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The purpose of this research is to understand the influence of nonverbal
(musical) elements on long-term memory for advertising and relationship
of memory for such elements o memory for verbal elements of advertising
elicited by traditional verbal cues. The study uses the dual coding frame-
work as the basis for generating specific hypotheses about consumer memory
for a television advertising campaign in response to both a verbal and a
nonverbal (musical) cue. These hypotheses are tested using data generated
from @ representative sample of prospective buyers who were within the
target audience for a broadcast television advertising campaign in @ natural
viewing environment. The analysis focused on the verbatim playback of the
ad “trace” generated in memory in response to both verbal and nonverbal
cuies. The findings suggest that the responses to the nonverbal (musical)
cuie evoke more responses involving images and visual associations. More
important, the ad “trace” retrieved from memory in response o the non-
verbal (musical) cue adds power o a model predictive of the consumer’s
consideration set of alternatives. The results have important implications
for understanding advertising response and for the design of advertising
tracking research. | BUss res 1998, 42.39-51. @ 1998 Elsevier Science

Inc

esearch on how consumers process advertising contin-

ues 1o be of great interest to advertising and marketing
researchers. Processing of advertising has been exam-

ined in a variety of contexts and with numerous methodolo-
gies. One common approach for examining how consumers
process and store the content of advertising is the use of
advertising tracking studies that focus on the effect of individ-
ual advertising executions or full advertising campaigns. Such
studies typically investigate the number of persons in the
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relevant target audience who recall the advertising, its content,
and who exhibit specilic effects of advertising such as attitude
change, increased preference for the advertised product. or
greater purchase intention. Tracking studies are generally lon-
gitudinal and provide a means for examining how advertising
effects are manifest in the marketplace over time and offer a
means for examining the contents of consumers’ memory and
related effects at any given point in an advertising campaign.

Advertising tracking studies most often employ verbal mea-
sures of advertising effects. Such measures as top-of-mind
recall and cognitive associations related to the advertised prod-
uct or the advertising itself can be very useful for understand-
ing how consumers store product information in memory.
Unlortunately, verbal measures may not always provide a
complete understanding ol consumers’ memory for advertis-
ing and other elfects when the advertising is not predomi-
nantly verbal in nature. For example, Zielske (1982) found
that traditional measures of advertising recall, measures that
use verhal cues to elicit recall, tended 1o underestimate the
actual effect of advertising that was more emotional or “feeling”
in its content. Similarly, Stewart, Farmer, and Stannard (1990)
found that a nonverbal cue (music) tended Lo provide a more
sensitive measure of the cumulative efflects of advertising over
time when the advertising contained a strong musical theme.
These findings suggest that the use of nonverbal cues in adver-
tising tracking studies might provide information that is differ-
ent from that obtained using more traditional verbal cues,
especially when the advertising contains strong nonverbal ele-
ments.

Until recently research on advertising has tended to focus
on the verbal elements ol advertising, but there has been
growing interest in the effects of nonverbal elements in adver-
tising (see Hecker and Stewart, 1988). Advertising profession-
als have long been aware that nonverbal communication 1s a
powerful tool, and that the nonverbal elements ol a message
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are at least as important as the verbal message. Nonverbal
cues also play an especially important role in “image” advertis-
ing and advertising that is intended to be more feeling or
emotional in tone and appeal. Despite their importance, these
clements have received relatively little attention (Haley,
Stalfaroni, and Fox, 1994; Stewart, Hecker, and Graham,
1987). While nonverbal elements of advertising may take
many forms, one particular stream ol research on nonverbal
communication in advertising has explored how consumers
process various aspects ol advertisements that contain music
(Kellaris and Cox. 1989; Maclnnis and Park, 1991: Yalch,
1991). Music is a common element in broadcast advertising,
and as such, is an especially useful exemplar of nonverbal
communication.

Like research on the effects of verbal elements in advertis-
ing, research on nonverbal elfects can be studied at three
different points of the persuasion process: (1) how consumers
encode nonverbal information during initial exposure to ad-
vertising: (2) how nonverbal elements in advertising influence
consumers’ attitudes and behavioral intentions following ex-
posure to advertising; and (3) how consumers elaborate on
memory for advertising in response to a nonverbal retrieval
cue. Examining the process by which consumers encode non-
verbal information at the time of exposure requires the use
olahighly controlled viewing environment, with sophisticated
recording instruments that measure EEG or other psycho-
physiologic variables contemporaneously with exposure
(Rothschild et al., 1988). Various attitudinal measures, such
as A, and Purchase Intention, can be used to understand both
verbal and nonverbal effects immediately following exposure.
Under this approach, the attitudinal scales used need to be
sensitive enough to isolate the nonverhal influence (Maclnnis
and Park, 1991).

The third approach to understanding nonverbal advertising
effects is to study how consumers elaborate on memory for
advertising in response to a nonverbal retrieval cue. In other
words, the ad “trace” generated by the original nonverbal
stimulus can be content analyzed to assess the elfect of the
original exposure(s) (Friestad and Thorson, 1993). By provid-
ing adequate temporal separation between the exposure and
retrieval events, this procedure may provide a better under-
standing of how nonverbal elements of ads are stored in mem-
ary. Also, such a methodology may be particularly appropriate
for tracking the long-term effects in memory of an advertising
campaign that consists of multiple ad executions (Batra, Leh-
mann, Burke, and Pae, 1995). This article reports the use of an
advertising tracking approach 1o study nonverbal advertising
effects. The study described here is specilically concerned
with examining the effects of using a nonverbal retrieval cue
on recall and verbatim playback of TV advertising. The study
also examines the interaction between nonverbal and verhal
elements in ad retrieval and elaboration.
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Literature Review

The use of music in marketing has been widely investigated
(Bruner, 1990; Stewart, Farmer, and Stannard, 1990: Kellaris,
Cox, and Cox, 1993), although much of the research has
treated it in isolation from other stimuli (Scott, 1990). Re-
search on music has considered its effects on such consumer
behaviors as shopping and consumption in restaurants (e.g.,
smith and Curnow, 1966; Milliman, 1982, 1986 Yalch and
Spangenberg, 1988). This research has demonstrated that the
volume, tempo, and type of background music can influence
the actual amount of time consumers spend in retail establish-
ments, consumers’ perceptions of the amount of time they
spend in retail establishments, and the amount purchased.
These effects appear to be related to the arousal (or soothing)
and allect properties of music. Music may have many other
effects, however. These effects are especially obvious in adver-
tising where music can play many roles (Hecker, 1984). It
may attract attention, carry the product message, act as a
mnemonic device, create excitement or a state of relaxation.

