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Music Appeal in Advertising
and Product Recall in Children

Abibat Bello, Olusola S. Oyero, Ph.D,
Kehinde Oyesomi, Ph.D., Lanre Amodu, Ph.D.

Abstract: This study investigated the possible in-
fluence of music appeal in advertising on children’s
recall of products. Two products’ advertisements,
Indomie and Honeywell noodles, were used for the
study. Survey research method and recall test were
adopted for the investigation with a sample size of
206 drawn from primary schools in Lagos State, Ni-
geria. The findings show that there was a high level
of awareness of the use of music appeal in advertis-
ing; the children paid attention to the music adverts.
The findings also confirm that there was a relation-
ship between the children’s ability to recall product
and the use of music appeal in advertising. This study
recommends that advertisers and producers should
use good English Language instead of Pidgin Eng-
lish for music adverts targeted at children and should
include a graphical representation of the lyrics in the
TV commercial in order to aid further recall.

Introduction

The use of music in advertising originated in early Vaudeville where music
served to soften up a spoken narrative sales pitch (Huron, 1989, p.560). The
purposes of the music were to engage the listeners’ attention and to make the
advertising message less of an unwanted intrusion. Jackson, as cited by Dahl
(n.d. p.3), was specific that the earliest example of a piece of music being used
for the advertising and promotion of a company was in 1908. Advertising
holds up a mirror to our social history and catches glimpses of the value and
aspiration of our culture (Dave, 1999, p.7). Consumers usually do not make
brand purchase choices at the time of advertising exposure; rather, it is the
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ence of music appeal in aiding recall of product. Brooker and Wheatle (1994,
p.286) have noted that song and jingle can cut-through advertising to achieve
reach, and increase the strength of a campaign by residing in the consumer’s
mind, and in the language of Kokemuller (n.d, para. 3) “music can get stuck
in people’s head™. Similarly. Huron (1989, p.562) has mentioned that music
increases the memorability of a product or the product’s name. A further con-
firmation of music’s ability to aid recall came from Macklin, cited in Allan
(2007, p.8). when he observes that “messages that were sung in a produced/
original jingle that sounded like 2 nursery rhyme produced the same recall
from children as spoken messages™.

Conclusions and Recommendations

This study shows a high awareness level of the use of music appeal in adver-
tising; children not only paid attention to the music adverts, they were drawn
to music in advertising and they like the adverts. The dramatic element of the
adverts is a factor that enhances likeness for them. Furthermore, this study has
shown that music appeal in advertising has influence on recall of products just
as it has been established by other studies.

It was, however, observed that the Mama do good advert was sang in pidgin
English, this in our opinion may adversely affect the language skills of the
children since the advert was targeted at children; we, therefore, recommend
that advertisers use music appeal with correct English in order to enhance the
language and speaking skills of children. Besides, it is necessary for advertis-
ers who use music appeal to include a graphical representation of the lyrics
in the TV commercial. During the recall test, it was observed that some of the
pupils mixed up the lyrics; inclusion of the graphics, therefore, will promote
effective recall, as the children will be able to sing along.

References

Akinlade, E. & Owolabi, T. (2009). Research methods: A pragmatic approach
for social sciences, behavioural science and education. Connel
publication.

Allan, D. (2007). Sound advertising: A review of the experimental evidence
on the effects of music in commercials attention, memory, attitudes and
purchase intention. Journal of Media Psychology, 12(3), 1-35.

Anaeto, S., Onabanjo, O., & Osifeso. J. (2008). Models and theories of
communication. Lagos: African renaissance books incorporated.

20 IMC Review 2015




Apaolaza- Ibanez V., Zander M., & Hartmann, P. (2010). Memory, emotions
and rock ‘n’ roll: The influence of music in advertising on brand and
endorser perception. African Journal of Business Management, 4(17),
3805-3816.

Avichai, S & Assaf, S. (2005). Enigma variations: Discoursing music and
advertising. Advertising/Marketing Communication Issues, 160-1666.

Belch, G. & Belch, M. (2004). Advertising and promotion: An integrated
marketing communication perspective (6thed). New York:
McGraw-Hill.

Biocca, F. (2011). Opposing conceptions of the audience: The active and
passive hemispheres of mass communication theory. Communication
Yearbook, 11, 51-80.

Bitner, M. J., & Obermiller, C. (1985). The elaboration likelihood model:
Limitations and extensions in marketing. Advance in Consumer
Research, 12(1), 420-425.

Brooker, G. & Wheatley, J. (1994). Music and radio advertising: Effects of
tempo and placement. Advances in Consumer Research, 21, 286-290.

