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I 719534 gEo], o] fdsle AA7L 7 E 594
Aol 71wkl wlA-Set ARRE 21 3 TAIE M 2wl &
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22 w9k 3,00070 o]/de] Fadd =&y T2 w90 FaddA Aldste B AYA A
7] ol 7]“%% 59 WA E FHHogw (executional cue) = E3] =938t 714 FH 9

Al
ol 555/ Adsleln B =855 7]t 317 220]=(Allan, 2006: Guido et al., 2015)
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)& <1 (predominant) £.4x0] (Appelbaum and
Halliburton, 1993), 94%¢] #uoA 142 =
2 )¢ BHA (ubiquitous) YA F43A
tH(Allan, 2008). &2 #AH(listener)®] 9
£ B B35 B} 7Y ThsAlsk, ol uf A
ZollA Fa AFH AR E 35k
tH(Lavack, Thakor, and Bottausci, 2008). &

& FuZ Q2 Ao EAY B % 97 §n

Baled] tigh 2|2} vkl G412 2k (emotional

00 =
EFE""‘

dimension)& ZF7}eFH(Dunbar, 1990). Z1# |
=ote] frefnlgh 715l ot B2 dajse] 3l

EFsta, 299 AHE FEH BAFAY

2 AHgete Wl digk Ttol=
Z3}t} (Branthwaite and Ware, 1997).
ot 5-3F Wolg] (sonic mass)”7F oF™ (Bruner,
1990), &9 724 8Q1=(d, "2, 3 (pitch),
24 (timbre), ) e QF
oA 27 & 1
(Gabrielsson and Lindstrém, 2001). AFgEe]
Soldog A o].‘_-_ AL 7hhe] & o] o].],]

=]
T_“T'

oolo
= i W

X,

\j

E =
=1

(tone)

2003). Lﬂrﬂ'/‘i
g 1] gEE 9] 7Ht§z—41 89s ¥ 0}
Yt Foto] Ay e AA WS A Holo} stk
(Gabrielsson and Lindstrom, 2001).

add ﬂH 4 gl HH@%‘%}
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oﬂ st N—xﬂ
oz B3 ARjEL

6} /\] A}

hud
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[0

2

o] kS n) 7l

S T B3t (Bullerjahn, 2006).
22 vAE Bl e Farore] Seo] T
A AF02A49 ©Xg] Bt} 7|9E 55 &

2419 S| gt A7} K= o] Stk Gustafsson,
2015). 28u A57HA] Ao} & 7Bz A
(mnemonic device) 2H 2] &9 AL A5 &
< AYe A 198 Yoy, Fad £e B
A FIE Hole 5 EAlH o] Yt d%ﬂ R A3
A+*(e.g., Yalch, 1991)= 2
gt 5ofo] Fa HHE 7] U]x]% g3
AL Bol7|& i, #3 91719
M7 23 (Maclnnis and Park, 1991
2d 3 Soto olu|z] 7+ 28} (Zander, 2006)

e oox
rSL' )

ofe] W] FE3IE BAgich. A ol
E’J—jy_g] uﬂﬁ%olg ;: _0_0194 M;q] /\}3.
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A5t AR 23 7k A
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1952 2o} a3A9Q 74zt vy o] ooz
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CHi AL o %A

o o = rr 2 rr SN
1-‘
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‘ o A=

Y H#ld (sonic branding) =

Y (Krishna, 2012). ]9 o
2uE, AZ4H 2axg o 7|3t
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Boyle, 2003).

