CHAPTER ONE
INTRODUCTION
1.1        Background to the Study
Music has long been recognized as a powerful tool in advertising, capable of evoking emotions, creating memorable experiences, and influencing consumer behavior. In the context of television advertisements, the strategic use of musical elements can enhance the overall effectiveness of the message being conveyed Alpert, J. I., & Alpert, M. I. (1990).
 This study aims to explore the role of music in television advertisements and its impact on the purchasing decisions of audiences, specifically focusing on residents of Ilorin.
As consumers are continuously exposed to a myriad of advertisements, understanding the psychological mechanisms behind their responses to musical cues becomes crucial. Different musical genres, tempos, and melodies can elicit varying emotional reactions, which in turn can affect how consumers perceive a brand and their likelihood of making a purchase. This research seeks to uncover the underlying factors that drive consumer decisions related to music in advertising, particularly within the local context of Ilorin, where cultural influences may play a significant role.
According to Bruner, G. C. (1990) Music is an art form that combines sounds in a way that is pleasing or meaningful to the listener. It typically involves elements such as melody, harmony, rhythm, and timbre. Music can be vocal or instrumental and is created for various purposes, including entertainment, expression, cultural rituals, and communication. It has the power to evoke emotions, convey messages, and bring people together, making it a significant aspect of human culture and experience.
Moreover, the effectiveness of music in advertisements is not merely about the choice of a catchy tune; it involves a complex interplay of elements such as lyrics, rhythm, and harmony that can resonate with the target audience North, A. C., & Hargreaves, D. J. (2000). 
 This study will analyze how these musical components interact with visual elements to create a cohesive narrative that captures the audience's attention and fosters brand loyalty. By investigating how different musical elements in television advertisements affect audience perception and engagement, this study aims to contribute valuable insights into the relationship between music, advertising, and consumer behavior.
By investigating how different musical elements in television advertisements affect audience perception and engagement, this study aims to contribute valuable insights into the relationship between music, advertising, and consumer behavior. 
The role of music in advertising has gained significant attention in recent years, particularly as marketers seek innovative ways to capture consumer interest and drive purchasing behavior. Music serves as an emotional trigger, capable of influencing perceptions and creating associations between a brand and specific feelings or experiences. In television advertisements, where visual and auditory elements converge, the integration of music can enhance storytelling and deepen audience engagement. 
Oakes, S., & North, A. C. (2008) indicates that music can affect memory retention and brand recall, making it a critical component in the effectiveness of advertisements. For instance, advertisements featuring popular or familiar music can create a sense of nostalgia, prompting positive associations with the product being advertised. 
Additionally, the tempo and genre of music can set the tone for the advertisement, influencing how viewers perceive the brand's identity and values.
In the context of Ilorin, a city with a rich cultural heritage and diverse population, the impact of music in advertisements may be further nuanced by local preferences and cultural influences. Understanding how Ilorin residents respond to different musical styles and elements in television advertisements is essential for marketers aiming to connect with this audience effectively. 
This study seeks to explore these dynamics, examining how various musical components influence consumer behavior and purchasing decisions among Ilorin residents.
By analyzing the interplay between music and advertising, this research will provide insights into the broader implications of musical choices in marketing strategies. Ultimately, it aims to contribute to the understanding of how music can shape consumer perceptions and drive purchasing behavior, particularly in a local context like Ilorin, where cultural factors may significantly influence consumer preferences.
1.2 Statement of the problem
Despite the widespread use of music in television advertisements, there is limited understanding of how specific musical elements influence consumer perceptions and purchasing decisions among residents of Ilorin.
The effectiveness of music as a marketing tool in television advertisements remains under-researched, particularly in the context of diverse cultural influences present in Ilorin, which may affect audience engagement and response. There is a need to investigate the underlying mechanisms through which music in advertisements impacts consumer behavior, as existing literature often overlooks local cultural contexts that may shape these responses.
 As brands increasingly rely on music to differentiate themselves in a crowded marketplace, understanding its role in shaping audience attitudes and behavior is critical for effective advertising strategies tailored to the Ilorin demographic.
1.3 Objective of the Study
The primary objective of this study is as follows:
1. To analyze the specific musical elements used in television advertisements and their effects on audience perception and engagement among Ilorin residents.
2. To examine the relationship between different genres of music in advertisements and their influence on the purchasing decisions of consumers in Ilorin.
3. To identify the underlying mechanisms that drive consumer behavior in response to music in television advertisements.
4. To assess the cultural factors that may affect the reception of music in advertisements among Ilorin residents and consumer behavior.
1.4 Research Questions
The following questions have been formulated for the study.
1. What specific musical elements in television advertisements resonate most with the audience in Ilorin?
2. How does the genre of music used in advertisements influence the purchasing decisions of Ilorin residents?
3. What emotional and cognitive responses do Ilorin residents experience when exposed to music in television advertisements?
4. How do cultural factors in Ilorin affect the perception of music in advertisements and its impact on consumer behavior?
1.5 Scope of the Study
Here’s an expanded scope for your study:
The scope of the study will focus on analyzing television advertisements that incorporate various musical elements such as jingles, soundtracks, and popular songs, specifically those aired in the last two years within the Ilorin region.
The target population will include diverse demographic groups in Ilorin, such as different age ranges, genders, and socio-economic backgrounds, to capture a wide range of perspectives on how music influences purchasing decisions.
The research will investigate the psychological impact of music in advertisements, exploring how different genres and tempos affect audience emotions, memory retention, and overall engagement with the advertisements. The study will also consider cultural factors unique to Ilorin that may shape the audience's perception of music in advertisements, analyzing how these cultural elements influence consumer behavior and preferences.
The scope will be limited to television advertisements, excluding other media forms such as radio, online platforms, or print advertisements, to maintain a clear focus on the specific impact of music in this medium.
The period of this study is for six (6) month, which is from November 2024 to April 2025.
1.6 Significance of the Study
This study will contribute to the understanding of how music in television advertisements affects consumer behavior, providing insights that can help advertisers create more effective marketing strategies tailored to the preferences of Ilorin residents.
By exploring the emotional and cognitive responses elicited by different musical elements, the research will offer valuable information for marketers and advertisers on how to engage their target audience more effectively.
The findings could also enhance the academic literature on advertising and consumer behavior, particularly within the context of Ilorin, by highlighting the unique cultural influences that shape audience perceptions and purchasing decisions.
Additionally, this study may inform policymakers and businesses about the importance of incorporating culturally relevant musical elements in advertising campaigns to foster better consumer connections and drive sales.
1.7 Definition of Key Terms
1- Music:- Music is an art form that combines sounds in a way that is pleasing or meaningful to the listener. It typically involves elements such as melody, harmony, rhythm, and timbre. Music can be vocal or instrumental and is created for various purposes, including entertainment, expression, cultural rituals, and communication. It has the power to evoke emotions, convey messages, and bring people together, making it a significant aspect of human culture and experience.
2-  Audience: It refers to a group of people who gather to watch, listen to, or experience a performance, event, or presentation. In the context of advertising, the audience is the target group that the advertisement aims to reach and influence. 
3- Advertisement :- Is a public notice or announcement designed to promote a product, service, or idea to a target audience. Advertisements can take various forms, including print (like newspapers and magazines), broadcast (such as television and radio), digital (like social media and websites), and outdoor (like billboards). 
4- Purchasing:- It refers to the act of buying goods or services in exchange for money or other forms of payment. It involves the decision-making process where consumers evaluate their needs, consider available options, and ultimately choose to acquire a product or service. 
5- Television:- Is an electronic medium used for transmitting moving images and sound to a wide audience. It typically consists of a screen that displays video content and speakers that produce audio. Television broadcasts can include a variety of programming, such as news, entertainment shows, movies, documentaries, and advertisements. It serves as a popular source of information and entertainment, influencing public opinion and culture. 
6- Product:- Is an item or service that is offered to consumers to satisfy their needs or wants. It can be tangible, like a physical good (e.g., clothing, electronics, food), or intangible, like a service (e.g., consulting, cleaning, education). Products are created through a process of design and manufacturing and are marketed to potential buyers through various strategies. 

