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Abstract

This thesis examines the use of incongruity in advertisements, with a particular focus on radio
advertisements. It explores three main incongruity levels: congruent, moderate, and extreme
incongruity. By integrating the Elaboration Likelihood Model of Persuasion and Mandler’s
Schema Incongruity Processing Theory, the study investigates how varying levels of musical
congruence affect consumer cognitive and emotional responses, with the aim of enhancing

ad effectiveness and brand memorability.

A mixed-method sequential design was employed, involving 27 semi-structured interviews
and a survey of 210 respondents. Thematic analysis and Partial Least Squares Structural
Equation Modeling (PLS-SEM) were used to analyse qualitative and quantitative data,
respectively. The findings suggest that, in terms of incongruity, moderate incongruity was
processed and resolved by respondents without any issues. Whereas extremely incongruent
information in the ad caused the respondents to struggle, and the ad brand memorability was
not established. Practical implications suggest that the advertiser can help in creating tailored
content that aligns with the target audience’s interests and values, incorporating interactive
elements that promote engagement and using emotional appeals to foster a stronger
connection with the audience. By promoting a positive attitude through memorable and
contextually relevant content, advertisers can build stronger brand associations and improve
customer retention. The study offers a framework for designing ads that balance novelty and
relevance, providing both theoretical insights and actionable strategies for enhancing
advertising effectiveness.

Keywords: - Congruity, Incongruity in Advertisements, Schema congruity theory, Elaboration
Likelihood Model, Background music, Radio advertisement, Brand memorability
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CHAPTER 1
INTRODUCTION



1.1 Introduction

Understanding consumer behaviour is crucial for marketers to reach and persuade their target
audience effectively. In a competitive marketplace, consumers are faced with many competing
propositions and ads, where utilising their existing knowledge of a brand can aid in their
purchasing decisions, allowing them to navigate choices more efficiently and align with their
preferences and needs (Park and Yi, 2019). This process is deeply rooted in the cognitive and
affective aspects of consumer behaviour, where recognition and perception play a crucial role
in decision-making (Solomon, 2019). These decisions can also result from effective
advertising, which is critical in shaping consumer perceptions and influencing their behaviour.
Advertising, when done effectively, can create awareness, generate interest, and build a
preference for the brand, ultimately leading to the decision to purchase (Kotler, Keller and

Cherney, 2022).

Among the various advertising mediums, radio advertising stands out for its unique ability to
reach and engage audiences. Radio's pervasive nature allows it to infiltrate daily life, reaching
consumers during moments other media cannot — such as driving, working, or cooking. The
intimate and localised nature of radio creates a trusted environment for delivering advertising
messages (Stafford and Faber, 2005). Traditional radio advertising is still used as a local
medium for broadcasting ads to reach audiences on the go who are engaged in their daily
routine activities (Chan-Olmsted, Wang and Hwang, 2020). Furthermore, the emotional
appeal in radio advertising is particularly influential. The human voice, music, and sound
effects can evoke original imagery and emotions, creating a memorable and personal

experience for the listener (Potter, 2010). Informational content in radio advertising is crucial;



despite its auditory limitation, a well-crafted radio ad can effectively convey key messages and

information about the brand or product.

Similarly, a body of research suggests that radio can attract around 95% of the targeted
population, and when consumers are exposed to radio advertising messages, the respondents
will show a higher level of trust (Nielsen, 2012; UNESCO, 2013). Secondly, radio advertising
can help generate mental images help generate personalise messages to a target audience,
and can encourage the audience to make decisions (Bolls and Muehling, 2007; Martin-Santana
et al., 2015). Rodero (2011) explains that one of the critical micro-structures of radio
advertising is the “phonoaesthetic function,” where message delivery through radio
advertising is not just words delivered but how they are delivered to listeners. In addition, the
correct type of music in the background can complement this message delivery. A study by
Allan (2007) suggests that a short 30-second radio ad can significantly impact brand recall and

message compared to other electronic media.

However, Pedrefio-Santos and Garcia-Madariaga (2022) argue that radio ads do not allow
listeners to pause and repeat the ad, whereas other mediums, such as online and TV ads, can
be reversed and played again. During this process, the information message can be lost, and
the listeners must listen to the ads again to thoroughly understand the message. These
findings were also confirmed by Riebe and Dawes (2006), where the recall was its lowest
amongst listeners when the ad was only played just for a short period. Similarly, it can be
assumed that the main objective of an advertisement is to deliver a memorable message to
listeners, thereby enhancing memorability. The challenge of accomplishing this effectively and
efficiently remains a constant pursuit for marketers (Makienko, 2012). Hence, a key objective

of radio advertising is to achieve effective memorability (Lavack, Thakor and Bottausci, 2008).



This requires the message to be positively assimilated within a specific time frame, allowing
listeners to form a lasting impression (Cannon, Leckenby and Abernethy, 2002; Makienko,

2012; Pedrefio-Santos and Garcia-Madariaga, 2022).

In addition, mnemonic devices, such as jingles and slogans, are particularly effective in radio
and can aid in enhancing brand recall (Oakes, 2007b). Music, a core element of radio
advertising, impacts its effectiveness, and its delivery often depends on the combination of
words. Music delivery on radio strongly influences consumer perception compared to visual
media because the message delivery in radio ads only relies solely on sounds (Martin-Santana,
Reinares-Lara and Muela-Molina, 2015). Similarly, modern advertising uses background music
to grab customers’ attention; amongst advertisers, music is considered to have a significant
commercial advantage. Gorn (1982) suggest that background features such as music in
advertisements can influence product choice. Research indicates that in advertising, music
serves as an essential element, as modern commercials have increasingly employed
instrumental background music, popular hit songs, and jingles specifically crafted for

advertising objectives. (North, Sheridan and Areni, 2016; Ziv, 2018; Oakes, 2007b).

Sometimes, these associations between product and advertising characteristics can help
individuals form relationships. This relationship is not merely transactional; it often
encompasses emotional and psychological dimensions crucial for brand loyalty and
preference. These associations are influenced by various factors, including the congruence
between the product and the advertising message, the advertisement's emotional appeal,
and the ad's relevance to the consumer's needs and values (Keller, 1993). Similarly, Gorn
(1982) has labelled these associations conditioned and unconditioned stimuli where the

condition stimuli is the product and music is the unconditioned stimulus in the advertisement.

4



The conditioned response can influence consumer behaviour. If consumers have developed
positive associations with the product due to its pairing with pleasant music, they may be
more likely to choose that product over others. The product is not just a standalone item; it's

now linked to positive emotions and experiences.

As identified by Cornelis, Cauberghe, and Pelesmacker (2014) and cited by Khan (2020), an
advertising message can be strategically designed to affect consumers' decision-making
processes when the ad's message aligns with (or deviates from) the consumer's self-
regulatory focus, such as their preset expectations of the ad and brand, congruity (or
incongruity) occurs. Similarly, previous research explored the importance of ad content
congruity and its need to match the medium used with a purpose and motivation behind it
(Kim and Kim 2018). The initial research of Khan (2020) suggests that advertising literature
has examined congruency in ads about celebrities (Kamins, 1990), consumer response
(Craton, Lantos and Leventhal, 2017), involvement (Sharma, 2000), memory (Guido et al.,
2016), mood (Lee, Andrade and Palmer, 2013), brand nostalgia (Shields and Johnson, 2016)
and medium of delivery (Van Reijmersdal, 2011). At the same time, the concept of
(in)congruity in advertising studies refers to the level of match (or mismatch) between various
advertising elements like the brand, product, visuals, or music and the consumer's established
perceptions or understanding of the message's attributes. (Chang et al., 2014; Khan, 2020).
There is evidence that persuasive messages “to some aspect of the message recipient’s
cognitive, motivational, or affective system can influence persuasion” (Cesario, Grant and
Higgins, 2004: 390). While congruity between music and brand message enhances recall and
emotional connection, incongruity can affect the listener's attention and provoke deeper

cognitive processing (Lee and Schumann, 2004).



The current research focuses on exploring how musical incongruity in advertising influences
consumer ad-brand memorability. This study examines whether unexpected or mismatched
musical cues within radio advertisements can enhance or impair consumers' recall of brand
information. There is also evidence that when the consumer is in contact with matched
advertising congruent information, it is easy for the consumer to process (Kim and Kim 2018).
However, when ad information is incongruent (mismatch), consumers might struggle to
process it, leading to unfavourable evaluation. Incongruity can stimulate cognitive efforts in
individuals to resolve the mismatch in an ad that the consumer is processing. If an individual
is experiencing a large extent of incongruity, it will be frustrating and irritating to resolve the

incongruity (Mandler, 1982).

Previous research has shown mixed results regarding the impact of congruency and
incongruency in advertisements on memory, consumer attitudes, and other measures
(Yaveroglu and Donthu 2008; Yoon, 2013 ; Zanjani, Diamond and Chan, 2011). The current
research suggests that music may be an essential mediator in these dynamics, especially in
radio advertising, where auditory elements are solely used to convey messages. Earlier studies
have consistently recognised music as a critical component in effectively delivering
information within advertisements, influencing how messages are processed and
remembered (Moorman, Neijens and Smit, 2002; Mitchell, 1986; Spotts, Weinberger and
Parsons, 1997). Thus, while congruence ensures familiarity, introducing incongruity can
establish a distinctive position and retain consumer attention in the competitive landscape of

radio advertising.

Furthermore, another body of research has underscored the importance of advertising

creativity, with results indicating that creative advertising positively affects brand responses



and consumer attitudes toward ads (Parsons, 2019; Rosengren et al., 2020). Similarly, the use
of incongruent background music as a tool for enhancing advertising creativity remains
underexplored. Current research suggests that when an advertisement features incongruent
elements, such as background music that doesn't traditionally align with the visual or message

theme, the memorability of the ad will increase.

However, throughout the literature review, it has become clear that literature on purposeful
incongruity (Dahlén and Lange, 2004; Halkias and Kokkinaki, 2014; Spotts, Weinberger and
Parsons, 1997) and musical incongruity has a limited number of studies, which provide
insightful, yet inconclusive, findings (Hung, 2000; Kellaris and Mantel, 1996). In addition,
purposeful incongruity in terms of ad-brand incongruency (familiar and unfamiliar brands) has
not received too much attention either. In addition, this research will address how incongruity
is likely to be processed and resolved and how incongruity, including musical incongruity, may
likely evoke various combinations of affective and cognitive consumer responses to persuasive

messages.

1.2 Research Aims and Objectives.

Addressing the outlined research gaps, the primary goal of this research is to identify the role
of musical incongruity in radio advertising and its effect on consumer brand memorability. To
achieve this, the research will use modality incongruity to examine the effectiveness of radio
advertising. The research experiment will also try to identify consumers’ responses regarding
brand memorability when incongruent modality is used in advertising. To explore the current
concept, the current research will adopt two well-known theoretical concepts: the Elaboration

Likelihood Model of Persuasion (ELM) developed by Petty and Cacioppo (1986b) and



Mandler’s (1982) Schema Congruity Theory. Both these theories will explain how incongruent
elements in advertising, such as music, can be understood within these theoretical
frameworks. The literature review will further investigate the concept of incongruity in more
detail, along with the musical incongruity. The appropriate questions will be explored through

three distinct aspects: congruity, moderate incongruity, and extreme incongruity.

Furthermore, analysis of the study revealed that incongruity challenges the mental structure
of individuals and forces them to retrieve any pre-existing knowledge they hold in their minds
(Yoon, 2013 ). Consumers must overcome some challenges to achieve, such as processing
incongruent information cognitively and affectively, resolving the congruity by making sense,
and having an evaluative response at the end. Similarly, research suggests that incongruity can
help increase curiosity and interest (Lee and Mason, 1999; Kapitan and Silvera, 2016).
Whereas unexpected or irrelevant information in ads has increased ad message involvement
(Martin and Strong, 2016) and consumer viewing time is the time (Goodstein, 1993). In
addition, Mandler’s (1982) suggest schema-congruent information, which aligns with an
individual's existing knowledge structures or schemas, is quickly processed and resolved. It

does not encourage individuals to form new knowledge structures.

However, schema-congruent information increases individuals’ cognitive arousal to
accommodate incongruities. Whereas moderately incongruent information is typically
resolved by individuals through the retrieval of pre-existing knowledge, when incongruity is
extreme, individuals will invest additional cognitive resources to either form an entirely new
schema knowledge structure or try to retrieve pre-existing knowledge structure. As a result,
either the consumer will resolve the incongruity or ignore it without resolving it (Meyers Levy

and Tybout, 1989). Musical incongruity can be used as a tool to create brand-memorable



experiences for individuals. Marketing managers continually seek to attract consumers'
attention towards their advertising. This allows marketing managers to use incongruent music
as a surprising element in advertising. When individuals encounter incongruent music in
advertising, they are likely to believe that there is a deliberate reason behind the choice of
such music. This prompts them to engage more deeply as they try to understand the
connection between the music and the advertisement's message. However, it should also be
noted that incongruent music can distract individuals from focusing on the original advertising

message (Alden, Mukherjee and Hoyer, 2000).

Furthermore, this study aims to understand and reconceptualise the notion of background
music incongruity in radio advertising and explore how such incongruity might evoke a range
of emotional and cognitive responses from consumers to persuasive messages. Thus, to
achieve this, the study will introduce modality as one of the main characteristics of music and
how consumers will respond when modality is congruent, moderately incongruent, and
extremely incongruent. It is to be noted that the current research will use a low-involvement
product (water) in line with Gorn’s (1982) research to have ‘musical incongruity’ as the main
focal point. To avoid any complexity in the procedure, the study's design is based on radio

advertising, which is relatively simple in execution compared to visual advertising.

Furthermore, the current research will also fill a methodological gap as previous research is
based on quantitative. Previously only single measures were used to understand consumers’
responses toward advertising. The current research will benefit from such an approach as it
will provide insight into consumers’ responses on a closer level when encountering
incongruent music. The current study addresses this gap by adopting a more robust approach,

enhancing the depth and breadth of insights into musical incongruity.



The current research will contribute to the existing literature by building a bridge between the
effects of musical incongruity in advertising and its impact on brand memorability. This study
aims to clarify how incongruent musical elements can either enhance or detract from the
effectiveness of advertising, providing valuable insights for marketers on how to use music to
influence consumer perceptions and recall strategically. Thus, keeping all the gaps in mind,

the primary research objectives of this study are as follows:

a) To conduct a comprehensive review of theoretical literature on musical incongruity in
advertisements, with particular emphasis on the Elaboration Likelihood Model of
Persuasion (ELM) and the Schema Incongruity Processing Theory, to identify gaps and
establish a framework for examining the effects of musical incongruity.

b) A critical analysis of how incongruity is likely to be processed and resolved and how
musical incongruity may likely evoke various combinations of affective and cognitive
consumer responses to persuasive messages.

c) To design and implement a mixed-method research strategy, gathering an original
dataset that includes qualitative insights and quantitative measurements to document
and analyse the impacts of incongruity in radio advertisements, ensuring
methodological rigor and triangulation.

d) To explore the practical applications of background musical incongruity in radio
advertising by linking theoretical insights to real-world advertising strategies, bridging

the gap between theoretical frameworks and industry practice.

Considering these research objectives, the guiding research questions for this study are as

follows:
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1. Can incongruent music evoke various combinations of affective and cognitive
responses in consumers to persuasive messages? If so, does it encourage greater
memory recall?

2. Does musical incongruity enhance consumers' response to radio ads?

3. Does individual characteristics such as musical taste, preference, prior/post-mood
state, previous knowledge, involvement, and creativeness influence the resolution of

incongruity when incongruent music is played in radio advertising?

These questions will be answered via experiments concerning congruent, moderately

incongruent, and extremely incongruent music in advertising.

1.3 Significance of the Study

The significance of the study lies in its potential to enhance our knowledge of how incongruent
musical elements in advertising influence consumer behaviour, especially in terms of ad-brand
memorability. Investigating the effects of musical incongruity, this research can provide crucial
insights for advertisers aiming to develop more impactful and memorable marketing

strategies. Key contributions include:

1.3.1 Theoretical Contributions

This research could contribute to theoretical advancements in advertising and marketing by
integrating elements of cognitive psychology and media studies. It extends existing models of
advertising effectiveness by incorporating musical incongruity. The current research will
develop a theoretical model by combining two theoretical models: Elaboration Likelihood

Model (Petty and Cacioppo, 1986b) and the Schema Incongruity Processing Theory (Mandler,
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1982). The rationale behind this approach is to explore how incongruent music can trigger
deeper cognitive processing through the central route of the Elaboration Likelihood Model
while also examining how this incongruity affects schema processing. This dual approach
allows for a more detailed understanding of how consumers process incongruent music, which
can either enhance or complicate the message depending on the level of incongruity and the

individual's cognitive resources and motivation.

Previous research has extensively investigated the effects of background music on advertising
processing through quantitative methodologies or by conducting systematic reviews of
existing literature (Kellaris, Cox and Cox, 1993; Kellaris and Cox, 1989; Allan, 2008; Gorn, 1982;
Fraser and Bradford, 2013; Hahn and Hwang, 1999; Wallace, 1994; Lavack, Thakor and
Bottausci, 2008; Levrini, Schaeffer and Nique, 2020; Scott, 1990; Martin-Santana et al., 2015;
Hung, 2000). While these studies provide robust insights into the quantitative aspects of how
background music influences ad effectiveness, there remains a gap in qualitative
understanding. Conducting qualitative research in this area offers a valuable opportunity to
deepen our understanding of the contextual, emotional, and psychological factors driving
these effects, enriching the theoretical framework and offering more comprehensive insights
into consumer behaviour. This approach would complement the existing body of knowledge
and open new paths for investigating how background music impacts consumer perceptions

and interactions with advertisements.

1.3.2 Managerial and Practical Contributions

Insights from this study could significantly enhance practical advertising strategies, enabling

advertisers to make informed decisions about the auditory elements of their campaigns,
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potentially boosting engagement and overall success. The findings demonstrate the practical
utility of strategically using incongruent elements in advertising. Managers could leverage
musical incongruity to create lasting effects on consumer memory for their products. For
example, using a piece of music that is incongruent with the visual or thematic elements of
the advertisement might initially surprise the audience. Still, this surprise can lead to deeper
cognitive engagement as consumers work to resolve the incongruity. This process can make
the advertisement more memorable and potentially more persuasive. Such strategies,
supported by cognitive psychological principles, give advertisers a powerful tool to influence
consumer perceptions and behaviour, making their campaigns more impactful and

memorable.

1.4 Outline of the Thesis

The current research thesis is divided into several chapters. Chapter 2 will focus on the
literature review, covering key topics such as Schema Incongruity Theory, the Elaboration
Likelihood Model, and the use of music in advertising, along with its characteristics and
associations. The chapter will conclude with an introduction to the nomological model central
to this thesis. Chapter 3 will present the theoretical model and hypothesis development,
providing a detailed discussion of the underlying theoretical framework and justification for
the formulated hypotheses. This chapter will build on the literature review to develop a robust
theoretical foundation for the research. Chapter 4 will describe the research methodology,
including the research philosophy, research design, data collection methods, and data analysis
techniques. It will also provide a justification for the chosen qualitative and quantitative

methods and detail the procedures for data collection and analysis.
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Furthermore, chapter 5 will discuss the qualitative data collection and results. It will present
the qualitative findings, identify the main themes, and explain how these insights inform the
guantitative data collection. Adjustments to the nomological model based on qualitative
findings will also be explored. Chapter 6 will detail the quantitative data collection and results,
providing a thorough analysis of the quantitative data. This chapter will present the statistical
analyses, evaluate the research questions and hypotheses, and discuss how the findings align
with or challenge existing literature. Chapter 7 will provide a comprehensive discussion of the
findings from both the qualitative and quantitative data. It will integrate the results, discuss
the implications for theory and practice, address the limitations of the study, and offer
suggestions for future research. Chapter 8 will be the conclusion, summarising the key
contributions to the existing literature. This chapter will highlight the practical implications of

the research, acknowledge its limitations, and suggest directions for future research.

1.5 Chapter Summary

The research will investigate incongruity characteristics by using music in radio ads and its
effects on consumer brand memorability. It investigates how unexpected musical cues can
either enhance or impair brand recall. By integrating the Elaboration Likelihood Model of
Persuasion and Mandler’s Schema Incongruity Processing Theory, the study aims to explore
consumers' cognitive and emotional responses to varying degrees of musical congruence. The
significant gap identified in qualitative understanding within the existing literature highlights
the need for this investigation, which seeks to provide both theoretical advancements and
practical insights. By exploring the strategic use of musical incongruity, this research offers
actionable guidance for advertisers to enhance ad memorability and effectiveness, ultimately
improving engagement and brand loyalty.
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CHAPTER 2
LITERATURE REVIEW
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2.1 Introduction

The current chapter offers a detailed introduction to incongruity, exploring its implications
and significance in various contexts. It investigates the use of music in advertising, examining
different characteristics and their impact on individuals. The chapter aims to comprehensively
understand how musical elements can influence consumer perception and behaviour in
advertising scenarios. Furthermore, the chapter discusses the logical use of incongruity and
its association with radio advertising. It will justify the integration of the Elaboration
Likelihood Model and Schema Incongruity Theory, explaining how these frameworks
collectively enhance our understanding of consumer response to incongruent advertising
elements. This integration is crucial for defining how consumers process and react to

incongruity, whether it leads to deeper cognitive engagement or ignoring them completely.

