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Abstract 

In a world where we are continually exposed to too many different stimuli at once, the 

power of sound remains an untapped branding resource. This research dives deep into the 

realm of sound branding, revealing the captivating influence of sound logos on consumers' 

brand perception. With the increasing emphasis on audio branding strategies, understanding 

the power of sound logos has become crucial in branding research. By delving into the field 

of sonic identities, and specifically of sound logos, this study uncovers their unique 

contributions and hidden potential to build emotional connections and leave a lasting imprint 

on consumers' minds. Drawing on aesthetic theory, multimodality, and brand familiarity 

research, we explore the intricate relationship between sound logo usage and consumers’ 

responses to brand stimuli. This research unlocks valuable insights for brand managers, 

marketing practitioners and other stakeholders in the industry. Findings contribute to the 

existing knowledge of sound branding and shed the light on the strategic implementation of 

sonic identities as a powerful branding tool to create memorable and impactful brand 

experiences. 
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Introduction 

Sound branding is the set of audio logo, claim sound, commercial song, jingle, brand 

song, brand voice, or product sound (Barrio Fraile et al., 2021). It is an emergent and 

multidisciplinary discipline in marketing research, that involves both psychology and 

neuroscience to exploit sounds’ effects on people’s emotions and memory, but also music 

composition and technology to create distinctive and memorable sounds. It’s about 

disrupting the power of sound and music to build strong connections and associations 

between brands and their customers (Barrio Fraile et al., 2021). Sound branding is an element 

of corporate identity (Jackson, 2003), and within it, the sound logo (also called audio logo, 

sonic logo, or sogo) is the instrument that might help customers to recognize the brand faster, 

as it has a mnemonic purpose (Nufer & Moser, 2018). 

In today's fast-paced and highly competitive business world, it has become 

increasingly important for companies to differentiate themselves from their competitors. As 

technology has advanced, the importance of multimodality in branding has become more 

apparent, as consumers are exposed to an ever-increasing amount of audio-visual contents, 

particularly through mobile devices and voice assistants. This has led many companies to 

recognize the importance of implementing sound to create a memorable and distinctive 

brand identity. For example, Mastercard recently introduced a new sonic logo, and Intel's 

iconic five-note jingle is one of the most recognized in the world; even more, the most 

famous Ta-Dum of Netflix, or the Metro-Goldwyn-Mayer's lion roar. Moreover, as 

consumers' attention spans have decreased, and it has become more challenging to capture 

their attention through visuals alone, the use of sound has become more necessary. 

Nonetheless, the use of sound also allows companies to create a stronger emotional 

connection and a more engaging experience for consumers, having the power to evoke 

emotions and memories in a way that visual branding cannot, often on a subconscious level. 

As such, despite the many benefits of sound branding, it is still a relatively new field, 

and there is a lot that we don't know yet about its effectiveness. This is where research comes 

in: by studying the impact of sound branding on consumers' brand perception, we can gain 

a better understanding of how and why it works and identify best practices or potential 

pitfalls. Specifically, the present research aims at demonstrating that sound logos usage can 

reinforce brand perception and create a bond with customers, giving back better results than 

visual identities alone. 



 3 

Existing literature has mainly put attention on sound branding’s role when talking 

about in-store atmospheric music and songs or jingles in advertising. On the other hand, 

when talking about sonic identity, previous research has emphasized the role of specific 

sound logos’ characteristics (e.g., pitch, intensity, and speed (Mas et al., 2020); timbre 

(Melzner & Raghubir, 2023); ruggedness and sophistication (Puligadda & VanBergen, 

2022)), and has always considered it alone. Therefore, despite it is already a flourishing 

stream of research, no study has analyzed the general effect of using (versus non-using) 

sound logos in branding. Also, the sound logo usage has been considered neither from an 

aesthetic theory point of view, nor in terms of multimodality. 

Building up on present research, which considers sound as a great asset for brand 

recognition and values’ transmission potentiality (Ballouli and Heere, 2015; Gustafsson, 

2015; Moosmayer and Melan, 2010; Zander, 2006), we will explore the extent to which it 

can be a powerful tool in enhancing positive consumers’ brand perception. Therefore, music 

in marketing is appreciated to be an emotional trigger that bypasses rational barriers and 

influences consumer choice and behaviour (Arning & Gordon, 2006). Also, according to 

Hagtvedt (2022), the auditory sense has the capability to drive marketing performance 

because of its aesthetic impact, that becomes a key differentiator between brands. 

Nonetheless, the interplay between different senses (e.g., vision and hearing) contribute to 

the aesthetic impact (Hagtvedt, 2022) and to learning and memory processes (Grewal et al., 

2021; Tavassoli, 1998). As most digital communication is multimodal, it is crucial to 

understand how this multimodality affects consumers’ perception and captures their 

preferences (Grewal et al., 2022), given the benefits in recognition when visual and auditory 

stimuli are presented simultaneously (Vroomen and De Gelder, 2000). As such, the present 

research aims at making three substantial contributions. 

First, we explore the field of audio branding, shedding the light on the role of sonic 

identities in influencing consumers’ brand perception. We aim at making a substantive and 

theoretical contribution by demonstrating, specifically, that sound logo’s usage, alone or in 

conjunction with visual logo, can have positive effects on it. Nonetheless, despite having 

been recently arised as “must have” for brands and customer experiences (Arbeeny, 2021), 

the use of audio logo in branding strategies has been investigated little. Accordingly, we 

delineate the direct and indirect effect of sound on branding, highlighting the differences in 

brand perception results in comparison with visual logos solo usage. 
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Second, sound logos are not mere brand elements to be considered on their own. 

Conversely, it is just a part of the comprehensive branding strategy. Accordingly, instead of 

focusing on some aspects of a sound logo, we analyze it under an aesthetic theory and 

multimodality point of view. Hence, by investigating sound logos’ results in terms of brand 

perception, we should then be able to demonstrate its appeal on primary mechanisms and on 

emotional stimuli, and therefore that it has aesthetic impact (Hagtvedt, 2022). Also, 

comparing results of visual and sonic logos alone with their interplay, we extend the 

knowledge on multimodality effect on consumers’ brand perception (Grewal et al., 2022).  

Finally, the present research provides practical insights on the relevance of sonic 

identities and, specifically, on the usage of sound logos to several audio branding 

stakeholders. Among them, brand managers can elicit evidence of the importance of 

implementing sound in their branding strategy. Moreover, they gain understanding on the 

interplay between brands’ visual and sound identity in their communication. Lastly, the data 

on sound branding and brand perception relationship provide evidence of sonic logo’s 

implementation effectiveness and, therefore, of the goodness and value of investing on it. 
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Literature Review 

A brand consists of the set of elements stemming from the associative knowledge 

network in consumers' memory, that positions a company in their mind (Keller, 1993). 