CHAPTER TWO
                         LITERATURE REVIEW 
2.0 INTRODUCTION
This chapter is a review of related study on the topic the role of music on television advertisements on audience purchasing product. A case study of ilorin residents the chapter is organize under the following headings.
2.1 Conceptual Framework 
2.1.1 Music in advertising.
The historical context of music in advertising can be traced back to the early 20th century when radio emerged as a popular medium. Advertisers quickly recognized the power of jingles and catchy tunes to capture listeners' attention and promote products. 
In the 1950s and 1960s, television became the dominant advertising platform, and the use of music evolved significantly. Advertisers began to integrate popular songs and original compositions into commercials, leveraging the emotional resonance of music to create memorable brand experiences. Research by Bruner (1990) highlights that music can enhance brand recall and influence consumer attitudes positively.
The 1980s and 1990s saw the rise of music videos and the MTV generation, further blurring the lines between entertainment and advertising. Advertisers began to collaborate with popular artists, using their music to reach younger audiences effectively. According to a study by Alpert and Alpert (1990), music in advertisements can evoke emotions and create associations that lead to increased purchasing intentions.
In the early days of advertising, particularly in the late 19th and early 20th centuries, music was primarily used in live performances and vaudeville shows to promote products. As radio became popular in the 1920s, advertisers began to create jingles, short catchy songs designed to stick in the minds of listeners. These jingles became a staple of radio advertising, with companies like Coca-Cola and McDonald's creating memorable tunes that are still recognized today.
With the advent of television in the 1950s, the use of music in advertising expanded dramatically. Advertisers began to use popular songs to attract viewers, often licensing well-known tracks to create emotional connections with their audiences. This trend continued into the 1980s and 1990s, where the rise of music videos and the influence of MTV changed how music was perceived in advertising, leading to collaborations between brands and artists.
In the digital age, music's role in advertising has evolved again. Social media platforms allow brands to reach audiences in innovative ways, using music to create engaging content that can go viral. The use of algorithms and data analytics has enabled advertisers to tailor music choices to specific audiences, enhancing the effectiveness of their campaigns. The integration of user-generated content and popular music trends on platforms like TikTok has further transformed the landscape of advertising, making music an even more vital component of marketing strategies.
2.1.2 Characteristics of music in Television advertisements. 
Here are some key characteristics of music in television advertisements:
1. Catchiness: Advertisements often use catchy tunes or jingles that are easy to remember. This helps create brand recall and makes the ad more memorable.
2. Emotional Resonance: Music is used to evoke emotions that align with the brand's message. For example, uplifting music can create feelings of happiness, while softer melodies may evoke nostalgia or warmth.
3. Brand Identity: The choice of music can reflect a brand's identity and target audience. For instance, a youthful brand might use contemporary pop music, while a luxury brand might opt for classical or sophisticated tunes.
4. Reinforcement of Message: Music can enhance the narrative of the advertisement, reinforcing the message being communicated. It can set the tone and pace, guiding viewers’ emotional responses.
5. Cultural Relevance: Advertisers often select music that resonates with current cultural trends or popular songs to connect with the audience and increase relatability.
6. Integration with Visuals: The music is typically synchronized with the visuals to create a cohesive experience. This integration helps to maintain viewer engagement and enhances storytelling.
7. Brand Recognition: Some brands develop signature sounds or jingles that become synonymous with their identity, helping to establish recognition over time.
8. Brand Recall: Music can enhance brand recall by associating specific tunes or jingles with the product, making it easier for consumers to remember the brand during decision-making.
9. Target Audience Alignment: Advertisers often select music that resonates with their target demographic, ensuring that the ad appeals to the preferences and tastes of the intended audience.
10. Mood Regulation: The tempo and style of the music can influence the mood of the advertisement, whether it’s upbeat for a lively product or softer for a more serious message.
11. Repetition and Familiarity: Repeated use of certain music or jingles in various ads can create a sense of familiarity, which can lead to increased trust and preference for the brand.
12. Cross-Promotion: Collaborations with popular artists or the use of trending songs can enhance the ad's reach and appeal, leveraging the artist's fanbase to attract more viewers.
These characteristics work together to create a powerful tool for advertisers, making music an essential element in crafting effective television advertisements. 
These characteristics contribute to the effectiveness of music in television advertisements, making it a powerful tool for marketers.
2.1.3 Role of music in television advertisements.
The role of music in television advertisements is really significant. It grabs attention, creates emotional connections, and helps with brand recall. Music sets the mood and enhances storytelling, making the ad more engaging. It can also resonate culturally, making the content relatable.
The role of music in television advertisements is incredibly significant. It not only grabs attention but also creates emotional connections that can influence how viewers perceive a brand. The right music sets the mood and enhances storytelling, making the advertisement more engaging and memorable. Catchy tunes or jingles can linger in people's minds, which aids in brand recall. Moreover, music can resonate with cultural themes, making the advertisement more relatable to the audience. Ultimately, music is a powerful tool that shapes how effectively an ad communicates its message and encourages viewer action.
First, it grabs the audience's attention almost instantly, which is crucial in a world filled with distractions. This initial hook is vital for ensuring that viewers engage with the content. Beyond just capturing attention, music also plays a critical role in creating emotional connections. The right soundtrack can evoke feelings that align with the brand's message, whether it's joy, nostalgia, or excitement, making the ad more impactful.
Furthermore, music enhances storytelling within the advertisement. It can set the tone and pace, guiding viewers through the narrative being presented. For instance, a fast-paced, upbeat song might be used to convey energy and excitement, while a slower, more melodic piece might evoke a sense of calm or reflection. This ability to influence emotions helps in shaping the viewer's overall experience and perception of the brand.
Catchy tunes or jingles also contribute significantly to memorability. When a song is memorable, it increases the chances that viewers will recall the brand later. This is particularly important in advertising, where brand recall can directly influence purchasing decisions. Additionally, music can resonate with cultural elements, making the advertisement feel more relatable and relevant to the target audience. Overall, music serves as a powerful tool in advertising, enhancing communication, engagement, and the effectiveness of the message being delivered.
2.1.4 Impact of music on television advertisements.
The impact of music on television advertisements is quite profound and can be broken down into several key areas:
1. Attention-Grabbing: Music instantly captures viewers' attention. In a fast-paced advertising environment, a catchy tune or engaging melody can make the ad stand out and draw people in.
2. Emotional Resonance: Music has the power to evoke emotions. Advertisers use this to their advantage by selecting music that aligns with the feelings they want to elicit—joy, nostalgia, excitement, or even sadness. This emotional connection can significantly enhance the viewer's experience and perception of the brand.
3. Storytelling Enhancement: Music helps to create a narrative flow within the advertisement. It sets the tone and pace, guiding viewers through the story being told. For instance, a dramatic score can heighten tension, while a cheerful song can create a light-hearted atmosphere.
4. Memorability: A memorable jingle or song can increase brand recall. When viewers associate a catchy tune with a brand, they are more likely to remember it later, which can influence their purchasing decisions.
5. Cultural Relevance: Music can resonate with cultural themes, making the advertisement more relatable to its target audience. By using popular songs or culturally significant music, brands can connect with viewers on a deeper level.
6. Brand Identity: Consistent use of specific music styles or themes can help in establishing a brand's identity. Over time, viewers begin to associate particular sounds with specific brands, strengthening brand recognition.
7. Engagement and Share ability: In the age of social media, catchy music can make advertisements more shareable. If viewers enjoy the music, they may share the ad with others, increasing its reach and impact.
Overall, the strategic use of music in television advertisements can significantly enhance their effectiveness, making them more engaging, memorable, and emotionally impactful. 
2.1.5 The effectiveness of music in advertising.
The effectiveness of music in advertising is crucial for several reasons:
1. Brand Recall: Music can significantly enhance brand recall. Catchy jingles or memorable tunes make it easier for consumers to remember the brand long after they've seen the ad.
2. Emotional Engagement: Music has the power to evoke emotions, which can create a deeper connection between the audience and the brand. This emotional engagement can lead to positive associations and increased loyalty.
3. Attention Retention: A well-chosen soundtrack can keep viewers engaged throughout the ad, reducing the likelihood of them switching channels or losing interest.
4. Cultural Resonance: Music can resonate with specific cultural or demographic groups, making the ad more relatable and effective in reaching target audiences.
5. Enhancing Message Delivery: Music can help convey the intended message more effectively by setting the right tone and pace, guiding viewers' emotional responses, and enhancing the overall storytelling.
6. Encouraging Action: The right music can motivate viewers to take action, whether it's purchasing a product or sharing the ad with others.
7. Setting the Tone: Music establishes the mood and tone of the advertisement, shaping how the audience perceives the message. For instance, an energetic track can create excitement around a product launch, while a soothing melody might be used in ads for relaxation products, guiding viewers' emotional responses.
Music is a powerful tool in advertising that not only captures attention but also enhances the overall effectiveness of the marketing message.
2.1.6 Impact of different music types  on consumer’s behavior.
The impact of different music types on consumer behavior is quite significant and multifaceted. Research has shown that the genre of music played in a retail environment, for instance, can influence shoppers' moods, which in turn affects their purchasing decisions. For example, slower, softer music tends to create a relaxed atmosphere, encouraging consumers to linger longer in stores, which can lead to increased sales. On the other hand, upbeat and fast-paced music can energize shoppers, potentially leading to quicker purchasing decisions.