Among the effects of music that have been suggested by
empirical research in an advertising contexl are: classical con-
ditioning (Gorn, 1982); transfer of alfect, whether by classical
conditioning or other forms of paired-associate learning (Kel-
laris and Cox, 1989); changes in mood (Bruner, 1990; Alpert
and Alpert, 1990); distraction (Park and Young, 1986); and
changes in information processing (Kellaris, Cox, and Cox,
1993). While there is little doubt that all of the elfects may
occur, there is substantial disagreement on when such effects
may be manifest and which ones dominate when multiple
effects are present. For example, there is a debate on whether
product preferences can be influenced by music through a
classical conditioning mechanism (Gorn, 1982; Kellaris and
Cox, 1989).

Although there have been numerous studies of music in
an advertising context, few studies have focused on the cogni-
tive and allective processing that occurs in response 1o expo-
sure to music and still fewer have examined the role of music
in memory for advertising claims. Rather, the presentation of
music has more often been used as an independent effect that
gives rise o changes m such dependent variables as recall
and attitude change, without consideration of the mediating
cognitive processes (Boltz, Schulkind, and Kantra, 1991). Re-
search that has examined information processing in the pres-
ence of music has found a complex interaction between music
and the verbal message carried by the advertising. For exam-
ple, Kellaris, Cox, and Cox (1993) found that recall and recog-
nition were enhanced when the music and the message in the
ad were congruent, as oppesed 1o the condition where music
was solely used as an attention getting device. Similarly, Mac-
Innis and Park (1991) found (unexpectedly) that the fit be-
tween the music and ad theme was directly related to attitude
toward the ad.
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Researchers have also examined the influence of music on
affective response. Studies in this area have consistently found
complex links between music and allect. Park and Young
(1986) studied the effects of music on attitudes toward the
ad, attitudes toward the brand, and behavioral intention. They
found that under low involvement conditions music facilitated
favorable attitudes toward the brand and increased behavioral
intentions. When consumers were highly involved cognitively,
music appeared 1o be distracting and both brand attitude and
behavioral intention were lower than when the ad involved
no music. Thus, past research suggests that music can both
enhance and interfere with memory for the advertised brand.
when measured using traditional recall and attitude measures,
depending on the larger context of the advertising message
and characteristics ol the recipient. These complex research
lindings suggest that there is a need to better understand the
role that music, and other nonverbal cues, play in memory
for products and product claims. Such an understanding
would be well informed il music and verbal cues were used
to elicit consumer associations in contrast to prior research
that has tended 1o use only verbal cues.

Advertisers and film directors frequently associate music
and visual images. In fact, the link between music and imagery
appears to be a natural one. The concept ol a “musical image”
is well known among psychologists, and the processing of
music is viewed as an image processing function (Roederer,
1082). Such a conceptualization provides a useful link for
understanding how the two most important nonverbal ele-
ments in advertising operate in conjunction with one another.
Curiously, however, here has been rather little empirical study
ol what people experience or “see” when they hear music,
Edell and Keller (1989) suggest that music might serve as a
particularly effective retrieval cue in coordinated advertising
campaigns involving the use of television and radio. Although
they did not test music as a cue, they offer empirical support
lor the proposition that auditory cues can elicit visual imagery
contained in a television ad to which consumers had been
previously exposed.

Image processing, or at least the influence of pictorial stim-
uli. has received more attention than music processing among
consumer researchers (Unnava and Burnkrant, 1991: Heckler
and Childers, 1992: Scott, 1994). A review ol imagery in the
context ol consumer behavior (Maclnnis and Price, 1987)
identilied numerous influences on image processing, such as
the effects of pictures, concrete words, instructions, vividness
of imagery, and individual processing style. This review ob-
served that research on imagery is still in its infancy and that
such lundamental issues as how to stimulate image processing
and how to measure it remain unresolved. It also noted that
little research has been carried out in settings more natural
than the laboratory. One of the problems of particular concern
to imagery researchers in the lab is the provision of such a
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large number of cues as o create the image at the time of
measurement.

Review of the relevant literature suggests several conclusions.
First, it appears that the encoding, storage, and retrieval of the
two main elements of nonverbal communication in advertising,
music, and imagery, involve similar psychological processes.
Both are frequently employed in advertising and are poten-
tially powerful tools for persuasion. While these elements have
heen examined in previous research, it has usually been in
isolation from one another, despite their frequent complemen-
tary use. Hence, there is a conspicuous need to study how
these two nonverbal elements interact. Second, music may
serve as a more appropriate retrieval cue for visual images
stored during exposure to advertising where the two have
been previously coupled. Hence, there is a need 1o know the
power of using one of the nonverbal elements as a retrieval cue
(music) to cause elaborative processing in the other (imagery).

A third conclusion that emerges [rom a review ol the litera-
ture points to the need lor research on nonverbal advertising
in naturalistic settings. Previous research has mamly examined
the effects of music and imagery in a laboratory setting. Such
settings have important advantages and have yielded valuable
insights. For instance, there is clinical evidence of a vividness
effect (Kisielius and Sternthal, 1984; Mitchell and Olson,
1981), a picture superiority eflect (Paivio, 1971; Shepard,
1967) and an interactive imagery effect (Lutz and Laiz, 1977;
Childers and Houston, 1984), However, there is a need to
understand how these elfects are manifest in a natural environ-
ment, and whether they are adequately discernible from one
another 1o be useful o advertising researchers and prac-
titioners.