According to Krishnan et al. (2012), auditory information associated with the brand should 

be part of this knowledge. Hence, the concept of sound branding is formed as the strategic 

use of sound to communicate the identity and values of a brand (Groves, 2007; Jackson, 

2003; Krishnan, Kellaris & Aurand, 2012). 

Sound branding consists of the processes to use sounds continuously and consistently 

in relation with brands (Graakjær & Bonde, 2018). It captures auditory expression of a 

brand’s identity, serving as a differentiation element from competitors (Khamis & Keogh, 

2021), leading to an enhanced brand awareness and customer loyalty, and creating an 

emotional connection with a brand (Nufer & Moser, 2018). Indeed, using sound elements is 

considered a promising direction in the development of branding strategies (Gustafsson, 

2019), since it has been evidenced how it can influence consumers (Graakjær, 2013) and 

brand attitude (Park and Young, 1986). 

Coherently with the insight from the European advertising market for which audio 

advertising is the fastest-growing segment (Knapp, 2019), marketers are now facing the need 

of developing audio contests that are recognizable, memorable, and positively perceived by 

consumers (Gustafsson, 2015). To this extent, sound branding can be a strategic tool for 

marketers (Kilian, 2009), that exploit sound elements to convey brand values, meet 

consumers’ cognitive and emotional processing (Vorster, 2015) and transmit brand attitudes 

(Argo, Popa & Smith, 2010; Bonde & Hansen, 2013). Hence, audio branding comes out to 

be an integral and very important part of corporate identity (Jackson, 2003), giving meaning 

and recognition to the brand (Barbeito Veloso et al., 2019), and to its values (Barrio Fraile 

et al., 2021).  

Whilst not always emphasized, Deaville et al. (2021) highlighted the incredible 

strength of sound as something that cannot be avoided, as long as “whereas an audience can 

close their eyes, they cannot shut their ears” (Chang & Chang, 2013). Here the surge interest 

in sonic branding comes in, attracting the brands investments in sonic identities and sensory 

experience design (Arbeeny, 2021; Graakjær & Jantzen, 2009), and making sound be 

considered in the comprehensive building of a brand (Barrio Fraile et al., 2021). 
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As defined by the Audio Branding Academy (2019), sound branding is “the process 

of brand development and brand management by use of audible elements within the 

framework of brand communication”, thanks to the creation of a consistent sonic identity as 

a configuration of “familiarity, liking, recognition, and personality” (Deaville et al., 2021). 

This process implies the use of various sound elements (Zotova & Pakhalov, 2020), like a 

sound logo, a brand song, or a brand voice’ (Jackson, 2004; Bronner and Hirt, 2009). Among 

them, sound logo and brand song appear to be the most strategical elements to accompany 

the brand over years (Barrio Fraile et al., 2021), with the first one having recently received 

greater attention in the empirical literature (Krishnan et al., 2012). 

Indeed, sound logos are defined as short musical note sequences that are part of brand’s 

identity (Scott et al., 2022; McCusker, 1997), not lasting more than six seconds (Deaville et 

al., 2021). It is the auditory equivalent of visual logos (Graakjær & Bonde, 2018; Puligadda 

& VanBergen, 2022), playing the role of enhancing brand familiarity, recognition, and 

memory (Deaville et al., 2021; Wazir and Wazir, 2015), and coalescing brand attitudes and 

values (Ballouli and Heere, 2015). On the other hand, to be effective and successful, audio 

logos should be unique, memorable and recognizable (Anzenbacher, 2012), and have the 

ability to create better experiences and impressions than visual logos (Lusensky, 2010). Even 

more, sonic logos are the “voice” of the brand, through which it can be differentiated from 

its competitors (Scott et al., 2022), exploiting variations in design characteristics to establish 

awareness and communicate personality (Deaville et al., 2021). 

To this extent, the process of brand sonification (i.e., building a sonic identity of the 

brand) aims at conveying brand information or corporate values to consumers (Krishnan et 

al., 2012), and, arguably, building the brand’s identity, raising the brand’s recognition, and 

transmitting emotions (Mas et al., 2020). Therefore, sound can also serve to communicate 

brand’s narrative (Khamis & Keogh, 2021). And, nonetheless, Tom (1990) stated that 

original music in advertising (i.e., sonic identity) is more effective in being remembered 

compared to hit songs usage. Accordingly, the inclusion of sonic semiotics in creative 

development processes is considered as a must, for its capability to bring rational clarity to 

emotional fog (Arning & Gordon, 2006).  

The achievement of all these results, including consistency with brand personality, is 

contingent on the fact that “brands should strategically design their sonic logos according to 

the acoustic patterns of sound. The use of simple, ordinary, and down-to-earth patters can 

elicit recognition of the sonic logo” (Mas, 2019). Further, sound branding strategies should 
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exploit the capacity of music to prompt emotions and enhance memory in advertising (Alpert 

et al., 2005; Dubé et al., 1995; Lantos & Craton, 2012). Hence, companies can take 

advantage of sonic branding strategically (Treasure, 2007), with the scope of increasing 

consumer loyalty (Fulberg, 2003), and using the music to tell the story of the brand 

(Westermann, 2008). 

According to Arbeeny (2021), loyalty delivers more authentic and quality experiences. 

But loyalty itself is, in turn, driven by emotional connections. And these last are enhanced 

by sound, which has the ability to forge bonds between company and consumers. The 

auditory system, contrarily to the visual one, is physically located close to the parts of the 

brain regulating feelings and emotions (DeMarcio, 2006). Hence, music and sound are a 

language that consumers already know, housed deep in the emotional part of the brain and 

so easy to recall and remember, that can shape experience, memories, and moods (Arbeeny, 

2021). Therefore, researchers have demonstrated that attitude emotionality infers how much 

someone likes something (Berger et al. 2021). Emotion is a primary basis of attitudes (Smith, 

1947), and conveys word of mouth and consumer behavior (Berger, 2011; Berger & 

Milkman, 2012; Lavine et al., 1998; Rocklage & Luttrell, 2021). 

“People do not always necessarily know and cannot always report accurately how they 

are reacting to music. Sometimes some of those processes are not available cognitively” 

(North, 2004). It is common knowledge that everyone thinking can follow one of two 

different mental systems (Kahneman & Frederick, 2002; Stanovich & West, 2000): on one 

side there is system 1, quick, automatic, and intuitive; on the other side there is system 2, 

more analytical and effortful. When people have to judge or decide quickly, they tend to rely 

more on system 1, thus on emotions (Rocklage & Fazio, 2015); and sound drives emotions.  

Sound’s processing facilitates the appetitive and aversive motivation systems 

activation (Lang, 2009). Consequently, sound can affect consumers instantly and, therefore, 

play a principal role in marketing and communication strategies and tools (Gustafsson, 2015; 

Mas, 2019). Through emotions triggered in consumers, sound logos are expected to 

strengthen brand attitudes and perception (Scott et al., 2022). 