Moreover, the emotional resonance of specific music types can shape consumer perceptions of a brand. Classical music, for example, is often associated with sophistication and can elevate the perceived quality of products, making consumers more willing to pay a premium. In contrast, contemporary pop or hip-hop may appeal to younger audiences, creating a sense of familiarity and relatability, which can enhance brand loyalty.
Music can serve as a powerful memory aid. Advertisements that utilize catchy jingles or popular songs are more likely to be remembered by consumers, influencing their future purchasing behavior. This connection between music and memory underscores the importance of carefully selecting music that aligns with a brand's identity and target audience.
For instance, research indicates that fast-tempo music can create a sense of urgency, prompting consumers to make quicker decisions, while slow-tempo music can lead to a more relaxed shopping experience, encouraging consumers to spend more time browsing.
Genre plays a crucial role as well. Classical music is often used in high-end retail environments to evoke a sense of luxury and sophistication, which can affect how consumers perceive the quality of the products being sold. Conversely, genres like pop or rock might resonate better with younger audiences, creating a more vibrant and energetic atmosphere that can enhance brand affinity.
Cultural relevance also matters; music that aligns with the cultural background of the target audience can create a stronger emotional connection, making the brand more relatable. Additionally, the use of popular songs in advertisements can boost memorability, as consumers are more likely to remember ads that feature music they already enjoy. This connection can lead to increased brand recall and influence purchasing decisions long after the ad has been seen.
Overall, the strategic use of different music types can significantly shape consumer behavior, impacting mood, perception, and ultimately, purchasing decisions. 
2.1.7  The effect of music on audience purchasing behavior.
The effect of music on audience purchasing behavior is a fascinating area of study that reveals how auditory stimuli can influence consumer decisions. Research has shown that the type of music played in retail environments can significantly impact shoppers' moods and behaviors. For example, slower-paced music tends to create a calm and relaxed atmosphere, encouraging customers to spend more time in the store. This extended shopping duration often leads to increased purchases, as consumers are more likely to browse and discover new products.
Conversely, faster-paced music can create a sense of urgency, prompting quicker buying decisions. Retailers often use this strategy during sales events to stimulate rapid consumer action. The energy from upbeat music can enhance the overall shopping experience, making consumers feel more excited and motivated to buy. Additionally, the genre of music plays a crucial role in shaping consumer perceptions. For instance, classical music is often associated with luxury and quality, which can lead consumers to perceive higher-priced items as more desirable.
Moreover, music can serve as an emotional connector, helping to establish a brand identity. When brands use specific songs or genres that resonate with their target audience, it creates a sense of familiarity and loyalty. Catchy jingles or popular songs can also enhance memorability, making advertisements more effective in influencing future purchasing behavior. Overall, the strategic use of music in marketing not only captures attention but also enhances the consumer experience, ultimately driving purchasing decisions and fostering brand loyalty. 
The influence of music on audience purchasing behavior extends beyond just the retail environment. In advertising, music serves multiple functions that can significantly affect how consumers perceive a brand and its products. For instance, music in commercials can set the tone of the ad, creating an emotional backdrop that resonates with viewers. This emotional connection can lead to a more favorable attitude toward the brand and increase the likelihood of making a purchase.
Additionally, the characteristics of the music used such as tempo, genre, and lyrics can enhance storytelling in advertisements. A well-chosen song can complement the narrative, making it more engaging and memorable. This memorability is crucial because consumers are more likely to remember brands that evoke positive emotions through music, which can influence their purchasing decisions later.
Furthermore, music can act as a call to action. Ads that feature upbeat and energetic music can encourage viewers to take immediate action, such as visiting a store or making an online purchase. This is particularly effective when the music aligns with the product's messaging and target audience.
The multifaceted role of music in advertising and retail settings illustrates its power in capturing audience attention, enhancing emotional engagement, and ultimately influencing purchasing behavior. 
2.1.8 The Influence of music on purchasing decision.
   The influence of music on purchasing decisions is a captivating subject that delves into the psychological and emotional responses elicited by different types of music. Research indicates that music can significantly shape consumer behavior, affecting everything from the time spent in a store to the types of products purchased.
One of the key ways music influences purchasing decisions is through its ability to create an atmosphere that enhances the shopping experience. For instance, slower, more relaxing music can encourage consumers to linger longer in a retail space, which often leads to increased sales. Shoppers tend to feel more comfortable and at ease, allowing them to explore more products and make impulse buys. On the other hand, faster-paced music can create a sense of urgency, prompting quicker decision-making and potentially leading to more immediate purchases.
The genre and style of music also play a crucial role in shaping consumer perceptions. For example, classical music is often associated with sophistication and quality, which can lead consumers to perceive higher-priced items as more appealing. In contrast, popular or trendy music can resonate with younger audiences, making products feel more relevant and desirable. Additionally, familiar tunes can evoke nostalgia and positive emotions, further influencing a consumer's willingness to buy.
Moreover, music serves as a powerful tool for branding. Companies often use specific songs or jingles that align with their brand identity, creating a memorable association that can influence future purchasing behavior. When consumers hear a familiar tune linked to a brand, it can trigger positive associations and prompt them to choose that brand over competitors.
The impact of music on purchasing decisions goes beyond just creating a pleasant shopping atmosphere; it also taps into the subconscious mind of consumers. When music is strategically chosen to match the target demographic, it can evoke specific emotions that align with the brand's message. For instance, upbeat pop songs might energize younger shoppers, making them feel more enthusiastic about their purchases, while soothing instrumental music might appeal to an older audience, encouraging a more thoughtful buying process.
Furthermore, the timing and volume of the music can also affect consumer behavior. Research has shown that playing music at a moderate volume can enhance the shopping experience, while loud music may lead to frustration or a rushed shopping experience. This balance is crucial as it can directly influence how long customers stay in a store and how much they are willing to spend.
Another interesting aspect is the role of music in advertising. Advertisements that feature catchy jingles or popular songs can create a lasting impression on consumers. When viewers hear these tunes, they often associate them with the brand, reinforcing brand recognition and recall. This is particularly effective in television commercials, where the combination of visuals and music can create a powerful narrative that resonates with the audience.
In essence, music is a vital tool in shaping consumer behavior and purchasing decisions. Its ability to evoke emotions, enhance brand identity, and create memorable experiences makes it an indispensable element in marketing strategies. 
2.2 THEORETICAL FRAME WORK
The theoretical framework emphasized on the The role of music on television advertisements on audience purchasing product. ( A case study of ilorin residents). Two central theoretical perspectives, Brand Identity Theory and Dual Coding Theory Together, these theories provide a solid foundation for understanding the multifaceted role of music in advertising and its effects on consumer behavior.
2.2.1 Brand Identity Theory:
Brand identity theory refers to the way a brand presents itself to the world and how it wants to be perceived by consumers. It encompasses the brand's values, mission, vision, and overall personality, which are communicated through various elements such as logos, colors, messaging, and, importantly, music in advertising. The theory emphasizes the importance of consistency in these elements to create a strong and recognizable brand that resonates with its target audience.
The concept of brand identity has been significantly developed by various scholars, but one of the key figures associated with its formalization is David Aaker. He introduced the idea of brand equity and the importance of brand identity in his book "Managing Brand Equity" published in 1991. Aaker's work has laid the foundation for understanding how brands can effectively communicate their identity and build lasting relationships with consumers.
Brand identity theory is crucial for understanding how brands differentiate themselves in the market. It includes elements like the brand's name, logo, design, and messaging, all of which contribute to the overall perception of the brand. A strong brand identity helps consumers recognize and connect with a brand, fostering loyalty and influencing purchasing decisions.
David Aaker is often regarded as a foundational figure in brand identity theory. His work emphasizes the importance of aligning a brand's identity with its values and the expectations of its audience. He introduced the concept of brand equity, which refers to the value a brand adds to a product, and highlighted how a well-defined brand identity can enhance this equity.
Brand identity theory relates closely to the role of music in television advertisements, especially when considering its impact on audience purchasing decisions. In the context of Ilorin residents, music can serve as a vital component of a brand's identity, influencing how consumers perceive and connect with the brand.
Firstly, music in advertisements can evoke specific emotions that align with the brand's values and messaging. For instance, a catchy jingle or a popular song can create positive associations with a product, making it more memorable. This emotional connection can lead to increased brand recall, which is crucial for purchasing decisions. When residents of Ilorin hear a familiar tune associated with a product, it can trigger positive feelings and influence their intent to buy.
Secondly, the characteristics of the music used such as tempo, genre, and lyrics can enhance storytelling within the advertisement. A well-crafted narrative supported by the right musical backdrop can engage viewers more effectively, making the brand's message resonate. This storytelling aspect can be particularly powerful in a community setting, where shared cultural references in music can strengthen the connection between the brand and the local audience.
Lastly, music acts as a call to action, encouraging immediate engagement. If an advertisement features a compelling musical element, it can prompt viewers to take action, whether that means visiting a store, making a purchase, or sharing the ad with others. This immediate response is vital for brands looking to influence consumer behavior in a competitive market.