Additionally, the chapter will pave the way for the development of a theoretical model that
incorporates both Elaboration Likelihood Model and Schema Incongruity Theory. This model
will serve as the foundation for testing the proposed research questions. It aims to identify
the specific cognitive and emotional responses elicited by incongruent musical cues in radio
advertisements and to assess how these responses influence overall ad effectiveness and
brand memorability. This detailed theoretical groundwork ensures that the subsequent
research is well-positioned to offer meaningful insights into the strategic use of incongruity

in advertising, aiming to bridge gaps in current marketing practices and theory.

2.2 Concept of (in)Congruity

Congruity refers to the similarity between an object and the context or elements it is

associated with, often measured in terms of how well they match or fit together (Jiang, Guan
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and de Haaij, 2019). The process of congruity is an important factor in advertising because,
via this process, different components of an advertisement can be aligned with the message.
Effective congruity can influence consumer perception, affective response, and behavioural
intention by enhancing the consistency and relevance of the advertisement (Heckler and
Childers, 1992). Earlier studies have examined the congruity involving colour effects (Moore,
Claire and Coulter, 2005), self-congruity with brands (Aguirre-Rodriguez, Béveda-Lambie and
Miniard, 2015), product evaluation (Meyers Levy and Tybout, 1989) message congruency

(Kellaris, Cox and Cox, 1993) celebrity-product congruency (Roy, Guha and Biswas, 2015).

These studies underline the broad applications of congruity, from sensory integration to
celebrity endorsements, and highlight its role in shaping effective advertising strategies.
However, while the positive impacts of congruity are well-documented, further research could
explore the conditions under which incongruity might also enhance engagement and
memorability, potentially offering new insights for dynamic advertising approaches.
Furthermore, as mentioned above, congruity occurs when a consumer is presented with
information relevant to a brand. With the help of this information, a consumer develops
knowledge about that brand. This repetition of information helps individuals form a
relationship with the brand or familiarise themselves with it to build brand knowledge. This
relationship is not merely about recognition; it involves a deeper cognitive connection that
allows the consumer to align the brand's values with their values. Such alignment is crucial in
influencing purchase decisions and loyalty. Repetition of congruent information reinforces
brand awareness and enhances trust and preference, as the consistency of the message

ensures reliability and reduces cognitive dissonance (Dahlén et al., 2008).
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Similarly, incongruity can be viewed as information in the advertisement differing from its
content to the extent that it does not align with individuals' attitudes, beliefs, and behaviours.
(Alden, Mukherjee and Hoyer, 2000). Unlike congruity, which facilitates the seamless
integration of new information based on familiarity and alignment, incongruity challenges the
viewer by introducing unexpected or unfamiliar elements. This can increase cognitive
engagement as the individual tries to resolve the incongruity between their expectations and
the ad's content. The creative use of incongruity in advertising strategies is a surprise package
for consumers when implemented well; these incongruities in ads have the potential to stand
out and can impact sales and increase brand awareness of a product (Lee and Schumann,

2004).

For example, Dahlén et al. (2008) found that ads placed in incongruent media contexts are
processed more thoroughly, remembered better, and could evoke more positive attitudes
than congruent placements. In their experiments, they advertised authentic brands in
magazines in incongruent media contexts. The position of one brand under a different context
in magazines. These results contribute to understanding media-context effects in advertising,
suggesting that unexpected placements could make advertisements more memorable and
engaging despite being incongruent. Furthermore, similar results were produced by Lee and
Mason (1999) on how varying levels of expectancy and relevancy in advertisement
information influence consumer attitudes. The study shows that ads with surprising, yet
relevant information generate more positive attitudes than those with expected and relevant

content.

However, it is essential to understand when and how consumers respond to incongruity and

what type of response it is likely to evoke. Research has suggested that marketers favoured

18



evoking processing strategies, where marketers design decision environments that are well-
matched with their brands (Jang and Yoon, 2016). The current research will investigate this in
more detail via the effective use of incongruity in advertisements. It will examine the specific
conditions under which incongruity can enhance ad effectiveness, focusing on the types of
consumer responses evoked by such incongruities. By investigating the interaction between
incongruity and consumer processing, this study seeks to identify how incongruity can attract
attention and enhance memory or lead to confusion and disengagement. The goal is to
provide actionable insights that help advertisers craft ads that grab attention and align with

strategic marketing objectives, enhancing the overall impact of their advertising campaigns.

In addition, while exploring incongruity, it is essential to consider the potential risks.
Incongruity can lead to negative perceptions rather than positive engagement if it is not
aligned with the consumer's expectations or is too jarring. This research will address these
potential gaps and seek to identify the boundaries within which incongruity remains a

beneficial strategy.

2.3 Theoretical background

A comprehensive research analysis on incongruity in advertising has offered valuable insights
into how brands can use this strategy to capture consumer interest and improve message
retention. This detailed understanding of incongruity shows that while unexpected ad
elements may initially disrupt consumer expectations, they can also promote deeper
engagement and processing when executed properly. For example, as mentioned earlier
(in)congruity has been studied in the past extensively; however, these studies have produced

results about culturally congruent advertisements positively affecting attitude, and
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incongruent ads do not encourage purchase intention (Chéron and Pau, 2009), ad-brand
incongruity leading to positive ad attitudes (Halkias and Kokkinaki, 2017), incongruent brand
communication affecting consumer response (Halkias and Kokkinaki, 2013), ethnic self-
awareness induced by the incongruent ads and attitudes towards the ads (Dimofte, Forehand
and Deshpandé, 2003), incongruent ad placements for familiar brands, enhanced ad
processing and improved ad and brand attitudes (Dahlén et al., 2008), congruency with brand
perception and positive attitudes (Halkias et al., 2017), incongruent information and
memorability (Heckler and Childers, 1992), humor incongruity and ad effectiveness in
television advertisement (Alden, Mukherjee and Hoyer, 2000), incongruity increases attention
but may negatively affect attitudes, while congruity promotes positive attitudes but might not
draw as much attention (Moore, Claire and Coulter, 2005), incongruity and favourable
responses in terms of attitudes toward ads (Halkias and Kokkinaki, 2014), incongruity and
favourable evaluation of products (Meyers Levy and Tybout, 1989), celebrity consumer age

congruency on consumer product evaluations (Roy, Guha and Biswas, 2015).

This evidence of incongruity effect shows that it can produce a complex array of outcomes
depending on several factors, such as involvement, the nature of the product, and the specific
cultural context of the advertisement. The difference in response to incongruity highlights the
subtle nature of consumer behaviour, suggesting that while incongruity can enhance
memorability and engagement, it may not always be effective in developing positive attitudes

or purchase intentions unless it is carefully managed and aligned with brand strategy.

However, a study indicates that congruity did not necessarily enhance ad effectiveness (Celuch
and Slama, 1993). The study found that congruency between the sources of program and

advertisement involvement did not produce greater advertisement effectiveness than
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incongruence. Cognitive involvement has helped individuals resolve incongruity; however, it
has failed to deal with congruity. Similarly, a study by Hong and Zinkhan (1995) reported no
significant impact of self-concept congruency on brand recall, further challenging the assumed
benefits of congruent advertising. These findings suggest that the relationship between
congruity and advertising effectiveness is complex and may vary depending on other

influencing factors, indicating a need for further investigation.

In addition, congruity has been linked to background music. Research suggests that congruent
and less arousing music leads to longer duration estimates, suggesting deeper processing and
memory encoding (Kellaris and Mantel, 1996), congruency between the music and the
message significantly enhanced the effectiveness of the advertisement (Kellaris, Cox and Cox,
1993), this is also confirmed by Oakes (2007b) that increased congruity between music and
advertising enhances communication effectiveness. On the other hand, Hung (2000) noted
that while congruent music can enhance ad effectiveness, incongruent music tends to distract
viewers, potentially undermining ad objectives. These studies highlight the pivotal role of

musical congruity in shaping consumer perceptions and reactions to advertisements.

2.3.1 Research Gap

An examination of the existing literature on incongruity in advertising highlights notable gaps
that need further exploration to understand better how incongruity affects consumer
behaviour and advertising effectiveness. Firstly, there is a methodological gap in the previous
research approaches. Most studies have primarily used quantitative methods to examine the
effects of (in)congruity. While these studies provide valuable statistical insights, they often

miss the depth and degree of consumer perceptions, and the cognitive processes involved.
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There is a notable lack of qualitative research in this field, which could offer richer, more
detailed insights into individual experiences and the subjective interpretation of incongruent

advertising elements.

Moreover, there is a theoretical gap in the existing research framework. While many studies
have effectively utilised the Schema Congruity Theory to investigate congruity and incongruity,
they often overlook the detailed processes through which consumers resolve or reject
incongruity. The current theoretical models do not adequately address when and how
incongruity affects consumer processing and decision-making. This gap highlights the need for
a more comprehensive theoretical approach that can explain the stages of cognitive

processing involved when consumers encounter incongruent advertising.

To address these gaps, this research incorporates qualitative methodologies to explore the
cognitive and emotional responses elicited by incongruent advertisements. By using
qualitative methods, this study aims to deepen our understanding of how consumers
perceive, interpret, and react to incongruity in advertising. Additionally, integrating the
Elaboration Likelihood Model (ELM) with Schema Congruity Theory can enhance our
framework for analysing how incongruity is processed. The ELM provides solid grounds for
understanding the impact of motivation and ability on the decision-making paths, central or
peripheral, that consumers may follow when faced with incongruent stimuli. This combined
approach could help identify the conditions where incongruity boosts advertising
effectiveness through central route processing or leads to dismissal and negative reactions
through peripheral route processing. The following sections will justify selecting and

incorporating these two theories into the current research.

22



2.3.2  Schema Incongruity Theory

Employing incongruity in advertising is a practice that has received some attention (Bishop,
Brocato and Vijayalakshmi, 2017); however, the question is, what is the relative effectiveness
of such incongruity in advertising? In recent years, interest in information incongruency in
advertising by researchers has grown. One of the main reasons for this particular interest is
incongruent elements usage and absurd or unexpected executions in ads (Halkias and
Kokkinaki, 2017; Phillips, 2000). For example, ads may have an incongruent slogan opposite
to the brand, or music may not match the brand it is supposed to represent. The pictures
below represent a campaign set by Chick-fil-A’s 'Eat Mor Chikin' campaign, where cows are a

huge part of the brand despite the company not selling beef-related products.

Twenty years later, the company is still finding new ways to encourage customers to eat
chicken, not beef. This example highlights a clever use of incongruity in advertising through
Chick-fil-A's "Eat Mor Chikin" campaign, where the presence of cows promoting chicken
creates a striking and memorable contrast. This incongruent approach not only captures
attention but also enhances the memorability of the campaign, making it a topic of

conversation and enhancing brand recognition.
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Incongruity in advertising is a ‘mismatch or match’ between stimulus elements and the
existing schema that a consumer holds about the advertising (Lee and Schumann, 2004; Jurca
and Madlberger, 2015). It is crucial to understand incongruity first to understand the concept

of ‘schema’.

A thorough review of studies examining incongruity in the advertising literature has
extensively explored the concept of schema. Fiske and Taylor (1984, p. 149) define schema as
a “cognitive structure that contains knowledge about the attributes of a concept and the
relationships among those attributes.” The definition emphasises that individuals will use
different ways to understand the information available to them. They will simplify and manage

the information in such a way that makes sense to them.

Similarly, Aggarwal and McGill (2007, p. 469) pointed out that schema is “a stored framework
of cognitive knowledge,” where schema can influence a person’s perception, thoughts, and
behaviours. Another stream of research explains schema as a knowledge structure or the
semantic network structure regarding an object (Bobrow and Norman, 1975), which serves
as a frame of reference in forming judgments (Mandler, 1982). Schema works like a translator
for the human brain as it helps encode, store, and decode information that consumers
encounter daily. Schema works like a web as it stores information and experiences and relates
them to any other similar stored schemas (Anderson, 1988; Beals, 1998). Brewer (2000) also
adds that schema can be identified as a cognitive structure that then organises knowledge

and simplifies it for individuals to consume.

Literature in psychology, social psychology, and marketing has conceptualised various

approaches to understanding the notion of schema congruity; for example, see Dahlén and
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Lange (2004), Dimofte et al. (2003), Greeno and Sommers (1977), and Halkias and Kokkinaki
(2014). The origin of the word schema, known as well as schemata, is the outcome of the work
of Bartlett (1934), which was later developed by Piaget (1953) by studying the development
of human cognition. Schemas are information and reactions to past experiences that
individuals organise in a way and then respond to according to the situation (Meyer and
Hutchinson, 2016). Schema-congruent information is when existing knowledge is well aligned
with incoming information about an object (product), and when the information is related or

a mismatch to the existing semantic network, it’s called schema-incongruent (Mandler, 1982).

Moreover, Fiske (1982) and Mandler (1982) define schema incongruity as when a
representation of an object does not correlate with an activated schema. Incongruity
assumption is usually calculated via a match or mismatch between a product and its related
schema. The advertising message congruity area has been explored in the past in consumer
response (Burton, McAlister and Hoyer, 2015) and attitude (Bellman et al., 2019); however,
the concept of incongruent messages requires further exploring. As Mandler (1982)
suggested, “schema congruent information may be judged favourably for its ease of
comprehension, the expectedness of it may render it unimpressionable.” However, if the
information does not align or there is no schema, then a congruity issue arises. Congruity is
an internal part of the schematic process, and as research suggests, highly congruent
information or objects lead toward a more positive evaluation (Noseworthy, Muro and

Murray, 2014).

Furthermore, congruity is viewed as a continuum; researchers have focused on three specific
levels — congruent, moderately incongruent, and extremely incongruent (Chang et al., 2014;

Harmon-Kizer, 2017; Jurca and Madlberger, 2015; Tofighi, Grohmann and Bodur, 2020).
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Empirically, a stream of research has worked on the concept of schematic processing, which
includes congruity’s affective evaluations on different levels and decision-making. To
understand schematic processing, Meyer and Hutchinson (2016) proposed a simple general
schema-based model of decision-making that explains the consumer’s decision problem and
resolution via schema. The decision-maker comes to a solution through five steps, as shown

in the figure below.

Figure 1 Schema-Based Model of Decision-Making
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task
Schema 1
2 Schema 2
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3. Apply the schema 7 §
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4. Observe outcome

Reconsider schema if
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difference is large

5. Close to
predicted
outcome?

Refine parameters if
predicted-observed
difference is small

Source:- Meyer and Hutchinson (2016, p. 22)

The model points out that different schema categories are stored in human memory with an
associating affective tag. From these various memory tags, consumers retrieve information to
solve the problem (Lin, Zhang and Hauser, 2014). Relevant schema is usually searched quickly
via the schematic process. The reason is that individuals can search for information at a

category level. If the information is straightforward forward, then it is easy for individuals to
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reduce cognitive search efforts (Huang, Lin and Chan, 2012; Jang and Yoon, 2016). However,
if the information does not match at the category level, then this information will be
decomposed into attributes, which will then be compared to the schema that is already there

(Fiske et al., 1987).

Similarly, Mandler’s (1982) Schema incongruity theory states that affective response is not
transferred from the original schema to the stimuli. The mix/match between stimuli and the
existing schema generates an affective response. These results are often because individuals
respond to a different level of congruity. It can be congruity, moderately incongruent, or
extremely incongruent. However, it also matters how much effort it took to resolve the
incongruity as well (Allman et al., 2016; Garbarino and Edell, 1997). Simply put, the affective
response does not directly affect the results or contribute to schema; however, these
responses are generated in the matching process. Research suggests that greater congruity
does not mean that an individual will favourably respond to or evaluate any object (Van Horen

and Pieters, 2012).

Mandler (1982) came up with the initial idea of schema congruity theory; however, Meyers
Levy and Tybout (1989) further developed the theory. Meyers Levy and Tybout’s (1989) work
adopted the notion from categorisation theory, which proposes that schemas are arranged
hierarchically. Information is shared within category attributes rather than between category
attributes from the highest level to the lowest level. The information is related to an object;
for example, orange juice vs coffee gives individuals decision-making options. These attributes
provide the most significant discrimination options to the individual for schema selection.
When the options for selection are at the lowest level, information shared within category

attributes will provide an exact or minimum level of options for decision-making; for example,
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the choice of selection for a morning breakfast drink could be orange juice or coffee (Meyers

Levy and Tybout, 1989).

One stream of research suggests that schema incongruity is the key factor influencing whether
individuals evaluate objects positively or negatively. This entire process depends on the
consumers' ability and opportunity to resolve the incongruity (Aaker and Sengupta, 2000;
Lansenga and Sivertsen, 2019; White and Willness, 2009). The resolution of incongruity
contributes to a positive evaluation, whereas unresolved incongruity results in consumer
frustration, leading to a negative evaluation. Past research suggests that consumers’
motivation to accommodate incongruent information is the result of the robust relationship
between the evaluation of the information and the perceived level of congruity (Peracchio
and Alice, 1996; Stayman, Alden and Smith, 1992; Tofighi, Grohmann and Bodur, 2020).
However, Noseworthy et al. (2010) argue that the relationship is weak whenever the
motivational level of consumers decreases when incongruity is resolved or low due to prior

knowledge of the object or the high risk involved in purchasing.

Mandler’s incongruity processing model gives insight into the focal point for incongruity's
processing and resolution process. Mandler’s adaptation of schema processing in current

research can outline how incongruity is:

e Directly related to the existing schema (assimilated)
e Resolved using existing knowledge about the information.

e Upon success or failure, creating a new schema, and does it lead to memorability?
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The approach in the current research will adopt an incongruent characteristic in the ad that
can influence individuals’ ability to process that information and reach a resolution. This

aspect has not been adequately explored and discussed in previous research.

2.3.3  Elaboration Likelihood Model (ELM)

Petty and Cacioppo introduced the ELM to the academic literature in 1981. ELM is a dual-
process theory that highlights attitude formation and change, resulting in outcomes of
persuasion. The field of persuasion and attitude formation was initially highlighted with
methodological deficiencies by Fishbein and Ajzen in (1972), (1980), and later in (2010). ELM
is a useful, organised framework for persuasion that is applicable to various messages,
recipients, sources, and context variables (Petty and Cacioppo, 1986a). ELM provides two
routes of persuasion: the central and peripheral routes. The framework clarifies a person’s
motivation and ability via their elaboration likelihood. It could easily define the route through
which persuasion may or may not have occurred (Petty and Cacioppo, 1986a). Kitchen et al.
(2014) explains that the motivation level of any individual could be affected by several factors,
which include the message’s relevance to personal liking, the degree of need for cognition
(NFC), the delivery of the messages, and also whether those messages are proper or counter-

attitudinal situations.

Furthermore, the motivation level of an individual’s ability also plays a vital role because it will
determine which route will be taken for persuasion. Variables that can influence an
individual’s message process during persuasion include distracting stimuli, issues related to

prior experience, and message repetitiveness and the effect of the persuasion process is
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measured using attitudinal and behavioural effects (Petty and Cacioppo, 1983). (See Figure 2

for the ELM model illustration)

Figure 2 The ELM of persuasion.
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The basic principle of ELM is that a central route is adopted for information processing when
elaboration likelihood is high. In individuals, attitude formation will be the result of extensive
consideration of the message received, and these attitude formations of individuals will be
more consistent and predictable of an individual’s subsequent behaviour (Kitchen et al.,

2014).

Similarly, when elaboration likelihood is low in individuals, the process of elaboration
likelihood can be recorded via the peripheral route. Petty and Cacioppo (1983) explain that it
requires little ‘cognitive effort’ rather than relying on surrounding cues such as reliability or
self-problem-solving sources. These attitudes formed via the peripheral route are not as
effective as those formed using the central route because of their temporary nature.
According to Rollins and Bhutada (2014), ELM offers marketers insight into the level of
involvement and the influence of advertisements on consumers’ attitudes and behaviours. A
stream of research has used ELM as a tool to identify the impact of persuasive communication
(i.e., ad message) on consumers’ attitudes and behaviour change (Kerr et al., 2015). When it
comes to advertising, ELM explains how consumers process related messages and non-related
message cues. These two routes, central and peripheral, depend on the effort the receiver

puts into processing the information.