Since the nonverbal and verbal systems are likely to operate
contemporaneously during ad processing, a conceptual
scheme which allows us to postulate a linkage between these
two systems is necessary Lo provide the theoretical foundation
for this study. In the next section we present a framework that
can be used to study the retrieval and elaborative processes
generated by consumers in response to both verbal and non-
verbal elements of an advertising stimulus, The dual coding
models proposed by Paivio (1971, 1995) and Rossiter and
Percy (1978) provide the conceptual background for this
study. While the framework is insulflicient to specity the pre-
cise psychological processes initiated as a result of retrieval
cue exposure, it provides a basis for generating predictions
relating to the ad “trace” left by these processes (Friestad and
Thorson. 1993),

Dual Coding Framework for
Understanding Nonverbal and
Verbal Advertising Effects

Theoretcal formulations of the interdependence between the
visual and verbal systems have previously been advanced in
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VERBAL AND NONVERBAL AD ELEMENTS

1Yvvvy

SENSORY RECEPTORS

VERBAL NONVERBAL
SYSTEM y ¥ SYSTEM

NONVERBAL
ASSOCIATIVE ASSOCIATIVE
RK NETWORK

COGNITIVE AND AFFECTIVE RESPONSE

Referential Connections <l
Associative Linkages -

Figure 1. A dual coding systems [ramework for understanding non-
verbal and verbal adverusing effects.

the advertising effects literature (Rossiter and Percy, 1978;
Edell and Staelin, 1983; Mitchell, 1986). Such interdepen-

dence is based on the premise that consumers’ memory for

advertising retains both verbal and nonverbal aspects of the
advertising stimuli that are present in the exposure situation.
An extensive literature on dual coding theory exists in cogni-
tive psychology. The main evidence in support of dual coding
is provided by the work of Paivio and colleagues (Clark and
Paivio, 1987; Paivio, 1986; Paivio and Linde, 1982). This
body of research forms the basis for the framework proposed
in this article.

A dual coding framework lor understanding nonverbal and
verbal advertising effects is depicted in Figure 1. Essentially,
the framework posits that the nonverbal and verbal elements
of advertising are encoded by separate systems. There are
associative links within each system that connect related con-
cepts through a series of nodes like in a network model of
memory (Anderson, 1983). The associative links within a
system constitute an associative network. The verbal and non-
verbal associative networks, in turn, are linked through nu-
merous referential connections between related verbal and
nonverbal concepts, creating a referential network. Both asso-
ciative links and referential connections can be activated
through cues entering the verbal or nonverhal sysiems after
being filtered through the consumer’s sensory receptors.

The retrieval ol information proceeds through a spreading
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activation mechanism. It is the relative salience ol the associa-
tive links {i.e., those within a system) versus the referential
connections (i.e., those between systems) which determines
how activation proceeds. The type of retrieval cue is key to
the activation process. For instance, we would quite naturally
expect nonverbal cues to primarily activate nodes in the non-
verbal system. However, depending on the strength of the
relerential connections created during the ad encoding pro-
cess, activation will also spread to the verbal system.

To the extent that certain elements of advertising are better
encoded in one system. they will be more accessible through
that system. Thus, we would expect the nonverbal ad trace
to contain more depictions of imagery and the components
of imagery (visual associations with action and motion). Fur-
thermore, the model suggests that responses elicited {rom
one system will supplement responses provided by the other
system in terms of information originally encoded at the time
of ad exposure. Thus, the dual coding framework of advertis-
ing response predicts that nonverbal and verbal retrieval cues
will elicit quantitatively different frequencies of responses from
the two systems. Also, these elaborations will be qualitatively
dissimilar to one another.

The types of retrieval cues used to evoke responses domi-
nated by one system may be inappropriate, (or less efficacious)
for evoking responses dominated by the other system It is
the strength of the associative links (i.e., those within a system)
in relation to the referential connections (i.e., those between
systems) that determines the nature and content of the con-
sumer’s playback of information in long-term memory. For
the verbal system, typical retrieval cues that may be employed
include product names, ad slogans, and salient ad copy lines.
For the nonverbal system, appropriate cues include musical

jingles, visual ad elements, and product pictures.

Support for the dual coding framework in an advertising
context is provided by a “dual effects/dual response” model
proposed by Rossiter and Percy (1978). They propose that
people primarily generate verbal comprehension and visual
imagery responses to verbal and visual advertising stimuli,
respectively. The extent to which each type of response is
initially encoded in memory, depends on its “favorableness
latency.” While the framework also allows for verbal responses
1o be elicited hy a visual stimulus (and vice-versa), it clearly
suggests that responses within the verbal (or visual) system
are typical and dominant. Thus, their model implicitly as-
sumes the dual coding of verbal and visual stimuli.

Hypotheses

Based on the description of the dual coding [ramework and
the related discussion on the use of nonverbal and verbal
retrieval cues Lo activate the two systems in long-term memory,
we formulate specific hypotheses regarding consumer re-
sponse to advertising. First, we predict that nonverbal and
verbal cues will elicit responses from consumers that are quali-
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tatively different and which reflect the different roles of the
two systems. Since we are using both types of retrieval cues
in conjunction with one another, we hypothesize that the
playback elicited from a musical retrieval cue will be incremen-

tal to that elicited with a verbal cue alone, that is, the use of

two dilferent cues should elicit greater verbatim responding
than the use of a single cue.

Second. we expect the content of the playback elicited by
the two cues 1o be qualitatively distinet from one another.
This expectation relates to the manner in which spreading
activation travels through the two systems. When “leeling/
emotional” ad executions are dominant, we hypothesize that
the playback elicited by a musical cue will contain more visual
associations and images. Also. given that activation of memory
in response to the two retrieval cues proceeds independently,
we expect the content of the ad “trace” retrieved in response
to the two cues to be unrelated.

Third. given the connectivity of the nenverbal and verbal
systems in the dual coding framework, we can expect playback
retrieved [rom one system to supplement that obtained from
the other system in terms of being predictive ol the consumer’s
product preferences. In particular, we hypothesize the infor-
mation made available by the nonverbal retrieval cue will add
power to a model predictive of the consumer’s consideration
set of alternatives. Thus, we derive the following hypotheses
relating to the nature and amount of verbatim responses (play-
back) triggered by the use of nonverbal (musical) and verbal
cues to retrieve ad information stored in long-term memory:

HI: The use ol a nonverbal (musical) retrieval cue will
elicit the playback that is incremental to that elicited
[rom the verbal cue.