In summary, brand identity theory provides a framework for understanding how music in television advertisements can shape perceptions and drive purchasing decisions among Ilorin residents by creating emotional connections, enhancing storytelling, and encouraging consumer engagement. 
2.2.2 Dual Coding Theory:
Dual Coding Theory is a cognitive theory that suggests that information is processed and stored in two distinct systems: one for verbal information (like words and language) and another for non-verbal information (like images and visual stimuli). According to this theory, using both verbal and visual materials together can enhance learning and memory because it allows for more connections to be made in the brain.
Dual Coding Theory, developed by Allan Paivio in the late 1960s, emphasizes the importance of using both verbal and visual information to enhance learning. According to Paivio, our cognitive processes are divided into two systems: the verbal system, which handles language and words, and the non-verbal system, which deals with imagery and visual representations.
When both systems are engaged, it creates a more robust understanding of the material. For example, if a student learns about a concept through both a written explanation and an accompanying diagram, they are likely to remember the information better than if they only received it in one format. This is because the visual and verbal information can reinforce each other, leading to deeper cognitive processing.
In practical applications, such as in education or advertising, utilizing Dual Coding Theory can significantly improve comprehension and retention. By combining text with relevant visuals, educators and marketers can create more engaging and effective communication strategies that resonate with their audience. 
Dual Coding Theory can be closely related to the role of music in television advertisements, particularly when considering how it influences the purchasing decisions of Ilorin residents. By integrating both verbal and musical elements, advertisers can create a more impactful message that resonates with the audience.
In the context of advertisements, music serves as a powerful non-verbal cue that can evoke emotions and set the tone for the brand. For instance, a catchy jingle or a popular local song can enhance brand recall and create an emotional connection with viewers. This aligns with Dual Coding Theory, as the combination of auditory (music) and visual (advertisement imagery) stimuli can lead to better memory retention and understanding.
A case study focusing on Ilorin residents could reveal how specific music styles, perhaps traditional or contemporary Nigerian genres, resonate more with local audiences. By using music that reflects cultural identity, advertisers can foster a sense of familiarity and relatability, making the advertisement more engaging. This emotional engagement can lead to increased likelihood of purchasing the product, as consumers feel a stronger connection to the brand.
Additionally, the psychological impact of music can influence consumer behavior in retail settings. For example, upbeat music may encourage longer shopping durations and more impulse purchases, while calming music might lead to a more reflective shopping experience, affecting the types of products purchased. 
The interplay of music and visuals in advertisements, as explained by Dual Coding Theory, can significantly enhance the effectiveness of marketing strategies aimed at Ilorin residents. 
2.3.  REVIEW OF RELATED STUDIES
The empirical review section of this literature review critically examines existing studies that have empirically investigated The role of music on television advertisements on audience purchasing product.(Case study of ilorin residents).By synthesizing insights from relevant research, this section aims to build a foundation for the current study, incorporating methodological considerations, findings, and limitations from previous scholarly works.
The study by Phau and Teah (2009) titled "Cultural Influences on Music in Advertising" investigates how cultural elements play a crucial role in shaping the effectiveness of music used in advertisements. The researchers argue that understanding the cultural context of the target audience is essential for creating impactful advertising campaigns.
In their research, Phau and Teah emphasize that music is not just an auditory stimulus but also a cultural artifact that carries meanings and associations specific to different groups. They explore how familiar cultural music can evoke emotions and memories that resonate with consumers, thereby enhancing their connection to the brand. The study highlights that when advertisements incorporate music that aligns with the cultural background of the audience, it can lead to higher engagement and more favorable attitudes toward the brand.
The authors also discuss the concept of "cultural congruence," which refers to the alignment between the music used in advertisements and the cultural values of the target demographic. They provide examples of successful advertising campaigns that utilized culturally relevant music to create a strong emotional appeal. The findings suggest that marketers should carefully consider the cultural implications of their musical choices in order to maximize the effectiveness of their advertisements.
The study by Phau and Teah (2009) delves deeper into the relationship between culture and music in advertising by examining how different cultural backgrounds influence consumer perceptions and responses to musical elements in ads. They argue that music can serve as a powerful tool for cultural expression, and when brands leverage culturally relevant music, they not only enhance brand recall but also foster emotional connections with consumers.
Phau and Teah conducted empirical research to analyze how consumers from different cultural backgrounds respond to various musical styles in advertisements. They found that culturally congruent music—music that resonates with the values, traditions, and preferences of the target audience—leads to more positive attitudes towards the advertisement and the brand. For instance, using traditional or popular music from a specific culture can evoke nostalgia and familiarity, which can significantly influence purchasing behavior.
Additionally, the study discusses the psychological mechanisms at play, such as the role of music in evoking emotions and memories, which can enhance the overall effectiveness of advertisements. By integrating music that aligns with the cultural identity of the audience, advertisers can create a more immersive and memorable experience. The research ultimately highlights the need for marketers to be culturally aware and to consider the cultural dimensions of music when designing advertising campaigns to maximize their impact.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0	INTRODUCTION
In according to Kothari (2004) defines that the research is an original contribution to the existing store of knowledge making for its development. The systematic approach concerning generalization and formulation of a theory is also a research..
An important factor that determines the research method to be used in any work is the nature of the problem under study.
In the research work research decided to used the structure survey (Questionnaire Method). The adopted survey method is aimed at seeking and retrieving factual information from respondents.
In view of the important nature of this topic, the need to arrive at objective and accurate analysis and interpretation of data without bias.
The researcher will design and administer questionnaire to choosing definite population.
3.1. RESEARCH DESIGN 
  According to Green and Tull (2004): A research design is the specification of methods and procedures for acquiring the information needed. It is the overall operational pattern or framework of the project that stipulates which sources by what procedures.
 The research design is the overall strategy that guides how a researcher study is conducted. It outlines the method and procedures that will be used to collect and analyze data.
  It also includes the rationale for why these method and procedures were chosen and how they are expected to address the research questions. In other words, the research design provides the “blueprint” for the study, ensuring that it is conducted in a rigorous and methodical way.
3.2 POPULATION OF THE STUDY
The population of this research of this research works consists of business men in kwara state.
Questionnaire would be administered within the school premises which consist of 100%
necessary information.
  According to Wimmer and Dominick (2006) population is a group or class of subjects, variables,concepts or phenomenon in a given study.
This implies that every element,subject, object among others is capable of providing useful and relevant data In explaining a certain phenomenon of a given study.
Population is a list of collection of subject,objects,concepts or variables in a defined environment. 
In this vein, are populations of study as determined by the extent at sample size in relation to the population size. This help to group the aggregation of all elements in the population at least, to have a fair representation. The figure of Ilorin Kwara state as at 2022 population was 3,551,000.
The population for Kwara state study is 100 which includes selected education politicians, Mass media influencer handler from different media in Kwara state, bloggers and civilians who engage in promoting gender equality as an alternative for mass media in Kwara state.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
 Sample size is the collection of individual subjects, element that’s would help and guide a researcher in the case of the study and the portion is known as sample.
 According to Aborisade (2008). In determine the sample size it should be noted that the more heterogeneous the population, the more the sample size should be and the more the homogeneous the population the less the sample size who are the representative of the population.
   Sample technique is a scientific process of selecting representatives as a study population. This is the specification of how elements are drawn from a population and how important it is for a researcher to handle his/her sample or population for the given study.  In selecting and giving out the data instruments for this study.
   Random sampling technique will be the guide and also the purposive sampling technique whereby a researcher can make pre-determined judgements or decisions that influences the choice of a sample and sample size used in a study.
A sample size of the 100 respondents that out across gender and age group of the given population.
3.4 RESEARCH INSTRUMENT
 The research instrument. This are different tools or devices use in collecting and gathering data. 
It is necessary for a researcher to state clearly the research instrument(s) that will be use in his/her study .
 The research instrument use in the study is questionnaire.  A Questionnaire is a list of questions to be answered by a respond to get their opinion about a subject.
A total number of twenty (20) items, which will be use to elicit information from respondents. The questionnaire will be divided into three sections A,B and C.
Section A contained demographic information about the respondents, which put out on their gender,age and qualifications.
 Section B is use to collect data to elicit response to research questions about the research.
3.5 VALIDITY AND RELIABILITY OF INSTRUMENT
The Measuring instrument employ is the questionnaire method and this method is use for the study in other to the throughly scrutinized by the suspenser for clarity, precision and comprehension sake. 
Questionnaire as the study research instruments, variables or data can measure what they are designed to measure by a researcher. This explain what is been said above, it explains the exterior which a concept or measurement actually carried out.
3.6 METHOD OF DATA COLLECTION
A method is a way of doing or process of achieving something in accordance with roles, guidelines, instruction or principles derived from research and practice.
Data was collected using the questionnaire which the researcher has administered face to face to the respondents.

