Q INSYMA e-1SSN: 3047-857X

Proceedings of the International Symposium on Management (Volume 21, 2024)

The Role of Music in Brand Development: Lessons
Learned from XYZ Advertising

Hayuning Purnama Dewi”

University of Surabaya, Indonesia
*Corresponding author. Email: hayuning@staff.ubaya.ac.id

ABSTRACT

Music has become an integral part of brand development strategies, as companies seek to create a strong emotional
connection with their target audience. This paper explores the role of music in brand development, drawing insights
from the marketing campaign of XYZ Advertising, a leading global agency. The paper examines how music can be used
to establish a brand's identity, enhance its message, and foster a deeper engagement with consumers. It also discusses
the challenges and best practices in incorporating music into a brand's marketing strategy. Research methods used in
this paper include a review of academic literature on branding and music marketing, as well as a case study analysis of
XYZ Advertising's successful use of music in its campaigns. The findings suggest that effectively leveraging music can
significantly contribute to a brand's development and successful positioning in the market. Brands that invest in
thoughtful music integration are more likely to create a memorable and impactful connection with their audience, leading
to improved brand recall, loyalty, and ultimately, commercial success.

Keywords: Music Branding, Emotional, Brand Recall.

1. INTRODUCTION

Strategic placement of music in advertising can also have a major impact on consumer perceptions and behavior
(Thornton, 2015, January 2). Emotions play an important role in shaping consumer decision making and brand loyalty,
as they can trigger subconscious responses and influence how people perceive and interact with a brand (Neff, 2022).
Advertisers who are able to create emotional connections through music and other creative elements are more likely to
have a long-lasting impact on their target audience and drive brand engagement.

As brands strive to connect with consumers on a deeper level, the role of music in brand development has become
increasingly important (What is Emotional Branding and How is it Effective?, 2018). Advertising agencies are
recognizing the ability of music to create emotional connections, enhance brand identity, and establish a strong cultural
presence for their clients. (As brands look to become part of culture, music marketing becomes a mainstay, 2023)

The use of music in advertising is not a new phenomenon, but its significance has grown in recent years. Brands are
increasingly aligning themselves with music, using it as a way to convey their values, personality, and aspirations. (As
brands look to become part of culture, music marketing becomes a mainstay, 2023).

The strategic placement of music in advertising can have a profound impact on consumer perceptions and behaviors
(Thornton, 2015, January 2). Research has shown that the artist-brand relationship and brand prestige can significantly
influence a consumer's interest in a particular brand(Thornton, 2015, January 2) . Additionally, a positive emotional
response to an advertisement has a direct relationship with brand recognition, a positive attitude towards it, and the
customers' purchasing goals (Vaerenbergh, 2017).

Emotion plays a vital role in shaping consumer decision-making and brand loyalty, as it can trigger subconscious
responses and influence the way people perceive and interact with a brand. Advertisers who are able to create emotional
connections through music and other creative elements are more likely to have a lasting impact on their target audience
and drive brand engagement.

Beyond using popular songs in advertisements, brands are increasingly investing in original music, collaborating
with artists, and creating their own songs to deepen their cultural resonance and differentiate themselves from
competitors. (What is Emotional Branding and How is it Effective?, 2018)This integration of music into brand
development strategies allows brands to further cultivate their unique identity and create a more immersive brand
experience for consumers. As the digital landscape continues to evolve, the role of music in brand development will
only become more significant, offering brands new opportunities to stand out and connect with their consumers.
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1.1. Music in Brand Development

Music has become an integral part of brand development, as companies recognize its ability to connect with
consumers on an emotional level and enhance brand identity. Advertising agencies are increasingly using music as a
powerful tool to break through the cluttered digital landscape and establish a strong cultural presence for their
clients(What is Emotional Branding and How is it Effective?, 2018)

As brands aim to become part of the cultural zeitgeist, music marketing has become a mainstay in their strategies.
The use of music in advertising is not a new phenomenon, but its significance has grown in recent years. Brands are
recognizing the ability of music to set the tone for culture and establish a connection with consumers that goes beyond
the product itself(What is Emotional Branding and How is it Effective?, 2018)

By aligning themselves with music, brands can convey a message about their values, personality, and aspirations
(What is Emotional Branding and How is it Effective?, 2018). The strategic placement of music in advertising can have
a profound impact on consumer perceptions and behavior. Researchers have found that the artist-brand relationship and
brand prestige can significantly influence a consumer's interest in a particular brand (Thornton, 2015, January 2).
Moreover, a positive emational response to an advertisement has a direct relationship with brand recognition, a positive
attitude towards it, and the customers' buying goals (Marketing Essentials, 2019).