H2: The use of a nonverbal (musical) retrieval cue will
elicit qualitatively distinet verbatim responses from
that elicited by a verbal cue.

H2a: Responses elicited by a musical cue that has been
paired with imagery should include more descriptions
of visual associations such as action and motion than
those available from a verbal product cue.

H3: The use of nonverbal (musical) and verbal retrieval
cues will activate independent traces in long-term
memory, causing the responses to the two cues to be
unrelated.

H3a: Responses elicited by a musical cue will provide infor-
mation predictive of the consumer’s consideration set
ol alternatives. Further, this information will supple-
ment information about product preference provided
by responses to a verbal product cue.

The remainder ol this article describes a study designed 10
test the above hypotheses. The research is part of a larger
advertising tracking study carried out by a major manufacturer
in conjunction with the start of a new advertising campaign.
A key determinant of the design of the study was the use of
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actual consumers in their natural settings. Thus, the present
study included a content analysis of verbatim reports of typical
buyers contacted in their homes by telephone. While this
methodology carries its own limitations, as noted below, it
represents an important and infrequently used approach to
understanding consumer response to advertising,

Method
Advertising Campaign

The broadcast advertising campaign that served as the focus
for the present study involved a series of ad executions that
were cut from a common master tape approximately 20 min-
utes in length. The “master” featured a montage of scenes
showing the product being used by various people in a variety
of settings. There was considerable action and motion centered
around the product. The visual images were supplemented
by a hard rock musical accompaniment. The musical score
was original and [eatured lyrics that reinforced a single psycho-
logical product benefit, namely. that the product was fun to
use. No other product information was provided either visu-
ally or on the audio track.

The use of a single master from which specific executions
were created assured that each individual execution was simi-
lar 1w all the others, therehy assuring the continuity of the
campaign. Common to all the executions was the use of “ac-
tion” scenes that reinforced the single psychological product
benefit. the product name, an ad slogan, and the musical
jingle. The differences across the executions primarily related
to the setting in which the product was being used (e.g.. a
mountain road, on a beach, etc.) and the specitic people
depicted in the [ootage. Thus, the campaign was prototypical
ol “leeling/femotional” advertising,

It was important that the nonverbal components of the
advertisements were salient so that their inlluence would be
dominant, On the other hand, completely excluding verbal
cues in research on nonverbal communication may be neither
realistic nor desirable since understanding nonverbal and ver-
bal effects necessarily requires an understanding of how the
two domains interact during ad exposure, processing, re-
trieval, and elaboration (Mitchell, 1986; Houston, Childers,
and Heckler, 1987). Indeed. it may not be possible to eliminate
verbal effects by constructing stimuli that are distinct proto-
types of nonverbal advertising. Nonverbal responses are often
coded using “verbal” research instruments due to the paucity
of reliable nonverbal measurement techniques (Dichter,
1988). Hence, some confounding between verbal and nonver-
bal nfluences may be inevitable.

As noted above, the data were part of a larger advertising
tracking project. This project was begun approximately two
weeks prior to the beginning of the new advertising campaign.
Since the research objective of this study was to determine
the extent to which dilferent types of retrieval cues elicited
dillerent types of responses it was important Lo have a high
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level of baseline advertising awareness. Our data were obtained
approximately six months after the initial launch of the cam-
paign. This assured a high degree of awareness and served to
diminish any effects associated with differential frequency of
exposure or changes in advertising awareness during the study
period. Awareness of the advertising tended to stabilize in the
month prior to the collection of our data. Longitudinal data
obtained during this campaign has previously been reported
in research by Stewart, Farmer, and Stannard (1990).

The methodology involved using a musical cue for eliciting
advertising recall and playback. The verbal retrieval cue, con-
sisting of the product name, was administered prior to the
nonverbal cue. One purpose of the verbal cue was to “prime”
respondents to the product category and brand.

Respondents

Respondents for the study were selected through a random
digit dialing procedure, then qualified to ensure that they
were in the population of interest. Individuals between the
ages of 18 and 54 who indicated that they planned to purchase
a product in the advertised category were interviewed. In all
cases, the respondent interviewed indicated they were the one
in the household who would be most responsible for the
purchase decision. Fifty-lfour percent of the respondents were
male; 46% were female. The distribution of household income
and education in the sample was comparable to that of buyers
nationwide. Thus, the sample employed in the research was
broadly representative of the target audience for which the
advertising was intended.

Survey Design

Respondents were contacted from a central telephone bank.
Calls were made throughout the day on a daily basis. Approxi-
mately eight Lo nine calls were completed each day. Callbacks
were employed to increase both the initial contact and re-
sponse rate. The response rate [or the study was approximately
80% for qualified contacts. This procedure resulted in a sample
of 745 respondents over the 90-day period during which data
reported in the present study were obtained.

During the period in which the data reported here were
collected more than 70% of the respondents claimed to recall
the product's advertising in response Lo a verbal (product
name) cue. Ninety percent of the respondents claimed 1o
recognize the music. These levels of awareness remained rela-
tively constant throughout the study period. Further evidence
of the high levels of advertising awareness is found in the
fact that 90% of the respondents who claimed to recall the
advertising in response to the verbal cue and 95% of the
respondents who indicated that they recognized the music
offered verbatim advertising associations in response Lo open-
ended questions.

Survey Instrument
The telephone interviews with each respondent required ap-
proximately 20 minutes. The interviewer used a funnel ap-
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proach to questioning, beginning with very general questions
about the product category and gradually moving to more
specific questions regarding the advertising for the manufac-
turer's praduct. Thus, questions early in the interview asked
respondents what products came to mind, what advertising
for the product the individual had seen or heard in the past
month, and which brand(s) the respondent would consider
purchasing if they had to make an immediate choice. These
more general questions were followed by aided recall ques-
tions mentioning brand names. Respondents were first asked
il they were aware of particular brands (if not mentioned
previously) and if they could remember having seen or heard
of a particular manufacturer’s advertising in the past month.
Respondents were then asked to rate several manufacturer’s
products on a number of attributes.