3.7 METHOD OF DATA ANALYSIS
  In analyzing the data collected through questionnaire, simple percentage table and cross tabulation will be used in the course of this research and conclusion of the findings will follow.
This is one of the most adopted means of data analysis employed by many researchers.
Simple tables, frequency and percentages were adopted in the presentation and analysis of the data generated for the study.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0        INTRODUCTION
        The forth chapter of this research work is dedicated to the presentation and adjust of the data collected from ilorin residents regarding The role of music on television advertisements on audience purchasing product.(case study of ilorin residents).
To carry out the study, 100 residents living in Ilorin, kwara state were sampled randomly and questionnaire containing relevant questions were administered by the researchers to acquire usable data. 
This chapter deals with the analysis of data obtained from the field work through the questionnaire.
Each question on the questionnaire would be presented in separate tables and analyzed for easy comprehension.
4.1 ANALYSIS OF THE FIELD PERFORMANCE OF INSTRUMENT.
Table 1: Gender Distribution of Respondents
	Response 
	No of Response
	Percentage %

	Male 
	57
	57.%

	Female 
	43
	43%

	Total 
	                100
	                 100


Source: Research Survey, 2025
 Table 1 above shows that 57 respondents representing (57%) are males while 43 respondents representing (43%) are female.
Table 2: Age Distribution of Respondents
	Response 
	No of Response
	Percentage %