ofo] WA= °§6§% o i, Al
%Oﬂ ek 719, BnE T AeE FEO Hf
Fuet Fu AF Wi A A (affective
impression) @4, F31¢ F3 AFd 3 59
A He 4, AFE A5, aen For 5o =
oA Ao stk (Bullerjahn, 2006). B2 <
TFEo] w0 fFdete FAA wHgl s o
WA (Alpert and Alpert, 1990; Gorn, 1982:

d

Z7h 71ol| ojxlE S A7

Maclnnis and Park, 1991; Zander, 2006).
AA A §hgo] ZHolA 7|9uzx FA 2| 4
(Bullerjahn, 2006: Stewart and Punj, 1998:
Wallace, 1991, 1994; Yalch, 1991)°]q} 3]
(distraction) &3 =2HdA t&E AT+E(Haley,
Richardson and Baldwin, 1984; Sewall and
Sarel, 1986)%= Atk 53] Faolr &<fo] 7]
Ao Hx= YIS UE AFES B FF
(Haley et al., 1984; Park and Young, 1986),
A2 &} Fote] 29 FEf (Macklin, 1988), % 2H4
224 (Hoyer, Srivastava, and Jacoby, 1984),
=<7 WiAlA] 7+ 23} (Kellaris, Cox, and Cox,
1993; Maclnnis and Park, 1991: North,
MacKenzie, and Hargreaves, 2004: Zander,
2006) 5= SHWTE AUt

2] F38] F(F) vIAA] (body copy message)
U Bilewy 2 3a YR V9L FF Fu
o te e FEo vE(d, He, A3%E, F9)
o $-4at}(Percy and Elliott, 2001). a}x|gt
2o mtojoA vt wEE e e B o
F8 FHol 7197154 (memorability) & 9]
AL vl 715 HCline and Kellaris, 2007).
a3 Fa wASotd tig A Aol 5ot
| B3 FE 7]l mlx ]b FEFE Fg whet

o ool we g0l §9 AHeg 59

rr m{n

[

1% 39t} Bullerjahn(2006)< o3t ZA)
719 Qe EHete FHEQ Aol Fn
o Al ARE-E Sote] Afoldh Al (o, 2

2 AL 27(d, AZ(ingle)”

D B3 AHHe =z, A29 Tk AFolu MEIAE Fae]d HAskE vAAR o] F °1X1U1 7129 frg @ w7k AL
42 25 7}*}7} J)ﬂ Weog wgs|e gt A2 F2 grou TV Zad AREY BAE onx]E wEAY A3
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r

[0

(instrumental) =<, 7HPF e 59 5 = #HE & Atk waby o= 55 uet Wslete
7Fed s AT AR Foe] vHEol W gle % U SACE g S 7z (EE 3
2o 297 S drkeA] 7hssttHRadocy 9 € EHE R YA Rtk @AI7E T o]
and Boyle, 2003). whehA 3L wi7d5-2to] 719 o Hg & A7 oo Wl X3be] s 2] 9
o WAe = B7] AdiAe @] Fool A @, o] FaelA 2ole F A FE Y FoF b
EA flEA e 1 Soo] wEA =@ Ao e Ao 2HE T suE F ARG 3 =
SHAQ HZo] ofyg, ofd ot oW e EHE wiAdeln tE shve 33 npA e B E
A A} gsteEA] B ool &9 U] ofE &4 Eo] o (ending)ol B=el/E= Al4H 2} 3 =
w3 A o8 2E = A7 v Holof E‘ﬂr 2 EFHe ARRE 2aoh, doA 253 A =%
Ao g Fofo] Fa HHO 7]d| oD o]  He FAA AT MY %3 e F A
e A E AL 5 Sl ZtA 2b=o] A A] (support) sk oA FHe| A
B ATe Boh SoHAQ 84 3 AAY &3] e A5E #= da, o3 = UtH(Olsen,
Jzat7] 98l doid AJuob wiAlE s B3l 2002). Wby £ AFe iASST AeE 23
Fot Ul 237} B oA ol 7)o x| b z235ko] Aol wet o] Fo] AA|she F HAIA|
T 9Y s La g A2 ¢ dFe & o HARY 7o o9 JFE FeAE HAFE
27l Fobs AFEE FaolA iAot i 1A} o]l
(ending) 7} ol ukel whe} Fa1] uf-g-of thgk 7]
o] G Bt A¥ A, dubAQl 3713 2.2 AM2E Z3(Sound logo)
O FgEA ¥ 42 2~H Al (abrupt) SHA S
2 5dT v (truncated) F9 A4tz 713l EIE AL FES AN RS ol T8
7} 72l e THGuido et al., 2015). A7A & zRte]H (Henderson and Cote, 1998), =7}
S 33 AwyAeldo] aBAtY] g Fof A 2F e Aol AEl S Holido] (Kohli, Suri, and
A& 2 Aste N A5 24| BEol  Thakor, 2002) 7Idely AES Hu WA 2
7] wiZoll 71h = A 8- (unexpected) A=, 5 % Al gtk (Henderson and Cote, 1998). Abe-
1 g gAY E hrele gdere ot = Eae AIAA 239 A7 WA (acoustic
9 £33 TN ol B3 HAl=o] e Bl equivalent) &F, QU Q/OIFAE/AY 231, ARE
S @7k Al Wajrk doka stk SRR = AU A (signature), oF2E Edo|EnA,
o] A7 Adte @] nhpe7l dubAoluf e of  ARZE WA F HE FHOE BHh o)¢ 3% 4
Uu7b 33 AR 7199 mAe daks & Ao E9 &1 553 Aoy &gl A% (sequence)
1, & gl 2ok AFEY] Wi o Vi o2 gl Fae o AMgE BAEE S5
A (violation), & #A&zelE vHreld] &3 sk O Bes FAY, AFd WA AHEE
el Ao}t Foek Heo M AMET| R gt
1312 BHET ml453 M4z 20164 8