Following the attribute rating task, all respondents who had
indicated that they were aware of the particular manufacturer’s
advertising (the verbal cue in the study) were asked two series
ol open-ended questions regarding this advertising. Respon-
dents were reminded that they had mentioned that they had
heard or seen ads for the particular manufacturer's products
and were asked to “briefly describe the ads that you have seen
or heard.” Respondents’ verbatim responses were recorded.
Probes were then employed to elicit any further response.
Respondents were asked, “What else do you remember abowt
the ads? What else?”

All respondents were then asked to listen to the 10-second
musical jingle (the nonverbal cue in the study) used in all the
executions in the advertising campaign under study. Upon
completion of the recording, respondents were asked whether
they recalled hearing the musical jingle on the tape. As with
the verbal cue, only respondents who answered affirmatively
were then asked to describe what they remembered hearing
or seeing in the television commercials. Probes were employed
following this initial question. Respondents were again asked
“What else do you remember about the ads?” Probing was
terminated when it was no longer productive.

A potential confounding factor in the present study is the
fact that the verbal product cues were always evoked first,
While rotation of the order of the questions would have been
desirable, it was not accomplished during the administration
ol the questionnaire. There are two reasons to believe that
the order of presentation would not have had a significant
impact on the results of the study. First, a recent study hy
Friestad and Thorson (1993) found that when an executional
cue preceded a product category cue, recall was enhanced for
emotional and neutral ads. When the order of the cues was
reversed, so that the product category cue preceded the execu-
tional cue, recall continued to be enhanced in the emotional
ads, despite a predicted difference. This [inding suggests that
cue order may not be an important factor influencing retrieval
from long-term memory.

Second, an external check on the effect of the order of
presentation of the verbal and nonverbal cues was carried out
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with 48 MBA students who were exposed to one of the ads
included in the present study. This check also did not find a
significant dilference in the number or content ol verbatim
responses related 1o the order of the questions even at the
p < .25 level. Although the above evidence indicates that
order of the cues was unlikely 1o be a confound, the fact that
the order of questions was not rotated in the primary study
still leaves open the possibility (however remote) that order
affected the results.

Coding Verbatim Responses
Verbatim responses to the open-ended responses were content
analyzed. Two judges developed a categorization system that
included counts of the total number of words used, number
of different types ol words used and their [requency (verbs,
adjectives, etc.), and number of references to self, to the prod-
uct, to the setting of the TV commercial, to people in the TV
commercial, and to motion or action in the TV commercial
The latter three categories tended to capture the types of
images that actually appeared in the advertising. In addition,
the number of evaluative comments (positive and negative)
regarding the product or the advertising was counted, as was
the number ol words with alfective connotations. The coding
was done on a respondent-by-respondent basis so that content
codes could be matched to other information elicited from
the respondents

Two judges independently coded the verbatim responses
of each respondent. There was 98% agreement between the
two judges (kappa = .97) across all codes. Agreement for
individual measures of verbatim responding ranged from 94%
to 100% (kappa ranged from .89 to 1.00). Thus, all of the
measures derived from coding the verbatim responses ol sur-
vey participants exhibited a very high degree of reliability. In
cases of disagreement, a third judge resolved the difference.

Results
Hypothesis 1

The first hypothesis suggests that the nonverbal (musical)
retrieval cue would provide incremental information regarding
consumers’ memory for the advertising. The results of the
present study suggest that this is the case. Five hundred and
thirty-two of the 745 respondents (71%) indicated that they
remembered seeing advertising lor the product in response
1o the verbal (product name) retrieval cue. In contrast, 716
of the respondents (96%) reported that they recognized the
advertising after hearing the nonverbal (musical) cue. a statisti-
cally significant difference (p < .03).

More interesting, however, is the finding that only 27 re-
spondents (5%) who stated they had seen advertising for the
product in response to the product name cue stated that
they were unfamiliar with the musical cue. Two hundred and
eleven of the 213 respondents (99%) who indicated that they
had not seen the advertising in response to the product name
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Table 1. Dilferences in Verbaum Response Associated with Verbal
and Nonverbal Retrieval Cues

Verbal Nonverbal
Cue Cue

Average number ol words per

respondent 218 13.8
Percent of respondents using

motion or action words 280 48.06
Percent ol respondents making

evaluative stalements 12 97
Percent of respondents using alfect

laden waords 5.0 5.2
Percent of respondents making one

or more mentions of peaple Pa 23
Percent of respondents making one

or more mentions of setting 119 27.5
Percent ol respondents making one

or more mentions of self

(exclusive of references to

remembering) 27 0.3
Percent of respondents making

one or more mentions of product 14.8 17.0

cue indicated that they recognized the musical cue. The non-
verbal (musical) cue appears to offer a more sensitive measure
ol advertising awareness, in the case of “leeling/emotional”
advertising, Also, the two cues appear (o dilferentially access
the ad “trace” in memory suggesting that verbal and nonverbal
ad elements were encoded separately at the ume of original
ad exposure. Hence we have preliminary support lor the dual
coding [ramework. Hence H1 is supported by the data. The
implication from a dual coding perspective is that the nonver-
bal system provides greater access to memory for “feeling/
emotional” advertising. These results are also consistent with
earlier findings of Zielske (1982) who [ound that the use of
verbal cues underestimated the elfect of advertising when
advertising was more [eeling or emotional in its orientation.