	16-20
	11
	11%

	21-25
	70
	70%

	26-30
	19
	19%

	31and above
	0
	0

	Total 
	                 100
	             100


Source: Research Survey, 2025
Table 2 above shows the distribution of the respondents by age. It states that 11 respondents representing (11%) are within age range of 16-20, 70 respondents representing (70%) are within age range of  21-25, 19 respondents representing (19%) are within age range of  26-30years. 
Table 3: Respondents’ Religion
	Response
	No of Response
	Percentage %

	Islam
	70
	70%

	Christianity
	29
	29%

	Traditional
	1
	 1%

	Total 
	               100
	             100


Source: Research Survey, 2025
Table 3 above shows distribution of respondents by Religion 70 respondents representing (70%) are Islam and 29 respondents representing (29%) are Christian and 1 respondent representing (1%) are Traditonal.
Table 4: Marital status of the Respondents
	Response
	No of Response
	Percentage %

	Single
	97
	97%

	Married
	3
	3%

	Total 
	                  100
	                  100


Source: Research Survey, 2025
Table 4 above shows distribution of respondents by Marital status 97 respondents representing (97%) are Single while 3 respondents representing (3%) are Married, 
Table 5: Occupation of the Respondents 
	Response 
	No of response
	Percentage%

	Students
	89
	 89%

	Civil servants
	7
	7%

	Others
	4
	4%

	Total 
	               100
	  100


Source: Research Survey, 2025
Table 5 above shows distribution of respondents by occupation 89 respondents representing (89%) are Students, 7 respondents representing (7%) are Civil servants while 4 respondents representing (4%) are Traders and Others.
Table 6: Educational Qualification.
	Response 
	No of response
	Percentage%

	Olevel
	0
	0%

	ND/NCE
	29
	29%

	HND/Bsc
	67
	67%

	Post Degree
	4
	4%

	Total 
	100
	100


Source: Research Survey, 2025
The above table show the distribution of respondents by educational qualification 29 respondents representing (29%) are ND/NCE holders, 67 respondents representing (67%) are HND/BSc holders while 4 respondents representing (4%) are post degree holders.
SECTION B: Question to respondent
Table 7: Do you watch television advertisements regularly?
	Response 
	No of response
	Percentage%

	Yes
	50
	50%

	No
	50
	50%

	Total 
	100
	100


Source: Research Survey, 2025
Table 7 above shows that 50 respondents representing (50%) answer yes that Do you watch television advertisements regularly while  50 respondents representing 50% answer No.
Table 8: Have you noticed music being used in most television advertisements?  
	Response 
	No of response
	Percentage%

	Yes
	67
	67%

	No
	33
	33%

	Total 
	100
	100


Source: Research Survey, 2025
Table 8 above shows that 67 respondents representing (67%) answer yes Have you noticed music being used in most television advertisements?   while  33 respondents representing 33% answer No.
Table 9: Does music in advertisements usually catch your attention? 
	Response 
	No of response
	Percentage%

	Yes
	70
	70%

	No
	30
	30%

	Total 
	100
	100


Source: Research Survey, 2025
Table 9 above shows that 70 respondents representing (70%) answer yes that Does music in advertisements usually catch your attention?  while 30 respondents representing 30% answer No.
Table 10: Have you ever remembered a product specifically because of the music in the advert? 
	Response 
	No of response
	Percentage%

	Yes
	20
	20%

	No
	80
	80%

	Total 
	100
	100


Source: Research Survey, 2025
Table 10 above shows that 20 respondents representing (20%) answer yes thatHave you ever remembered a product specifically because of the music in the advert while 80 respondents representing 80% answer No.
Table 11: Music in television adverts attracts my attention.					
	Response 
	No of response
	Percentage%

	Agree
	55
	55%

	Strongly Agree
	13
	13%

	Neutral
	12
	12%

	Disagree
	11
	11%

	Strongly disagree
	 9
	9%

	Total 
	100
	100


Source: Research Survey, 2025
Table 11 above shows that 55 respondents representing (55%) Agree that Music in television adverts attracts my attention. 13 respondents representing (13%) Strongly agree 12 respondents representing (12%) of the respondents are Neutral while 11 respondents representing (11%) Disagree with the statement and 9 respondents representing (9%) Strongly disagree with the statement.
Table 12:  Music influences my perception of a product's quality.				
	Response 
	No of response
	Percentage%

	Agree
	21
	21%

	Strongly agree
	48
	48%

	Neutral
	13
	13%

	Disagree
	9
	9%

	Strongly disagree
	9
	9%

	Total 
	100
	 100


Source: Research Survey, 2025
Table 12 above shows that 21 respondents representing (21%) Agree that Music influences my perception of a product's quality.		48 respondents representing (48%) Strongly agree, 13 respondents representing (13%) of the respondents are Neutral while 9 respondents representing (9%) Disagree with the statement and 9 respondents representing (9%) of the respondent Strongly disagree with the statement.
Table 13: The rhythm and beat of music in ads make the products more attractive to me.						
	Response 
	No of response
	Percentage%

	Agree
	17
	17%

	Strongly agree
	60
	69%

	Neutral
	9
	9%

	Disagree
	6
	 6%

	Strongly disagree
	 8
	8%

	Total 
	100
	100


Source: Research Survey, 2025
Table 13 above shows that 17 respondents representing (17%) Agree The rhythm and beat of music in ads make the products more attractive to me. 60 respondents representing (60%) of the respondent Strongly agree, 9 respondents representing (9%) are Neutral while 6 respondents representing (6%) Disagree with the statement and 8 respondents representing (8%) of the respondent Strongly disagree with the statement.
Table 14: 	Music in adverts helps me associate certain feelings or memories with a product.	
	Response 
	No of response
	Percentage%

	Agree
	49
	49%

	Strongly agree
	6
	6%

	Neutral
	22
	22%

	Disagree
	15
	15%

	Strongly disagree
	8
	8%

	Total 
	100
	100


Source: Research Survey, 2025
 Table 14 above shows that 49 respondents representing (49%) Agree that 	Music in adverts helps me associate certain feelings or memories with a product.	6 respondents representing (6%) Strongly agree, 22 respondents representing (22%) are Neutral while 15 respondents representing (15%) of the respondent Disagree with the statement and 8 respondents representing (8%) of the respondent Strongly disagree with the statement.
Table 15:The genre of music used in an advert can influence whether I buy a product. 	
	Response 
	No of response
	Percentage%