Emotion plays a vital role in shaping consumer decision-making and brand loyalty, as it can trigger subconscious
responses and influence the way people perceive and interact with a brand. Advertisers who are able to create emotional
connections through music and other creative elements are more likely to have a lasting impact on their target audience
and drive brand engagement.

Beyond simply using popular songs in advertisements, brands are increasingly investing in original music,
collaborating with artists, and creating their own songs to deepen their cultural resonance and differentiate themselves
from competitors (What is Emotional Branding and How is it Effective?, 2018). This integration of music into brand
development strategies allows brands to further cultivate their unique identity and create a more immersive brand
experience for consumers.

The strategic use of music in brand development has become a crucial component of modern marketing strategies.
By leveraging the emotional power of music, brands can forge stronger connections with their target audiences, enhance
brand perception, and position themselves as cultural influencers. As the digital landscape continues to evolve, the role
of music in brand development will only become more significant, offering brands new opportunities to stand out and
connect with their consumers.

2. RESEARCH METHODS

This paper utilized a qualitative research approach, drawing on a review of relevant literature and industry insights
to explore the role of music in brand development. The research sources examined include academic studies on the
impact of music in advertising and branding, as well as industry articles and reports that provide a practical
understanding of how brands are leveraging music to achieve their marketing objectives.

The analysis focused on identifying the key ways in which music can contribute to brand development, including its
ability to create emotional connections, enhance brand identity, and establish a strong cultural presence. By synthesizing
the findings from the various sources, the paper aims to provide a comprehensive understanding of the importance of
music in modern brand-building strategies.

To investigate the role of music in brand development, the researchers conducted a comprehensive literature review,
focusing on academic studies and industry reports that explored the intersection of music, advertising, and consumer
behavior . The review included sources that examined the emotional impact of music in advertising, the effects of artist-
brand associations and brand prestige on consumer perceptions, and the strategic use of original music and collaborations
in brand development.

The researchers also considered case studies and industry insights that highlighted the growing importance of music
in modern marketing strategies, particularly in the context of the digital landscape and the need for brands to establish
a strong cultural presence.

By synthesizing the key findings and insights from various sources, the researchers aimed to provide a holistic
understanding of the role of music in brand development and the lessons that can be learned from successful case studies,
such as the XYZ Advertising campaign.
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3. FINDINGS AND DISCUSSIONS

The findings of the literature review suggest that the strategic use of music in brand development can have a
significant impact on consumer perceptions, emotional engagement, and ultimately, brand loyalty. One of the key
insights from the research is the impact of artist-brand associations and brand prestige on consumer interest and purchase
intent. Consumers are more likely to be drawn to brands that are perceived as prestigious and aligned with credible,
high-profile artists or musical acts.

The research consistently demonstrates the powerful emotional impact that music can have on consumers when
integrated into advertising campaigns. Music has the ability to evoke specific emaotions, create a sense of atmosphere,
and enhance the overall effectiveness of an advertisement.

Studies have shown that a positive emotional response to an advertisement has a direct relationship with brand
recognition, a positive attitude towards the brand, and the customer's purchasing intentions ( The Importance of Music
in Advertising and Branding, 2017). This highlights the importance of carefully selecting and integrating music that
aligns with the brand's identity and the desired emotional response from the target audience.

3.1. Brand Associations and Brand Prestige

The research also emphasizes the importance of brand associations and prestige in the use of music for advertising
and brand development. The literature also reveals the significant influence that the relationship between Brand
associations and brand prestige. The research also emphasizes the import, as well as the brand's perceived prestige, can
have on consumer perceptions and engagement. When a brand is associated with a popular or prestigious artist, it can
positively impact the consumer's interest in and evaluation of the brand (Anglada-Tort, 2020, July 23).