1 Fof thollM el M x3iz

A 4 5l A, ohgeln Has
A7+g B &Y olodEE 2R ALEHT w3
AE 7199 AHeE 2aE AZAYe R Baatn

lem, USPTO(United States Patent and
Trademark Office)= ©1& "AlFolut A 2e] 4
A AE E5h<] Ful= YeRE 22 (uniquely
identify the commercial origin of the product
or service) & o8l it}
SRR AEE RZiw FaoA gl
(tagline)?oluh A1 &9, A4, Zd
sl AN e, ol
23HA oA F£& 9]
Chime), AR-E 2119l 93
McDonald's®] Tm lovin it).
Edold HHE Jd3 Yr|e

al
2l
o] FAHR/E Bt a7l }% 2nE A7
A
=13
w5

;

239 2] A3t 55| #HdE 7 L

om, AIZHARl (temporal) 845 wet glo]

< H3LE & & Q7] wiEol] oG] o] 849 HE
£ EH(classification) & 4 JEA 743} 317] o

Hrh(Jackson, 2003). apARF olH ek FHA H
o AFeE 2uE 1 A Ao FE ofo]dlE]
£ glol® o vehet Ejol] AdeteE W
g5]7] FohH(Mortimer, 2005). 3tk olz} 214
Aoz HATE w3 ofg$ FPdME AS-

ZaE Gzl Hadgel Frte] @ 4 gl
McDonald'st Tm Lovin it Ale+= 215 A
A7 Fzol] =242 B ol]el FrjEe] Wiz

Uz w2 oA o zi A7|Fo
2 5 Bt =E3HA G AGAME ARRE 2

1E £°1 McDonaldsE 94 4 A== 314

o

O

li‘l_l

i

7t 7190 ojxlE S AT

[e]