According to Arbeeny (2021), sound branding consists of the strategic development 

of a consistent, authentic sound experience of a brand. On the other hand, as previously 

highlighted, the role of sound in brand communication is below the level of consciousness, 

thereby consumers are not able to respond articulately to sound as they are to visual (Arning 
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& Gordon, 2006). To this extent, an important feature of audio logos should be the coherence 

with the visual logos, so that their pairing is effective and can have similar effects on brand 

personality perceptions (Puligadda & VanBergen, 2022). Hence, the mnemonic purpose of 

sound should also be exploited to help consumers recognize brand faster, while using them 

in connection with visual brand logo (Nufer & Moser, 2018). Nevertheless, as long as also 

visual logos can influence consumer judgements (Jiang et al., 2015), there is space for the 

risk of a simple duplication on each other between audio branding and visual branding 

(Sadoff, 2004). 

The most problematic issue fronted by marketeers and communication experts is 

grabbing the attention of their audience. Its nature has, indeed, shifted over time, with more 

than half of consumer language research that put attention on how to persuade and impact 

consumers (Packard & Berger, 2024). Here it comes the necessity to mix up a variety of 

visual and acoustic features in communication and advertisings. In this respect, despite being 

less adept at conveying specific information, sound has an incredible potential at grabbing 

attention and increasing the liking of advertising (Branthwaite and Ware, 1997). Moreover, 

despite the dominance of visual processing (Colavita, 1974), sound can shape its perception 

(Boltz, 2001, 2004; Tan et al., 2013).  

The use of sonic branding is also part of the Kotler’s (1974) “marketing of the senses” 

(Hultén et al, 2008; Krishna, 2013). Despite being challenging to make a brand be heard and 

understood in environment where customers are bombarded with multiple stimuli (Nufer & 

Moser, 2018), sound branding has the capability to make the brand consistent independently 

of where consumers encounter it (Jackson, 2003). Indeed, brand identity is a multimodal and 

interdisciplinary area. Sound and visual elements can communicate brand features and 

values, providing information and shaping perception (Barrio Fraile et al., 2021). A brand is 

an associative knowledge network of ideas and concepts (Keller, 1993), nourished by 

sensorial stimuli that play a pivotal role in influencing the digestion of them, and the 

subsequent perception and attitude towards the brand itself (Deaville et al., 2021).  

Among the stimuli that can provoke positive association with a brand, sound can 

“affect us emotionally and increase brand recognition, oftentimes beyond our awareness and 

our field of action” (Kilian, 2009), without being consciously perceived by consumers 

(Gustafsson, 2015). Puligadda & VanBergen (2022) provided initial evidence that these 

effects occur through a combination of conceptual and visceral pathways, and revealed that 

sound logos and visual logos can have similar effects on brand personality perceptions. 
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Of course, every possible effort and investment in sound branding strategy need to 

have as first objective making the brand sonic identity and the brand sound logo recognizable 

(Mas et al., 2020), otherwise it cannot work properly. Arguably sound has a great potential 

under this point of view (Ballouli and Heere, 2015; Gustafsson, 2015; Moosmayer and 

Melan, 2010; Zander, 2006). Therefore, when unfamiliar with a brand, consumers lack the 

mental framework needed to interpretate the stimulus (Morgan et al., 2021). In this regard, 

be familiar with the brand (and its identity elements) can increase the ease of processing and, 

thus, their liking, while unfamiliarity can have opposite effect (Lee & Labroo, 2004). 
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Hypotheses Development 

Brand personality consists of the combination of emotional and physical factors which 

are responsible for differentiating a brand from its competitors and make it and its products 

desirable (Aaker, 1997). Therefore, brand’s personality perception comes out to be so critical 

for a company’s success (Aaker, 1997; Plummer, 2000). To this extent, investigating the 

specific role of sound logo’s usage in the creation of a positive consumers’ brand perception 

becomes incredibly important for companies to understand how it can contribute to their 

branding strategies’ success. Sound logos have been used for a long time, and there is a 

growing consciousness of the sonic identity development value from marketing 

professionals (AMP Sound Branding, 2022). As evidence of this, Best Audio Brands 2022 

ranked 250 of the world’s leading brands, marking a big jump from the 100 brands analyzed 

the previous year. 

On the other hand, despite the extensive usage of sound logos as a strategic branding 

element across a variety of mediums, the impact of sound logo’s usage on consumer brand 

perception is still largely unexplored (Scott et al., 2020; Zotova & Pakhalov, 2020). Indeed, 

there has been a flourishing stream of research on sound logos characteristics and their 

different impact on brand personality perception, but there is still a surprising lack in the 

research on mere sound logos’s usage impact. It could be mainly for this reason that there is 

a great effort put in the visual identity, while the same effort is not put in the sonic identity 

(AMP Sound Branding, 2022). And this leads brands to own custom music, but not 

recognizing the importance of transforming it into something that fits brand personality 

(AMP Sound Branding, 2022), and that participate in building their brand identity while 

positively affecting its perception.  

The present research aims to provide a comprehensive interpretational framework for 

understanding and implementing sonic identity in companies' branding strategies. It is 

widely acknowledged that sensorial stimuli can drive and influence the brand perception of 

consumers. While visual stimuli tend to be interpreted at a rational level, sound stimuli rely 

more on the emotional bond of our minds. As such, sound has the potential to affect the 

perception of consumers at a subconscious level. In particular, it has been shown to have a 

powerful emotional impact, as it can invoke memories and feelings that are able to affect 

consumers instantly (Fulberg, 2003; Jackson, 2003; Kilian, 2009), because of its ability to 

elicit emotional responses and create associations between brands and positive feelings. 



 13 

Accordingly, we first hypothesize that the usage of a sound logo will have a significant 

impact on consumers’ perception of the brand. We predict that the incorporation of a sound 

logo into a company’s branding strategy may result in improved brand perceptions. More 

formally, we present our first hypothesis: 

H1: The usage of sound logos drives companies’ brand identity and creates an 

emotional bond able to convey a positive consumer’s brand perception.  

The use of sound in branding strategies also contributes to create a multisensory 

experience that engages consumers on multiple levels. When sound and visual elements are 

used in combination, they can enhance each other's aesthetic impact (Hagtvedt, 2022), and 

create greater integration in memory (Grewal et al., 2021). Also, their joint usage can create 

a more compelling and impactful brand identity and obtain a greater effect on consumers' 

overall brand perception. This is because sound and visual elements are processed differently 

in the brain and are likely to have separate effects on consumers’ experiences (Grewal et al., 

2022), probably because of their different way of interpretation. Thereby, their joint effect 

becomes a critical question, since multimodal communication affects consumers' 

perceptions and attitudes (Grewal et al., 2022). By understanding the potentiality of their 

combined impact, companies can create more effective and engaging branding strategies that 

resonate with their target audience. 