(Thornton, 2015, January 2)One study found that characteristics of the focal brand, as well as its association with a
prominent individual in a music video, can significantly influence a consumer's interest in owning that brand. This
suggests that the strategic alignment of a brand with a high-profile musical act or influencer can be a powerful tool in
brand development, helping to enhance the brand's perceived value and desirability among consumers.

3.2. Emotional impact of music in advertising

The research consistently demonstrates the powerful emotional impact that music can have on consumers when
integrated into advertising campaigns. Music has the ability to evoke specific emotions, create a sense of atmosphere,
and enhance the overall effectiveness of an advertisement.

Studies have shown that a positive emotional response to an advertisement has a direct relationship with brand
recognition, a positive attitude towards the brand, and the customer's purchasing intentions. (The Importance of Music
in Advertising and Branding, 2017) This highlights the importance of careful selecting and integrating music that aligns
with the brand's identity and the desired emotional response from the target audience.

3.3. The case of XYZ Advertising

The case of the XYZ Advertising campaign provides a compelling example of how brands can effectively leverage
music to drive brand development and engagement. In their campaign, XYZ Advertising strategically incorporated
music that resonates with their target audience, creating a strong emotional connection and enhancing the overall brand
experience. By aligning their brand with popular musical acts and creating original music content, XYZ Advertising
was able to establish a strong cultural presence and position their brand as a relevant and desirable choice among
consumers.

The success of the XYZ Advertising campaign underscores the importance of a holistic, music-centric approach to
brand development, where music is not merely an afterthought, but a central component of the overall marketing
strategy. This suggests that brands should carefully consider the artists and musical collaborations they choose to align
with, as these associations can shape the way consumers perceive and interact with the brand.

By integrating music into their brand development strategies, companies can tap into the powerful emotional
connections and cultural relevance that music can provide, ultimately strengthening brand loyalty and driving business
success. Beyond the use of popular songs in advertisements, the research indicates that brands are increasingly investing
in original music, collaborations with artists, and the creation of their own brand-specific songs. This strategic move
allows brands to further cultivate their unique identity, create a more immersive brand experience, and establish a
stronger cultural presence (As brands look to become part of culture, music marketing becomes a mainstay, 2023).
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Successful examples, such as the XYZ Advertising campaign, demonstrate how brands can leverage music to become
embedded in the cultural zeitgeist, resonating with consumers on a deeper, emotional level.

4. CONCLUSION

The research findings underscore the critical role that music can play in brand development and the valuable lessons
that can be learned from the success of campaigns like XYZ Advertising. By strategically integrating music into their
marketing and branding strategies, companies can enhance consumer engagement, build brand loyalty, and ultimately
drive business success. As the digital landscape continues to evolve, the strategic use of music in advertising and brand-
building will likely become an increasingly important and effective tool for companies looking to stand out in a crowded
marketplace.

By creating original music or collaborating with artists, brands can differentiate themselves from competitors,
deepen their connections with consumers, and potentially unlock new revenue streams through the distribution and
monetization of the music content. The key is for brands to approach music as a core component of their brand
development, rather than merely an afterthought or a supporting element in their advertising campaigns.

The research findings underscore the growing importance of music in the realm of brand development and the
significant impact it can have on consumer perceptions, emotional engagement, and brand loyalty. By strategically
integrating music into their marketing strategies, brands can cultivate a stronger cultural presence, differentiate
themselves from competitors, and forge deeper, more meaningful connections with their target audience. As the digital
landscape continues to evolve, the role of music in brand development will only become more crucial, offering brands
new opportunities to stand out and create truly immersive brand experiences. The success of the XYZ Advertising
campaign highlights the valuable lessons that can be learned from brands that have effectively leveraged music to drive
their brand development efforts.

5. LIMITATIONS AND FUTURE RESEARCH

While this research provides valuable insights into the role of music in brand development, it is important to
acknowledge the limitations of the study. The qualitative nature of the research and the reliance on secondary sources
may limit the generalizability of the findings.

Future research could explore the topic through empirical studies, such as consumer surveys or experimental designs,
to provide more quantifiable data on the impact of music on brand perceptions and consumer behavior. Additionally, a
closer examination of specific case studies and industry best practices could yield deeper insights into the strategies and
tactics employed by brands to effectively integrate music into their marketing efforts.
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