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Abstract

Music has the power to evoke specific emotions in users according to its tone. The music
used in an advertisement largely determines the customer's attitude towards the brand.
There are many precedents in the world when advertising music has significantly
increased the image, awareness and sales of the brand, however in Georgia no significant
research has been conducted on this topic so far. The research aims to determine the
emotional impact of advertising music on Georgian consumers and demonstrate the
consequences of this impact. This paper discusses the specifications of the types of music
used in advertising, as well as reviews the experiences of the global market and Georgia in
the field of branding, where music plays one of the major roles. In the modern competitive
market it is vital for any brand to have a distinct image and identity. The findings of the
study indicate that audio branding is as significant component of a company’s identity as
visuals and values. Moreover, music has the power to influence customer’s behavior. The
results of the study demonstrate that a distinct musical direction has a positive effect on
brand awareness. Properly planned and selected music can trigger specific consumer

behavior and has a long-term impact on customer loyalty.

Keywords: advertisement, music, emotion, audio branding, Georgia, brand