	Agree
	 45
	45%

	Strongly agree
	17
	 17%

	Neutral
	11
	11%

	Disagree
	20
	20%

	Strongly disagree
	 7
	7%

	Total 
	100
	100


Source: Research Survey, 2025
 Table 15 above shows that 45 respondents representing (45%) Agree that The genre of music used in an advert can influence whether I buy a product. 
17 respondents representing (17%) Strongly agree, 11 respondents representing (11%) are Neutral while 20 respondents representing (20%) Disagree with the statement and 7  respondents representing (7%) Strongly disagree with the statement.
Table 16: Repeated exposure to musical adverts increases my interest in the product.		
	Response 
	No of response
	Percentage%

	Agree
	42
	42%

	Strongly agree
	20
	 20%

	Neutral
	17
	 17%

	Disagree
	 13
	13%

	Strongly disagree
	8
	8%

	Total 
	 100
	100


Source: Research Survey, 2025
  Table 16 above shows that 42 respondents representing (42%) Agree that Repeated exposure to musical adverts increases my interest in the product.		20 respondents representing (20%) Strongly agree, 17 respondents representing (17%) are Neutral while 13 respondents representing (13%) Disagree with the statement and 8 respondents representing (8%) Strongly disagree with the statement.
Table 17: Music in television advertisements plays a major role in shaping my buying decisions.		
	Response 
	No of response
	Percentage%

	Agree
	 32
	32%

	Strongly agree
	12
	12%

	Neutral
	23
	23%

	Disagree
	26
	26%

	Strongly disagree
	7
	7%

	Total 
	100
	100


Source: Research Survey, 2025
Table 17 above shows that 32 respondents representing (32%) Agree that Music in television advertisements plays a major role in shaping my buying decisions.	(12%) Strongly agree, 23 respondents representing (23%) are Neutral while 26 respondents representing (26%) of the respondent Disagree with the statement and 7 respondents representing (7%) of the respondent Strongly disagree with the statement.
Table 18: I have purchased a product because the music in its advertisement appealed to me.
	Response 
	No of response
	Percentage%

	Agree
	36
	36%

	Strongly agree
	16
	16%

	Neutral
	28
	28%

	Disagree
	10
	10%

	Strongly disagree
	10
	10%

	Total 
	100
	100


Source: Research Survey, 2025
Table 18 above shows that 36 respondents representing (36%) Agree that I have purchased a product because the music in its advertisement appealed to me. 16 respondents representing (16%) Strongly agree, 28 respondents representing (28%) of the respondents are Neutral while 10 respondents representing (10%) Disagree with statement and 10 respondents representing (10%) Strongly disagree with the statement.
Table 19: Music that reflects local culture makes the advertisement more relatable to me. 					
	Agree
	48
	48%

	Strongly agree
	6
	6%

	Neutral
	17
	17%

	Disagree
	18
	18%

	Strongly disagree
	 11
	11%

	Total 
	100
	100


Source: Research Survey, 2025
   Table 19 above shows that 48 respondents representing (48%) of the respondents Agree 	Music that reflects local culture makes the advertisement more relatable to me. 6 respondents representing (6%) Strongly agree, 17 respondents representing (17%) are Neutral while 18 respondents representing (18%) Disagree with the statement and 11 respondents representing (11%) Strongly disagree with the statement.
Table 20:	Music in advertisements creates emotional excitement or interest in the product. 		
	Response 
	No of response
	Percentage%

