but that the Wendy’s ad/music “plays a louder voice.” Consumer #7 agreed, saying 

that this Wendy’s ad doesn’t fall into the background because “[the ad] grabs your attention with 

the music.” Advertiser #2 (Delta Faucet) wanted some music for the ad with a voiceover because 

“disembodied VO ads just sound empty without some background music.” Consumer #8 

recognized the music specifically as background music, saying that it wasn’t “supposed to be 

something where the music was the thing [the consumer] remembered the most about it.” For 

Advertiser #3 (GE Healthcare), they felt that the music “really drops to the background” so the 

viewer can follow the story through. Consumer #2 reflected Advertiser #3’s viewpoint by saying 

that the music “was more background, but [they thought] it worked.” 

Musical genre 

Nearly every interviewee discussed musical genre in some way, with the exception of 

Advertisers #1 and #3 and one consumer. In contrast to those two other advertisers, Advertiser #2 

focused their discussion heavily on musical genre. This could be an indication that Advertisers 

#1 and #3 allocated more of their attention to other factors, such as the humor and comedic tone 

in the Wendy’s ad or the emotional narrative in the GE Healthcare ad.  

How interviewees discussed this concept 



Regarding how Advertiser #2 (Delta Faucet) discussed musical genre, they said that their 

ad was “in between kind of a modern pop [piece], and [they] were also considering light jazz, as 

well” when selecting the music for the spot. Consumer #3 thought the music suited the ad well 

from a genre perspective, saying that “the techno genre” would best suit the ad. While Advertiser 

#2 viewed their musical selections from a micro approach, Advertisers #1 (Wendy’s) and #3 (GE 

Healthcare) took more of a macro perspective. Advertiser #1 was dedicated to the ad/music’s 

themes, such as it being “nostalgic” and “playful.” Consumer #5 felt that “’90s or ’80s pop” was 

the best genre for the ad. “Advertiser #3 mirrored Advertiser #1’s focus on themes, ensuring that 

their ad/music was “emotional” and “hopeful.” Consumer #4 said that “ambient” music would 

best suit the GE Healthcare ad. Advertiser #2 evoked similar themes of emotion, but dedicated 

more attention to a specific genre, too. 

Purposes for music in advertising 

Purposes for music in advertising – which includes jingles, narrative, and motion – was 

discussed in 14 of the 15 interviews, with Advertiser #2 being the outlier. Because they was 

discussed so heavily in interviews, narrative and motion are other core components of how 

advertisers may use music to their advantage. With that being said, purposes for music in 

advertising can be compared to other aforementioned literature review concepts in terms of its 

importance to a successful ad. 

How interviewees discussed this concept 

Nearly all consumers discussed purposes for music in advertising by referring to the 

narrative in the GE Healthcare ad. For example, Consumer #1 said “the story was very frontal,” 

and Consumer #2 said “there was a pretty intense story.” They also discussed this concept by 

pointing out how the GE Healthcare ad uses motion to usher the consumer through the spot’s 



five-minute storyline. As some examples, Consumer #3 said the music “kept it moving because 

it’s a long ad, but it didn’t feel that long with the music keeping it going,” and Consumer #9 said 

that what they “think the music does is it moves the ad.” Advertiser #2 (Delta Faucet) being the 

outlier in this situation is worth noting. Whereas Advertiser #1 (Wendy’s) discussed jingles and 

Advertiser #3 (GE Healthcare) discussed narrative, Advertiser #2 (Delta Faucet) neglected to 

discuss how their musical selection was used for a specific purpose, such as motion. However, 

some consumers pointed out that Advertiser #2’s music instilled a sense of motion. As an 

example, Consumer #10 said Delta Faucet “had that assembly line showing things in motion,” 

which the music reinforced. 

DISCUSSION 

  There were several key findings that resonated throughout each of the three ads. One 

commonality was that musical fit is a significant component in terms of both how advertisers 

select their music and how consumers respond to it. All three advertisers selected their music to 

accomplish their primary goals and because they believed their ads/music complemented each 

other. All consumers discussed musical fit, and they generally believed that each ad/music 

pairing was complementary. Additionally, all three advertisers wanted to set an emotional tone 

through their music, and all consumers discussed emotion as a result. Each of the three ads 

elicited particular moods within the consumers, with the Wendy’s ad being comedic and light, 

the Delta Faucet ad being optimistic and modern, and the GE Healthcare ad being cinematic and 

futuristic. All three advertisers also emphasized the importance of storytelling or taking the 

consumer on a journey. It should also be mentioned that the majority of consumers expressed 

their enjoyment of an ad when the music served the ad on a deeper, holistic level. 



With a summary of my findings in consideration, I will now answer each research 

question below. 

RQ1: Do consumer perceptions of the music match what advertisers hoped to achieve? 