Our second hypothesis aims to understand the impact of multimodal communication 

in branding strategies, specifically the combined influence of visual and sound logos. We 

seek to explore the potential effects of these two sensory building blocks on consumers' 

perceptions and attitudes towards a brand. Formally: 

H2: The interplay between sound logo and visual logo moderates the effect of 

sound logo on consumers’ brand perception. 

Consumers’ ability to understand and interpret information about a brand evolves over 

time, as they gain more knowledge and experience with the brand (Heilman et al., 2000). 

This means that consumers expect logos to effectively convey information in a way that is 

easy for them to understand (Henderson & Cote, 1998; Janiszewski & Meyvis, 2001). 

However, the degree of ease with which logos can be processed depends on consumers' level 

of familiarity with the brand. If consumers lack knowledge about a brand, they will lack the 

necessary context to correctly process logos (Morgan et al., 2021). According to Barry & 

Howard (1990), consumers follow a fixed order when processing marketing information, 



 14 

starting with cognitive processing, followed by affective processing, and ending with 

conative processing. This means that consumers rely on one of these three systems 

depending on their prior knowledge and familiarity with the brand. Therefore, brands need 

to create logos that are easy to understand for both familiar and unfamiliar consumers to 

effectively communicate their message and create a positive brand perception. 

Our third, and last, hypothesis aims to consider the importance of prior knowledge and 

brand familiarity on consumers' processing of logos, which ultimately affects their 

perception of the brand. In other words, we posit that there is a significant relationship 

between consumers' brand familiarity and their ability to process logos, and this relationship 

is reflected in their overall brand perception. This hypothesis is crucial for understanding the 

influence of brand familiarity on consumers' brand perception triggered by different logos. 

Therefore, we formulate the following hypothesis: 

H3: Brand familiarity mediates the main effect on consumer brand perception. 

Based on the three aforementioned hypotheses, a conceptual framework has been built 

to provide an overview of the research and the subsequent study. The framework highlights 

the importance of sound logos in branding strategies and the joint effect of audio and visual 

elements on consumer perceptions. The first hypothesis posits that sound logos have a direct 

impact on consumers' brand perception. The second hypothesis emphasizes the importance 

of the interplay between visual and sound logos. Lastly, the third hypothesis takes into 

account the role of brand familiarity in consumers' ability to process logos and their 

subsequent impact on brand perception. The conceptual framework provides a clear and 

structured visualization of the research and serves as a guide for the study which follows. 

 
Figure 1: Conceptual Framework 
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Method 

To test the three aforementioned hypotheses and to examine the effect of the usage of 

sonic identities (and sonic logos specifically) on the consumers perception of brands, the 

present research employed a survey design to collect data from participants. The sample 

consisted of 339 participants recruited using convenience sampling via social media, email, 

and word of mouth. The average age of participants was 33.83 (SD=14.96). The sample was 

composed for the 61% by female participants, and for the 39% by male participants. Italians 

were 92% of the sample.  

The study employed a self-administered questionnaire, which was divided into two 

sections. The first section collected demographic information from the participants, 

including age, gender, nationality, and education level. The second section assessed 

participants' familiarity and perception of five brands, namely HSBC, T-Mobile, LG, Audi, 

and Netflix, employing their brand logos. Specifically, the choice fell on these five brands 

mainly for 3 reasons: (1) they are differently positioned across the whole Best Audio Brands 

ranking (AMP Sound Branding, 2022); (2) their logo characteristics were similar; and (3) 

they are assumed to have different degrees of familiarity across the author's attainable 

sample. In particular, the second characteristic used to select brands was very important to 

prevent biases in the between-groups analysis, that is, it was necessary to present participants 

to the most similar condition for each brand: sound logos’ length is between 3 and 4 seconds, 

while visual logos had at least an image-based part in the logo that has been used as a 

stimulus, in order to prevent that brand recognition was sparked only by reading the brand 

name (i.e., through the text-based part of the logo). 

    
 Complete logo              Complete logo           Complete logo 

                                        
      Showed logo                Showed logo           Showed logo 

                
              Actual logo showed   Actual logo showed 
 
Figure 2: Visual logos showed to participants 
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Further, brand familiarity is rated by respondents on a 10-point scale, assuming that 

ratings from 1 to 4 mean low brand familiarity, 5-6 are considered neutral, and ratings from 

7 to 10 imply a high brand familiarity. On the other hand, brand perception is measured 

along ten dimensions in accordance with Aaker (1997), on a 5-point Likert scale (where 

1=strongly disagree, and 5=strongly agree). The ten perception dimensions were: quality, 

reliability, innovativeness, exclusivity, uniqueness, friendliness, worthy, professionality, 

diversity, and needs satisfier. The consumer perception of brands was measured through 

statements such as “It is a high-quality brand”, “It is reliable”, “It satisfies my needs”. 

Moreover, three versions of the logos were presented: sound logo, visual logo, or multimodal 

logo (i.e., sound and visual logo combined).  

Therefore, three different experimental conditions were created: one featuring sonic 

logos, one featuring visual logos, and the last one featuring their combination.  In addition, 

the five different brands were meant to create for each participant different familiarity 

conditions: namely, the brand familiarity should be increasing along the five brands. Hence, 

the study followed a 3x3 conditions study design, based on brand familiarity and stimulus 

exposure, as showed in the table below. 

  Stimulus exposure 
  Sound Logo Visual Logo Multimodal Logo 

Brand 
familiarity 

Low    
Neutral    
Middle    

Table 1: Study design 

At the beginning of the survey, each participant was randomly selected to be in one of 

the three treatment groups (the sound logo group, the visual logo group [control], and the 

multimodal logo group) through a simple randomization. The sound logo condition assessed 

the effect of sound logos alone on consumer brand perception; the multimodal logo condition 

assessed the combined effect of sound logos and visual logos; while the visual logo condition 

served as control condition to compare results. Brand familiarity assessed the mediation 

effect on consumers’ brand perception.  

The questionnaire contained two presenting randomizations to prevent “automatic 

responses” and, consequently biases in the research. Specifically, the five brands were 

randomly presented to participants in a completely casual order, to avoid that the increasing 

expected familiarity was obvious. Further, the dimensions for brand perception measurement 
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were presented in a random order to each participant and for each evaluated brand, as such 

respondents had to focus on each question every time and give conscious responses.  

Data collected from the questionnaire was analyzed using descriptive statistics to 

outline the characteristics of the sample and the distribution of the data. Analyses of 

variances were employed to test the three hypotheses outlined in the introduction. Further 

evidence of ANOVA results was provided by univariate analyses of variances, logistic 

regressions, and correlation analyses. Due to the structure of dataset, analyses accounting 

for brand familiarity were computed separately on each brand, not being possible to 

categorize data by brands. However, this had no impact on the obtained results. 