-

TH(Hein, 2006). 34 Intel> A EolA
AAE AES CPU Feo] s o] Slee 427
1A PC AlZARe] Fare] ZAL ARFE 215
A717]1 A wd 295 &2 ARgs)
(Lindstrom, 2005), ©] AREE Z3e A AlAA
02 Hzxd g =1 At (Jackson, 2003)
AR 19909 o] A7 F8 Bl EoA AREE
2uE Hillg Ao Fesh uHAE ¥k
(Treasure, 2007). 294 19914 Intele] A
AAAACZ 71 2 defd ARE 239 shudl
Intel Inside Chimes AE% 3, o]3¢] Intel B
o] JFor oloA A B 7|Y9Ec] Bils
Ay Al Slo F8 HER AREEE &84}
2 Yth(Jackson, 2003). Treasure(2007)=
S BEHCE Aoz HA o BL 7gdSo] A
T 2uE &8st v 3159 AAZ Intel©]
U McDonald's ©19]e|= NBC, MGM, General
Electric, Subway, Alltel, Gillette, Coors, Verizon,
CBS & FB= 7|9 E0] ARE 218 HAES
A4A7)= dl AHEsta Itk o7 gota) AR
B9 (Gustafsson, 2015) ]2 &Y Bl
sonic branding)® HEZAQ 4= A= 27}
Bo] 2xo]1 Y= ETotL, 0}1177}11 SHA ol A]
AEE 230 gk e 258] mn|sie | o]
ok ol zAk WelA ?:?E'i‘:}. AREE 2aE )
2R 7|z =], AEE VY The
id(memorable slogan)©]gta &9, H
AWstAY ZxsAY 54 A E wHEo]
d *}%Q 71957l g4A% 2 d o) =
qog w3 ]Z]L &= (Treasure, 2007). ©]

b 3 ARRE 2ue A4E 2uAd B

‘&

=
=
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o o[rl
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rr lﬂ
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¢

2) Bz tig 7192 Zgkslr] Hal weold &
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i Fael
shtoltt. dofell sle]
Eafole o ou7t e
a5 Ul #A ga ofm
o}, ofof sl Scott(1990)2

X
ar
2

l
o

FF o
<2

pas

‘ rlr
hint)
w2

o -

po
(L o 1o
Rl
lo,

)

my

S 9

N
—
i3

of ro

of
Ol
I

Z(representation) 2
A8 FaolAMe]
=

[e2

soe

2

EJ_Q
Ll
o= H3k

-

| X
5
|
AIA]) el ,
A Hr o ofnjyQl % a3t
Ferle, 2008). metd B34 FE] A&
A7t SHA S HARA 9 A TR sk )
At BHAEE 8 A sle ARRE 2a'Y

g % ol glom, |50 hte #n

=
=

(Ahn and La
?ﬂ-k‘

=

Y7 e 3ol

Hung, 2001)
2 971 ol (Kiger, 1989;
Mehrabian, 1976), &< WelMe] Z3H(vs. %
she dojet 7 sdete FrY AHE A
(vs. Bal) & 4 ook, wepy B A4 e o4 =
gof wet depA e Aet AR 23 3 *
sto] Hert A7k F wAjA g Bl Ee] 7)Y o

So
=]

L
.

=
T
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A 9GS vAE A Bzl st
235k (Alpert and Alpert, 1989; Sloboda
and Juslin, 2001), FadlA &S AFESHE ©]
71 54 A el A-97F 871 Wil (Maclnnis
and Park, 1991), & 7% 2 Wolxe] z3}
S HEE 50| Ao HellA A EiT

o Sole HA
=

=2

2.3 29 7|chzH(Musical Expectation)Z} 2244
Z%}(Musical Congruency)

A A Fa &9 gt Ju
shue] AGFEE (Gestalt) 2 ©lafska, o]l thal
¥24 (holistic) &2 WH-g-3tt}, o]e} 3] Bell,

Holbrook, and Solomon(1991)<& %d=-(ensemble)
TS AFsIHA, AlFY 2B g H359

-

=S¢}
Eases

Sl

il

=
=

3

‘ﬂrJ‘ 0}"3‘4 °]E o]

‘“&7\1 J_I@‘r cue congruency)4 o
E4 (unity-in variety; Holbrook and
Zirlin, 1985)3 22 on|& Adth. o3 ¢4
E &3 wio Avake 250l AZdhs AlF
et Aol Aleld A= (goodness of fit) 2
el AjFel et 3% 5 FHHoR vkt
(Mattila and Wirtz, 2001). #atellx &,
g Ee xsle] a3E UE
b 27)mt Z847) Fa G|
gk, O o] 7 2o} B 1ncongruency)
ol Ho| ¥ AH AelE 243} A7 =l gk 2
B2 AR odvt. 23 B A2 E EAsR
AE ATLE AelgoA el JALE 7R
% d7oXE Bolxth(Maclnnis and Park,
1991: Oakes and North, 2006). sF#|5t o]<}
R 2 Q8] Fx3p7t FEA e S AT E

o2 2

2 o o

T ww U

] 2= ©

(<3}
=2

L

T
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A= (Hastie and Kumar, 1979)% THHR] &4
%Zﬂf?_‘ﬂr Hecker and Chllders(1992 g}/
=]
B