 Consumer perceptions of the music matched what two of the three advertisers intended to 

accomplish. For the Wendy’s ad, consumers generally described the ad/music as fun, light, 

entertaining, over-the-top, and comedic. Advertiser #1 set out to create an advertisement that was 

fun, entertaining, and tongue-in-cheek. This means that the Wendy’s ad was successful because 

Advertiser #1 achieved what they intended to because consumer perceptions of the music 

matched what they hoped to achieve. Consumers perceived the Delta Faucet ad/music as 

modern, but not as thoughtful or fantastical, meaning that consumer perceptions of this music did 

not match what Advertiser #2 hoped to achieve. Lastly, consumers perceived GE Healthcare’s 

ad/music as cinematic, hopeful, emotional, and futuristic. This matched what Advertiser #3 

intended to achieve, so the GE Healthcare ad was successful. 

RQ2: How does an advertisement’s music affect a consumer’s perception on whether the ad is 

effective? 

 An advertisement’s music affects a consumer’s perception on whether an ad is effective 

when there is a high degree of musical fit. After viewing the Wendy’s ad, consumers generally 

responded positively because they felt that the ad, its music, and its message all worked in a 

symbiotic fashion. Because the music took on a foreground role and was central to the ad’s 

message, consumers appreciated how the music’s aggressive nature complemented the comedic 

tone of the ad. Similarly, consumers demonstrated a positive response to the Delta Faucet ad 

because the music took on a background role, which they said reinforced the ad/message rather 

than distracted from it. Lastly, consumers expressed positive opinions toward the GE Healthcare 



ad because there was a high degree of musical fit in terms of the cinematic atmosphere that both 

the music and the ad itself possessed.  

Expected Findings 

In the proposal, numerous expected findings were listed. The first expected finding was 

that music would dramatically affect the consumer’s response to an advertisement. This largely 

rings true, as several consumers expressed a strong like or dislike for ads because of the music. 

Another expected finding pertaining to consumers was that consumers would prefer instrumental 

music because it was less distracting. There is no data to support this, so it is a possible direction 

for future research.  

Several predictions were also listed regarding advertiser interviews. The first expected 

finding was that musical fit would be an integral factor that advertisers account for. This was 

heavily proven true, evidenced by the fact that all three advertisers selected music that they 

believed complemented the advertisements and the ads’ messages best. One prediction that went 

unfounded was that music theory would play an important role in eliciting particular emotional 

responses from consumers. Theoretical aspects such as tempo, key, lyrics, and genre were rarely 

discussed. However, it should be mentioned that my interview questions for consumers were not 

tailored for a discussion of these concepts. This is because, when I asked the three advertisers 

questions about theoretical aspects such as tempo, they revealed that these factors were not 

heavily considered when they selected the music. 

Limitations 

The limitations of the research need to be addressed, as well. One limitation that is worth 

discussing is the lack of people of color in the interviewee pool for both advertisers and 

consumers. Only one of the 12 consumer interviewees is non-white. People of color responded to 



the survey, but they were either people I knew closely or did not volunteer to be interviewed. 

Another limitation worth mentioning is that most interviewees are from the Midwest, resulting in 

a partly homogenous geographic pool. Geographic location could subtly alter perceptions of 

music or familiarity with particular genres. As a result, this could have affected the data, albeit in 

imperceptibly minor ways. One last limitation worth considering centers on the target audience 

for each ad and whether the 12 consumers interviewed as part of this project fall into the target 

audience. Although I have outlined what ads were and weren’t successful related to whether 

advertisers achieved their objectives in the music they used, the target audience is a key factor in 

determining whether an ad is truly effective. The fact that this project does not explore this 

notion is important to acknowledge as a limitation of the research. 

Directions for Future Research 

Regarding future research, modern, popular advertisements are seldom discussed in 

academic writing. An analysis of how music is employed in modern advertising is crucial to 

understanding deeper concepts such as psychology in advertising as well as contemporary 

branding. Although some research exists, most of it is older and potentially outdated, so new 

research on music in advertising should be explored. Additionally, most of the research that 

analyzes music in adverting is quantitative, so a qualitative approach to analysis could bring 

about new developments and knowledge. 

This data is significant for advertising professionals and should inform the use of music 

in ads going forward. This project, through a modern lens, unveils the importance of musical fit, 

mood states, and involvement in advertising tactics. As shown from the consumer interviews, 

consumers positively respond to ads when there is a high degree of musical fit, when the ad and 

its music elicit a fitting emotional tone (i.e. mood state), and when the ad’s music suits the type 



of involvement of the ad (i.e. background music, frontal music). Summarily, advertisers should 

consider these three concepts when selecting music for ads, as each of them can be used to serve 

the ad on a deeper level and better resonate with consumers on a positive level. 

Additionally, this research advances the literature by placing modern advertisements with 

modern music in an academic context, which is largely absent from current literature. Exploring 

modern ads/music ensures that the literature does not render itself outdated or obsolete. Because 

advertisers are constantly adapting their strategies, it’s vital to stay current in an academic sense 

when studying these concepts. This project takes the foundation of the literature and expands on 

it in the process. 

 