Hypothesis 2
The second hypothesis deals with the qualitauve differences
in the verbatim responses obtained by using a verbal and
nonverbal cue. Of the 532 respondents who claimed 1o re-
member the advertising in response Lo the verbal cue, 90%
elaborated on what they remembered in response to the open-
ended guestion. On the other hand, 95% ol the 716 respon-
dents who claimed to remember the advertising in response
1o the nonverbal cue elaborated on what they remembered.
Table 1 provides a description of the results of coding
the verbatim responses associated with each cue. The modal
frequency of using any particular type of word was one, and
for this reason only percentages ol respondents using one or
more words in a particular category are presented. It is quite
evident from Table 1 that the verbal and the nonverbal cues
elicited qualitatively different kinds ol response. Hence H2 is
supported by the data. An important difference in responses
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to the two cues was related to the number and type of verhs
used by the respondents. Surprisingly, mare verbs were used
in response to the product name cue than in response to
the musical cue. The lauter finding probably reflects, in part,
differences in the number of words used in response to each
cue, since the percentage of verbs relative 1o all words used
was similar for the two types of cues (7.2% in the case of the
product name cue and 8.7% in the case of the musical cue)

An analysis of the content of the responses suggests that the
verbal cue elicited many more references to (or descriptions
of) the process of remembering. In response to the verbal cue
respondents often used phrases like “1 think | remember,” “I'm
trying to recall,” and “let me think.” This finding suggests that
the associative links in the verbal system (see Figure 1) may
be weaker than those in the nonverbal system, for “feeling/
emotional” advertising,

Hypothesis 2a
A sub-hypothesis associated with H2 dealt with the types of
differences in responses that will arise from use of the two
cues. Hypothesis 2a suggests that the musical cue would elicit
greater playback of the imagery contained in the TV commer-
cials. As expected, respondents more readily provided play-
back of the advertising that involved descriptions of the set-
tings, people, motion, and action in response to the musical
cue. Respondents were two to three times more likely to use
words referring to people, setting, motion, or actions in their
verbatim playback. A t-test for differences in proportions reveals
that these differences are statistically significant (p < .05).
Also, respondents used fewer verbs associated with action
or motion when given the verbal cue and instead used more
passive verbs such as “is” and “was.” In contrast, the incidence
of action or motion oriented verbs relative to total words used.
was greater in response Lo the musical cue (3% in the case of
the musical cue versus less than 2% in the case of the verbal
product cue). Hence, we have evidence that the nonverbal cue is
causing consumers to retrieve imagery (i.e., action and motion)
elements of the ad “trace” from long-term memory. Hence H2 is
also supported by the data. Interestingly, there was no observed
difference in the relative elicitation of affect laden words with
the use of the two cues. Since the dual coding framework does
not make the nonverbal system the exclusive domain for the
encoding of “feeling/emotional” advertising, such a finding lends
further support for the framework.

Hypothesis 3

The third hypothesis suggests that the type of response to the
verbal cue should be unrelated to the types of responses
elicited by the nonverbal cue. Thus, for example, mentions
of the product or the setting in the television commercial in
response to the verbal cue should not be associated with
similar mentions in response to the nonverbal cue. In order
to test this hypothesis it is necessary to look at the pattern of
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responses across both cues. This was accomplished via factor
analysis,

The frequency with which respondents used the various
verbatim response categories described above for each of the
two open-ended questions were used as the raw data for a
factor analysis. Thus, a total of 18 variables was employed in
the factor analysis. These items are described in Table 2. The
analysis consisted of a principal components analysis followed
by a varimax rotation (several oblique rotation solutions using
a promax procedure failed to improve the obtained solution).
A scree test suggested a 6-factor solution as most appropriate.
These six factors accounted for 51% of the total variance.
Table 2 provides the rotated [factor loading matrix.

Table 2 reveals an intriguing pattern of responses. There
appear to be two factors that are loaded by imagery related
items, one associated with the verbal cue, the other associated
with the nonverbal cue, Thus, it appears that there is a ten-
dency for respondents to make multiple references to the
imagery related elements in the TV commercials. But, refer-
ences Lo imagery in response to the product name cue appear
to be independent of references to imagery in response to the
musical cue. There appears to be a “verbal imagery” factor
and a “nonverbal imagery” factor that are unrelated to one
another. Hence H3 is supported by the data. An important
implication arising from this result is that both systems appear
to encode the imagery associated with the product at the time
of exposure. But the imagery related ad elements in the two
syslems appear to be independent of one another.

Two other factors in Table 2 also suggest an independence
of response to the product name cue and the musical cue.
Responses that are evaluative or affect laden tend to be associ-
ated with one another. As in the case of imagery related
responses, evaluative and affective responses elicited by the
verbal cue were independent of those elicited by the nonverbal
cue. This result lends additional support to H3. There were
response categories that tended to be associated across the
two types of cues, however. Mentions of sell in response to
the verbal cue tended 10 be associated with mentions of self
in response to the nonverbal musical cue. While mentions of
the advertised product also tended to co-vary across both
types of cues, there is a small, but statistically significant
dilference (p < .05) in the frequency with which the product
was mentioned in response to the two cues. The nonverbal
cue appeared to elicit more responses that mentioned the
advertised product.

These findings may suggest that highly salient objects, such
as the sell or the product, may provide the referential connec-
tions (depicted in Figure 1) between the two processing sys-
tems. The present study does not provide a basis for a defini-
tive test of the latter suggestion, but future research should
provide further evidence on this issue,

Hypothesis 3a

Although a finding that different types of cues can produce
dilferent types of responses is important in itself, such a finding
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Table 2. Factor Loading Matrix of Verbanm Playback Items
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Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6
Motion/action words (verbal cue) 0.80 0.05 0.02 0.08 —0.08 —=0.08
Total verbs (verbal cue) 0.76 0.07 0.26 0.21 0.13 0.18
Mentions of setting {(verbal cue) 0.68 0.09 —0.03 —0.13 -0.07 —0.15
Total words (verbal cue) 0.68 0.08 0.36 0.14 016 0.20
Mentions of people (verbal cue) 0.62 =0.01 —{13 =05 —0.04 0.00
Maotion/action words (music cue) 0.03 0.83 Q.01 0.24 —0.12 —0.03
Total verbs (music cue} 0.06 0.81 0.01 0.29 0.09 —0.01
Total words (music cue) 0.06 0.76 0.01 0.19 0.31 009
Mentions ol people (music cue) 0.07 0.50 —0.02 —0.31 0.12 0.01
Mentions of setting (music cue) 0.06 0.46 0.10 =25 0.12 0.12
Evaluative statements (verbal cue) 0.04 0.00 0.84 0.07 0.11 -0.06
Alfect laden words (verbal cue) 0.05 0.07 0.81 —=0.19 —0.08 -0.03
Mentions of sell (verbal cue) 0.08 —0.15 0.23 0.68 0.38 0.33
Mentions ol sell (music cue) —0.06 —0.02 —=0.05 0.64 0.08 0.10
Evaluative statements (music cue) -0.02 0.10 0.00 0.00 0.69 —0.09
Affect laden words (musie cue) —0.04 0.21 0.02 —0.06 0.65 —0.09
Mentions of product (verbal cue) 0.09 —0.04 0.01 0.03 0.14 0.63
Mentions of product (music cue) —0.05 0.23 —0.10 =013 — (1] 0.54