O

]‘% 1:?5]11:4 7('10] o] FAXR izﬂﬂ g__
A& Aolgtn A At} A %
3t 83 9 A9 dPelxe g Foe 4e
gt 2ol & Bt Goodman(1980), Hecker and
Childers(1992) 12]aL Shen and Chen(2006)
& 23815 ‘ofol®l 7+ #AA (relevancy)Z 7|
(expectancy) @] 2HolAl A& AA EhaL 319

Meyers-Levy and Tybout(1989)& ‘144
(sequentially) AAE AZFE9 H(pair) 9
g olgka skt WA Kellaris and Mantel
996)2 Meyers-Levy and Tybout(1989)¢]
Jo] BA|A (@K, diachronic)elgta A& s}
, 23+ A= AR (stimulus event) S Xga}
“%]] Lh:OAEQJMQHEUAqﬁHq
= B, synchronic) #A A Hofo}

rL fiu

o 2o Dol o |
! )

)’FE

4&

]
EEA! °H0}71‘/} 2449 "HE=E FHAH
t(Kellaris et al., 1993: Maclnnis and Park,
1991; North et al., 2004). MacInnis and Park
< &oto] A (music’s fit)S 3 2lshAA
ol T} Fa9 F AR #HHAY Ee A

BASAT m457 H4Z 20164 8Y

o % '—HO”A'IO' HMA =3l

7t 7190 ojxlE S AT

A3 HAE an|Rpe] FHA 2|7 ol it
WA Kellaris et al.(1993)2 S2-mA1A] x3}
(music-message congruency)& &73MHA o]=
Fotd og) HdojH o g A% on|et Fa 719
of oaf dejHoz AFH ofn| 7he] zsiEga
stttk 3 Lowrey and Shrum(2007)& Hth
2] 2 A 45 HEHC,] 90 7 HAE
x|

=

(<]

oﬂx;]. o]x%aq _\J—_T_y,]

2 g9} od Auel gn

AT AER ‘:‘r-?“ﬁ o} ol &7 771 U
o]A &} (narration enhancing) 7153 S}
(Radocy and Boyle, 2003). &8e I AAZ ¥
AM7bE BARIL A Z3Al7lE §40 4

E
E33] ola|d = & oyl §lE Ak oW A}
XJ"ﬁ(scene)*O‘ HA} S ICH
I e 3}

o £7] Aol g8 Al %um aa0. 5

I 02 WolEelA g 2 A
3 & 254 279 ooldelrt A
. I 5B £ ol I8 AL vl

patil
|o
fit
2
i
_|L
rir
0%
2
(il
i
>

=1 = 5
A T2 APl $UE BAHE

I Sitt Radocy and Boyle(2003)
o
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shehe #a7t gk kgl
g2 7E d7ES B oﬂﬂ Aolx st 5ot
o] 237} 7k o= SHAQ HEA Y 5345 o

3t oA tFol gt} Maclnnis and Park
(1991) TV FxolAd 43} HAA] b 2=
T AR 2] Fo)E Eo] Aol hHAlE FA

BER B ZHE AeAF ok H 79dta
skiTh AR ool L A9 shte] ThA
Ak, Fae] A F4e F HAAE ARG

Z8lel7] wiel] F wAA AE A G RA A
@3} (conceptualized) 8 Atk skt 1A
2|k ol o] Aagle] Aol & 7
AR 2] Fe]ef Hal=of tigh 4
29l Whg-o] yepdtia stgitt. 18 vl Maclnnis
and Park(1991)< zs}te] g3y} 7 1 O & o]o]
AeA] HAe BA g3t 221
wtel 7o o] FEAEAE AA 49—i AHE
2 gttt a2lal o] AFeA tHE FaEote 7t
AZE e oA Ago]l Soko] ThAke W&}
o wAA] T A A Aol A5 (Mg, 24,
He27] 5)3 Aoy A= 3 A7 AL