Cacioppo, J. & Petty, E. (1986). Elaboration likelihood model of persuasion.
Advances in Experimental Social Psychology. 19, 123-163.

Calvert, S. (2008). Children as consumers: Advertising and marketing. The
Future of Children, 18(1,) 205-234.

Changing Minds (2012). Elaboration likelihood model — changing minds and
persuasion. Accessed on 30th of November, 2012 from www.changing

minds.orgExplanations Theories.

Dahl, M. (n.d). Whyjingles improve advertising results. Accessed on 18th of
October, 2012 from www.jinglesforsmallbusiness.com

Dave, S. (1999). Advertising. London: Carlton Books.

Hackley, C. (2010). Advertising and promotion: An integrated marketing
communication approach (2nd ed). London: Sage publication.

2015 IMC Review 21



Heath, R. & Naim. A_ (2005). Measaring affective advertising: Implications
of low attention processing om recall Journal of Advertising research,
45(2). 269-281.

Heaton. M. & Paris. K_ (2006). The effecss of media congruency and lyrics on
advertisement recall. Journal of Undergraduate Research, 6, 1-4.

Huron. D. (1989). Music in advertising- An analytic paradigm. Musical
Quarterly, 73(4). 557-574.

Jae, H. & Delvicchio, D. (2004). Decision making by elaboration likelihood
model- analysis journal and model. Journal of Consumer A ffairs, 38(2),
342-354.

Keith, P. (1998). Introduction 10 Social research. London: Sage publication

Kokemuller. N. (n.d). What is the effect of using jingles in advertising?
Accessed on 29th of October. 2012 from hitp=// www.ehow.com

Lien, N. (2001 ). Elzboration likelihood model in consumer research; A
review. Proc. Natl. Sai. Coumc. ROC (C).11(4), 301-310

Mehta. A, & Purvis. S.C. (2006). Reconsidering recall and emotion in
advertising Journal of Advertising Research, 46(1), 49-56.

Millares, M. D. (2012). “Amention span” in the American music teacher.
Accessed on 10th of August. 2012 from hitp://www.readperiodicals.
com/

Ng PuiYue, (2011). An analysis on the effectiveness of music in
advertising towards consumers buying behaviour. Unpublished
BscHons, University Tunku Abdul Rahman, Malaysia.

Oakes. S. (2007) Evaluating empirical research into music in advertising: A
congruity perspective. Journal of Advertising Research, 47 (1), 38-50.

Olsen, D, G. &. Johnson, R. D. (2002). The impact of background lyrics on

recall of concurrently presented verbal information in an advertising
context. Advances in Consumer Research, 29,147-148.

22 IMC Review 2015

Salf CRSSREIREL Y ot . odsiea. 000




Oyero, O. & Salawu A. (2014). A thematic analysis of children’s food
commercials on Nigerian TV stations. Journal of Communication, 5(2).
85-94 http://www.krepublishers.com/02-Journals/JC/JC-05-0-000-14-
Web/JC-05-2-000-14-Abst-PDF/JC-5-2-085-14-111-Oyero-O/JC-5-2-
085-14-111-Oyero-O-Tx%5B1%5D.pdf

Quinn, R. (2002). Advertising and Children. Accessed on 29th of August,
20012 from http:/childrensdatabase.ie/docsdb/documents/advertising,_
children.pdf

Rozendaal, E., Buijzen, M., & Valkenburg, p. (2011).Children’s
understanding of advertisers’ persuasive tactics. International Journal of
Advertising, 30(2), 329-350.

Smith, L. J. (1995). An evaluation of children’s advertisements based on
children’s cognitive abilities. Journal of Marketing Theory and Practice,
3(1), 23-32.

Wagner, M, S. (2008). Dimensions of music: The effect of music/brand
congruity on advertising and brand evaluations. Unpublished doctoral
dissertation, University of Michigan, Michigan, USA.

Wallace, W. T. (1991). Jingles in advertisements: Can they improve recall?
Advances in Consumer Research, 18, 239-242.

Zander, M. (2012). Musical influences in advertising: how music modifies
first impressions of product endorsers and brands. Accessed on 29th of
August, 2012 from http:/parc.typepad.com/

Abibat Bello is a graduate student, Department of Communication, Covenant
University, Ota, Nigeria

Olusola S. Oyero, Ph.D., is a senior lecturer, Department of Communication,
Covenant University, Ota, Nigeria

Kehinde Oyesomi, Ph.D., is a lecturer, Department of Communication,
Covenant University, Ota, Nigeria

Lanre Amodu, Ph.D., is a senior lecturer, Department of Communication,
Covenant University, Ota, Nigeria

2015 IMC Review 23