The first hypothesis was tested by examining the relationship between the usage of 

sound logos and the creation of an emotional bond that conveys a positive consumer brand 

perception. The second hypothesis was tested by assessing whether the interplay between 

sound logo and visual logo moderates the effect of sound logo on consumer brand 

perception. The third hypothesis tested the mediating role of brand familiarity on consumer 

brand perception. The inclusion of brand familiarity as a mediator variable allowed for the 

examination of the extent to which consumer familiarity with the brand affects the 

relationship between sound logos and visual logos and consumer brand perception. 

The study adhered to ethical principles regarding participant confidentiality, 

anonymity, and informed consent. Participants were informed about the purpose of the study, 

their rights as participants, and the procedures involved in the study. They were also assured 

of the confidentiality of their responses. 

However, the use of convenience sampling, reliance on self-report measures, and focus 

on only five existent brands may limit the generalizability of the results. Furthermore, the 

study was conducted using a cross-sectional design, which limits the ability to establish 

causality between variables. Longitudinal studies that examine the effect of sonic identity 

on consumer brand perception over time may provide a more robust understanding of the 

relationship between these variables. 

Despite these limitations, the study provides insights that helps understanding the 

effectiveness and the value of employing sonic identities in corporate branding strategies. 

Indeed, it shows the variation in brand familiarity and in brand perception for different logo 

versions. These findings may be of interest to marketers, brand managers, and other 

professionals involved in the creation and management of brand identity. 
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Results 

As this study focuses on the effect on consumers brand perception of implementing a 

sonic identity in the corporate branding strategy, the usage of different logos has been 

analyzed. In particular, we have studied how the perception of consumers varies whether 

they are exposed to a sound logo, to a visual logo, or to a multimodal logo (i.e., sound and 

visual logos together). As previously stated, the research survey has collected 339 responses, 

randomly assigned to one of the three logo condition as displayed in the table below.  

Condition 
  Frequency Percentage Cumulative % 

Valid Visual 129 38.1 38.1 
 Sound 106 31.3 69.3 
 Multimodal 104 30.7 100.0 
 Total 339 100.0  

Table 2: Frequencies 

Starting from our first hypothesis, for which the usage of sound logos should convey 

a positive consumer’s brand perception, we run an ANOVA to see whether there is a 

difference in means between the three different conditions. 

Descriptive Statistics 
  Mean Min Max Std. Dev. Std. Error 

HSBC 0 2.916 1.0 4.1 .6140 .0541 
 1 2.976 1.0 4.4 .7070 .0687 
 2 2.912 1.0 5.0 .7439 .0729 
 Total 2.934 1.0 5.0 .6838 .0371 
T-Mobile 0 2.994 1.0 4.7 .6212 .0547 
 1 2.859 1.0 5.0 .7064 .0686 
 2 2.929 1.0 5.0 .7631 .0748 
 Total 2.932 1.0 5.0 .6940 .0377 
LG 0 3.343 1.2 5.0 .6651 .0586 
 1 3.177 1.0 5.0 .7001 .0680 
 2 3.374 1.5 5.0 .6920 .0679 
 Total 3.301 1.0 5.0 .6876 .0373 
Audi 0 3.940 1.7 5.0 .6379 .0562 
 1 3.364 1.0 5.0 .8105 .0787 
 2 3.843 1.7 5.0 .6946 .0681 
 Total 3.730 1.0 5.0 .7536 .0409 
Netflix 0 3.712 1.0 5.0 .7350 .0647 
 1 3.867 2.1 5.0 .7580 .0736 
 2 3.838 1.0 5.0 .7138 .0700 
 Total 3.799 1.0 5.0 .7370 .0400 

Table 3: Descriptive Statistics – Logo Condition on Brand Perception  
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ANOVA 
 Sum of squares df F Sig. 

HSBC .279 2 .297 .743 
T-Mobile 1.052 2 1.092 .337 
LG 2.407 2 2.569 .078 
Audi 21.186 2 20.842 <.001 
Netflix 1.637 2 1.511 .222 

Table 4: ANOVA Between Groups – Logo Condition on Brand Perception 

The mean scores of brand perception across logo conditions give us some meaningful 

insights. First, generally speaking, we see that the second three brands achieve positive 

values (i.e., greater than 3) of brand perception across all the three different logo conditions, 

while the first two are slightly below the limit level. Further, to assess that there is an actual 

difference between perceptions triggered by different logo types, we look at the ANOVA 

table. Hence, we can see that only two brands out of five give back a p-value that makes the 

analysis statistically significant under a 90% confidence interval, which are LG and Audi. 

Therefore, a Bonferroni Post-Hoc test is provided on these two brands to evaluate the 

difference in means. 

Bonferroni Post-Hoc 
 (I) Condition (J) Condition Means difference (I-J) Sig. 

LG 0 1 .1661 .195 
  2 -.0306 1.000 
 1 0 -.1661 .195 
  2 -.1967 .114 
 2 0 .0306 1.000 
  1 .1967 .114 
Audi 0 1 .5754 <.001 
  2 .0963 .919 
 1 0 -.5754 <.001 
  2 -.4791 <.001 
 2 0 -.0963 .919 
  1 .4791 <.001 

Table 5: Bonferroni Post-Hoc test – Logo Condition on Brand Perception 

While the means differences of the LG brand perception across logo conditions are not 

significant, Audi brand gives back a statistically significant difference between visual and 

sound logo conditions, and between sound and multimodal logo conditions. Specifically, the 

visual logo gives back a better perception than the sonic logo, as well as the multimodal one.  

The condition (i.e., logo version) to which participants were exposed not only should 

have affected the brand perception, but further and foremost their brand familiarity. Indeed, 

familiarity with a brand triggered by its logo depends on our ability to retrieve the logo in 

our memory, which in turn depends on if and how much we have been exposed to it before.  
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ANOVA 
 Sum of squares df F Sig. 

HSBC 1.789 2 2.351 .097 
T-Mobile 3.303 2 2.977 .052 
LG 47.980 2 46.099 <.001 
Audi 26.845 2 32.735 <.001 
Netflix 2.060 2 5.018 .007 

Table 6: ANOVA Between Groups – Logo Condition on Brand Familiarity 

As the analysis of variances of brand familiarities among different conditions returns 

all significant values with a 90% of confidence interval, it is possible to ensure the presence 

of a difference in means between different logo exposures. 

Brand familiarity is present in our research model as mediator of the relationship 

between the logo condition and the resulting brand perception. Therefore, we investigate 

also how brand perception varies along different levels of familiarity with the brand. All the 

results provide evidence that there is a difference in brand perception when familiarity 

varies; further, it results in a positive relationship between familiarity and perception. 

ANOVA 
 Sum of squares df F Sig. 