Thus, when a consumer’s interest has a high involvement in advertising, attitude change will
occur because of careful consideration of the persuasive message, whereas peripheral cues
will influence low involvement attitude formation. Kulkarni and Yuan’s (2015) study suggests
that ad-irrelevant incidental cues can influence the persuasiveness of ad messages, and
completely irrelevant cues affect the persuasiveness of message framing. Similarly, marketing

managers use several different advertising appeals, e.g., music, humour, and display pictures,
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to differentiate their products from their competitors. The appeal of these ads within
advertising is sometimes not directly related to the product presented. However, these
unrelated appeals can potentially influence consumers’ motivation to process the ad by
grabbing their attention. Additionally, the appeal of these ads can also affect consumers’
attitudes toward the product presented in the ad and consumers’ future buying behaviour by
acting as peripheral cues (Rollins and Bhutada, 2014). These ad-irrelevant cues are identical
to those mentioned by Petty and Cacioppo’s (1981) EML model. However, peripheral cues may
not be relevant to a central cue, but they could still be related to the message. As one stream
of research identified that persuasive cues could strongly influence attitudes and behavioural
intention (Phua, 2019; Vallone et al., 2016). Phua (2019) found that low elaboration of
persuasive messages, such as sponsored advertisements, can increase brand loyalty and have
a significant impact on attitudes and behavioural intention about e-cigarette brands on social

networking sites.

Furthermore, the ELM central route of processing is message-related, while the peripheral
route is to process cues. That is the reason cognitive effort required in information processing
is higher in the central route than in the peripheral route. Shi et al. (2018) explain that for the
consumer to process information via the central route, they are required to pay more
attention, evaluate information, and compare the information they hold against the product
with the current information they just processed. However, the peripheral route does not
require consumers to pay that much attention; they just need to associate positive or negative

cues related to the product.

Finally, a decision that comes via the central route is more stable because of effortful

deliberation of relevant arguments. Some examples of central cues that are used via
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advertising messages are either product superiority or differentiation claims made by the
companies, along with rational appeals that give hints of a product's utility. When consumers
purchase via the central route of persuasion, at will be stronger, a message will be easier to
recall, and behaviour prediction will be better (Areni, 2003; Heinze, 2010; Lord, Lee and Sauer,

1995; Petty and Cacioppo, 1983).

Similarly, in peripheral cues, the messages conveyed are in a physical manner. As mentioned
above, these cues generally influence attitude in low-involvement situations. Cues such as
celebrity endorsements and spokespersons are a few examples of conveying messages across
(Morris, Woo and Singh, 2005). Furthermore, Dahlén and Edenius (2007) argue that due to
the increase in direct advertising messages, modern consumers are getting used to and
gaining a better knowledge of all the persuasion techniques applied by marketing managers.

This understanding of advertising makes consumers more literate about advertising.

Hence, it resulted in consumers developing an advertising-related schema. The schema works
like a metal ‘shield’, which eliminates the prospects of persuasive messages influencing
consumers’ decision-making. The current study proposed using incongruent music to convey
messages across both by using low-involvement products. Thus, to understand the effects of
incongruent cues such as music and how consumers’ schema-ad message incongruity is
resolved, as well as its impact on messages, attitude, and eventually increased brand
memorability toward the product advertisement, ELM was chosen as the theoretical

framework for this study.

Furthermore, ELM has examined several variables for communication, as pointed out by Areni

(2003) presented in the following table;
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Table 1 Marketing Communication Variables

Variables Studies

Comparative Versus Noncomparative Claims (Droge, 1989)

Grammatical Forms Munch and Swasy, 1988), (Swasy and Munch, 1985)

(
Source Attractiveness (Petty and Cacioppo, 1983)
Message Repetition (Batra and Ray, 1986)
Number of Copy Points (J. W. Alba and Marmorstein, 1987)
Implied Versus Stated Conclusions (Kardes, 1988), (Sawyer and Howard, 1991)
(Schumann et al., 1990)
(

Miniard et al., 1991}

Multiple Versus Single Advertising Executions

Visual Advertising Elements

Furthermore, previous studies also identified that the processing of message arguments for
individuals was more difficult and complex compared to peripheral cues (Ajzen, 1999; Kitchen
etal.,2014). For example, message arguments as cues were identified as more important than
source cues, particularly when individuals have high motivation and the ability to process a
message. Petty and Cacioppo’s work on the involvement variables and their manipulation has
been criticised by Choi and Salmon (2003) as individuals were motivated towards a gift on the
correct recall of a product, which led to them being highly involved when the product was
advertised. In its 30 years of academic history, ELM has been adopted in many consumer
behaviour studies and could be labelled as the most influential theory in advertising research
(Szczepanski, 2006). However, ELM has also been under significant criticism in literature. The

criticism is mainly focused on four majour research areas such as (Kitchen et al., 2014):

1) ELM possesses a more descriptive nature rather than analytical.
2) ELM contains a range of questions instead of a set number of questions.
3) Multi-channel ways of persuasion and processing; and

4) Multiple independent variable analysis for mediating elaboration likelihood.
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Literature has paid more attention to three important mediating variables such as affect,
involvement, and cognitive response of consumers in ELM (Kerr et al., 2015). Therefore, taking
these points into account, the current study will define argument quality and offer an
enhanced interpretation of the ELM study design. Despite the prevalent use of music in
advertising, the specific impact of incongruent musical elements on consumer processing and
decision-making remains underexplored. This research seeks to fill a significant gap by
examining the cognitive effort required to process incongruent music within ads. Studies like
Abolhasani and Golrokhi (2022) highlight that incongruent music can engage consumers and
enhance their brand perception, while Jose et al. (2021) found that incongruent music
increases attention and recall. Understanding the impact of these musical incongruities can
offer valuable insights into what degree of cognitive effort individuals experiences when
presented with incongruent persuasive appeals, mainly music, and how easily they can

process arguments.

The use of ELM will provide an understanding of the depth of processing strategies along with
any relevant moderating influences (Lee and Schumann, 2004). The adaptation of the ELM in

this study thus warrants answers:

e When music is incongruent, will it be ignored altogether?

e Will cognitive and affective components of incongruent music have an impact on
consumers' ability to process ads via the central persuasion route? And/or, most
importantly.

e  When confronted with incongruity, individuals might transfer prior knowledge from an
existing schema to resolve the incongruity, or they might restructure/build a new
schema.
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2.3.4 ustification for Model Selection

In selecting the theoretical framework for this research, it is essential to ensure that the model
chosen effectively addresses the unique complexities of incongruent music in advertising. The
integration of Schema Congruity Theory and the ELM has been identified as the most
appropriate approach for this study. Schema Congruity Theory provides insights into how
consumers process information that matches or mismatches with their existing knowledge
structures. Meanwhile, the ELM explains the pathways through which consumers process
persuasive messages, influenced by their motivation and ability to elaborate on the
information presented. The combination of these theories offers a robust framework for
understanding the cognitive and affective responses prompted by incongruent music in
advertisements, thereby providing a comprehensive explanation of consumer behaviour in

this context.

However, while other theories, such as Chaiken's (1980) Heuristic-Systematic Model (HSM)
also offers valuable perspectives on consumer information processing and decision-making;
they do not fully capture the dual aspects of congruity and elaboration that are central to this
research. The Heuristic-Systematic Model (HSM) suggests that people's motivations and
cognitive resources affect how they process information in distinct ways: systematically and
heuristically. When people use the systematic mode, they carefully analyse all the information
in a message before forming a judgment. On the other hand, heuristic processing relies on
simple cues, such as "experts are trustworthy" or "consensus means correctness," to make
quick decisions with less cognitive effort (Chaiken, 1980). In high-pressure situations where
time is limited, people are likely to use these different processing styles to evaluate and share

information quickly (Son et al., 2020).
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Furthermore, Motivation, or how important a situation is perceived to be, greatly affects an
individual’s information-processing strategy (Chaiken, Liberman and Eagly, 1989). High
motivation is linked to the use of systematic processing because individuals are more inclined
to seek well-informed and justifiable opinions on topics that matter to them. When a topic is
seen as highly relevant, people are more likely to use systematic processing to gain greater
confidence in their judgments (Chaiken, Giner-Sorolla and Chen, 1996; Griffin, Dunwoody and

Neuwirth, 1999; Smith et al., 2023).

However, this theory may fall short when dealing with incongruent information, which can
disrupt typical information processing strategies. Incongruent information often requires
more cognitive effort to resolve, challenging the straightforward application of motivation-
based models like Chaiken's heuristic-systematic model. ELM provides a more robust
framework for these situations (Petty and Cacioppo, 1986b). ELM accounts for both
motivation and ability, offering a dual-route approach to persuasion. This model particularly
will be useful in contexts where the incongruity of information, such as mismatched music in
advertising, requires consumers to engage in deeper cognitive processing. By considering both
the central and peripheral routes to persuasion, ELM can better explain how and why
consumers process incongruent information, ultimately leading to more detailed insights into

advertising effectiveness.

2.4 Purposeful use of incongruity in Advertising

24.1 Congruity

Congruity theory examines consumers’ responses, confirmation or disconfirmation, and

evaluation of the information presented. When a consumer is presented with a new piece of
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information and if that information is congruent with existing mental schema (previous
knowledge), then the processing will be easy for the consumer without requiring extra
cognitive process (Mandler, 1982). However, if the information is incongruent, then the
consumer will require extra time to process the information with the existing scheme, or the
consumer will build a new scheme information entirety for that piece of information (Lee and

Schumann, 2004, Jiang, Guan and de Haaij, 2019).

Extensive research has been conducted on the effect of congruity in advertising, for example,
schema congruity on consumer evaluation, such as consumer attitude and purchase intention
(Chang et al., 2014), product category schemata (Dawetas and Diamantopoulos, 2016),
congruence in attitudes toward the message (Cornelis, Cauberghe and Pelesmacker, 2014),
congruent brand message with existing brand schemas (Bhaduri, Ha-Brookshire and Leshner,
2017), advertising nativeness in the context of congruent design and content of the media
experience placement (Kim, Choi and Kim, 2019) and congruent background music influences
product choice (North, Sheridan and Areni, 2016). Similarly, congruity or moderate
incongruity can be assimilated into an existing schema without any effort by individuals

(Goodstein, 1993).

Furthermore, it is important to understand that the schema congruity effect is constructed
upon the beliefs that all individuals seek clarification and meaning. These meanings are said
to be those beliefs that people build their narrative about an experience and make sense of it
(Taylor and Noseworthy, 2020). Many of the media contents developed by marketing
managers are important situational factors as they can influence consumers’ attention.

Empirical studies have identified that congruent stimuli can make the situation pleasant and
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comfortable for an individual in terms of their decision-making and can also create a positive

attitude towards the congruent stimuli (Mandler, 1982; Luan et al., 2018).

Another stream of research also suggests that this congruent information can even lead to
enhanced memory (Heckler and Childers, 1992). Thus, the consumer’s response to an
advertisement will depend on the congruent information presented in the media and their
previous schema knowledge. Table 2 below represents previous studies on the role of

congruity in advertising.

Most of the studies in Table 2 focused on print ad congruity, and only a few focused-on video
congruity. Similarly, the theoretical concept of music in advertising was first researched by
Gorn (1982) and subsequently researched by Kellaris and Cox (1989) by replicating the study
of Gorn (1982). The Music’s effect on marketing concept has been further explored recently
but in context to musical flavour (Ziv, 2018), and atmospheric stimulus (Raja, Anand and

Allan2019). However, musical congruity in radio needs further exploring.

Table 2 Studies on the Congruity and Stimulus Design

Authors Stimulus Design Topic Examined
Moore. Stammeriohan Two online banner ads Banner advertiser-web site context
i ! with different background  congruity and colour effects on Web Site Context Congruity
and Coulter (2005) _ )
colours attention and attitudes

Moderators of Language Effects in

Luna and Peracchio
Three Print Ads Advertising to Bilinguals: A Picture-Text Congruity

2001
{ ) Psycholinguistic Approach
Only people who visited
the stores within the past
year were asked to
complete a questionnaire.

Hedonic/Functional Congruity

Store-To-Product Cat SPC
Between Stores and Private Label ore-To-Product Category (SPC)

L d H 2009
ee and Hyman ( ) Congruity on Consumers’ Percept

Brands

Effects of Product Placement in On-
Line Games on Brand Memory: A
Perspective of the Limited-Capacity

Degree Of Congruity Between the

Lee and Faber (2007) A web-based game Product Category of a Brand and Game

Content
Model of Attention
Dahlén, Rosengren, Could Placing Ads Wrong Be Right? Effect of thematic congruence and
Térn and Ohman Print ads in a magazine Advertising Effects of Thematic incongruence advertising on perceptions
(2008) Incongruence of existing brand association

C ity and ing fl :
ongrut y.an processmfg uency Ad-Video and Product-Video congruity
an analysis on the effectiveness of

impact on consumers’ online advertisin
) . embedded online video advertising P . g
video advertisement post-viewing

Mock video section with

Ji , G d Haaij
lang, buan anc Haall an embedded online

{2019)
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Thus, the current study will fill this gap by creating three different versions of radio ads,
congruent, moderate incongruent and extreme incongruent, to examine the effectiveness of
musical incongruity. The current research will adopt three pieces of music that will be
congruent, moderately incongruent and extremely incongruent with the product in the
advertising. The current research proposes that when consumers are exposed to only one
piece of information in advertising, for example, congruent or incongruent music, it will have
a long-term effect on product choice, and that contextual effect can lead to long-term brand

memorability.

2.4.2 Incongruity

The schema congruity effect has been studied in the past in terms of brand extension, taste,
new product attributes, and advertisements (Goodstein, 1993; Meyers Levy and Tybout, 1989;
Meyers Levy, Therese and Mary, 1994; Stayman, Alden and Smith, 1992). However, there
appears to be a lack of studies on incongruent music in the advertising context in recent years.
Incongruity may seem simple; however, the application of incongruity when it comes to
advertising can be found difficult to operationalise the construct. Mandler (1982) has defined
three different levels of incongruity: Low, moderate, and extreme incongruity. However, a
limited number of research has been conducted on terms such as congruent/incongruent,

expected/unexpected, and consistent/discrepant (Heckler and Childers, 1992).

Relevancy looks at whether the information ‘contributes to or detracts from the clear
identification of the theme. Expectancy refers to the information falling into the

predetermined pattern of the context (Heckler and Childers, 1992, p. 447).

Along with this, the different levels of incongruity can be established as follows.
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1) Low incongruity information is expected and relevant.

2) Moderate incongruity is somewhat expected and irrelevant or unexpected but
relevant within the context.

3) And extreme incongruity is when the information is both unexpected and contextually

irrelevant.

As previous research suggests, ad incongruities have several effects on consumer perception.
They can develop and increase curiosity and interest when the consumer is exposed to an ad
(Lee and Mason, 1999; Kapitan and Silvera, 2016). Unexpected or irrelevant information in
ads has increased ad message involvement (Martin and Strong, 2016) and consumer viewing

time (Goodstein, 1993).

Furthermore, another important element of Heckler and Childers’s (1992) research was that
recall varies between congruent and incongruent information. When consumers encountered
irrelevant information, it led to better recall than when they were exposed to relevant
information. However, irrelevant information resulted in poorer recall compared to relevant
information. The reason for the better recall was the interactive image used in the ad, which
helped individuals create a linkage between the image and memory. Therefore, this reduces
the amount of effort put in by individuals to process the ad and resolves the incongruity.
Heckler and Childers’s (1992) study used recall and recognition measures to demonstrate that

two relevance and expectancy are two distinct dimensions.

Furthermore, Hutter et al. (2015) suggested that congruity/incongruity plays a key role as a
message attribute in consumers’ message evaluations and the effectiveness of message

communications. Research has focused mostly on the influence of incongruity within different
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message components, for example, between displayed pics and messages, general message
and consumer expectations, and brand extensions. Moreover, there are several elements that
incongruity can produce in ads, for example, surprise (Meyer, Rudolph and Schutzwohl, 1991),
product-related issues and compatibility (Schmidt and Hitchon, 1991), ad message (Decrop,
2007), positive reactions to humour (Alden, Mukherjee and Hoyer, 2000) and influencing
consumer’s emotional response to a specific environment (Babin and Babin, 2001). This is
because incongruity is known to influence attitudes toward messages and the product in
general (Lee and Schumann, 2004). Research suggests that moderate incongruity can be
resolved with minimal effort by individuals; this resolution then leads to favourable

evaluations (Mandler, 1982; Meyers Levy and Tybout, 1989).

Moreover, extreme incongruity requires a lot more effort to resolve, where individuals either
reconstruct or form an entirely new schema (Mandler, 1982). Incongruity deals with
information that is incompatible with existing knowledge and does not follow the expectations
of individuals (Lee and Schumann, 2004). One stream of research suggests that congruent
objects available to consumers are particularly not very engaging, and because of this,
affective response to congruity is often mild but positive, but incongruent objects are more
exciting for consumers and it stimulates arousal and the direct motivation behind individual’s
engagement with the act of discovery (Noseworthy, Muro and Murray, 2014). As Meyers Levy
and Tybout (1989) pointed out, moderate incongruity can lead to more positive effects
compared to congruity because the consumer enjoys resolving the incongruity element,
whereas extreme incongruity can lead to negative effects because it requires individuals to
develop an entirely new schema or dramatically alter an existing schema (Noseworthy, Muro

and Murray, 2014).
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Furthermore, when consumers are unable to evaluate extremely incongruent products, they
are more likely to evaluate moderately incongruent options positively when they can resolve
the incongruity (Jhang, Grant and Campbell, 2012). Also, Dimofte, Forehand and Deshpandé
(2003) pointed out that consumers will always disagree with any conflicting information about
their attitudes and will be less discriminating towards less discrepant information about their
attitudes. Mismatching advertising elements increases an advertisement’s atypicality in the
actual advertising context, and this could end up affecting overall attention (Goodstein, 1993).
These mismatched elements could draw consumers’ attention to a specific context of the ad
that is supposed to be irrelevant and thereby prime specific concepts in memory (Dimofte,
Forehand and Deshpandé, 2003). Such elements used in ads could create an incongruity with
the expectation that influence memory (Heckler and Childers, 1992). For example, when
schema and ads do not match, the focus then shifts towards more involved cues in the ad.
The most common process because of this is improved brand recall of brand names along with

an improved number of cognitive responses (Dimofte, Forehand and Deshpandé, 2003).

Considering previous research, this study will use music as an incongruent characteristic to
explore its effective use in radio advertising. The current research aims to explore the impact
of musical incongruity in radio advertisements by investigating how different levels of
congruence affect consumer engagement and memorability. Music in advertising has long
been recognised for its ability to set the tone, evoke emotions, and enhance message
retention. To understand it better, the following section will provide details on the use of music

in advertisements.
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2.5 Music in Advertising

Generally, music is considered a source of entertainment; however, it can also be used as a
tool to achieve several objectives. For example, when it comes to advertising, the purpose of
an ad is to convince customers to purchase the product and services (Huron, 1989).
Advertising is an effective tool for delivering a message about manipulating consumers’
decision-making and identifying the brand. Gorn (1982) identified that advertising contains all
the relevant product information and background features, and music is one of the most
important ones because consumers can remember products via music. Marketing agencies
spend a lot of resources and time developing effective advertisements that positively impact

consumers’ minds for longer.

The strategic use of background music in ads can play an essential role in establishing a link to
a brand. A previous study suggests that the inclusion of background music in advertising can
help enhance the effectiveness of advertising (Stout, Leckenby and Hecke, 1990). Although
music in advertising could communicate any message on its own, the music never appears
alone in ads. Music always requires reinforcement from other components in the ad, such as
visuals, voice-overs, and messages. Therefore, it can be said that music alone is not enough to
evoke any emotion, as it needs support from other ad elements (Hung, 2000). Marketing
managers are enthusiastic when it comes to the use of music in ads, and this trend of use of

music is on the rise (Allan, 2008).

Similarly, previous research has examined a range of musical variables to understand music
congruency. A summary of these variables is presented in the following table 3. The table

represents how genre, volume, liking, and music tempo have influenced consumer perception
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of a product. The table also represents the musical congruity concept applied differently as a
supportive component. The table gives us some understanding of how music can be used for
advertising effectiveness. The effective use of incongruity in advertising is one of the core
objectives of current research. The research will test congruent, moderate, and extremely

incongruent versions of ads.

The table is divided into two groups to explore the concept further. One section defines the
different characteristics of music, such as tempo, modality, and volume. These characteristics
are used to construct new music. The second section of the table is music and its association
in terms of liking and genre. Different research explains the association between music and
memory that is triggered through genre or liking, whereas liking affects an overall impression

of the music.

The table provided offers a detailed overview of how various characteristics of music, such as
modality, volume, tempo, liking, and genre, are utilised in advertisements to influence
consumer perceptions and behaviours. This overview lays the foundation for the current
research with a particular focus on modality. The study will examine three different mode

variations to determine their impact on brand memorability.