ER=d A
548 on|
WA ghol 22l A
ot 50H 1 &9 %
Meyer, 1956, 1994). Kellaris et
al. 1993)% 53] o] A& AAsHA o3 Fa

0] o A5 F

Aol 2A

—630

©

=

gl

2,
ol
D

50 ¥ = [of

= °|

lo

=
= O
= A

[¢]
-

jur)
=)
i

L)

WA 7F 234 4L iAlE 7] egoka) vA]A)
el #AE Holof dttm FgYPct o AFE 7t
AP gle wotol Za Sle onlzh F WA R 9
3 A9 vled zskEe AF B FEA
HREAQL Fe)7h S7hska, o= Qe F HAA
7190] @dE o] wAA B3 5733t AQlo] 7t
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r

[0

e 29

add °°Wr B 3t FxepL e Fa HE
Agldl 3442 FIE B AFEE IAY o5
A= AR 7ty 7] nke) 23852 9 A0
AAE RS W AFFES Ao o =82 €1, 9
S, ol wWiZatd B & e A8
7Vsdtth=(Heckler and Childers, 1992; Srull

and Wyer, 1989) Ak8]4 217] (social cognition)
wore] £33 AE A dt o5 A7 S
Efle] Yol olsfatr] ol FAY, A 7o}
AgetA] oW AES A28 PF oldls|
el F7171904 7M1 RS Eete AL of
=, o] F7H4 s o] 7|9 o 4 F=
(pathway)9l 5 T7HAA Aoz 23154
%2 ol e 373l I
and Chen(2006)
= AT, J)'lxﬂﬁ Akl A3

3l

hud

o

R

S o

T

| F780l B3 =

ol £ WelA

A% B 4

AR

U

_1

0‘11;51 7]EH7:.L(mus1cal expectatlon)

4 a3 99 AE AFEE
01 2g]7} QA oA UEhe

4 71EH7-}§=1 ?‘M?ﬂﬂ} e

u1

1—4\_/
1o,
o,

,d
>,



20 29 oMol "AE Z=stzTL 7|dol| ofx|= HE o7

7117HE of7]staL(Meyer, 1994; Lerdahl and
Jackendoff, 1983; Huron, 2006), &4 1%
o] &HUE W(Z, 7tz FFol HA= W)
1 afe 98 oR "zoEt . wAXA drt

19
AN H by Y
ot £ % fo
D

>,

u - dlo
s

o
R
R B lo,
ACH
lo
o
2
AC)
=
>
>

juied

N,
ol oY
rlo
dlo
L
3
=
rob
N
o,
o
N
19
&
Mo
(Sl
o i

o
N flo o2
oy
ox, 4% \j]o
5= iL 12
e =
=5
Q
o
()
ro,
1>
il
&

N
192
ottt
tlo —
5
R 4

—~

d(Tillmann, Poulin-Charronnat, and E.
Bigand, 2014), °|& A&(e.g., Cuddy and Lunney,
1995)cIV} 859 55 (e.g., Schmuckler and
Boltz, 1994), 3Hd<] 3 (e.g., Bharucha and
Stoeckig, 1987) & teFet 94 SA5AA Y
Eputth, mEg e (vs. ©)
< 9 B2 A = Fofgt g ol
Wl Hl=dl, o] =3 Fi(e.g., Dowling, Lung,
and Herrbold, 1987)tt 2534 A&(e.g., Devergie,
Grimault, Tillmann, and Berthommier, 2010)
T T SHdA ASHU o] dFES AHE
o7l on] Q& 7|3t o So4E B3l AstE MY
° wf iz 7] tE
s

O,
¢

g

wn

=

(vs. A
3R] v 7|thEA] e e 2
o =& 2443 7o Ad &9 Bt 2
olg] AFEL EEG(electroencephalography) 4
fMRI(functional Magnetic Resonance Imagining)
g %Bdl, 94 #% A2 (musical structure
processing) |l o], F 7|t=A] ¢gom o= <l