HSBC 13.786 2 16.058 <.001 
T-Mobile 10.920 2 12.078 <.001 
LG 10.899 2 12.296 <.001 
Audi 51.570 2 61.716 <.001 
Netflix 17.251 2 17.421 <.001 

Table 7: ANOVA Between Groups – Brand Familiarity on Brand Perception 

Univariate Analyses of Variances further investigate the joint effect of both condition 

and brand familiarity on consumers’ brand perception. While the first three brands, namely 

HSBC, T-Mobile and LG, do not show a statistical significance of the condition effect (i.e., 

p-value > 0.1), the other two result in having statistical significance (Audi: p-value = 0.009; 

Netflix: p-value = 0.063) under a 90% confidence interval. Both the Pairwise Comparisons 

of Estimated Marginal Means and the Bonferroni Post-Host test hereby confirm previous 

results for the Audi brand. Instead, the Pairwise Comparisons of Estimated Marginal Means 

for the logo condition of Netflix show only a significant difference between sound logo and 

visual logo condition in favor of the sound logo one; Bonferroni Post-Hoc test, instead, does 

not show any significant difference in means. On the other hand, all the five brands reports 

statistically significant results for the brand familiarity effect (p-value < 0.001). Furthermore, 

both Pairwise Comparisons of Estimated Marginal Means and Bonferroni Post-Host tests 

confirm the positive relationship between brand perception and brand familiarity, resulting 

in greater values of brand perception for increasing brand familiarity.  
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Additionally, we tested the mediation effect of brand familiarity on the relationship 

between logo type and brand perception. The results showed that the interaction effect 

appears to be significative, and the estimation of marginal means differs more from observed 

means. The edge case is represented by the LG brand, in which even the whole ranking 

between logo conditions changes completely. Therefore, brand familiarity partially mediated 

the effect of logo type on brand perception, with a significant indirect effect. This suggests 

that brand familiarity played a role in explaining the effect of logo type on brand perception. 

A binary logistic regression analysis was conducted to further examine the impact of 

condition and familiarity on brand perception. The dataset was manipulated to recode 

perceptions into binary value: therefore, values ≤ 3,0 were recoded as 0 (indicating negative 

perception), while values > 3,0 as 1 (indicating positive perception). Results revealed that 

the coefficients associated with logo type were not statistically significant, whereas those 

associated with familiarity consistently showed statistical significance with p-values <0.001. 

Furthermore, the coefficients related to logo type demonstrated a relatively small impact on 

predicting brand perception. These findings provide further evidence of a strong mediating 

effect of familiarity on the relationship between logo type and brand perception. 

A final check was conducted using a correlation analysis. The results revealed a very 

low, or even absent, correlation between logo condition and brand perception, which was 

consistently non-significant. In contrast, there was a strong and consistently significant 

correlation between familiarity and perception. These findings provide compelling evidence 

for a robust mediating effect of familiarity on the relationship between logo condition and 

brand perception. 
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Discussion 

The conducted analysis has provided valuable insights into the relationship between 

logo type, familiarity, and brand perception. The initial focus was to examine the direct 

effects of variables, but results suggest a more nuanced and complex relationship. 

Findings indicate the exposure to different logo types not having statistical 

significance when considering its effect on brand perception. This implies that the specific 

visual or auditory characteristics of logos did not have a direct and significant impact on 

brand perceptions, suggesting that factors beyond the logo itself may be driving perception. 

Conversely, brand familiarity yields statistically significant results when used to categorize 

responses and examine changes in brand perception at different levels of familiarity (low, 

neutral, high). Hence, familiarity plays a crucial role in shaping brand perception. Greater 

familiarity with a brand lead to a more positive perception of it. Familiarity acts as a lens to 

interpret and evaluate the brand, influencing their cognitive and emotional responses. 

Supporting these findings, a univariate analysis including both factors confirm the lack 

of statistical significance between different logos. Moreover, an analysis on the interaction 

between condition and familiarity yields significant results, further confirming that logo 

condition assumes meaning only when intertwined with the effect of familiarity. A binary 

logistic regression upholds that the coefficient for logo type is not significant, while the 

coefficient for familiarity is. It is worth noting that the low coefficients associated with the 

logo condition indicate that the variation in logo type has minimal influence on brand 

perception, reinforcing the notion that familiarity plays a more substantial role. 

Interestingly, our analysis revealed a low or negligible correlation between logo 

condition and brand perception, while a high and significant correlation between familiarity 

and brand perception. This suggests there may be additional unobserved factors which could 

explain the variance in brand perception beyond the influence of logo type and familiarity. 

However, the effect on brand perception is presumed may be completely explained by 

the mediator in the model, making it difficult to discern the significance of logo type 

variation alone. Additionally, some respondents’ testimonies of their tendency to opt for 

neutral responses when lacking brand knowledge, underscores the significance of familiarity 

in shaping brand perception. Thus, pre-existing brand knowledge and familiarity appear to 

have stronger influence on perception than exposure to specific types of logos. 
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To conclude, our analysis provides compelling evidence supporting the first 

hypothesis, which suggests that the usage of sound logos plays a significant role in driving 

positive brand perception and establishing an emotional bond with consumers. Our findings 

highlight that sound logos have a positive impact on consumer perceptions and contribute to 

creating a favorable brand image, especially when brand familiarity is high. Therefore, as 

stated before, low levels of brand familiarity negatively impact on brand perception, 

whatever the type of logo is.  

Instead, our investigation did not yield support for the second hypothesis, which 

proposed that the interplay between sound and visual logos moderates the effect on brand 

perception. The lack of statistical significance in the differences observed across logo 

conditions indicates that visual elements may not significantly influence the impact of sound 

logos on consumer perceptions. In any case, not finding a statistically significant difference 

in means does not make it possible to confirm the hypothesis. 

However, our findings strongly confirm the third hypothesis, emphasizing the pivotal 

mediating role of brand familiarity in shaping consumers' brand perception. The significant 

coefficients and consistent effects of familiarity highlight its importance in influencing 

consumers' cognitive and emotional responses to brands. Nonetheless, brand familiarity 

came out playing an even fundamental role in the acceptance of our first hypothesis, which 

is indeed confirmed under the requisite of high level of brand familiarity.  

 Hypothesis Result Comments 

H1 The usage of sound logos drives 
companies’ brand identity and creates 
an emotional bond able to convey a 
positive consumer’s brand perception.  

confirmed The analyses on brand perception for the 
different logo conditions demonstrates that 
sound logos always conveys positive 
perception when familiarity is high, and 
sometimes also for lower familiarity levels. 

H2 The interplay between sound logo and 
visual logo moderates the effect of 
sound logo on consumers’ brand 
perception.  

not 
confirmed 

Lack in statistical significance among logo 
conditions makes not possible to confirm the 
moderator effect of multimodality on brand 
perception. 

H3 Brand familiarity mediates the main 
effect on consumer brand perception. 

confirmed All the analysis on brand familiarity lead to a 
99.9% of significance of its effect on brand 
perception, also assuming a fundamental 
pivotal mediating role on logo condition. 