would take on added importance if it could be shown that
such differences in playback also have predictive value. Hy-
pothesis 3a states that imagery (visual associations with action
and motion) responses should add power to a model pre-
dictive of the consumer’s consideration set of alternatives.
Several factors are known to be associated with membership
in the consideration set. Among these are current ownership
ol the same brand, various beliefs about product auributes,
and beliefs about the congruence between the product and
self. A potentially important question, particularly for market-
ers who use “feeling/emotional” advertising, is whether such
themes merely reinforce existing beliefs, or make a unique
contribution o product information stored in long-term
memory.

To examine this question, factor scores, reflecting the fac-
tors shown in Table 2, were computed for each respondent
and entered into a stepwise discriminant analysis. A stepwise
procedure was employed because the hypothesis under test is
whether incremental information is contained in the verbatim
playback items. The variables in this analysis included an
indicator of whether a respondent currently owned the adver-
tised brand. a rating of the degree 1o which a respondent
regarded self as similar to the brand, three auribute ratings
of the product which had been previously found to influence
purchase, and the six factor scores obtained [rom the coded
verbatim responses. One of the three auribute ratings was
related to the single psychological product benefit that was
the focus of the advertising campaign. These various factors
were used as independent variables in the discriminant analy-
sis. The dependent variable was whether or not the advertised
product was included in the respondent’s consideration set.

The results of the discriminant analysis are given in
Table 3. Not surprisingly, the two strongest predictors of
consideration set membership were current ownership and

the congruency rating between the sell and brand. These two
factors together accounted for 13% of the variance between
consumers for whom the product was in the consideration
set versus those for whom it was not. The single psychological
product benefit emphasized by the advertising campaign was
also indicative of consideration set membership, although it
accounted for only 1% of the variance. More important, three
of the factors derived in the factor analysis made independent
contributions to predicting consideration set membership.
These three factors were the two imagery factors associated
with the verbal and nenverbal (musical) cues, and the evalua-
tive/affective factor associated with the musical cue. Although
the amount of variance that was accounted lor by these three
factors is small, the contribution is statistically significant. In
addition, the discriminant analysis correctly predicted mem-

Table 3. Results of Discriminant Analysis Predicting Membership
in Consideration Set of Alternatives

Average
Squared
Canonical
Probability Correlation

Partial F
R? Statistic

Currently own

advertised brand — 0.09 40.6 0.0001 0.09
Product 15 sumilar

1o sell 0.04 165 0.0001 .13
Verhal imagery

factor 0.02 6.7 0.01 0.14
Musical imagery

factor 0.01 4.4 0.04 0.15
Evaluative/allective

factor {musical) 0.01 4.2 0.04 0.le
Beliel product is

fun 1o use 0.01 3.7 0.05 0.17




48 J Busn Res
1998:42:39-51

bership (or non-membership) of the advertised product in
the consideration set of 61% of the subjects in the study when
only the prior ownership, the self/product congruency rating,
and the product attribute rating were used as predictors. The
inclusion of the two imagery factors and the evaluative al-
fective factor increased the percentage of correct classilications
to 65%. Thus, these items not only explain additional, albeit
small amounts of variance, they also increase the accuracy of
prediction. These results provide additional support for H3a.

Supplemental analyses were conducted to provide insights
into the reasons the three verbatim playback factors contrib-
uted to the discriminant function. Two additional findings
emerged [rom these analyses. First, the amount of elaboration
in response to the verbal cue was strongly associated with
awareness of the product’s advertising; that is, the more a
respondent said in response to the verbal cue, the higher the
probability that they recalled the product’s advertising. The
“verbal imagery” factor identified in the factor analysis re-
ported above had a correlation of .31 with unaided advertising
recall and a correlation of .58 with aided recall. However,
neither the “nonverbal imagery” factor nor the evaluative/
affective factor was signilicantly associated with aided recall,
Neither were these factors significantly associated with attri-
bute ratings of the product. Thus, it does not appear that the
verbatim playback factors’ contribution to predicting member-
ship in consideration sets can be explained through a simple
awareness explanation.

Summary and Conclusions

This research involved an investigation ol the verbatim re-
sponses generated by consumers in response to both nonverbal
and verbal ad retrieval cues. The results are consistent with the
view that nonverbal (image and music) processing involves
different psychological mechanisms than verbal processing. The
evidence uncovered as a result of testing the hypotheses offers
empirical support for the dual coding systems framework pre-
sented in Figure 1. Almost all ol the predictions made by the
framework are borne out by the analyses. For example, the
musical cue elicited more imagery (visual associations with
action and motion), thereby suggesting that such cues may
be particularly useful for investigations of “feeling/emotional”
advertising. The findings also make clear that information
in the nonverbal system has value as a predictor of brand
preference. Further, such information does not appear to be
redundant with information obtained from the verbal system
via traditional ad retrieval cues. Rather, the two dillerent cues
appear to retrieve complementary information.

The present study used a methodology that offers potential
for future studies of advertising elfectiveness by using an
approach that directly analyzes the content of the ad “trace”
in consumer memory. The tvpes of ad retrieval cues used in
the study are casily administered in a telephone survey, which
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provides a convenient and inexpensive means of collecting
data from large samples of consumers in natural viewing envi-
ronments. Although the effects reported in the present study
are relatively small, they are not appreciably smaller than
effects reported in many well-controlled laboratory settings.
The results of the study are made all the more important by
the fact that the study was carried out in the “real world” in
which exposure to product advertising occurred naturally,
and where the data were not obtained in rapid temporal
proximity to the advertising exposures.