The next section of this literature review will further explore the characteristics of music in
advertising. It will elaborate on music's characteristics and their effects on advertising
effectiveness, exploring how these elements can significantly alter consumer reactions and
engagement with the ad content. This discussion will provide a comprehensive understanding
of why and how music is an effective marketing tool, enhancing the persuasive power of

advertisements.
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Table 3 Musical Variables

Musical Variables

Outcomes

Studies

The perceived duration was the longest for subjects
exposed to positively valenced (major key) music.

Kellaris and Kent (1992)

Increased spending with congruous genres

MODALITY
Lower pitch in \.r_0|ce or music leads consumers to infer a Lowe and Haws (2017)
o larger product size
n
E] } . .
§
o VOLUME & pperag
2 ) . Yalch and Spangenberg (1990; 1993)
B ;
ki Increased spending with congruous volume levels Lammers (2003)
Q - f N .
E L\:I)[;l;erfgjlsht\;;egjluatlon of the environment with a Eroglu, Machleit, and Chebat (2005)
™
©
5 Shorter perceived waits and enhanced affective Oakes (2003)
TEMPO response to waits with a slower tempo Tansik and Routhieaux (1999)
Increased spending with congruous tempo Mattila and Wirtz (2001)
Increased spending and slower consumption with a Caldwell and Hibbert (20022)
slower tempo
Hui, Dube, and Chebat (1997)
.. . . o Dube and Morin (2001)
rh:s;eclzsas;::ceee:j:]ue:ﬂﬁn)of the environment with liked Morin, Dube and Chebat (2007)
eruity North and Hargreaves(2000)
LIKING Sweeney and Wyber (2002)
Liked music increased perceived wait durations Hui, Dube and Chebat (1997)
g Caldwell and Hibbert (2002a)
'ﬁ Increased spending with liked music
3
a Grewal et al., (2003)
g More positive evaluation of the environment with Spangenberg, Grohmann, and Sprott
5 CONgruous genres (2005)
= Baker, Grewal, and Parasuraman (1994)
o
£
§ Wilson (2003)
GENRE North, Hargreaves, and McKendrick
(1999)

North and Hargreaves (1998)

North, Shilcock, and Hargreaves (2003)
Baker, Levy, and Grewal (1992)

Areni and Kim (1993)

Furthermore, this review will explore the strategic use of musical incongruity in advertising.
It will outline the justification for selecting specific musical characteristics for this research
and emphasise why these elements are critical in assessing the influence of music on
advertising outcomes, particularly in radio formats where auditory elements play a
predominant role. Through this detailed examination, the literature review will establish a
strong theoretical foundation for the research, highlighting the innovative approach of

exploring modality variations and their effects on brand memorability in radio advertising.
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This approach not only aligns with but also expands upon existing literature, offering new

insights into the dynamic interplay between music and advertising effectiveness.

2.6 Music and its characteristics

This literature review section explores the key musical characteristics such as modality,
volume, and tempo. Each characteristic plays a critical role in how consumers perceive and
interact with ads, and understanding their effects can provide valuable insights for advertisers

aiming to enhance the effectiveness of their campaigns through auditory elements.

In the context of this research, these characteristics are central to understanding consumer
reactions and are also connected to our experimental design. They will be systematically
modified to create different scenarios of musical incongruence within the advertisements we
test, ranging from congruent to moderately incongruent and extremely incongruent. This
deliberate manipulation allows us to explore the scale of consumer reactions to each level of
musical congruence and examine how these reactions impact brand memorability. The
discussion aims to unpack how modality, volume, and tempo can be manipulated to introduce
a level of incongruity that engages consumers without overwhelming them, thereby

optimising the impact of advertising efforts on consumer memorability.

2.6.1 Tempo

Music contains complex stimulus components such as tone, rhythm, mode, tempo, pitch, and
harmony. Among all these components, the tempo has received a lot of attention from
researchers, and it has been suggested that tempo can have a major impact on human

behaviour (Angel, Polzella and Elvers, 2010; De Waard, Edlinger and Brookhuis, 2011;
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Edworthy and Waring, 2006; cited by Jordan, 2018). Research suggests that tempo can
influence arousal and performance. High-tempo music reduces the reaction time of
individuals in choice reaction tasks (De Waard, Edlinger and Brookhuis, 2011). Tempo refers
to the speed or pace of music, measured in beats per minute. The higher the beats per minute,

the faster the tempo.

Furthermore, the tempo is one of those components of music that can be manipulated
without manipulating other components of music, such as mode, harmony, loudness, etc.
Furthermore, this manipulation of tempo alone can alter the delivery of music in advertising.
The past study gives consistent findings about the manipulation of music tempo (Kim and
Zauberman, 2019). Similarly, cognitive psychology investigated the effect of tempo on
listeners’ psychological states. And the results indicate that tempo can affect listeners’ arousal.
Fast-tempo music is generally found to have more arousing properties compared to slow-
tempo music (Kim and Zauberman, 2019). Therefore, it can be said that tempo is one of the
most effective components of any music in advertising. The arousing tempo can have an
impact on listeners to do their activities quickly compared to spending more time on them

(Caldwell and Hibbert, 2002)

2.6.2 Modality

Mode is another component of music that is important to listeners’ arousal. In contrast, mode
is a musical variable used to configure musical intervals in scale, a chord, or major and minor
keys (Sadie and Tyrrell, 2001). Modality (major and minor keys) is said to have a strong
connection to affective response to music. Also, major keys have a strong association with

positive thoughts or feelings and minor with negative thoughts or feelings (Kellaris and Kent,
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1991). ‘Modality refers to the configuration of intervals between pitches that comprise a scale’
(Kellaris and Kent, 1992, p. 368). Research suggests that mode (major and minor keys) is
strongly associated with happiness and sadness and is a reliable indicator of mood (Husain,

Thompson and Schellenberg, 2002).

Thus, exploring when a major or a minor key is incongruent in advertising will be interesting.
Congruency between major and minor keys has been explored previously by Steinbeis and
Koelsch (2011), who discovered that regardless of their musical knowledge, respondents could
evaluate emotional words more quickly in major and minor modes. It can be said that these
brief moments of musical modality (major and minor keys) can communicate emotion, which
can help in processing any affective information. This processing will become easy when
consumers are presented with major and minor cords that match stimuli such as happy or sad.
Thus, it can be said that musical modality does help process the information and influence

emotions (Bakker and Martin, 2015).

Furthermore, previous studies utilise different approaches to classify and select different
emotions. For example, Jeong et al. (2011) found in their study that congruency across
modalities in music, such as happy and sad, may enhance activity in auditory regions.
However, incongruent modality appears to have affected visuals, which resulted in emotion in
the face compared to emotion conveyed by music. In their experiment, 15 female volunteers
participated without injuries or neurological disorders to get accurate results. The participants
were asked to listen to two different 30-second classical music excerpts. One was happy, and
another was sad instrumental music. The choice of instrumental over vocal music in this study
was made to minimize the influence of unrelated variables, such as lyrics, which could skew

results. Instrumental music allows for a cleaner analysis of the effects of music's core
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elements, like tempo and volume, on consumer responses. Similarly, the current research
considers these variables to be more subjective than a modality, tempo, and instrument,

which can convey emotions (Zhou et al., 2021).

Furthermore, Krahe et al. (2015) discovered that congruent auditory information and visual
information can determine emotions. In their research, when the musical instrument was
‘happy’ in modality, and the visual congruence was also happy in the ad, respondents'
emotional response was happy. Similarly, the results were the same when the ‘sad’ modality
music was paired with an incongruent happy visual. It can be argued that the incongruent
element, a happy visual in the ad, might have overtaken the emotions reflected by sad music.
This is a case of extreme incongruity when the information is both unexpected and
contextually irrelevant, where visual information takes over to create an emotional response
to music. Thus, this provides direction for the current research experiment where radio has
been given priority over visual ads. The current research will try to avoid other characteristics
influencing emotions when respondents are listening to the ad. Furthermore, the current
research will also use a low-level involvement product as used by Lowe and Haws (2017) in

their research. All three versions of the ads contain a mixture of minor and major keys.

2.6.3 Volume

Volume is an important characteristic of music and can be easily modified by managers and
researchers in Servicescapes and retail environments. Like musical tempo and modality, the
music volume can be considered subjective. Similarly, just like musical tempo, it is a variable
that allows for providing a measurable outcome; however, when doing so, it needs to be made

sure that the volume is neither painful nor inaudible for listeners. Volume has been studied
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about the store and service environments (Morrison et al., 2011; Lammers, 2003). Music
volume affected shoppers’ emotional states, resulting in increased pleasure and money spent.
In a service environment, loud music has a negative effect on sales and consumers’ emotional
state. Similarly, another stream of research also suggests that loud music affects perceptions
of time spent and overall alcohol consumption in the restaurant (Guéguen et al., 2008; Kellaris
and Altsech, 1992; Cite by Toldos, Gonzalez and Motyka, 2019). However, it can be argued that
musical fit in the retail and service environment could have been a reason for spending more

time and money.

Furthermore, precisely premeditated music for an ad or a product can create a memorable
identity for customers when they are exposed to it at a certain time. In some cases, low-
volume music can prove useful for customers because of its appealing nature. However, a
potential risk in using low-volume background music could be its presence being completely
ignored by customers. That can happen when consumers are occupied somewhere else, and
the stimulus in the surroundings is completely ignored. This risk can be avoided by increasing
the volume; however, loud volume music can make the experience painful for the consumers.
As cited by Oakes (2007a) Yalch and Spangenberg’s (1990) study found a significant difference
in shoppers’ behaviour when they are exposed to both quiet and loud foreground music while

shopping.

Thus, the detailed examination of musical characteristics, such as tempo, modality, and
volume, demonstrates their critical roles in shaping consumer perceptions and behaviours in
advertising. By manipulating these elements, this research aims to explore the impact of

musical incongruence on brand memorability within radio advertisements. Through this
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exploration, the research seeks to provide actionable insights for advertisers to enhance

consumer engagement and optimise the effectiveness of their marketing strategies.

2.7 Music and Memory Association

2.7.1  Liking

Previous literature has examined musical liking in the context of subjective characteristics of
music (Abolhasani and Oakes, 2017; Andersson et al., 2012; Gorn, 1982; Morin, Dubé and
Chebat, 2007; Mittal, 2015; Vermeulen and Beukeboom, 2016; Vaccaro et al., 2012). Research
also supports that consumers’ liking of music played in the background can influence
consumers’ buying behaviour, as Vermeulen and Beukeboom (2016) suggest by replicating
Gorn’s (1982) experiment where it was suggested that ‘music would elicit much more
powerful affective responses’. Furthermore, the study also indicated that consumers’ liking of

music was the main factor in product choice rather than product evaluations.

However, consumers’ buying of a product is not just influenced by the music they like, but it
is the advertising stimulus that triggers brand attitude formation, which then affects
consumers’ response (Liu, Abolhasani and Hang, 2022). Furthermore, musical liking can be
liked with musical communication via which an individual is listening, as well as other various
factors such as the individual’s background, surroundings, approval of peers, etc. Oakes
(2007a) suggested that music played in an environment, such as a retail or service
environment, can influence individuals to form a connection based on their own experiences,
which can evoke memories of old experiences. This results in influencing individuals’ likeness
or dislikes of the music played in the background. For example, theme parks use music that

appeals to parents because of nostalgic memories of the music they might have heard as
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children. In this situation, the music is heard with others, e.g., children and family, so it can be
argued that it might not lead to a higher degree of involvement. This has been confirmed by
Lantos and Craton (2012) when individuals listen to music with others, they have less control,
which could result in them not liking the music; however, when individuals are alone, they will
have a higher degree of involvement and, hence, liking. Similarly, this is an important point
considering the current research, as all three ads that are going to be played during the data

collection will be on a one-on-one basis.

Furthermore, Kantono et al. (2016) discovered that personal liking of background music could
also affect emotions and perception of taste. In their study, a group of respondents was asked
to listen to the fourteenth different musical genres, for example, blues, folk, jazz, etc, while
eating ice cream. The results revealed that the music liked by respondents evoked positive
emotions and that the ice cream tasted sweet. However, the music that was disliked evoked
negative emotions, and the ice cream tasted at that time had a higher rating of bitterness.
Similarly, another stream of research confirmed similar results where there was a relationship

between liking music and chocolate (Fiegel et al., 2014).

Consequently, it can be said that musical liking can not only affect a consumer’s taste
preference, but it can evoke emotional thought, which can influence consumers’ decisions in
many ways. For example, Liu et al. (2022) found out that the likeability of music by individuals
in an advertisement influenced purchase intention and also developed a positive brand
attitude. Just liking a piece of music might not be enough to influence a consumer's decision
to purchase a product or even listen to an ad. The study suggests that congruent music can
increase the liking of a product or service that is in front of a customer (Ziv, 2018). However,

the real question is how incongruent background music in advertisements can affect a
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consumer’s perception of a product or service. To answer this question, the current research
will use two different versions of music in ads. One will be moderately incongruent, and the

second will be extremely incongruent music in a radio advertisement.

2.7.2 Genre

Music has been studied in the past in relation to its effect on three main variables: affective,
behavioural, and tempo (Bhatti et al., 2016; Kim and Zauberman, 2019; Hsu and Chen, 2019).
Music plays a vital role in forming effective behavioural patterns on emotions, and it can
influence mood by playing a role in social communication (Bhatti et al., 2016; Hsu and Chen,
2019). Similarly, musical genre is an essential variable as, over the years, it has been used in
product adverts to exert a more significant influence on consumers' decisions. The use of
musical genre can be seen in a luxury product, for example, the Rolex watch (see appendix 1
for the ad), where the music genre known as independent music reflects the sophisticated
class of the Rolex watch compared to a low involvement product such Coca-Cola (see appendix
2 for the ad) where alternative/Indie also known as pop music is used to reflect the exciting
nature of Coca-Cola in the ad. Both ads reflect musical fit as how they match the theme of the
product presented. Research suggests that music fit can reflect a consumer’s purchasing
decision, as background music can activate the knowledge structure of a consumer’s past

experiences (Yeoh and North, 2012).

Furthermore, Oakes (2007a) suggests that musical genre includes other musical variables,
such as tempo and modality. It has been mainly studied as a discrete variable, and researchers
have always faced challenges in manipulating genre while holding other variables constants.

The reason is that sometimes consumers merge different categories of objective musical
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features into one, for example, tempo, texture or even genre. However, the association or
interpretation of a musical genre into a specific genre can be linked to cultural meaning with
the piece of music, as that link with music genres can activate an individual’s knowledge
structure and end up influencing a consumer’s product choice (North, Sheridan and Areni,

2016).

Furthermore, North et al. (2016) also suggested that the musical genre can also help link
consumers’ past experiences even when they are presented with different information. For
example, in their experiment, a total of 120 participants were sat in a room and asked to listen
to three different genres of music: American, Chinese, and Indian. The participants were also
given 30 main course food items, which were equally divided into three different countries:
America, China, and India. Participants were asked to examine the menu for 5 minutes, and in
between, another distractor task was given to the participants. Participants were then asked
to write down as many dishes as possible from the 30-course menu they examined earlier.
Participants were also asked to write down the country name that was presented by the
music. The result confirmed that the musical genre helped in the recall of the cuisines that
were viewed earlier by the participants. Despite the useful purpose of music genre in
advertising, it has been argued that genre categorisation can always be different from what it
has been targeted towards the listeners (Askin and Mauskapf, 2017). For example, in previous
studies, the classical musical genre has been linked with serious musical taste, whereas in
some cases, listeners described classical music as not being serious (Peterson and Kern, 1996;
Savage and Gayo, 2011; cited by Sonnett, 2021). Similarly, over a certain period, genre
meaning can change, and the main objective of the musical genre can become unclear (van

Venrooij, 2009; van Venrooij and Schmutz, 2018).
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Thus, it indicates that the musical genre is dynamic and will be more associated with a
respondent’s mood; hence, it will require inductive analysis. The current research will help
develop brand recall by incongruent musical genres. Genre is one of the most important
characteristics of music used in advertising, and it will certainly help retain consumers'

attention towards an advertisement.

2.8 Synthesis of Research Gaps and Theoretical Consolidation

2.8.1 Literature Gap

Gorn (1982) was the first to introduce music in advertising, and then it was further explored
by Bruner (1990), Caldwell and Hibbert (2002), Craton and Lantos (2011) Dube et al. (2007),
Hung (2000), Kellaris and Cox (1989) and Kellaris et al. (1993). The Music effect in marketing
concept has been further explored recently but in context to musical flavour (Ziv, 2018),
atmospheric stimulus (Raja, Anand and Allan, 2019), and brand recall (Levrini, Schaeffer and
Nigue, 2020). However, the concept of musical incongruity, particularly moderate incongruity
in radio ads, has yet to be explored. This presents an opportunity to challenge consumers’

perceptions.

The present research assesses the incongruent background music in advertising execution
variable brand memorability. It is proposed that consumers’ response to incongruent music in
advertising will increase, and they will be able to easily resolve incongruity without forming
any new schema. Moreover, the use of incongruent music in advertising should produce a
positive response. To delineate the concept, three versions of advertising (congruent,
moderately incongruent, and extreme incongruent) will be created in an experiment to

support the research. Schema congruity is built on the concept that people seek meaning all
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the time (Bruner, 1990). Also, these meanings or clarifications can help individuals resolve

incongruity.

Similarly, it can be said that advertising elements that are different from consumer
expectations are likely to produce more focused ad content. To the extent that consumers
analyse surrounding cues to resolve the incongruity in ads by recalling related schemas. This
extended classification is going to examine background incongruent music’s effect on
consumer decision-making, attitude, and memory for certain ads when they hear incongruent
music in advertising. Although much is known about incongruent information and the
memory superiority of ads, incongruent music and its effect on consumer attitudes remain

unexplored.

Considering these points, the current research will adopt the concept in detail to examine
whether a musical incongruent element at moderate and extreme levels can have a positive
or negative effect on consumers’ evaluation of product advertising. Past research does not
provide any solid evidence about the effects of schema incongruity in advertising (Halkias and
Kokkinaki, 2014; Segev, Wang and Fernandes, 2014). For example, a previous study suggests
that when advertisements do not align with consumers' brand perceptions, it can result in
heightened attention, improved ad recall, and more favourable attitudes towards the ad
compared to when the information in the ads is consistent with brand expectations (Térn and

Dahlén, 2008).

However, Dahlen et al. (2005) argue that ad brand incongruity impacts ad credibility, which
results in lower ad attitudes than congruent ads. Many of these previous researches adopted

a dichotomous operationalisation of incongruity, which doesn’t give a clear answer of what is

57



congruent from what is not, nor does it give a clear degree of incongruity (Halkias and
Kokkinaki, 2017). These results make findings across different studies challenging and also do
not provide a clear answer to how possible moderating factors work (Halkias and Kokkinaki,
2014). For example, research has shown that consumers with familiar brands are more in
favour of responses to incongruent cues in ads compared to congruent ones (Dahlén and

Lange, 2004).

However, Delgado-Ballester, Navarro, and Sicilia’s (2012) findings suggest otherwise, as they
did not find any significant differences between consumers who were exposed to incongruent
and congruent information in ads. Overall, empirical inconsistencies may give us evidence to
believe that different variations of incongruity and congruity phenomena are not thoroughly
considered in relevant research. Consumers remember unexpected-irrelevant ad information
longer, and they attach unfavourable attitude evaluations to it. As moderate and extreme
incongruity (mismatch) requires more focus and much more cognitive elaboration for
resolution, sometimes it remains unresolved or when a consumer makes more effort to bring
changes in their existing cognitive behaviour. The unresolved moderate and extreme
incongruity could lead to frustration and helplessness on the consumers’ part and could also
result in negative to low evaluation. Thus, the research will try to investigate the relationship
between moderate and extreme incongruent music in ads and its relationship to consumer

response as well.

Some authors have focused on incongruity in terms of brand messages, and others have
focused on brand messages and consumers' brand schema. Both these have mixed results,
positive and negative when it comes to message evaluation (Lee and Schumann, 2004) and no

effect at all when it comes to brand message and brand schema evaluation (Dahlén and Lange,
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2004; Dawetas and Diamantopoulos, 2016). Another drawback of these studies was that they
were unable to focus on the ‘resolution’ aspect of the incongruity, as their focus was on an
individual’s ability to evaluate the incongruity rather than the incongruity of the message itself

(Bhaduri, 2017).

Therefore, to fill this gap in the literature, the research will focus on the incongruity between
consumers’ brand schema knowledge and ad message delivered via incongruent music and
how consumers’ schema-ad message incongruity is resolved as its impact on brand-related
recall and recognition, attitude, and eventually behavioural intention toward the brand. Based
on prior literature, this research argues that when incongruity is moderate and extreme, ads

are more memorable.