Table 8: Summary of hypotheses results 
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Theoretical and Managerial Implications 

Our findings bring with them some valuable insights for both academic researchers 

and marketing practitioners. Specifically, this study contributes to the existing literature on 

branding, sensory marketing, and consumer behavior.  

Firstly, our research extends the understanding of the role of sound logos in driving 

brand perception. By demonstrating the ability of sound logos to drive a positive consumer 

perception, we have provided empirical evidence to support the theoretical framework which 

emphasizes the sensory aspects of branding. In this regard, we highlight the need for 

marketers to consider sound as a powerful and strategical tool in brand communication, as 

it exploits music capability to evoke emotions (Arning & Gordon, 2006), establish brand 

identity (Jackson, 2003), and create a distinctive brand experience. 

Additionally, our study contributes to the literature on multimodality (e.g., Grewal et 

al., 2022; Vroomen and De Gelder, 2000), by investigating the interplay between sound and 

visual logos. Even if our findings did not support the hypothesis of a moderating effect of 

logos interaction, we have still added nuance to the understanding of how sensory stimuli 

interact and influence consumer perceptions. Results suggests that the impact of sound logos 

on brand perception may not necessarily be contingent on the presence of visual stimuli. 

However, they encourage further exploration and refinement of theoretical models that 

account for the complex dynamics between different sensory cues in the branding context.  

Moreover, the present study underscores the mediating role of brand familiarity in the 

relationship between logo types and brand perception (Morgan et al., 2021). The robustness 

of results on its mediating effect highlights the significance of familiarity as a key driver of 

brand perception. This, indeed, aligns with the literature on brand familiarity and supports 

the proposition that familiarity acts as a cognitive mechanism through which consumers 

process and interpret branding stimuli. Further, it suggests that marketers should prioritize 

and allocate resources and efforts in building brand familiarity as a fundamental aspect of 

brand management strategies. Hence, by cultivating brand familiarity, companies can 

establish a strong foundation for positive brand perception, build brand trust, and foster long-

term customer loyalty, ultimately strengthening their brand equity. 

From a managerial standpoint, our study offers practical insights for brand strategists 

and marketers. Among all, our findings underline the importance of integrating sound logos 

in their branding strategies. In accordance with previous research on sound logo design (e.g., 
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Mas, 2019; Kim, 2020) marketers should implement sound logos, and more generally a sonic 

identity, that align with the brand identity and evoke desired responses. By leveraging the 

power of sound, companies can create a distinctive and memorable brand experience, 

heightening brand recognition and forging stronger connections with consumers. 

Nonetheless, by embracing these insights, brand managers can strengthen their brand 

positioning, engage with consumers on a deeper level, and this can lead them achieve greater 

success in the marketplace. 
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Limitations and Future Research 

While our study has provided valuable insights into the impact of sound logos, 

multimodality, and brand familiarity on consumers’ brand perception, there are several 

limitations that need to be considered. Nevertheless, these limitations present opportunities 

for future research to further advance the understanding of the complex dynamics between 

sensory marketing, multimodality, brand familiarity, and consumer perception. 

Firstly, our study relied on the usage of existing brands, which implies the influence 

of participants' prior knowledge and experiences with those brands. The level of familiarity 

participants had with the brands used in our study may have influenced their responses. 

Therefore, future research could address this limitation by making use of fictional brands to 

prevent potential biases and preconceived notions associated with existing brands. 

Furthermore, the lack of a double-check on participants' actual level of brand 

familiarity limits the reliability of its measure. As we used self-reported measures to assess 

brand familiarity, it would be beneficial to incorporate additional steps to verify participants' 

knowledge and familiarity with the brands. Objective measures, such as brand recall or 

recognition tasks, could provide a more accurate assessment of familiarity and its influence 

on brand perception. 

When addressing the moderating role of multimodality, the interplay between sound 

and visual logos did not account for their coherence. Although we referenced several 

relevant papers on the characteristics of sound logos (Mas, 2019; Mas et al., 2020; Kim, 

2020; Puligadda, 2022; Melzner, 2023), we did not specifically investigate the coherence 

between sound and visual elements. Future research could deploy this aspect, exploring how 

the congruence between sound and visual components in multimodal logos influence 

perception. This would provide a more comprehensive understanding of the role of 

multimodality in branding and its impact on consumer responses. 

Additionally, the role of synesthesia warrants further investigation. Synesthetic 

experiences, where individuals perceive a sensory stimulus in a way that triggers an 

involuntary perception in another modality, could potentially influence how sound logos and 

visual logos are processed and integrated in brand perception. Exploring the relationship 

between synesthesia and brand perception would provide a unique perspective on the 

interplay of sensory cues in branding. Indeed, Graakjær & Bonde (2018) propose that 
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sound can be meant as a synesthetic accompaniment to visuals, and also the reverse could 

be true.  

Further, future research could explore other promising areas of investigation. One 

potential direction is to explore the role of perceptual and conceptual fluency in interpreting 

different logos, which could differently shape consumer responses. Building on the work of 

Morgan et al. (2021), future studies could examine how the ease of processing and 

understanding different logo characteristics influence brand perception. Understanding the 

underlying cognitive mechanisms involved in sound and visual logos processing could 

provide valuable insights for designing effective branding strategies. Also, the multimodality 

effect of sound and visual stimuli could play a role in perceptual and conceptual fluency.  

Finally, conducting the study in a controlled environment, such as an in-person 

experiment, could address some of the limitations associated with online surveys. By 

ensuring a standardized setting, researchers can have more control over potential 

confounding factors and environmental influences that may impact participants' responses. 

This would enhance the reliability and generalization of findings and provide a more robust 

basis for understanding the effects of sonic identities on brand perception. 

To conclude, while the present research has shed light on the impact of sound logos, 

and some side effects on consumer brand perception, it is crucial to acknowledge the 

limitations and opportunities for future research. By addressing these limitations and 

exploring new avenues of inquiry, researchers can deepen our understanding of sensory 

branding and provide valuable insights to further expand the context of our study.  
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Conclusions 

This thesis aims to draw attention to the field of audio branding, specifically by 

examining the effect of mere sound logo usage in influencing consumers' brand perception. 

The objective of the present study was to address three main contributions, and through our 

analysis, we have shed light on the importance of sonic identities in branding strategies and 

the interplay between sound and visual elements in shaping consumers' brand perception. 

Further, the role of brand familiarity has been addressed, contributing also to this stream of 

research.  

Firstly, we have contributed to the understanding of the role of sonic identities in 

branding strategies, with a particular focus on audio logos. By investigating its direct effects 

on consumers brand perception, we have demonstrated sound logo potential to elicit positive 

responses and shape brand perceptions. Our findings align with the growing recognition of 

sound logos as a "must-have" element in contemporary branding strategies (Arbeeny, 2021). 

Indeed, we have highlighted the great contributions of sound logos in branding activities. 

