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Abstract Sonic logos have been around since the original NBC chimes, which was 
the first sound to receive an audio trademark. Even now, Sonic Logos are utilized as 
a strategic branding element across a variety of mediums. Despite the importance of 
sonic logos, surprisingly little research has examined their usage and impact on 
consumer perceptions of brands. Significant work has investigated other forms of 
music and marketing such as background music (Park and Young 1986), creating 
the impression of social presence (Sayin et  al. 2015), persuasion in marketing 
(Bruner 1990; Kellaris and Cox 1989; Park 2003), and through the use of sounds 
and music in retail or public environments (Beverland et al. 2006; Mattila and Wirtz 
2001; Morrison and Beverland 2003; Spangenberg et al. 2005).

In our study, we expand on the previous sonic logo research conducted by 
Krishnan et  al. (2012). In their study, they looked at how the number of tones 
affected consumers’ willingness to pay and processing fluency. In our pretest and 
experiment, we use the baseline results from Krishnan et al. (2012), which showed 
an optimal six sonic tones and explore how other characteristics of sonic logos, such 
as timbre, modality, tempo, and key (Bruner 1990), have an effect on consumer 
perceptions of brands.

In our pretest, we manipulate the characteristics of timbre, modality, tempo, and 
key that shape consumer evaluations of happiness and sadness in order to create two 
short (e.g., 4 s) composite orthogonal musical stimuli to use in the remainder of our 
research. In our experiment, we show that these two separate sonic logos can affect 
consumers’ perceptions of a brand’s customer service and attitude toward an adver-
tisement by the mere presence of the sonic logo. In our further experiments, we will 
continue to tease out various effects that short sonic logos have on consumer senti-
ment, advertising, and brand perceptions.
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