2.8.2 Methodological Gap

Most existing studies on incongruity in advertising have predominantly used quantitative
research methods, such as experiments and surveys, to collect data (e.g., Alden, Mukherjee
and Hoyer, 2000; Chéron and Pau, 2009; Dahlén and Lange, 2004; Dahlén et al., 2008;
Dimofte, Forehand and Deshpandé, 2003; Gorn, 1982; Halkias and Kokkinaki, 2017; Halkias
and Kokkinaki, 2013; Halkias et al., 2017; Heckler and Childers, 1992; Halkias and Kokkinaki,
2014; Hung, 2000; Kellaris and Mantel, 1996; Kellaris, Cox and Cox, 1993; Moore, Claire and
Coulter, 2005; Meyers Levy and Tybout, 1989; Roy, Guha and Biswas, 2015; Oakes, 2007b).
While these methods provide valuable insights, they often fail to capture the depth of
consumers' cognitive and emotional responses to incongruent stimuli. There is a significant
gap in quantitative research that can offer a more comprehensive understanding of how

consumers interpret and react to incongruent elements in ads.
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2.8.3 Theoretical Gap

The theoretical frameworks used in prior research on incongruity in advertising have primarily
revolved around schema congruity theory (Heckler and Childers, 1992; Mandler, 1982). While
valuable, these theories do not fully explain the stages at which incongruity is resolved or how
consumers process different types of incongruity. The ELM offers a robust framework for
understanding how consumers process persuasive messages through central and peripheral
routes (Petty and Cacioppo, 1986b). Integrating ELM with schema congruity theory could
provide a more detailed understanding of how incongruity influences consumer attitudes and
behaviours, highlighting the conditions under which incongruity enhances or reduces ad
effectiveness. The following section will combine both theoretical frameworks, setting the

stage for the detailed model that will be presented in the next chapter.

2.9 Integration of Theoretical Perspectives

To answer the proposed question of how musical incongruity in advertising affects consumers'
processing of ad-related information, the current research adopts a conceptual framework
developed by Lee and Schumann (2004). This framework combines the Elaboration Likelihood
Model and Mandler’s Schema Incongruity Theory (refer to Figure 3). Adopting this model
helps explain why incongruent elements sometimes enhance ad effectiveness through
increased attention and memory retention, while at other times, they may lead to negative
outcomes, such as confusion or frustration. This is particularly relevant for incongruent music,
which can either attract attention and enhance engagement or distract and confuse the

audience.
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Additionally, by integrating these two theories, the model provides insight into how
incongruent music might affect different consumer segments. For instance, highly motivated
and involved consumers may process the incongruity through the central route, leading to
better retention and positive attitudes if the incongruity is successfully resolved. Conversely,
less motivated consumers might rely on peripheral cues, which could lead to varying

outcomes depending on the nature of the incongruity.

The current study has also identified some moderating variables that are cognitive and
affective components of the incongruent music played in ads. Resolution strategies for
incongruity are adopted from Mandler’s Schema Incongruity Theory (1982). Ultimately, the
proposed research will determine whether successful resolution of incongruity leads to brand
memorability or whether failure leads to negative associations. Lee and Schumann (2004)
identified potential moderators categorised as situational factors, individual difference

characteristics, and source and message factors.

However, the current study will focus on the cognitive and affective components of music and
individual characteristics as moderators. These moderating variables will help understand how
individuals process incongruity in ads. In contrast, the moderators defined by Lee and
Schumann (2004) provide only a general understanding of incongruent cues and the
processing of incongruent information. These moderating influences have yet to be tested
empirically. Yoon (2013 ) criticised Lee and Schumann’s (2004) application of the ELM and
their efforts to understand when and how incongruity is processed, arguing that given the
ELM's broad application, it can be implemented for any given message processing.

Nonetheless, both studies by Lee and Schumann (2004) and Yoon (2013 ) are exploratory.
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Figure 3 Model for Processing Ad Incongruity
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Thus, the current research will give thought to the importance of incongruity in advertising
and focus on when incongruity is successfully solved by understanding consumers’ processing

of musical incongruity. Previous research on background music and its impact on consumer
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memorability has inconsistent findings leading to conflicting conclusions, such as background
music in ads with a ‘truncated ending’ increases confusion among consumers from the
advertised products and messages (Guido et al., 2016). The current proposed model will
explain the level of incongruity processed and resolved by consumers, which will help increase

brand memorability.

2.9.1 Ad schema incongruity role of expectancy and relevancy

Goodman (1980) identified the two dimensions of ‘thematic relationships’ known as relevancy
and expectancy of information. His experiments were able to identify that consumers
presented with highly relevant information can easily recreate and retrieve information when
presented with incongruent information. However, when presented with low relevant
information, consumers will be less likely to recreate and retrieve information from previous
experiences (see Fig 4: - participants were presented with pictorial incongruent information
to recreate and retrieve information). Heckler and Childers (1992) developed the concept of
relevancy and expectancy further. They proposed that information's relevancy conveys the
message of the object presented, and expectancy is what is expected by information within
that context. In both experiments, participants were presented with pictorial information,

where expected-relevant information was easy to recall.

However, in Heckler and Childers's (1992) study, when participants were presented with
unexpected-irrelevant objects, total picture recall was enhanced. Similarly, Lee and Mason
(1999) also suggested that unexpected and irrelevant information can be highly memorable

by manipulating Goodman (1980) and Heckler and Childers (1992). To date, these three
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studies are known to adopt incongruent information as relevancy and expectancy in pictorial

and visual ads contexts.

In the context of radio advertising, the role of musical incongruity can be explored through

the lenses of relevancy and expectancy. Just as visual incongruity has been shown to enhance

recall, using incongruent music in radio ads might similarly affect consumer memory and

engagement. The unexpected and irrelevant music elements could disrupt listeners'

expectations, making the ads more memorable and engaging. This approach seeks to

determine if incongruent music can evoke curiosity and interest, leading to better recall and

stronger emotional response, thus providing a novel perspective on the effectiveness of radio

advertisements.

Figure 4 Picture Memory
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2.9.2 Ability to process ad schema incongruity ad-related brand recall and recognition.

Effective multimedia ads are at the heart of any marketing communication strategy.
Advertisers spend a lot of thought and resources in designing an effective strategy so that it
will have a long-lasting brand information-related effect on consumers’ minds (Levrini,
Schaeffer and Nique, 2020). This long-lasting brand information on the consumer mind
converts into brand recall, which is a critical measure for the success of any ad (Keller, 1993).
A stream of research also suggests that whenever consumers consider a brand, brand recall is
likely to be positively associated with that brand (Nedungadi, 1990). Jin, Kerr, and Suh (2019)
discovered by exploring Alba and Chattopadhyay’ (1985) and Nedungadi’s (1990) Research
shows that consumers are more likely to consider creative ads when making decisions.
Compared to regular ads, consumers are more likely to recall brands because of their

creativity.

Similarly, brand recognition is another measurement tool for ad brand placement effect in the
marketing literature (Song, Chan and Wu, 2019). Although brand recognition has received
some criticism in the past, it is still one of the most adopted tools for the measurement of ad
brand placement (see, for example, Lehu and Bressoud, 2009; Nelson, 2002; Song, Chan and
Wu, 2019). Current research will consider incongruent music as an information delivery

method and will try to discover whether consumers can recall and recognise the brand.

2.9.3  Nature of the ad schema incongruity process attitude towards ad and brand

Streams of research suggest that when consumers come across innovative and unexpected
information, it stimulates their cognitive process, and they end up paying more attention (for

example, see Halkias and Kokkinaki, 2014; Sheinin, Varki and Ashley, 2011). Similarly, the
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proposition was investigated by Goodstein (1993) in ads, as he found that consumers pay
more attention to television advertising when it is different from their brand categories. Past
studies by Muehling and Laczniak (1988), Lee and Mason (1999), and Lee (2000) suggested
that incongruities in ads present several opportunities and challenge consumers’ perceptions.
Along with that, incongruity demonstrates novelty, which could represent differentiation and

enhance arousal (Dahlén and Lange, 2004).

Similarly, over the years, studies on schema incongruity have provided mixed results (Lee and
Mason, 1999; Goodstein, 1993; Noseworthy, Karen and Towhidul, 2010). Two of the most
stand-out research on attitudes toward the brand between congruent and incongruent were
conducted by Lange and Dahlén (2003), and Dahlén et al. (2005) failed to identify significant
differences between attitudes towards the brand and the ad when consumers were presented
with congruent and incongruent information in the ad. However, Lange and Dahlén (2003) did
find a significant difference between familiar brands and unfamiliar brands with incongruent
ad information. The study results were achieved via print advertisements. Additionally,
incongruent information is found to be the force behind the increment of cognitive
elaboration of the message to form new incongruent information in consumers’ memory

(Bhaduri2017; Sjodin and Toérn, 2006).

However, most of the past research does not provide any possible difference in the degree of
incongruity. Most of the studies provide a standard comparison and degree of incongruity.
Across these possible degrees of incongruity, it falls under one term as incongruent rather
than from slight to extreme incongruity categories. Therefore, the current research aims to
investigate the effects of incongruent music at both moderate and extreme levels on attitudes

towards the ad and the brand. Given that no prior research has explored these specific effects,
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it is challenging to predict whether the relationship will be positive or negative. This study
seeks to fill this gap by examining how varying degrees of musical incongruity influence

consumer attitudes.

2.9.4 Cognitive and Affective component of Music

Background music is a core element in TV and radio advertisements. The effectiveness of
advertising is the primary reason for the inclusion of background music in ads. Additionally,
music's effect on cognition can influence the arousal levels of individuals, potentially
enhancing the impact of the advertisement. A stream of research suggests that music has
arousal potential and has been used in many ways to improve memorability and reduce
tension (Hirokawa, 2004; Lim and Park, 2019). And because of musical experience, these
arousals may affect cognitive performance in individuals. In addition, another stream of
research suggests that high congruity between music and message tends to lead to higher ad
recall and recognition (Ursavas and Hesapci-Sanaktekin, 2013). However, the effects of
incongruent music in ads, particularly at moderate and extreme levels, remain largely
unexplored. This relationship between music and the message could potentially disrupt

individuals' cognitive and affective processing, leading to a variety of reactions.

Exploring the cognitive components of music in the context of incongruity could reveal
important insights. Key cognitive aspects include attention to music, individuals' ability to
process music, perceived music-message fit, and perceived music-image fit. These
components help determine how consumers process and respond to incongruent musical

elements in advertisements.
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Additionally, affective responses to music in ads are influenced by diverse sources, such as the
consumer’s mood at the time of exposure and the affective tone of the ad itself (e.g.,
incongruent music played in the background) (Gorn, Pham and Sin, 2001). Affective responses
generated by ads have gained significant attention over time (Garbarino and Edell, 1997;
Stayman and Batra, 1991). Music can serve as an affective component, enabling consumers to
cognitively evaluate product information and evoke emotional responses to the ad (Lavack,

Thakor and Bottausci, 2008; Oakes, 2007a).

Studies have suggested that music in ads can have a positive impact on consumers’ attitudes
toward brands and cognitive and affective processing (North and Hargreaves, 2012; Shevy and
Hung, 2013). Affective responses function as a bridge between objects and information for
individuals (Stewart and Koh, 2017). While congruent music aids in making judgments, the
focus on incongruent music and its affective responses remains limited. The current research
aims to fill this gap by exploring the affective components of incongruent music, including
emotions evoked, mood induced, emotional memories activated, emotional arousal
response, and hedonic response to incongruent music. By connecting these cognitive and
affective components to the study of incongruent music in radio advertising, this research
seeks to understand better how incongruity influences consumer responses and enhances

brand memorability.

2.9.5 Individual characteristics

Individual characteristics, such as individual musical taster/preferences and previous
knowledge of music, have been identified as moderating influences on the motivation to

process incongruity in the theoretical model. The research also proposes that prior mood, ad
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involvement, and ad creativeness can also affect an individual’s motivation level and ability to

process incongruity in an ad.

An earlier study by Gorn (1982) identified that music played a positive role in individual
attitudes toward an advertised product in an ad. Scott (1990) argued that, unlike classical
conditioning, musical responses are learned via the process of social conditioning. In addition,
musical taste / individual preference could be a result of an individual’s cultural background;
for example, peer group could be one of the reasons for approval of musical preference.
Sometimes, individuals may like music and relate it to their own experiences, so whenever
music comes in an ad, it could relate to original memories and experiences. Therefore,

incongruent music will motivate individuals to process incongruity with ease.

Individuals” mood influences their behaviour in different ways. Research suggests that
individuals can process information in ads depending on their mood (Gorn, Goldberg and
Basu, 1993). Consumer moods can also be altered by ads, which could change consumers’
attitudes towards the brand. Similarly, background music can alter consumer mood and
influence purchase intention (Alpert and Alpert, 1990). Music is an effective stimulus for mood
alteration, as research has indicated that mood can influence cognitive activities (Lee and
Schumann, 2004). In addition, the effect of music on cognition can also affect the arousal level
of individuals (Lim and Park, 2019). The study also suggests that music can either raise or
reduce tension levels in individuals (Hirokawa, 2004). Thus, when individuals listen to
incongruent music, their mood will undoubtedly influence the processing of incongruent
information. Mood plays an essential part in resolving incongruity. The concept has not been

studied before, making it an ideal moderating influence for individuals.
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ELM argues that routes to attitude change have often been decided by individual involvement
and information-processing ability (Petty and Cacioppo, 1986b). Past research suggests that
(e.g., see Laurent and Kapferer, 1985; Yang et al., 2006) highly involved individuals can process
ads or product-related information, which could result in decision-making. On the other hand,
low involvement individuals’ motivation level is less, and they are likely to skip extensive
elaboration towards ads or products (Hwang, Oh and Scheinbaum, 2020; Yang et al., 2006).
The level of consumer involvement is essential to determine the impact of musical incongruity

in ads.

Moderate influence of involvement has been studied in the past on the impact of sound
(Hwang, Oh and Scheinbaum, 2020). Additionally, music brand congruency was found to
support individuals with high involvement in the processing of product-related information
(Hyun Hee, Jai Kwan and Jung Ok, 2014). Similarly, another stream of research suggests that
effective musical design can improve an individual’s ability to engage with brands on both
high- and low-level involvement (Hwang, Oh and Scheinbaum, 2020; Lowe and Haws, 2017).
In addition, the research findings suggest that familiar music plays an integral part in
enhancing consumer engagement, unlike incongruent music, and its influence on consumer

engagement for both high- and low-involvement ads has yet to be discovered.

2.9.6 Ad schema incongruity resolution

Individuals acquire knowledge from their memory to solve or process information that is
found in advertising. The retrieval of knowledge is known as schema, which has already been
explained above. This acquisition and adaptation of knowledge could change according to an

individual’s circumstances (Kim and Park, 2019). The adaptation process includes two types of
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processing strategies, assimilation and accommodation, identified by Piaget (1968) and the
concept was then further developed by Mandler (1982) by suggesting two other types of
processing strategies mainly to deal with any incongruity. According to Mandler (1982), the

four strategies include;

1) Assimilation, 2) Alternative schema, 3) Successful accommodation and 4) Unsuccessful

accommodation

As noted in Figure 3, once the individuals have successfully processed musical incongruity in
the ad, the next step will be for them to seek resolution. In the current model presented in
Figure 3, there are two possible resolution strategies: 1) successful resolution (e.g.,
assimilation, alternative schema, successful accommodation) and 2) unsuccessful resolution

(e.g., unsuccessful accommodation).

2.9.6.1 Assimilation

Assimilation refers to when individuals easily resolve incongruent information. Where
individuals can easily retrieve information from existing schema about incongruent
information. In assimilation, an individual’s schema processing of information is convergent,
mostly structured from top-down and goal-focused (Leipold et al., 2014). Since assimilation
may require fewer cognitive resources, it has a possibility of resulting in less elaboration (Lee

and Schumann, 2004).

2.9.6.2 Alternative schema

Furthermore, assimilation and alternative schema are relatively similar as both seek

resolution from existing schemas to resolve the tension caused by incongruent information.
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Similarly, alternative schema can utilise analogies by finding similarities between existing
knowledge and incongruent information (Vosniadou and Ortony, 1989). For example, a car
crash will often be considered an accident at first. However, an accident at a similar place after
a few days will be labelled by individuals because of something else rather than the driver’s

fault.

The empirical study suggests that an individual’s ability to employ analogies to resolve
incongruity is a way of productive thinking process (Guilford, 1965). Similarly, the alternative
schema will resolve incongruity by transferring previous knowledge, as it will not result in
extreme changes to the existing schema structure in memory. Within the context of musical
incongruity in ads, it will be interesting to investigate when the incongruity is extreme. Will it
be resolved via assimilation and alternative schema, or will changes be made to the existing
schema structure to resolve the extreme incongruity? On the other hand, a stream of research
suggests that moderate incongruity can easily be addressed by assimilation and alternative
schema with the help of previous knowledge (Lee and Thorson2008). Thus, the current
research will also explore to what extent an individual uses biased information to resolve

extreme and moderate musical incongruity.

2.9.6.3 Accommodation

In addition, when individuals cannot resolve incongruity via assimilation, they might have to
reinterpret the current incongruent information by rearranging the current schema structure.
This rearrangement of the schema structure process is known as accommodation (Gallen,
Pantin-Sohier and Peyrat-Guillard, 2019; Noseworthy, Cotte and Seung Hwan, 2011). Studies

suggest that accommodation can be achieved in two ways.
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1) Altering existing mental knowledge
2) Creating a new schema to resolve incongruity (Bagga, Noseworthy and Dawar, 2016;

Gallen, Pantin-Sohier and Peyrat-Guillard, 2019).

However, creating a new schema often requires more cognitive effort for a successful
accommodation (Lee and Schumann, 2004). A stream of research suggests that to help resolve
extreme incongruity, reference to a familiar product category is used in a new product
category (Moreau, Lehmann and Markman, 2001). Another stream of research confirms these
findings, as it has been discovered that these references influence consumer thinking, which
allows consumers to overcome any issues regarding a new product by pulling similar

information from existing schemas (Hoeffler, 2003).

Previous studies suggest that cognitive accommodation alters existing schema by building a
new sub-node known as ‘subtyping’ in the existing schema; subtyping works as a filter in
narrowing down incongruity by categorising schema into small subcategories (Taylor and
Crocker, 1981). This subtyping has been later described as an ‘adaptive cognitive response’
(Diamond and Zoladz, 2016). Taking the earlier example of a car crash, the first crash will be
interpreted as an accident. However, the second accident moments after the first accident will
force individuals to accommodate their understanding of the event by incorporating a new

reality or assumption (Taylor and Uchida, 2019).

In addition, when incongruity is extreme, cognitive and emotional efforts by individuals are
required to resolve it, and sometimes, it is not possible to resolve these severe incongruities.
Individuals might fail to resolve these incongruities even after the ‘subtyping’ scheme

structure. This type of accommodation is known as unsuccessful accommodation. Thus, the
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current research will try to find out whether successful and unsuccessful resolution

incongruity produces positive or negative outcomes.

2.9.7 Outcomes after Processing Incongruity

After successful or unsuccessful resolution, musical incongruity will either produce positive or
negative outcomes. The current research will focus on the primary positive outcomes of an

increase in brand memorability.

2.9.7.1 Increased brand memorability

Background music in advertising could play an important role and help consumers remember
ads for products and messages (Guido et al., 2016). However, some research argues about the
effectiveness of background music in memorability. Fraser and Bradford (2013) highlight that
while background music can capture attention and enhance the overall mood, it often
distracts from the core message of advertisements. This distraction occurs because the brain
prioritises processing unexpected auditory changes over visual and message elements.
Similarly, Fiske et al. (1983) and Goodstein’s (1993) findings revealed that greater attention
was recorded in TV ads when subjects were viewing incongruent ads compared to congruent
information in ads. Also, unpredicted and incongruent information led to more attention,
which made subjects more motivated and eager to learn about the ad. In addition, the process
of encoding incongruity forces individuals to process the information in greater depth (Lee
and Schumann, 2004), mainly increasing time spent on ad messages and giving more attention

(Térn and Dahlén, 2008).
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Background music on memory has been studied in three streams. Allan (2006) discovered that
the use of popular music in a radio advertising setting could increase attention and stimulate
an individual’s memory for the advertised product. The second stream of research confirms
the negative effect of background music in ads on consumer memory (Fraser and Bradford,
2013; Oakes and North, 2006), where it was confirmed that background music could affect ad
messages and product memorability. Finally, the third stream of research, music message
congruency (Hung, 2000; Kellaris, Cox and Cox, 1993) and characteristics of music used in an

ad, for example, tempo (Bruner, 1990).