AASIT H45H M4z 2016 82

o ZshEA &2 aevt AEe AR A &
EY 55 W3lth(e.g., Regnault, Bigand, and
Besson, 2001; Koelsch et al., 2005). £3] ©]
& FEHTR HAe 227 99 (Broca’s area)
o] &t Adoje] Fx Aujd BT #oHS ¥
71% 3tk (Patel, 2003).

a9 Fa5e T3 Agke] 7hHA Wgletr] ol
ol o]o]A W& FotA Aol tig 7z ¥
getH, ole A4 Wske] Adnith 1 d 3 F 3F
o zste] FAZE BT F ag griditt. o E
E0] ] FaofA Qo] Fa Ak AA =T}
7b mpA ]l BAlEoh B ARRE B A5 g

ol

o

_0|£

rir

>

to

I

e

(Sl

5

o,

=0 ox

= °F o M
rlr iy = ol
=8 IR
o o
do M o = o = 4
HoHo & o i

30
T
X
=
o
~
rN
1o

>,
)
W
i
rol )
o o fr
o fo ot 19 ont 19 4N ox N

Bl r?‘z
=
ool fr kR

ol
ok
=
N
re
-
als

>,
X,
v
o
o
e
=
fil
Ho
ok U
>
o
AT
o,
o
A=)
e
do mx

o
=

or B ALZ:=

o

Ruigy S
o

=,
=

Hyo},

[e]
= W85t

£ >
>
Ho
[l
l
R
Lo,
AT g
~
3

>~
-

gt
S,
N
s
QL
fr K
o
dlo
o,
S
ofN

o
S
oX,
o
lo
N
N
N
N
o - lo
~ of mlo u
o 19

o o lob
o

o X

S~

>

|
I

2
1o
(e
y,
il
i
9
N
M Lo o & oo 4

=

nO

o

fitl

%

10,
ok dlo R
= _L‘CL

!

ﬂ‘rm

1o,
ofo =)
LR
o 3o
fd o ®
o, H

o,

(&

=

o

N
rlrzgm
>

%0,

r

N

il

.

rr

po

o

v
Nl

ol
o
o4

=
dlo
19
Lo

N

N
o
o
4
N,

oot S orff L
o,

B

ol Jm d&
ol

1317



A o] A A RS
2.4 31 MM, g2to| MMA =3HEmotional
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e YA E ety #8she o
gto] glth(Radocy and Boyle, 2003). A%
2, %] fiste FAe F-EAF BAHadjective
B3l ghefeloi gt

g 5ol S0l e A

%40@'
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of el Ag Hze], avju 93] 7P & Ly
Z(Gabrielsson and Lindstrom, 2001) Kate
Hevner®] @-&AF HAALR((OH 1) #x)e 8719
Zel2aHE rolzl 6709 F8AtE @ P84t
NER, 3 FY2HAA g2 FY2HZ AZ9
gh] 9o =23 wi7bA] Fe2H Y ZA7L A
Aoz ezt Hevner(1936)& shte] e~