Limitations

Although the results of the present study are intriguing, it
should be noted that the study is descriptive and involved
the investigation of a single advertising campaign for a lone
durable product. Thus, the question of the generalizability of
the results remains unanswered. Another limitation of the
present study centers on the use of a content analytic proce-
dure for creating data from verbatim responses. Such a proce-
dure requires numerous coding decisions that could affect the
results of the study. In addition, the use of a nonverbal cue for
the elicitation ol responses is a relatively untested procedure. It
is likely that factors such as the character of the music itsell
and the length of the music used may influence the results
obtained. Also, the study does not provide an answer to ques-
tions of why and how nonverbal processing has an effect on
consumer preference. While the present study does not resolve
these many issues, it does offer a novel and potentially usefu!
approach to understanding advertising eflects.

Theoretical Implications

The dual coding framework assumes that the ad “trace” in
memory is accessible from both the nonverbal and verbal
systems. However, some components ol the ad “trace”™ may
be easier 1o access using nonverbal retrieval cues. Our results
are consistent with such a prediction. The nonverbal (musical)
cue evokes more responses involving images and visual associ-
ations. More important, the ad “trace” retrieved from memory
in response to the nonverbal (musical) cue adds power to
a model predictive of the consumer’s consideration set of
alternatives. The findings have implications for understanding
how consumers encode and subsequently retrieve “leeling/
emotional” advertising.

An impaortant theoretical issue for research on the dual cod-
ing framework is how the nonverbal components of an ad
(music and images) are “integrated” into the verbal imformation
store. Previous research demonstrates the existence of both
an “enhancement” and an “interference” ellect during the con-
temporaneous processing of nonverbal and verbal informa-
tion. The dual coding [ramework employed in this research
allows us to understand the conditions under which these
elfects are likely to be manifest. For example, if the referential
connections (between-system associations) are stronger than
the associative links (within-system associations) then the en-
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hancement effect is likely to be stronger (see Figure 1). On
the other hand, interference effects are likely to dominate
when nonverbal and verbal cues activate traces that are only
independently accessible in memory.

Taken together the lindings of our hypotheses suggest that
overall memory for “leeling/emotional” advertising is en-
hanced through the combined use of both a verbal and non-
verbal cue. However, there is also some evidence that memory
for imagery related ad elements stored in the nonverbal system
may be interfered with when a verbal retrieval cue is used
(see Friestad and Thorson, 1993 for a similar result).

Managerial Implications

The nature of the consumer’s responses Lo advertising can
either be measured through traditional ad performance mea-
sures such as recognition and recall, or more completely
through a verbatim playback of the ad “trace” in memory. An
important implication of the present study is that when both
types of retrieval cues are used in conjunction, a more accurate
playback of the ad “trace” stored in memory becomes available.
Testing different types of ad retrieval cues is important to
understanding the content and structure of memory, as well
as for improving the measures available to understand adver-
tising effects. Also, the purchase environment can be fashioned
to facilitate retrieval of the ad “trace” in memory created by
the initial exposure to advertising.

n

The primary contribution of the current study may lie in
the possibilities it raises regarding the dual coding of verbal
and nonverbal elements of advertising. Research in marketing
and advertising has long been dominated by the use of verbal
stimuli and measures. The present study suggests that new
approaches to advertising response modeling are needed, and
may be available. Also, it should be noted that prior research
on imagery has almost always employed verbal cues for the
elicitation of imagery. No study to date has examined the use
of musical cures. It is likely that such a cue could elicit retrieval
of visual associations, particularly when those images have
been previously paired with the music. Indeed, a musical cue
may be superior for image retrieval in the case of advertise-
ments in which there is little or no abjective product informa-
tion, as would be the case for many “leeling/emotional” adver-
tisements.

Our findings demonstrate that the nonverbal cue may be
more efficacious for accessing ad imagery (visual depictions
ol action and motion), as predicted by the dual coding frame-
work. The results are consistent with earlier research that has
shown that verbal cues tend to underestimate the impact
ol emotional ads on memory (Thorson and Friestad, 1989,
Stewart, Farmer, and Stannard, 1990 Zielske, 1982). As noted
carlier, Zielske (1982) found that verbal measures of memory
(such as day-aftter-recall) underestimated memory for “feeling/
emotional” advertisements by as much as 50%. The results
of this study are also in accord with the common belief among
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advertisers that music is effective in creating favorable product
associations, thereby enhancing memory for infermation about
the product. However, previous research is not clear on whether
this eflfect is the result of a conditioning process (Gorn, 1982
Kellaris and Cox, 1989) or due to the phonetic or mnemonic
effect of music (Yalch, 1991).

Our study suggests that there may be another interpretation
of why memory for ad slogans is enhanced when a jingle is
incorporated into an ad campaign. While it does not directly
address the conditioning or mnemonic effect of music in creat-
ing favorable associations, it provides evidence of the successful
creation of a “cognitive link” between the nonverbal and verbal
components of the advertisements consequent to initial expo-
sure. The increase in memory lor product information oc-
curred even for the “leeling/emotional” ads used in this study
reinforcing the importance of this result. Also, our findings
are consistent with evidence suggesting that executional cues
may be more effective in retrieving ad memory traces for
emotional ads that are viewed under normal conditions
(Friestad and Thorson, 1993), and are also consistent with
research that indicates that scenes unavailable for recall can
be recognized when cued by background music (Boltz, Schul-
kind. and Kantra, 1991).

Future research might explore the extent to which other
nonverbal cues, such as visual imagery, paralinguistics, and
body language, among others, produce the same kind of cogni-
tive linkages as demonstrated in the present study. Such re-
search would help determine the extent to which the effects
demonstrated in the present study are unigue Lo music as a
cue or are more generally associated with nonverbal cues.
Future research might also explore the differential sensitivity
of various other nonverbal cues with the objective of identi-
fying new ways 1o assess the impact of advertising. There
are clearly numerous interesting and unanswered guestions
regarding the role of nonverbal cues in advertising that await
future research. The present study suggests that such research
has the potential to produce theoretically relevant and mana-
gerially practical results.
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