While studies on music and memory generally yield consistent findings, there is a significant
gap regarding the impact of incongruent music in ads on consumer brand memorability. The
effects related to assimilation, alternative schema, successful accommodation, and
unsuccessful accommodation via incongruent music on brand memorability remain
unexplored. This research aims to fill this gap by developing a structural model for incongruity.
All study variables will be tested to examine their relationships and validate the research

questions, thereby justifying the selection of these variables.
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2.10 Chapter Summary

This chapter provides a detailed literature review of musical incongruity from an advertising
perspective. The review offers an opportunity to explore this concept further by addressing
gaps identified in the existing literature, methodologies, and theories. Historically, the concept
of (in)congruity in advertising has been explored in relation to message content (Kellaris, Cox
and Cox, 1993), celebrity (Roy, Guha and Biswas, 2015), website context (Moore, Claire and
Coulter, 2005), brand association (Dahlén et al., 2008) ), among others. However, there

remains a notable gap concerning musical incongruity in radio advertising.

The current research aims to bridge this gap by exploring the concept in more detail. It has
introduced two theoretical frameworks: the Schema Incongruity Theory (Mandler, 1982) and
ELM (Petty and Cacioppo, 1986b). The rationale behind combining both theories is to examine
the three different levels of incongruity—congruity, moderate incongruity, and extreme
incongruity—and to determine to what extent individuals can recall stored information and
whether this process utilises the central route of persuasion. Previous research proposed a
model for persuasion; however, it lacked empirical testing. The current research will
incorporate the model with refinements and test its validity. To do that, it has selected music

as the main characteristic to determine brand memorability among individuals.

The study will also use a mixed-method approach to understand the concept. The mixed
method approach will integrate quantitative and qualitative methodologies to provide a
detailed understanding of how musical incongruity affects brand memorability. Quantitative
methods will measure variables such as motivation to process the ad, ability to process the

ad, attitude towards the ad, and brand ad memorability. Qualitative methods will offer insights
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into the cognitive and emotional processes involved. This dual approach ensures a
comprehensive examination of the research questions, offering both statistical reliability and

descriptive data.

In summary, this study not only contributes to academic knowledge but also provides practical
insights for marketers seeking to optimise advertising strategies through the strategic use of
music. The following chapters will finalise the theoretical model and provide a comprehensive
framework for exploring the impact of incongruent music in radio advertising, setting the

groundwork for empirical testing and analysis.
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CHAPTER 3

Model and Hypothesis Development
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3.1 Introduction

The chapter establishes a clear theoretical framework, setting the stage for a thorough
empirical investigation. It will outline how each component of the model relates to the
broader advertising strategy, providing a logical structure for understanding the potential
impacts of incongruity in radio advertising. While previous studies have shown that congruent
music can create a positive brand image and improve message recall, this research delves into
the lesser-studied domain of incongruent music, particularly in a radio setting. By employing
congruent, moderately incongruent, and extremely incongruent music, the current thesis is
trying to explore the effective use of musical incongruity and ad effectiveness. Moderate
incongruity, which balances familiarity and novelty, is hypothesised to increase cognitive
engagement and recall by prompting consumers to resolve the discrepancy between the
music and the ad content. On the other hand, extremely incongruent music might lead to
confusion and negative perceptions due to the significant mismatch. The study’s findings are
expected to contribute to both theoretical and practical knowledge, offering insights into how
incongruent musical elements can be strategically used to enhance the effectiveness of radio

advertisements.

3.2 Study Variables

The study focuses on examining the impact of music congruence in advertisements by
distinguishing between congruent music (baseline), moderately incongruent, and extremely
incongruent groups to evaluate the effectiveness of advertising. It is hypothesised that
advertising effectiveness is maximised in the presence of moderate incongruence between

the advert and its musical background, while effectiveness diminishes in the case of extreme
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incongruence. To thoroughly test this hypothesis, the construction of a comprehensive model
incorporating all necessary control variables is identified by utilising the elaboration likelihood
model (ELM) across the entire population sample. This methodology ensures consistency in
the measurement model across different groups, facilitating a valid comparison of their
effects on advertising effectiveness. Before proceeding to test the specific hypotheses related
to music congruence, it is critical to validate the core components of the ELM to ensure the
study’s methodological robustness and the accuracy of the hypotheses assessment. This
approach underscores the importance of an efficient and controlled examination of the
variables influencing the cognitive processing of advertisements, contributing to the broader
understanding of advertising psychology and effectiveness. The section following will

introduce all the main testing variables and control variables the section after.

3.2.1 Motivation to Process Ad

The processing of information in an advertisement is always influenced by an individual’s
motivation, ability, and opportunity. Motivation has been described by Maclnnis et al. (1991)
as goal-directed arousal. In the current thesis, motivation is processing musical congruity and
incongruity. Individuals’ process of incongruent information will always depend on their
motivational level because their motivation level will determine their processing effort. It is
noted that when information is relevant to individuals, it becomes ‘hot information’ and
ignites individuals’ cognition process (Petty and Cacioppo, 1986a). This relevance leads to
individuals processing that information to achieve their personal goals. Kahneman (1973)
suggested that individuals put more thought into their cognitive process if the information is
relevant and personal. Similarly, research suggests that consumers’ motivation is enhanced

based on novel and complex information (Maclnnis, Moorman and Jaworski, 1991).
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Petty and Wegener (1998) also in their study on ELM suggests that motivation affects the route
of persuasion and information processing, supporting the idea that higher motivation leads to
deeper processing. Similarly, Lee and Mason (1999) found that moderate incongruence in ads
can capture attention and enhance processing, indicating that moderate incongruence
increases motivation while extreme incongruence decreases it. Batra and Ray (1986) indicated
that higher motivation leads to better comprehension and retention of ad content.
Additionally, Pham and Avnet (2004) showed that motivational states influence how ads are
processed and remembered, which is relevant to understanding the impact of both low and
high motivation. Aaker and Williams (1998) also found that moderate incongruity in ads can
lead to higher engagement and better processing, further supporting the idea that moderate

incongruity enhances motivation.

However, Thompson and Hamilton (2006) suggested that processable information influences
consumer behaviour. Their description of processability refers to the ease of information
available to the consumers. When information is not processable, it interferes with
consumers’ ability to process it. This incongruent information may allow the individuals to use
peripheral cues in the advertisement, such as messages, spoken words, or any other execution

sources in the advertisement.

Moreover, as described by Wang and Lee (2006) noted by Yoon et al. (2012) also suggested
that low-motivated individuals are likely to put more ‘weight on features that fit their
regulatory focus. For example, individuals will pay more attention to information that fits their
values and beliefs when they are not motivated to process the information. To extend this
research further, this study proposes the use of incongruent music in advertisements to

determine if individuals in moderately incongruent and extremely incongruent groups will be
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motivated enough to process the incongruent music in a radio advertisement. In general, the

research suggests the following hypotheses:

H1. Increased motivation towards the ad enhances the ability to process it, leading to better

comprehension and assimilation of the ad content.

H1a. Motivation to process the ad will be higher in the moderately incongruent group than in

the congruent group.

H1b. Motivation to process the ad will be lower in the extremely incongruent group than in

the congruent group.

3.2.2  Ability to Process Ad

Advertisements that communicate a clear message to the audience can help build a brand.
These messages or brand-related information serve as an introduction to the brand for the
listeners. For instance, well-crafted multimedia ads are crucial to any marketing
communication strategy. Advertisers put a lot of effort and resources into designing an
effective strategy to have a long-lasting impact on consumers' perceptions of the brand
(Levrini, Schaeffer and Nique, 2020). Additionally, along with motivation, individuals' ability
also plays a significant role in processing brand-related information. Maclnnis et al. (1991, p.
34) define ability as ‘consumers' skills or proficiency in interpreting brand information in an
ad.! These individuals’ abilities are useful when it comes to the accessibility of brand-relevant
knowledge from an existing schema. The existing schemas help resolve any issues and make

the individuals’ cogitative process easy.
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Furthermore, previous research highlighted how people who process information often
assume that individuals are motivated to form accurate attitudes, enabling them to assess the
truthfulness of the information in a relatively unbiased manner (Kim, Choi and Kim, 2019;

1986a).

Similarly, information in an ad allows individuals to make these judgments based on their
previous knowledge and relevancy. Thompson and Hamilton (2006) suggested that the
effectiveness of advertising can be influenced by how information is processed, with some
processing modes enhancing the effectiveness of the ad and others diminishing it. This effect
is dependent on the compatibility between the format of the ad and the mode of information
processing utilised by the consumer’s ability to encode the ad’s information. Additionally,
research has suggested that information processability can also depend on congruency
because congruent information will produce a positive affective response towards the product

advertised (Musch and Klauer, 2003; Thompson and Hamilton, 2006).

However, Petrova and Cialdini (2005) argue that when information is presented in a way that
doesn’t match the consumer’s preferred mode of processing, it can disrupt their ability to use
imagery or analytical thinking to understand it. For instance, asking someone to imagine a
product might lower their evaluation of it if the product is described using factual information
because the factual information gets in the way of their ability to create a mental image of
using the product. Additionally, previous research suggests that mismatch elements have a
positive effect on advertisement effectiveness. Previous research only focused on verbal and
visual elements of the ad (Heckler and Childers, 1992), attitude enhancement (Lee and Mason,
1999), customer confidence (Lee, 2000) and incongruent ads' effect on familiar and unfamiliar

brands (Lange and Dahlén, 2003). As discussed above, the concept of music incongruity and
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the consumer’s ability to process that information has not yet been explored. Based on the

previous research, we proposed the following hypothesis:

H2. Increased motivation enhances the ability to process an advertisement, leading to a more

positive attitudes towards the advertisement.

H2a. Ability to process the advertisement will be higher in the moderately incongruent group

than in the congruent group.

H2b. Ability to process the advertisement will be lower in the extremely incongruent group

than in the congruent group.

3.2.3 Attitude towards Ad

Attitudes are generally understood as a propensity to react positively or negatively to an
object or concept consistently. These reactions can be behavioural, affective, or cognitive
(Craton and Lantos, 2011). Attitudes are stable and long-lasting dispositions that influence
how we think, feel, and behave. They are often used to predict future behaviour and
intentions. In advertising, the goal is to shape customers' attitudes towards a brand to
influence their decision-making process. The effectiveness of advertising is often measured by

the extent to which it positively changes the targeted customer's attitudes towards the brand.

A stream of research describes attitudes towards an ad as a brief encounter that happens
during the processing of an advertisement rather than a repeated encounter during an ad. In
theory, attitude towards an ad is expected to have the most significant impact on related
variables like purchase intention, brand attitude and recall (MacKenzie and Lutz, 1989; Craton

and Lantos, 2011). Petty and Cacioppo (1986a), in their study on ELM suggest that attitudes
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formed through high elaboration (cognitive processing) are more durable and predictive of

behaviour.

Similarly, past research has studied the relationship between attitudes towards ads on
personal involvement (Johnson and Russo, 1984), ad effectiveness (MacKenzie, Lutz and
Belch, 1986), consumer feeling (Stayman and Aaker, 1988), ad attributes (MacKenzie and Lutz,
1989), consumer attention (Chattopadhyay and Nedungadi, 1992), emotions (Friestad and
Wright, 1995), consumer reaction (Goldsmith, Barbara and Stephen, 2000) and consumer
characteristics (Bennett et al.,, 2006). However, these studies may not apply to other
advertisements or groups due to participant characteristics like age, gender, and cultural
background. Therefore, when analysing and applying the results, consider limitations and

external validity.

In addition, while past research has examined the relationship between attitudes towards an
ad and various factors such as personal involvement (Johnson and Russo, 1984), ad
effectiveness (MacKenzie, Lutz and Belch, 1986), and consumer emotions (Friestad and
Wright, 1995), these studies are specific to the advertisements and participants used in the
experiments. It is also valuable to consider the potential impact of background music in ads,
as it has been suggested that music can affect cognition (Lim and Park, 2019) and arousal
levels (Hirokawa, 2004) and that a high level of congruity between music and message can

lead to improved ad recall and recognition (Ursavas and Hesapci-Sanaktekin, 2013).

Furthermore, background music is vital in both television and radio advertisements as it
enhances the effectiveness of the ads. It creates emotional resonance and improves recall,

helping to engage viewers more deeply with the ad content. Studies have shown that
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congruent background music can significantly enhance the communication effectiveness of
advertisements, making them more memorable and impactful (North, Hargreaves and O'Neill,
2000; Oakes, 2007b). Research suggests that music has arousal potential and can be used to
improve memorability and reduce tension (Hirokawa, 2004; Lim and Park, 2019). Due to

musical experience, these arousal levels may affect cognitive performance in individuals.

In addition, research suggests that there is a high congruity between music and message,
which tends to increase ad recall and recognition (Ursavas and Hesapci-Sanaktekin, 2013).
Chen et al. (2023) found that more favourable attitudes towards advertisements, facilitated
by ad relevance and mitigated feelings of vulnerability, significantly enhance the memorability
of the brand advertised. Razzag, Shao, and Quach (2024) suggest that creative advertising
strategies engaging consumers on a relatable and entertaining level can significantly impact
how well a brand is remembered, highlighting the importance of content form and context in
ad memorability. Pant et al. (2024) also supported that product-specific advertisements that
successfully communicate quality and value can cultivate positive consumer attitudes, leading

to increased brand memorability.

However, the effects of incongruent music in ads at moderate and extreme levels have yet to
be studied, and the contrast between incongruent music and the message may influence the
cognitive processing of individuals. This could result in consumers having different reactions
to incongruent music in ads, and further research on the cognitive components of music, such
as attitudes toward the ad, could be beneficial. Thus, based on this, we propose the following

hypothesis:
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H3. A positive attitude towards the advertisement will enhance brand advertisement

memorability, with more favourable ads being better remembered.

H3a. Attitude towards the advertisement will be more favourable in the moderately

incongruent group than in the congruent group.

H3b. Attitude towards the advertisement will be less favourable in the extremely incongruent

group than in the congruent group.

3.2.4 Brand Ad Memorability

Ad memorability is the ability of an advertisement to be remembered by the target audience.
It is a crucial aspect of advertising as it determines the ad campaign's effectiveness.
Advertisers aim to create ads that are not only noticed by the target audience but also
remembered, as a memorable ad can lead to brand recognition and increase the likelihood of
consumers taking a desired action, such as making a purchase. Similarly, according to the
Associative Network Theories of Memory, people who have had past experiences with a brand
have an advantage when it comes to recalling information about that brand (Anderson and
Bower 1973). This is because the brand is already established in their memory, making it easier
for new information, such as an advertisement, to be remembered. However, for those who
haven't had direct experience with the brand, it can be more difficult to remember new
information about the brand. Without previous experiences to draw from, it can be harder for
them to connect new information to existing memories of the brand. Additionally, because
their associations with the brand are not as well-established, non-users may have more
trouble remembering the brand when prompted to recall information about it (Nguyen et al.,

2018).
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In the context of the current research, established information in memory is referred to as
schema, and the relevant information presented in the ads is known as congruent
information. As previously explained, extensive research has been conducted on the effect of
congruity in advertising, for example, schema congruity on consumer evaluation, such as
consumer attitude and purchase intention (Chang et al., 2014), product category schemata
(Dawetas and Diamantopoulos, 2016), congruence on attitudes toward the message (Cornelis,
Cauberghe and Pelesmacker, 2014), a congruent brand message with existing brand schemas
(Bhaduri, Ha-Brookshire and Leshner, 2017), advertising nativeness in the context of
congruent design and content of the media experience placement (Kim, Choi and Kim, 2019)
and congruent background music influences product choice (North, Sheridan and Areni,

2016).

However, some of the notable studies conducted on congruent information on memorability
and recall by Argyris et al. (2020) found that the inclusion of visual elements such as images
and videos significantly improves brand recall among consumers. Similarly, Askegaard et al.
(2013) found that ads with a combination of visual and auditory elements lead to greater
brand recall and recognition. Bishop et al. (2017) provide insight into how matching medium
content and ad format can be beneficial for advertisers in terms of the audience's perception,
subjective understanding, persuasion, and memorability. Overall, these studies indicate that
a memorable ad includes a combination of visual elements, emotional appeals, and branding
elements. Advertisers should aim to create ads that elicit emotional responses, are rich in
sensory elements, and include branding elements to increase the chances of the ad being

remembered by the target audience (Wedel and Pieters, 2000).
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Additionally, research suggests that consumer motivation, positive brand image, and focus on
the ad are influenced by background music (Fraser and Bradford, 2013). Similarly, past studies
suggest that music can influence consumers to recall and help brand image-building (Kellaris,
Cox and Cox, 1993). Gorn did another notable study (1982) about the positive effect of
background music on choice. However, the relationship between music and ad memorability
has been the centre of mixed results. Some studies have shown that the inclusion of music in
advertisements can improve recall (Allan, 2006) while other research has found that it can

decrease recall (Guido et al., 2016).

Given the mixed results of past studies on the relationship between music and ad
memorability, the exploration of incongruity in ads is important. While some research has
found that music can enhance recall, it's important to consider the notion that perhaps, in
some cases, the inclusion of incongruent music in an ad may also have a positive impact on
recall. It could be argued that when music does not align with the overall tone and message
of the advertisement, it can serve as a cue to the viewer and ultimately lead to brand ad

memorability. Hence, to investigate this concept, we propose the following hypothesis: -

H4a: Ad memorability will be higher in the moderately incongruent group than in the

congruent group.

H4b: Ad memorability will be lower in the extremely incongruent group than in the congruent

group.
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3.3 Control Variables

In the context of this research on the impact of incongruity in advertisements, several control
variables have been incorporated to ensure that the observed effects are accurately attributed
to the independent variables of interest. By controlling for these variables, the study aims to
isolate the true impact of incongruity in advertisements, providing a clearer understanding of

how different types of incongruent information influence consumer attitudes and behaviour.

3.3.1 Pre-Ad and Post-Ad Mood State.

Consumer behaviour studies indicate that mood affects consumer behaviour in several ways;
for example, a positive relationship was noted with a good mood when consumers received a
small gift (Gorn, Goldberg and Basu, 1993). Generally, the mood is defined as ‘mild, transient,
pervasive feeling states’ (Gardner and Vandersteel 1984, p. 5). Similarly, mood state is
considered to be an essential set of affective factors that may influence consumers’ decision-
making regarding advertisement exposure and product selection (Gardner 1985). Mood states
can be divided into two groups: positive and negative mood states. A positive mood state can
help an individual absorb more information and inject more energy, whereas a negative mood
state can be associated with depression, anger, or fatigue (Rong et al., 2022). Similarly,
previous research has reported mood’s effect on various consumer behaviours, such as
product value association with positive and negative mood (Forgas and Ciarrochi, 2001; Maier
et al., 2012) and current mood’s relation with product memorability (Sar, Duff and Anghelcey,

2011).

Furthermore, research also suggests that mood can influence consumers’ cognitive activities
and the information stored in consumers’ memory is thought to be influenced by mood when
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it comes to its retrieval (Lee and Schumann 2004). Previous research indicated that positive
and negative moods can form an association with a product; however, one can argue how the
mood will play a part when consumers process incongruent information. How will the
consumer process and retrieve information when it comes to resolving incongruent

information?

Similarly, according to the mood-as-information theory, mood can serve as a way of inferring
the general state of the environment, which directly affects how a person processes the
incoming message. When a person is in a positive mood, it indicates that the environment is
relatively safe and comfortable, so incoming stimuli are likely to be perceived as having little
threat and are processed superficially. The mood management approach suggests that people
may actively strive to maintain a positive mood for their own sake. When in a positive mood,
individuals may be more likely to quickly process information without thoroughly considering
it, as extensive analysis could potentially lead to the discovery of negative aspects of the

message and disrupt their positive mood (Sar and Anghelcev, 2011).

Additionally, as ELM explains, the central route requires a careful and effortful cognitive
response by individuals to process information (Petty and Cacioppo, 1983). Motivation will
always be high, and individuals will devote their cognitive efforts. Because mood is an
individual subject, it will always create bias in retrieving information via cognitive cues from
memory. Thus, mood plays a significant role in consumer behaviour. When a person is in a
positive mood, they are more likely to be open to new experiences and take risks, which can
positively lead to impact decision-making. On the other hand, when a person is in a negative
mood, they are more likely to be cautious and avoid taking risks, which can negatively impact
decision-making.
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Considering this, the research can include an observation here that people generally in a
positive mood might associate their positive feelings towards the information they come

across (Swinyard, 1993). Thus, this leads to our following hypothesis.

H5. Pre-Ad Positive mood enhances motivation to process incongruent information in ads

(central route); negative mood favours congruent cues (peripheral route).

H6. Post-Ad Positive mood enhances the ability to process incongruent information in ads

(central route); negative mood favours congruent cues (peripheral route).