g <t A= FEAES v 7Pl Bl Sl
B35 xRS, F R e FelaHY W8

AMES UdF BAES et da, A9 v
Aol e SU=E O FEAIES w5 Adolsitta
Eisst=y Hevner( 935b)& s 54 &<
& B3 2 71Rd 7P A Fete d8AE A
E-"vé}li% ot A48E Age, 2 48 1 5
o daf s BF FARE A E 2te JeE U
Ebt}.
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12 (Gerardi and Gerken, 1995; Gregory,
Worral, and Sarge, 1996), M2 ®1¥ = &
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o™ (Gundlach, 1935; Juslin, 1997),
ety 78 A%, 2 Sie
ok, 1213 AAgE AA = Sl
‘%E}‘*ﬂr(Scherer and Oshinsky, 1977).
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23S ZAsk] sl Al W AP Z2APE R gk S AME, X3P T HAES ARE =
Aom (7t 22, 16%, 418 #7}), o] g Adle] 1w W] FA(d], AR, Fuele, Fie =
2 Addo] AUt F 12489 & A7 AR E, T3 ARLE 2uwe HHY FAG A E
T 41, 42, 4199 A2 24z g, B R BAA o diF A e 1Y BA(d, A @A
Z3 e o] FAE WA EHATG ABERAL R S E ZAEE A5 AR
= AR A 4 $2 2 $89] "zt Aw WA 7 W] AE Ag7bEo] Gabrielsson and
it Lindstrom(2001)ellA 22ak 52b4 891 5 329
713kl A W} 7hedk 8Q1ES Al o A
3.2 ZMA =3Ol T fst ARZALE HY Be S 7ok gl A& WY (F, A&
(pretests) o] 3| o =50 AF gt WolA dert
A& AN g3, w3 W A, gE(En
Ao 2008 wl=ell A WdE Asa B @ ke 32%), aga off ol (d, 5% &
3JAKQI Nationwide Car Insurance® @ Bi7b  ofA7] Ee FEHA o]ojz)7])9 o}F 714 219l
AHEEATE. F 2829 QEAd Fude 2527 Eo] AEEAY. oo FrlEe D oFF 79
TAPE Sl wASte] SR8 (M&2 (Appendix = QRlEs g, @ AA TV FaelA W
1) #%), dd(ending)®) 32 ARSE 27t 5 QEE AMLE RS H]F3o] AAgn wAd 4
A A AbRE 23 3 XA 2ste Qe S JH, O 47 5, 3, W AME
7F Aolgk Fa Fore] 222 oAl wWiAd w7 E ARRE 23 A A F ok Y Ak
T AME 24 o9 FA St 2ol = 235 wEA aglu 1699 AdAE U
B Ke] 7S HOl AE Z1E WE & OF o] AL 21E FAYY FAHE YT
QA wlZgde] 24 ARRE 2uE AEAE 1, Z4bo] fdete AATE 8AF AF9 ot
WA o2 APt o] & 3 A Ad ) dste A5 AeetA doh(AbdxAL 2). 1 A
ZA5oe] st HAt 22”4«] «LWX}* e A Aol 5 Ee 3W Ee 1HY M2
2 AT AR ZAL 1), J8AES LabolAl gete] Zb2 w523t gAM4 z3te HellA &,
212 Al 59l EHEAS F%H LR 'u——l“’ = el S 2ol AR 2t FeATHAR:
on olu] Fxo FHEL wZH A &AUdT}. Kate = 23& (Appendix 2) #Z).
Hevnere @84 MZ((a8 1) #2)& o83 npA e AR ZALA = 419 9] @S tdo R
T ANE A 27, 2179 SHAE ol Wi A S(

252)3 7t AR E 21(3%)E 948 &
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Effect of Emotional Congruency in Advertising Music on Memory*

Dongwon Min**

Abstract

Music is quite complex stimulus, which is constructed by various factors, such as pitch,
melody, rthythm. Like language, music has its grammar and syntax and is processed cognitively
as well as emotionally. In many cases, commercial airs different types of music (i.e., background
music (BGM) and sound logo) respectively, which in turn audiences perceive the different level
of congruency of music. Because commercials' BGM is changeable with each version of commercials,
the level of musical congruency between BGM and sound logo can be varied with each version.
This research investigated the effect of musical congruency on memory of advertised messages
(e.g., body copy messages, brand). An experiment is conducted and musical congruency (high
vs. moderate vs. low) is manipulated by modifying relationships between the emotions aroused
by BGM and sound logo. Results showed different memory patterns of advertised messages in
terms of the level of emotional congruency. In detail, memory of body copy messages presented
with BGM revealed a linearly increasing pattern, while memory of brand presented with sound
logo revealed an inverted U-shaped pattern. Sound logo was more recognized when it was more
incongruent with BGM emotionally. Based on the findings, academic and managerial implications
are discussed.

Key words: Musical congruency, Emotional congruency, Memory, Background music, Sound logo
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