	Agree
	30
	30%

	Strongly agree
	50
	50%

	Neutral
	6
	6%

	Disagree 
	5
	5%

	Strongly disagree
	9
	9%

	Total 
	                100
	100


Source: Research Survey, 2025
Table 20 above shows that 30 respondents representing (30%) Agree that 	Music in advertisements creates emotional excitement or interest in the product. 50 respondents representing (50%) Strongly agree, 6 respondents representing (6%) are Neutral while 5 respondents representing (5%) Disagree with the statement and 9 respondents representing (9%) Strongly disagree with the statement.
4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: 
What specific musical elements in television advertisements resonate most with the audience in Ilorin?
 Table 13 above shows that 17 respondents representing (17%) Agree The rhythm and beat of music in ads make the products more attractive to me. 60 respondents representing (60%) of the respondent Strongly agree, 9 respondents representing (9%) are Neutral while 6 respondents representing (6%) Disagree with the statement and 8 respondents representing (8%) of the respondent Strongly disagree with the statement.
Research Question 2: 
How does the genre of music used in advertisements influence the purchasing decisions of Ilorin residents?
 Table 15 above shows that 45 respondents representing (45%) Agree that The genre of music used in an advert can influence whether I buy a product. 
17 respondents representing (17%) Strongly agree, 11 respondents representing (11%) are Neutral while 20 respondents representing (20%) Disagree with the statement and 7  respondents representing (7%) Strongly disagree with the statement.
Research Question 3: 
What emotional and cognitive responses do Ilorin residents experience when exposed to music in television advertisements?
Table 20 above shows that 30 respondents representing (30%) Agree that 	Music in advertisements creates emotional excitement or interest in the product. 50 respondents representing (50%) Strongly agree, 6 respondents representing (6%) are Neutral while 5 respondents representing (5%) Disagree with the statement and 9 respondents representing (9%) Strongly disagree with the statement.
Research Question 4: 
How do cultural factors in Ilorin affect the perception of music in advertisements and its impact on consumer behavior?
Table 19 above shows that 48 respondents representing (48%) of the respondents Agree 	Music that reflects local culture makes the advertisement more relatable to me. 6 respondents representing (6%) Strongly agree, 17 respondents representing (17%) are Neutral while 18 respondents representing (18%) Disagree with the statement and 11 respondents representing (11%) Strongly disagree with the statement.
4.3        DISCUSSION OF FINDINGS
    The findings highlight the persuasive The role of music on television advertisements on audience purchasing product.(case study of ilorin residents).
Table 14 shows that 49 respondents representing (49%) Agree that 	Music in adverts helps me associate certain feelings or memories with a product.	6 respondents representing (6%) Strongly agree, 22 respondents representing (22%) are Neutral while 15 respondents representing (15%) of the respondent Disagree with the statement and 8 respondents representing (8%) of the respondent Strongly disagree with the statement.
Table 13 shows that 17 respondents representing (17%) Agree The rhythm and beat of music in ads make the products more attractive to me. 60 respondents representing (60%) of the respondent Strongly agree, 9 respondents representing (9%) are Neutral while 6 respondents representing (6%) Disagree with the statement and 8 respondents representing (8%) of the respondent Strongly disagree with the statement.
Table 11 shows that 55 respondents representing (55%) Agree that Music in television adverts attracts my attention. 13 respondents representing (13%) Strongly agree 12 respondents representing (12%) of the respondents are Neutral while 11 respondents representing (11%) Disagree with the statement and 9 respondents representing (9%) Strongly disagree with the statement.
Table 19 shows that 48 respondents representing (48%) of the respondents Agree 	Music that reflects local culture makes the advertisement more relatable to me. 6 respondents representing (6%) Strongly agree, 17 respondents representing (17%) are Neutral while 18 respondents representing (18%) Disagree with the statement and 11 respondents representing (11%) Strongly disagree with the statement.
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION.
5.1 SUMMARY 
 This research project investigates the role that music in television advertisements plays in influencing the purchasing behavior of audiences, with a specific focus on residents of Ilorin, Nigeria. Advertising is a critical tool in modern marketing, and television remains one of the most powerful media for delivering brand messages to consumers. Music, as an element of television advertising, serves multiple functions grabbing attention, evoking emotions, enhancing brand recall, and influencing decision-making.
The study was designed to evaluate how musical components in TV ads such as jingles, background scores, lyrics, rhythm, and melody affect the perception, interest, and eventual buying behavior of viewers. It is based on the assumption that emotional appeal and repetition through music can positively affect consumer attitudes toward products and brands.
This research explores the powerful influence of music embedded in television advertising and how it affects consumer behavior, particularly the purchasing decisions of residents in Ilorin, Nigeria. In an era where advertising saturation is high, brands continually seek ways to stand out and emotionally connect with consumers. Music is one of the most potent tools in this regard—capable of transforming a simple product message into a memorable experience.
The study begins by acknowledging television as a highly influential mass medium, especially in urban and semi-urban Nigerian settings. Music within television commercials often serves more than just an aesthetic purpose—it is instrumental in reinforcing the message, drawing attention, triggering emotions, and shaping brand identity. This research sought to evaluate the real-world effects of this strategy on the behavioral responses of TV audiences in Ilorin.
The research concludes that music plays a multi-functional role in television advertising. It is not merely a background feature but a strategic component that shapes perception, creates emotional bonds, aids memory retention, and can positively influence buying behavior. While not the sole determinant of purchase, music significantly enhances the persuasive power of TV ads.
The study also highlights that effective musical advertising should balance entertainment with clarity, ensuring the message is not lost in the melody. Brands that align their music with the values, tastes, and culture of their target audience are more likely to gain trust, loyalty, and eventual purchases.
5.2 CONCLUSION  
This research work investigated the role of music in television advertisements and its influence on audience purchasing behavior, using residents of Ilorin as a case study. The study has shown that music is a vital and strategic component in modern television advertising, contributing significantly to how messages are received, interpreted, and acted upon by consumers.
The findings indicated that music helps capture viewers' attention, increases the memorability of advertisements, and creates an emotional connection between the brand and the audience. Many respondents admitted that they often remembered a product or brand because of the music used in its advertisement. In some cases, the music even influenced their attitudes toward the product, creating a favorable impression that encouraged purchase decisions.
Moreover, the study discovered that specific elements of music such as tempo, rhythm, lyrics, and genre have different effects on different age groups, genders, and socio-economic classes. For example, younger audiences were more responsive to upbeat and trendy music, while older viewers appreciated familiar or nostalgic tunes. This highlights the importance of audience segmentation when choosing music for advertising purposes.
Additionally, the emotional appeal of music was found to be a major factor in shaping consumer behavior. Music that evokes happiness, excitement, or trust can create a positive brand image, which increases the likelihood of consumer loyalty and repeat purchases. Conversely, poorly selected or irrelevant music can reduce the effectiveness of the advertisement, making it less engaging or even irritating to viewers.
In summary, the research concludes that music is not just an aesthetic addition to television advertisements but a powerful psychological and marketing tool. Advertisers who carefully select and integrate music into their commercials are more likely to influence audience perception, enhance brand recall, and drive product sales. It is therefore recommended that marketing professionals and advertisers invest more time and resources into music selection during ad creation, ensuring that the chosen sound aligns with the target audience, brand identity, and campaign objectives.
5.3 RECOMMENDATIONS
Based on the research findings, the following recommendations are preferred:
 • Music should not be treated as a secondary element in television advertisements. Advertisers should carefully select music that aligns with the brand message, target audience, and the emotional tone of the advertisement to maximize consumer engagement and recall.
 • Since different age groups and demographics respond differently to various music genres and styles, advertisers should conduct audience research before choosing music. Tailoring music to suit the preferences of the target audience in Ilorin and similar settings will enhance the effectiveness of the advertisement.
 •  Brands should consider using original jingles or theme songs that are catchy and easy to remember. A unique and consistent musical identity helps in building brand recognition and long-term consumer loyalty.
•  Advertisers are encouraged to use music that evokes positive emotions—such as happiness, excitement, nostalgia, or trust which have been proven to influence consumer attitudes and purchasing intentions positively.
 •  Marketing agencies and production teams should consider collaborating with professional music composers and sound designers to create high-quality and impactful audio content for their advertisements.
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KWARA STATE POLYTECHNIC,
DEPARTMENT OF MASS-COMMUNICATION
INSTITUTE OF INFORMATION AND 
COMMUNICATION TECHNOLOGY [IICT].

QUESTIONNAIRE

Dear respondent,
I am a student of The Department of Mass communication, Kwara state polytechnic, conducting research on “THE ROLE OF MUSIC ON TELEVISION ADVERTISEMENTS ON AUDIENCE PURCHASING PRODUCT (A CASE STUDY OF ILORIN RESIDENTS)”.
The question is designed to obtain relevant information about the research. All information provided shall remain confidential and used strictly for academic purpose.
Please tick [√] in the spaces provided and writes where necessary.


SECTION A
DEMOGRAPHIC INFORMATION
1. Gender (a) Male (  )  (b) Female  (  )
1. Age (a) 16-20 ( )  (b) 21-25 ( )  (c) 26-30 ( ) (d) 31 and above ( )
1. Marital Status (a) Single ( )  Married ( )  
1. Educational Qualification (a) Post Degree ( )  (b) HND/BSc (c) ND/NCE ( ) (d) O’Level ( )
1. Religion  (a) Islam ( ) (b) Christianity ( ) (c) Traditional ( )
1. Occupation (a) Student ( ) (b) Business ( ) (c) Civil Servant ( ) (d) Others ( )
SECTION B
     7.    Do you watch television advertisements regularly? (a) Yes ( ) (b) No ( )
     8.      Have you noticed music being used in most television advertisements?  (a) Yes (  ) (b) No (  )
     9.  Does music in advertisements usually catch your attention? (a) Yes (  ) (b) No (  )
    10. Have you ever remembered a product specifically because of the music in the advert? (a) Yes ( ) (b) No ( )
SECTION C
The table below contains statements that are to be rated “SA” meaning Strongly Agree, “A” Meaning Agree, “N” meaning Neutral, “D” meaning Disagree, “SD” meaning Strongly Disagree.
 Please pick your appropriate choices by ticking in the boxes provided.

	SN
	STATEMENT
	SA
	A
	N
	D
	SD

	1
	Music in television adverts attracts my attention.
	
	
	
	
	

	2
	Music influences my perception of a product's quality.
	
	
	
	
	

	3
	The rhythm and beat of music in ads make the products more attractive to me. 
	
	
	
	
	

	[bookmark: _Hlk83445649]4
	Music in adverts helps me associate certain feelings or memories with a product.
	
	
	
	
	

	5
	The genre of music used in an advert can influence whether I buy a product. 
	
	
	
	
	

	[bookmark: _Hlk83445994]6
	Repeated exposure to musical adverts increases my interest in the product.
	
	
	
	
	

	[bookmark: _Hlk83445731]7
	Music in television advertisements plays a major role in shaping my buying decisions.
	
	
	
	
	

	[bookmark: _Hlk83445359]8
	I have purchased a product because the music in its advertisement appealed to me.
	
	
	
	
	

	[bookmark: _Hlk83446175]9
	Music that reflects local culture makes the advertisement more relatable to me. 
	
	
	
	
	

	[bookmark: _Hlk83446228]10
	Music in advertisements creates emotional excitement or interest in the product. 
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