3.3.2 Tolerance for Ambiguity

Tolerance for ambiguity has been mostly associated with individuals’ perceptions. Ambiguity
is said to be unique and has always been connected to our daily lives; for example, a scientist
may try to find a solution to a problem without knowing if he will be able to find the desired
solution. An art picture might be showing just straight lines, but those lines might be just an
imagination of the artist’s life. Similarly, the correct way to describe ambiguity will be a
situation where one can process the available information as incongruent (Camerer and
Weber, 1992). However, tolerance for ambiguity is an individual’s reaction to perceived
ambiguity with less or more intensity (McLain, Kefallonitis and Armani, 2015). In addition,
Budner (1962) describes tolerance for ambiguity as ‘the tendency to perceive ambiguous or
inconsistent situations as desirable’. Individuals who are more tolerant of ambiguous
information will enjoy making difficult and complex decisions whenever they are presented
with incongruent information. Similarly, individuals with a low tolerance for ambiguity will

require more information and processing time. A stream of research by Jorge et al. (2020)
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confirms in their experiment that individuals who are less tolerant of ambiguity will not have

a healthy attitude or willingness to purchase a higher price for a product.

Congruent information in advertisements has been studied in the past, for example, about
celebrities (Kamins, 1990), consumer response (Craton, Lantos and Leventhal, 2017),
involvement (Sharma, 2000), memory (Guido et al., 2016), mood (Lee, Andrade and Palmer,
2013), brand nostalgia (Shields and Johnson, 2016) and medium of delivery (Van Reijmersdal,
2011). Studies show that incongruent elements can indeed influence cognitive processing. For
instance, Huhmann and Mott-Stenerson (2008) found that incongruent humour in advertising
can enhance message processing and recall. Similarly, Lee and Mason (1999) observed that
moderate incongruity in ads leads to higher attention and better recall compared to high
congruity or extreme incongruity. These findings suggest that individuals with a higher

tolerance for ambiguity might engage more deeply with incongruent ads.

Furthermore, Furnham and Ribchester (1995) reviewed the concept of tolerance for
ambiguity and its applications, suggesting that high ambiguity tolerance can lead to better
engagement with complex information. Furnham and Marks (2013) and Xu and Tracey (2014)
supported this by showing that individuals with high ambiguity tolerance are better at
handling and processing ambiguous information. Charness and Grieco (2022) suggested that
exposure to creativity enhances a person's openness to ambiguity, while Li, Huang, and
Christianson (2017) discovered that individuals with a high tolerance for ambiguity find
ambiguous situations challenging yet interesting. Thus, it can be said that moderate or
extreme incongruent in the ad will motivate individuals with a high tolerance for ambiguity to
process the information compared to individuals with a low tolerance for ambiguity. In

general, research suggests that:
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H7. Individuals with higher tolerance for ambiguity will demonstrate greater motivation to
engage with and cognitively process advertisements, regardless of the congruence level

between the ad and its accompanying music.

3.3.3 Message Relevance.

Message relevance in advertising is crucial to its effectiveness. If the message is not relevant
to the target audience, it is unlikely to resonate with them and, therefore, will not be effective
in influencing their behaviour. To achieve ad effectiveness, an ad needs to engage with the
audience on a personal level, addressing their individual needs, wants, and desires (Cline and
Kellaris, 2007). Similarly, a stream of research suggests that the relevance of a message is
determined by the person receiving it, based on their individual goals, values, and interests.
From a theoretical perspective, it has been demonstrated that the relevance of a message can
impact persuasion by increasing the recipient's involvement with the message. In general, the
more relevant a message is deemed to be, the more likely it is to be carefully considered,
which increases the chances of the recipient changing their attitude or behaving favourably in

response to the message (Sar and Anghelcev, 2011; Maclnnis, Moorman and Jaworski, 1991).

Additionally, musical advertisements continue to play an essential role in message delivery.
Some researchers have suggested that music primarily influences listeners through their
emotions. Gorn (1982), for example, concluded the view of a classical conditioning
perspective that the message in music can change a consumer's feeling towards a product.
Another explanation is that music creates moods that improve product evaluations and make
it easier for messages to be accepted (Kellaris, Cox and Cox, 1993). Similarly, studies suggest

that the relevance of a message in terms of emotional and informative appeals can impact
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brand evaluation and purchase (Akpinar and Berger, 2017; Lee, Hosanagar and Nair, 2018;

Rietveld et al., 2020).

The above-discussed research focused on message congruency when it comes to delivering
an advertisement. In general, it is assumed that congruency can find a healthy relationship
with the brand. However, little research has been done on the incongruent components of
advertisements, such as music in the ad. The concept was originally presented by Mandler
(1982) and Meyers Levy and Tybou (1989); both found that consumers gave more
consideration to products with incongruent information. Furthermore, another stream of
research also suggested that background music congruency can increase consumer
information load, which can lead to efficient message delivery. However, incongruent music

in ads will require more resources to process (Hahn and Hwang, 1999).

Thus, this research advances the concept of musical incongruity in advertisements by

presenting the following hypothesis:

H8. High message relevance will enhance individuals' motivation to engage in central route

processing of an advertisement, irrespective of the congruence level.

3.3.4 Novelty and Sensation Seeking.

Novelty and sensation-seeking are psychological traits that refer to an individual’s desire for
new and exciting experiences. People who are high in novelty-seeking tend to be curious and
adventurous, always seeking out new and exciting things to do and experience. They may be
drawn to activities that provide a thrill or a rush, such as extreme sports or high-risk

behaviours. Furthermore, sensation seeking is related to novelty seeking, but it also includes
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a desire for intense and stimulating experiences. People who are high in sensation seeking
may be drawn to activities that provide a strong emotional or physical response, such as loud
music or intense physical activities. They may also be drawn to activities that give a rush of
adrenaline, such as bungee jumping or skydiving (Lee and Schumann 2004). Researchers have
found that people who are high sensation seekers are receptive to novel stimuli, whereas
those who are low sensation seekers tend to reject novelty (Zuckerman, 1979; Wang et al.,

2015).

Additionally, the concept of sensation-seeking from a psychophysiological perspective is
linked to the concept of individual differences in terms of optimal levels of arousal. People
who have high scores of sensation seeking are more likely to pursue information. In other
words, people who have a higher level of arousal are more likely to be optimistic and
facilitative and, therefore, require more intense stimulation to feel satisfied (Park and Stangl,
2020). Similarly, we believe that incongruent information in advertisements will have high
sensation value and attract individuals who are more sensation-seeking than low sensation

seekers.

Furthermore, Novelty-seeking can also be defined as a self-preservation mechanism in which
an individual can create a bank of helpful information. This bank of information may not be
beneficial for the individual now, but the future is unknowable and unexpected, and such
information can become useful. It makes sense that someone who actively seeks and stores
more information would be better equipped to deal with novel situations (Hirschman, 1980).
Studies have shown that sensation-seeking is related to the neurotransmitter dopamine,
which is involved in reward and pleasure (Thomson, Carlson and Rupert, 2013). When an

individual experiences something novel or exciting, their brain releases dopamine, which can
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motivate them to seek out more of these experiences. This dopamine release is often stronger
in high sensation-seekers, which may explain why they are more motivated to seek out new
experiences. Therefore, motivation and sensation-seeking are closely related, with sensation-
seeking driving individuals to seek new and exciting experiences and motivation providing the

drive to engage in these experiences.

Thus, the current research proposed that information such as incongruent music will be
better received by an individual with a high-level sensation-seeking tendency compared to

low-level sensation-seeking. Based on that, the following hypothesis is suggested:

H9. Individuals with high levels of novelty-seeking and sensation-seeking traits are
significantly more motivated to engage in central route processing of advertisements with
novel and incongruent elements, such as incongruent music, regardless of the congruency

level.

3.3.5 Prior Knowledge

Consumer prior knowledge refers to the pre-existing information and opinions that an
individual has about a specific product or brand. This can affect a consumer's decision-making
process and impression of the product. For example, if a customer knows that a particular
brand is known for producing high-quality goods, they may be more likely to trust and choose
that brand over others. Similarly, having prior knowledge stored in an individual's memory can
make processing new information more accessible and more efficient, as this stored, relevant
information can facilitate the individual's processing of the new information (Rao and Sieben,
1992). Hong and Sternthal (2010) also suggested that individuals with prior knowledge in their

schema are more focused on their goal than those with little previous knowledge. Those with
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no or little prior knowledge tend to rely on message information. Consequently, these
processing strategies and their impact through prior knowledge on individuals’ memory is the
result of message presentation (Liberman, Trope and Wakslak, 2007). Similarly, with the help
of prior knowledge, an individual can easily resolve complex tasks. Furthermore, research
argues that when presented with novel information presents, individuals will face challenges

(Harmancioglu, Finney and Joseph, 2009).

However, product knowledge can help the cognitive process by allowing consumers to
understand information and assess new product attributes. As reported by Bettman et al.
(1998) and cited by Fu and Elliott (2013), individuals tend to simplify the cognitive
requirements of their decision process to overcome challenging tasks. Evidence from Le et al.,
(2021) and Yu et al. (2017) research suggests relevant promotional content in ads activates
consumers' prior knowledge-related schema in consumer imagination and service experience.
Furthermore, consumer prior knowledge falls into three main categories: subjective
knowledge, objective knowledge, and previous experiences (Sharifpour et al., 2014).
Subjective knowledge is customers’ confidence in their thinking and knowledge, objective
knowledge is actual product knowledge stored in long-term memory by the individual and
product experiences are all about the previous usage experience that the customer has gained

through the product (Brucks, 1985; Park and Moon, 2003; Cited by Sharifpour et al., 2014).

Therefore, it can be suggested that consumers with prior knowledge about a product be
encouraged to process congruent information. However, incongruent information or novel
information will require more processing from individuals. A stream of research also
suggested that incongruity stimulates elaborate processing in individuals. Sometimes,

incongruent cues can stimulate a modest response from individuals (Lee and Schumann,
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2004). The current research proposed that the use of incongruent information, such as music
in a radio ad for a water bottle, will impact the individual’s ability to process the ad, and
individuals with prior knowledge will be able to resolve it. Thus, based on the above, we

proposed the following hypothesis:

H10. Consumers with greater prior knowledge are more adept at processing advertisements,

leading to improved attitudes toward the ads and enhancing brand memorability.

3.3.6 Need for Cognition

The need for cognition (NFC), originally introduced by Petty and Cacioppo (1986a), has been
widely used to assess individuals who find thinking enjoyable. Individuals who encounter
challenging tasks will be high in NFC and will engage in deep cognitive processing, compared
to those who are low in NFC and do not enjoy thinking, who are more likely to ignore cognitive
thinking and will use peripheral cues (Lee and Schumann, 2004; Wootan and Leding, 2015).
Individuals who are low in NFC often avoid complex thinking tasks. These individuals are
known as cognitive misers, while those who are high in NFC are motivated to engage in and
resolve difficult thinking tasks. A stream of research suggests that individuals high in NFC can
analyse advertising messages more effectively (Darley and Smith, 1993), and NFC has also
been related to different individuals' characteristics, such as age and education (Cacioppo et

al., 1996; Puccinelli, Wilcox and Grewal, 2015).

Furthermore, an experiment by Puccinelli et al. (2015) also suggests that emotions play a key
role in NFC. When individuals were experiencing a deactivating emotion, they were low in
NFC. They avoided spending any time watching energetic ads, while those who were high in

NFC spent more time watching energetic ads. These findings suggest that NFC also plays a
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crucial role when it comes to emotions. Similarly, the ELM suggests that individuals are more
likely to process information through the central route if they are high in NFC, while those who
are low in NFC are more likely to use peripheral cues such as music, signals, or messages to

process information.

Additionally, previous research has also examined NFC as a moderating factor in its effects on
information cues (Gurrea, Orus and Flavian, 2013), individual attitudes (Hahn, Lee and Chae,
2016) and behavioural intentions of individuals (Hansen, Lee and Lee, 2014). However, no
study has previously examined the role of NFC in consumers' ability to process incongruent
information in ads. Only Lee and Schumann (2004) have suggested that individuals will
process incongruent information through both the central and peripheral route if they are
high in NFC, but this theory has not yet been tested in an experiment. Therefore, the current
research aims to fill this gap by testing the theory mentioned above and confirming whether
individuals high in NFC will process the information in ads regardless of any congruity or

incongruity. Based on this, we propose the following hypothesis:

H11. Individuals with higher Need for Cognition (NFC) will show greater ability to process and

understand advertisement content, engaging more deeply through central route processing.

3.3.7 Creativity

Creativity plays a vital role in advertising planning, from recognising potential directions for
new campaigns and identifying unique selling propositions to creating interesting ways to
communicate those ideas. While it is often discussed concerning the work of copywriters and
art directors, creativity is a vital part of business decision-making at every stage (Zinkhan,

1993). Additionally, creativity is one of the most essential tools in advertising strategy, and its
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importance has been recognised and studied extensively in academic literature (Jin, Kerr and
Suh, 2019). Equally, advertising creativity contains significant value for advertisers and
researchers. Advertising creativity is believed to strengthen communication message effects
on individuals and can positively impact brand attitudes and purchase intentions (Modig and

Rosengren, 2014; Smith, Chen and Yang, 2008).

Furthermore, empirical studies confirm that advertising creativity needs to be original, new,
and novel for it to work (Koslow, Sasser and Riordan, 2003; Smith et al., 2007). However, some
studies linked creativity to individuals' judgment or perception (West, Kover and Caruana,
2008; Wisker, Kadirov and Bone, 2019). Similarly, Koslow et al. (2006) also suggested that an
individual's creative thinking can also be a factor to consider when it comes to creative
advertising effectiveness. Furthermore, Yang and Smith (2009) and Tan et al. (2018) also
observed that advertising creativity can influence the information persuasion process via the
central route of ELM. They measured advertising creativity and its relation to intention and
purchase intention. In both studies, advertising creativity's effect was significant in low- and

high-involvement customer cases.

Consequently, research has shown that creativity in advertising can influence an individual's
motivation to process information related to ads, as well as their increased attention toward
ads (Rosengren, Dahlén and Modig, 2013; Jin, Kerr and Suh, 2019). In addition, research has
also confirmed that individuals easily remember creative information (Chen, Yang and Smith,
2016). Previous research confirms the fact that creativity does play a role when it comes to
the process and resolution of information. However, it is worth considering the impact of
incongruent creative information on individuals. Previous research suggests that creative

consumers are able to adapt to change and find new ways of getting used to it (Ridgway and
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Price, 1994). Given that a creative consumer can resolve and adapt to new creative
information by utilising existing schemas, it will be interesting to examine how they handle
incongruent information such as background music. Will they be able to solve and process the
incongruity by modifying their current schema structure, or will they ignore it altogether? To

address this, the current research proposes the following hypothesis:

H12. Higher creativity in individuals enhances their ability to process information in

advertisements. (central route).

3.3.8 Processing Time

Research in advertising suggests that tailored messages to individuals’ perceptions are more
meaningful and can increase the effectiveness of advertisements and stand out among the
numerous other advertising messages that consumers are exposed to each day. The theory is
that messages that are consistent with a person's prior knowledge and experiences are more
likely to be useful, clear, and appealing to them (Keller, 1993). As a result, the effectiveness of
advertising has been considered as being influenced by the degree of match between the

consumer's perceptions and the message content (Halkias and Kokkinaki, 2014).

In this study, Processing Time refers to the fixed 30-second duration of the advertisement
during which participants are exposed to and can cognitively process the ad content. Previous
research highlights the importance of this fixed time for the resolution of incongruent
information. Srull et al. (1985) suggest that if individuals are not given adequate time to
process incongruent information, the resolution may not occur, leading to reduced motivation
to engage with the advertisement (Lee and Schumann, 2004). While industry practices often

emphasise Exposure Time as a means of extending or repeating ad exposure to maximise
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engagement (Carnegie, 2024), this research focuses on how the controlled 30-second

processing duration influences cognitive engagement and incongruity resolution.

Furthermore, research support that favourable information from different sources can also
influence an individual's opinion (Chen and Xie, 2005). This opinion-based information
processing can depend on consumers' motivation levels and, more importantly, sufficient
processing time (Kim, King and Kim, 2018; Lee and Schumann, 2004; Petty and Cacioppo,
1986b). Similarly, Mandler’s (1982) schema congruity theory suggests that when information
is congruent, it is easy for individuals to process because it does not require additional
cognitive resources to resolve or process congruent information. This is also the case for
moderate incongruity, where individuals will use some cognitive effort from their existing
knowledge structure to process or resolve the moderate incongruity (Meyers Levy and Tybout,
1989). However, Halkias and Kokkinaki (2014) argue that extreme incongruent information is
less likely to be resolved by individuals because they are unwilling to invest additional

cognitive resources.

Current research underscores that providing sufficient Processing Time is critical for resolving
incongruent information. For instance, Barnea, Meyer and Nave (2023) note that shorter
processing times reduce cognitive resource allocation, hindering the resolution of incongruity.
This finding has important implications for how information is presented and consumed. For
example, it may be beneficial to allow people enough processing time to consider and analyse
the information presented in advertisements carefully. Current research proposes the

following hypothesis:
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H13. Longer Processing time to an advertisement enhances individuals' ability to engage in

the central route processing of information.

3.3.9 Perceived risk

Perceived risk is often associated with consumers' decision-making process. Research
considers perceived risk as an important factor in consumer behaviour, as it can impact
evaluations, choices, and behaviours (Dowling and Staelin, 1994). Previous research has linked
perceived risk to personal and situational constructs (Dowling and Staelin, 1994), as well as
the amount of interest shown by consumers in a particular product (Cox and Rich, 1964) based
on their buying goals. One reason perceived risk is so important in consumer behaviour is that
it can impact the amount of time and effort consumers are willing to invest in decision-making

(Pires, Stanton and Eckford, 2004).

Additionally, Campbell and Goodstein (2001) suggested that perceived risk is caused by
uncertainty, and the higher the uncertainty, the greater its impact on decision-making. For
example, when purchasing an unfamiliar product, a customer will always have some level of
uncertainty compared to those who are well-informed about the product. Understanding and
addressing perceived risk can be crucial for marketers as they seek to influence consumer
planned behaviour. The theory of planned behaviour suggests that perceived behavioural
control plays a significant role in shaping behavioural intentions. According to research,
consumers' judgments of unpleasant experiences depend on their perceptions of risk, which
might affect their decisions to take or refrain from specific actions (Sheeran, Harris and Epton,
2014). Additionally, the higher the risk is, the more likely consumers will be to avoid or

completely ignore the intent to purchase (Shiu et al., 2011; Yeung and Morris, 2006).
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Therefore, this suggests that perceived risk can affect purchasing decisions (Baker, Shin and

Kim, 2016; Phillips and Hallman, 2013).

People tend to be less inclined to explore new options and more likely to choose familiar
options over novel ones when they perceive a high level of risk (Campbell and Goodstein,
2001). Several studies have investigated this theory; for example, Huang, Schrank, and
Dubinsky (2004) found that a strong brand name can reduce perceived risk for consumers and
increase purchase intention, as a strong brand name is positively correlated with perceived
quality, trustworthiness, and reputation. Another stream of research suggested that perceived
risk played a significant role in consumer decision-making towards foreign products, with
higher levels of perceived risk leading to a greater likelihood of avoiding them (Ortega-Egea
and Garcia-de-Frutos, 2021). Outreville and Desrochers (2016) found that perceived risk
significantly impacted consumer behaviour when buying wine, with higher levels leading to a

reduced willingness to try new products and increased reliance on familiar brands.

All these studies highlight perceived risk’s important role in consumer decision-making. Across
a range of contexts, the authors found that higher levels of perceived risk were associated
with reduced willingness to engage in certain behaviours or make certain decisions. However,
the current research investigates the concept that, even when consumers are exposed to
incongruent elements, their perceived risk will remain low. This stands in contrast to previous
research that suggests that congruent elements are necessary for minimal risk. Furthermore,
high-risk incongruity ads can generate tension arousal; tension arousal could be fearful or
jittery feelings towards certain product information instead of being a calm and more attentive
response to a product incongruent ad (Lee and Schumann, 2004). Stream of research suggests

that perceived risk depends on the situation when an individual encounters them (Sangwon
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and Tussyadiah, 2017). For example, in current research, incongruent music is played in the
background of an ad. The tension created by incongruent music in ads has the potential to
increase an individual's motivation to process information; however, if the tension is too high,
then one might ignore/avoid it altogether. Hence, to investigate this concept, we propose the

following hypothesis: -

H14: Perceived risk moderates the relationship between ad processing and attitude, with

higher risk encouraging central route processing.

3.4 Structural Model for Processing of an Advertisement

Based on a comprehensive analysis of the literature review, we have developed the following
structural model for testing the processing of advertisements. This model integrates key
constructs such as motivation, ability to process, attitude towards the ad, brand ad
memorability, pre-ad and post-ad mood states, tolerance for ambiguity, message relevance,
novelty and sensation seeking, creativity, Processing time, and perceived risk. Each of these
constructs has been thoroughly examined in relation to their impact on consumer behaviour
and decision-making processes. The proposed structural model aims to empirically test the
intricate relationships and effects among these variables, providing a robust framework to
understand how various factors influence the effectiveness of radio advertisements. Most
importantly, the resolution of incongruity via the central route. This model will serve as a
foundation for hypothesis testing, allowing for a detailed exploration of the pathways through
which advertising elements impact consumer engagement, cognitive processing, and,

ultimately, behavioural outcomes.
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Explanation of the Proposed Model:

Motivation to Process the Ad (MPA): Central to the model, this variable represents
the individual’s motivation to engage with the ad content. It is influenced by pre-ad
mood state, needs for cognition and novelty and sensation seeking, indicating that
individuals with a positive mood, high cognitive engagement, and a desire for new
experiences are more likely to process the ad deeply.

Ability to Process the Ad (APA): This represents the cognitive capability to understand
and process the ad content, influenced by prior knowledge, creativity, and processing
time. It reflects the individual’s cognitive resources and familiarity with the ad content.
Attitude Towards the Ad (ATA): This variable is influenced by the ability to process
the ad, suggesting that a better understanding and cognitive engagement with the ad
leads to a more favourable attitude towards it.

Increased Brand Ad Memorability (IBAM): This is the outcome variable that measures
how well the ad, and the brand are remembered, influenced by the attitude towards

the ad.
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Figure 5 Structural Model for Processing of an Advert
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3.5 Chapter Summary

This chapter provides a thorough examination of the study variables, emphasising their
significance in understanding incongruity within advertisements. It investigates how each
variable influences consumer perceptions and reactions to incongruent ad elements, thereby
laying a solid foundation for the proposed research model. The subsequent sections detail
the qualitative and quantitative methodologies that will be employed to test the hypotheses
rigorously. The chapter thoroughly explores each variable, establishing a comprehensive basis
for hypothesis development and testing. The four primary variables align with the Elaboration
Likelihood Model (ELM), highlighting their role in central and peripheral routes of information
processing. In addition to these key variables, several other characteristics are identified as
control variables to ensure that the hypotheses are tested accurately, and the results are
reliable. This structured approach ensures a robust framework for investigating the dynamics

of advertisement incongruity and its effects on consumer behaviour.
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CHAPTER 4

Research Methodology
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4.1 Introduction

The literature review highlighted existing literature on music in advertising and consumers’
responses to different incongruities in advertising. Chapters 2 and 3 addressed various
components of music as well as individual characteristics that could influence resolving
incongruity in ads. Additionally, the literature review provided a conceptual framework to

investigate consumer responses to incongruent music in radio advertisements.

This chapter will explain the justification for the methodology used to identify and address the
research gaps and objectives presented in this thesis. It will also outline the rationale for the
selected research methodology and describe the methods utilised for data collection and

analysis.

The chapter will first review research paradigms in detail and describe the philosophy that
underpins the current research. It will then justify the chosen methodology, discussing both
the research design and strategy. Furthermore, it will discuss experimental design and the pre-
test of the experimental ads. The chapter will also cover the measurements for quantitative

data and the ethical considerations involved in the study.

4.2 Research philosophy and underlying paradigms.

A framework is needed for all research, and it’s important to understand how philosophy fits
into a mixed methods study. As shown in Figure 6 below, Crotty (1998) describes that there

are four majour elements for designing and developing a study.
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Figure 6 Four Levels for Developing a Research Study

(Beliefs, e.g., epistemology,
ontology)

l

Theoretical lens
(Stances, e.g., social science

l

‘ Methodological approach ‘

Paradigin Wordview

(Design, e.g., ethnography,
experiment, mixed methods)

i

Methods of data collection

(Techniques, e.g., interviews,
checklists, instruments)

Source: Adapted from Crotty (1998)

At the base level are the epistemology or ontology philosophical assumptions, which highlight
how knowledge is gained via research by researchers. Epistemology and ontology set
justification for research and future contribution of research. Epistemology’s main focus is on
the source of knowledge, whilst ontology focuses on reality, how it is viewed and the nature
of reality (Bryman, 2016). These foundational assumptions guide researchers in making
decisions about their theoretical stance, such as social science theories. The theoretical stance
informs the selection of the methodology, which is the strategy or plan of action that guides
the research process (Guba and Lincoln, 1994). Methodology includes specific strategies like

experiments, surveys, ethnography, or case studies, depending on the theoretical stance
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taken. Finally, these steps lead to data collection, analysis, and interpretation. This process
involves selecting appropriate techniques to gather data, such as interviews, observations, or

guestionnaires, and analysing this data to draw meaningful conclusions (Creswell, 2015).

4.2.1 Epistemology Defined and Its Importance in Research

Epistemology, the branch of philosophy concerned with the nature and scope of knowledge,
plays a pivotal role in shaping research methodologies. It addresses fundamental questions
about what constitutes knowledge, how it is obtained, and how we can be certain of its validity
(Scotland 2012). In research, epistemology guides the selection of appropriate methods and
tools, ensuring that the knowledge produced is robust and credible. By adopting a specific
epistemological stance, researchers make explicit their assumptions about what counts as

valid knowledge and how it can be uncovered.

The decision to anchor this research in an epistemological framework stem from the need to
thoroughly understand the nature of knowledge appropriate to the research questions. This
study aims to explore complex social phenomena, which require a better understanding of
both the sources and validity of the knowledge generated. An epistemological perspective
allows for a critical examination of the ways in which knowledge is constructed and
understood within the context of the research (Creswell, 2015). This is particularly important
in mixed methods research, where the integration of qualitative and quantitative approaches
necessitates a clear philosophical justification to ensure methodological consistency (Johnson

and Onwuegbuzie, 2004).

Adopting an epistemological stance has significant implications for research design, data

collection, and analysis. It influences the formulation of research questions, guiding them
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towards uncovering deeper insights into nature and sources of knowledge. Furthermore, it
impacts the choice of methodologies and methods, ensuring they are aligned with the
overarching philosophical assumptions. For instance, in this study, the emphasis on
epistemology justifies the use of quantitative and qualitative data collection methods to

capture the richness and complexity of the phenomena being studied (Morgan, 2014).

4.2.2 Introduction to Philosophical Assumptions

Philosophical assumptions are beliefs or assumptions that guide the inquiries in mixed
methods projects (Denzin and Lincoln, 2018). Creswell (2015) defines these assumptions as a
worldview, where worldview would consist of knowledge and belief that is gained via mixed
methods research. Another term that is used with a worldview is ‘paradigm’. A paradigm or
worldview is defined as “a set of generalisations, beliefs, and values of a community of
specialists” (Creswell and Clark2011: 67). These beliefs will guide researchers in selecting the
best possible approach for their research, such as a qualitative, quantitative, or mixed-

methods approach.

4.2.2.1 Worldviews in Research

Creswell (2015) provide good insight into the knowledge that informs various studies. The
following table provides insight into these four worldviews: Postpositivism, Constructivism,

Transformivism, and Pragmatism.
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Table 4 Four Worldviews Used in Mixed Methods Research

Postpositivist
Worldview

Constructivist
Worldview

Transformative
Worldview

Pragmatist
Worldview

Determination

Understanding

Political and activist

Consequences of
actions

Reductionism

Multiple participants
meaning

Empowerment of
human rights, social
justice-oriented

Problem centered

Empirical observation
and measurement

Social and historical
construction

Collaborative

Pluralistic

Theory Verification

Theory generation

Change, emancipatory
oriented

Real-world practice-
oriented

Source: Adapted from Creswell (2013).

All these worldviews contain four elements shown above in the image: 1) paradigm worldview,

2) theoretical lens, 3) methodological approach, and 4) methods of data collection.

4.2.2.2 Postpositivism

Postpositivist assumptions are often more meaningful for quantitative research than
gualitative research. The term worldview is sometimes associated with scientific methods for
doing research. The postpositivist worldviews often have an objectivist epistemology and
critical realist ontology (Levers, 2013). The postpositivist view could be defined as “the need
for rigour, precision, logical reasoning and attention to evidence is required, but unlike
positivism, this is not confined to what can be physically observed” (Crossan, 2003; Cited by
Levers, 2013, p. 3). Postpositivist possesses a controlling effect which can produce control
outcomes (Creswell, 2015). Thus, in Postpositivism, it is important to identify and assess the

causes that will influence the outcomes. Postpositivists are also said to believe in breaking
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down an idea into small or simplest components parts to test, for example, variables that

comprise hypotheses and research questions (Creswell and Clark, 2011).

Thus, the knowledge gained via a postpositivist worldview is an output of observation and
measurements of studying behaviours of individuals. Similarly, Postpositivists believe that
‘truth’ and ‘evidence’ are connected to positivist philosophy. However, the discovery of this
truth and evidence is complicated (Levers, 2013). Postpositivists expected to discover partial
truth rather than discovering the whole truth because of critical realist ontology.
Postpositivists also believe that investigation of objective reality will bring them closer to the
truth (McEvoy and Richards, 2003; Levers, 2013). In summary, the postpositivist approach

assumes that reality is a combination of subjective and mental constructs by individuals.

4.2.2.3 Constructivism

Constructionism philosophy can be defined as “experience as reality is created through human
interaction with other people and the natural world” (Williams, 2016, p. 203). Social
constructionism roots connect to idealism, which believes that individuals seek knowledge
and understanding of their surrounding environment in which they are living and working.
Individuals try to develop subjective meanings of things around them, and these meanings
are then helpful in dividing complex categories and ideas into simple categories and ideas
(Creswell, 2009). The social constructionism approach relies on qualitative research to
understand the goal of the research, which helps in understanding the possible views of the
participants for the situation being studied. The complex categories and ideas are then forged
into a discussion or interaction to construct the meaning of situations and issues. Researchers

believe an open-ended conversation helps in understanding the situation better by listening
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carefully to the participants (Creswell and Poth, 2018). Thus, in social constructionism, the
researcher's objective is to make sense of the situation and provide justifiable meanings about

the views of others (participants).

4.2.2.4 Transformative

Furthermore, a transformative paradigm is that “directly engages the complexity encountered
by researchers and evaluators in culturally diverse communities when their work is focused
on increasing social justice” (Mertens, 2009, p. 10). Transformative research contains agendas
that can change lives, often revolving around political changes and dealing with social
oppression. Moreover, as described by Creswell and Creswell (2018, p. 45), “specific issues
need to be addressed that speak to important social issues of the day, issues such as
empowerment, inequality, oppression, domination, suppression, and alienation”. A common
practice in transformative research is a selection of one of these above issues and the
development of questions with the involvement of participants and analysis of information.
Thus, the transformative paradigm empowers the researchers to act as agents of social justice

(Mertens, 2012).

4.2.2.5 Pragmatism

Pragmatism can be defined as the ‘meaning of a phenomenon derives from its effects on the
world, rather than from any intrinsic properties it may have’ (Dennis, 2011, p. 464). Similarly,
pragmatism is a philosophical belief system that follows the approach of not being committed
to any rules or theories but following the approach of what works for a particular research
guestion (Festenstein, 2016). Pragmatists “focus on the outcomes of action” (Morgan, 2014,

p. 28), meaning that any approach that is useful to the research context can be used and,
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therefore, valid for the research. Pragmatism philosophy’s roots can be traced back to
academic scepticism, in which it was believed that through perfect knowledge, truth and
positivist scientific practice, any result could be achieved (Kelly and Cordeiro, 2020). Dewey
(2008) suggested that pragmatism should be looked beyond the individual and psychological
domain and towards more shared human and individual experiences. Dewey’s research was
then explored by Morgan (2014) suggesting that human experiences require an understanding
of their knowledge and beliefs. Hence, in Dewey’s view, the current research will try to
examine human behaviour thoughtfully and systematically through pragmatism philosophy,
which could help uncover social realities more transparently compared to other philosophical

approaches.

In addition, Goles and Hirschheim (2000) suggest that pragmatist researchers believe in
acquiring knowledge as a continuum process instead of being two mutually exclusive and
opposing poles of subjectivity and objectivity. This makes pragmatism situated somewhere in
between the centre of the paradigm continuum when it comes to the mode of inquiry. This
can be argued to be among the limitations of pragmatism since it embraces two of the
extremes end, and focuses on offering a more reflexive and flexible approach in addressing
the research question (Feilzer, 2010). The pragmatic philosophy strategies are often associated
with mixed methods, where the focus is not just on qualitative or quantitative; instead, it
utilises both methods to answer the research question because its commitment is not just to
one reality (Creswell and Clark, 2011; Yin, 2014). Furthermore, pragmatism will allow the
current thesis to have freedom of choice in terms of the best methods, techniques, and

procedures.
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4.3 Strategies of Inquiry

This thesis aims to explore the use of incongruent background music in radio advertisements.
Itis guided by research questions derived from theoretical and methodological gaps identified
in existing literature. Therefore, it employs a mixed methods approach to provide a

comprehensive understanding of the subject.

4.3.1 Mixed methods

A mixed methods research approach can help address more complex research questions that
may require deploying more than one method of data collection. The mixed-method research
approach has received a lot of recognition in research, and its popularity can be easily seen
through many journal articles, conference proceedings, and books (Creswell and Clark, 2011;
Creswell, 2015). Over the years, it has been called the ‘third methodological movement’ and
‘a new start in the social science sky’ by researchers; the table below gives an idea about
authors and their definition of the mixed methods approach (Creswell and Poth, 2018). Mixed
methods research design uses both qualitative and quantitative data to answer set questions.
This combination of data includes a collection of data, analysis of data, and integration of both
qualitative and quantitative data into one single or multiple studies (Creswell, 2009). Similarly,
another benefit of using mixed-method research is that it provides an authentic use of
multiple approaches in answering research questions. This authentication is not restrictive,
and researchers can come up with the best possible answer (Johnson and Onwuegbuzie,
2004). This form of research is expensive. However, by taking a heterogeneous approach, it

can provide answers to many complex questions.
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The research combines the Schema Incongruity Theory and the Elaboration Likelihood Model,
increasing the model's complexity. A mixed-method approach is chosen to address this
complexity and effectively answer the research questions, supported by a pragmatic

philosophy to integrate diverse data types for comprehensive answers. (Hoshmand, 2003).

Pragmatism does not adhere to a specific method because it embraces uncertainty and seeks
knowledge through research by utilising all available approaches to comprehend the issue,
making mixed methods an ideal choice for the current research approach. Furthermore,
Creswell (2015) explains that the pragmatism approach is not focused on one system of
philosophy or reality. For example, Farjoun, Ansell and Boin (2015) highlight pragmatism helps
researchers to identify “process, time, events, and relations without neglecting structures and
entities” and is an “analytical perspective to help humans find their place in a hectic, complex,
and often dangerous world” (p. 1789). In the pragmatist view, the prime focus should be only
on processes that identify a connection between experience, beliefs, and actions. These three
concepts cannot be studied in isolation and, therefore, require a more diverse approach in the

form of pragmatism (Heinonen and Strandvik, 2022).

In addition, pragmatism is closely associated with mixed methods research because the main
objective of the research is “what works” rather than just focusing on one method (Creswell,
2015). Mixed-methods research incorporates qualitative and quantitative methods. It offers a
more robust understanding by integrating diverse perspectives and data types. The mixed-
methods approach will allow pragmatist researchers to collect data and analyse with freedom
rather than depending on one single method. The rationale for adopting a mixed-method
approach is not merely to utilise both quantitative and qualitative methods; rather, it is the

nature of the research question that necessitates the use of a mixed-method approach (Doyle,
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Brady and Byrne, 2019). Other than this, previous research in music and advertising has rarely
adopted a mixed-method approach despite being inherently better than a mono-method
approach. Bryman (2006) identify rationales for the mixed methods approach by expanding
on Greene, Caracelli and Graham’s (1989) work, where they propose five schemes
(triangulation, complementarity, development, initiation, expansion) for mixed methods. See

table 5 for more details.

Mixed methods research provides researchers with all the tools of data collection for studying
research problems rather than just relying on quantitative or qualitative research alone. The
mixed methods approach is useful in answering complex questions that quantitative or
gualitative approaches cannot provide alone. Similarly, the rationale for selecting mixed
methods research for the current study is that qualitative and quantitative research can
apprise one another. For example, in current research, qualitatively driven mixed methods
research design, for example, exploratory sequential nature could result in identifying new
testing variables for quantitative research design along with measures and providing

meaningful context to research (Archibald et al., 2015).
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Table 5 Rationales for Mixed Methods Research

Using quantitative and qualitative methods so that findings may
be mutually corroborated.

Triangulation . -
& This may also be an unanticipated outcome of the study where a

convergence): .
( g ) mixed methods study was undertaken for another reason, but
convergence was evident.
The first phase has findings that require explanation qualitatively.
Expansion:

Unexpected findings that need to be explained.

An initial phase is required to develop an instrument or
Exploration: intervention, identify variables to study or develop a hypothesis
that requires testing.
Provides a more comprehensive account of phenomena under
study.
Ensures that weaknesses of each method are minimised
(Creswell, 2015).
Offset weaknesses: Caution is required when identifying this as a primary rationale as
each method should be sufficiently rigorous in its own right
(O'Cathain, 2010).
Both quantitative and qualitative questions may be posed at the
beginning of the study in addition to mixed methods questions

Completeness:

Different research

uestions:
< (Creswell, 2015).
Qualitative data are used to illuminate quantitative findings.
lllustration: Putting 'meat on the bones' of dry quantitative data (Bryman,

(2006).

Source (Doyle, Brady and Byrne, 2019)

However, while this approach has become increasingly popular in the social sciences, it also
has its limitations. The use of mixed techniques can make a study more complex and
expensive, and it may call for a high level of proficiency in both quantitative and qualitative
research approaches (Turner, Cardinal and Burton, 2015; Aramo-Immonen, 2013).
Additionally, researchers might encounter difficulties with data triangulation and analysis
(Youngs and Piggot-Irvine, 2011; Ostlund et al., 2011). Despite these limitations, many
researchers suggest that mixed methods approaches are preferable since they can provide a

more thorough understanding of a research subject (Poth, 2023).

Since qualitative and quantitative methods originate from different traditions, care must be
taken when negotiating between these two approaches via mixed methods. Quantitative

research highlights a deductive general approach, whereas the qualitative approach highlights
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an inductive contextual approach. Consideration is required when mixing these two
approaches without dichotomising their values and methods (Lingard, Albert and Levinson,

2008). Quantitative methods have many strengths when conducting research. For example,

1) Large data collected in quantitative research will lead to a greater understanding.

2) Quantitative research experiments are systematic, and they are easy to implement and
replicate.

3) Always focus on finding the relationship between significant variables (Francisco,

Butterfoss and Capwell, 2001).

Similarly, quantitative research methods help to answer several questions at the same time.
It always provides a statistically significant difference between the comparison of different
groups (variables). However, one might argue that when it comes to understanding contextual
knowledge about people’s lives, quantitative research will be slightly at the weakest end. Also,
guantitative research does not record the live experiences or voices of participants. Another
important argument is the personal biasness of researchers and interpretations (Creswell and
Poth, 2018). Furthermore, another limitation of the quantitative method is its focus on
confirming existing hypotheses rather than exploring new variables related to novel
interventions (Francisco, Butterfoss and Capwell, 2001). Thus, qualitative research makes up
for these weaknesses where people’s lives are recorded, and their experiences and voices are

heard.

Furthermore, qualitative methods can also be used to answer several questions. Qualitative
research questions include exploratory questions from the population of interest. It is also

helpful in understanding of enriching quantitative data. “Qualitative research begins with
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assumptions and the use of interpretive/theoretical frameworks that inform the study of
research problems addressing the meaning individuals or groups ascribe to a social or human

problem” (Creswell and Poth, 2018, p. 83). The strengths of qualitative methods are.

1) It provides an in-depth understanding of even a small sample size,

2) It helps identify new study variables and identify relationships between variables,

3) Qualitative methods can open the door for further research via quantitate methods by
providing a greater understanding and evaluation of the findings (Francisco, Butterfoss

and Capwell, 2001).

Furthermore, qualitative research also consists of some limitations, such as personal
interpretations made by the researcher and difficulty with generalising findings because of
the limited number of participants in the study. Sometimes, findings are not replicable in new
studies. Similarly, quantitative research makes up for these weaknesses. Considering the
above weaknesses, mixed methods research was the most suitable type of data collection for
current research as it will provide more evidence by implying both approaches. Another
advantage will be using all the relevant tools available for data collection rather than limiting
the current research to just one type of data collection. A pre-test of the stimulus, combined
with quantitative surveys and qualitative data, is considered the best approach to address the

research questions.

4.3.2 Sequential Design

A mixed-method research approach can help address more complex research questions that
may require deploying more than one method of data collection. The mixed-method research

design adopted in the current study is the exploratory-explanatory sequential design, which
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allows for a systematic integration of qualitative and quantitative data. Sequential mixed
methods procedures are those ‘in which the researcher seeks to elaborate on or expand on
the findings of one method with another method’ (Creswell, 2009, p. 31). This approach
integrates both qualitative and quantitative to get a better understanding of the research

problem (Creswell and Poth, 2018).

The exploratory-explanatory sequential design involves two key phases (see Figure 7). In the
first phase, qualitative data is collected and analysed to explore the phe