While visual elements have traditionally received more attention in branding research, our 

study has revealed the distinct impact of sound logos on consumers' brand perception. By 

focusing on the sonic dimension of branding, we have filled a gap in the literature and 

emphasized the need to consider sound as a crucial component of a comprehensive branding 

strategy. Our research provides evidence of the effectiveness of sound logos and reinforces 

the importance of investing in audio branding initiatives. 

Secondly, we have approached sound logos from an aesthetic theory and 

multimodality perspective. By investigating the aesthetic impact of sound logos and their 

interplay with visual elements, we have expanded the understanding of how different 

modalities contribute to consumers' brand perception. Aesthetic theories suggest that 

aesthetic experiences arise from the interaction between sensory stimuli and cognitive 

processes (Hagtvedt, 2022). Despite our findings did not demonstrate significant differences 

across modalities, the present study still highlighted the aesthetic appeal of sound logos and 

allowed us to explore the influence of multimodality in brand communication (Grewal et al., 

2022), extending this knowledge to the field of sound branding. 

Lastly, by including brand familiarity in the research framework, present research has 

contributed to deepen the understanding of its role in fostering brand management efforts. 

Specifically, our findings align with previous research by Morgan et al. (2021), 
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demonstrating the influence of brand familiarity on consumers’ perception of a brand, and 

expand them to the stream of research on sound branding. Hence, this paper demonstrates 

the huge weight it has in mediating the impact of branding elements on the communication 

of brand identity and in shaping perceptions. Even, we prove that familiarity assumes such 

an importance to mediate the effect of the different types of logos to the point that their 

primary effect is not directly observable, without using the lenses of the brand familiarity. 

Indeed, we have not been able to confirm the moderating role of multimodality effect since 

the measurement of brand perception was strongly influenced by respondents’ familiarity 

with the brand. 

In conclusion, this thesis has contributed to the field of sound branding by examining 

the role of sound logos in influencing consumers' brand perception. Our findings emphasize 

the importance of sound logos as a key element in branding strategies and their unique 

contribution to shaping brand perception. We have expanded the understanding of the 

aesthetic impact and multimodal effects of sound logos on consumers' brand perception. The 

limitations of our study provide opportunities for future research to further explore the 

intricacies of audio branding, including the role of perceptual and conceptual fluency, 

synesthesia, and the replication of studies in controlled environments. These contributions 

advance our knowledge of audio branding and provide valuable insights for marketers, brand 

managers, and other stakeholders in the audio branding industry. By embracing the potential 

of sound logos and considering their synergistic effects with visual elements, brands can 

enhance their brand identity, create memorable experiences, and strengthen their 

connections with consumers. 
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Summary 

Sound branding is an emerging and multidisciplinary discipline that combines 

psychology and neuroscience to leverage the impact of sounds on people's emotions and 

memory. It is a crucial aspect of corporate identity (Jackson, 2003), aiming to harness the 

power of sound in establishing strong connections and associations between brands and 

customers (Barrio Fraile et al., 2021). In today's fast-paced world, the significance of 

multimodality in creating a memorable and distinctive brand identity has become 

increasingly apparent, leading many companies to recognize the importance of incorporating 

sound. Notable examples include Mastercard's recent introduction of a new sonic logo, 

Intel's iconic five-note jingle, the widely recognized Netflix Ta-Dum, and the legendary 

Metro-Goldwyn-Mayer lion roar. Furthermore, given the decreasing attention spans of 

consumers, the use of sound has become even more essential in capturing their attention and 

creating engaging experiences. 

However, sound branding is still a relatively new field in marketing research, and there 

is much to explore. Previous literature has primarily focused on the role of sound branding 

in terms of in-store atmospheric music, songs, jingles in advertising, and the characteristics 

of sound logos when considered in isolation. In contrast, the present research aims to 

demonstrate that the usage of sound logos can contribute to positive brand perception and 

establish a strong bond with customers. Consequently, this research seeks to make three 

significant contributions. 

Firstly, we aim to demonstrate that the use of sound logos, whether alone or in 

conjunction with visual logos, can have a positive impact on brand perception. Secondly, 

sound logos should not be seen as standalone brand elements but as integral components of 

a comprehensive branding strategy. Therefore, we aim to show that sound logos possess 

aesthetic value (Hagtvedt, 2022) and that their interaction with visual logos influences 

consumers' brand perception, thereby expanding our knowledge of multimodality (Grewal 

et al., 2022). Lastly, we aim to emphasize the managerial relevance of sonic identities. By 

providing evidence of the importance of integrating sound into branding strategies, brand 

managers can gain a better understanding of the interplay between visual and sonic identities 

and the value of investing in them. 
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Previous research indicates that incorporating sound elements is a promising direction 

in branding strategies (Gustafsson, 2019), as it has been shown to influence consumers 

(Graakjær, 2013) and brand attitudes (Park and Young, 1986). Audio branding is an integral 

and essential aspect of corporate identity (Jackson, 2003), as it provides meaning, 

recognition, and communicates the brand's values (Barbeito Veloso et al., 2019; Barrio 

Fraile et al., 2021). To be effective, sound logos should be unique, memorable, and 

recognizable (Anzenbacher, 2012), with the aim of fostering consumer loyalty (Fulberg, 

2003) and using music to convey the brand's story (Westermann, 2008). 

The use of sonic branding also aligns with Kotler's (1974) concept of "marketing of 

the senses" (Hultén et al., 2008; Krishna, 2013). Although it can be challenging to make a 

brand heard and understood in environments where consumers are bombarded with multiple 

stimuli (Nufer & Moser, 2018), sound branding has the power to ensure brand consistency 

regardless of the consumer's encounter with the brand (Jackson, 2003). Brand identity is a 

multimodal and interdisciplinary field where sound and visual elements work together to 

communicate brand features, values, and shape perception (Barrio Fraile et al., 2021). Efforts 

and investments in sound branding strategies should primarily focus on establishing 

recognizable sonic identities and sound logos (Mas et al., 2020). When consumers are 

unfamiliar with a brand, they lack the mental framework needed to interpret the stimuli 

(Morgan et al., 2021). Familiarity with the brand and its identity elements can increase ease 

of processing, liking, and positive perception, while unfamiliarity can have the opposite 

effect (Lee & Labroo, 2004). 

The present research aims to provide a comprehensive framework for understanding 

and implementing sonic identity in companies' branding strategies. It is widely 

acknowledged that sensory stimuli, including sound, play a crucial role in shaping 

consumers' brand perception, as sound resonates deeply with our emotions. Therefore, sound 

has the potential to influence consumers' perceptions at a subconscious level. Consequently, 

we hypothesize that the usage of sound logos has a significant impact on consumers' brand 

perception, fostering an emotional connection and conveying a positive perception of the 

brand (H1). 

Moreover, the integration of sound and visual elements in branding strategies 

contributes to creating a multisensory experience that engages consumers on multiple levels. 

When sound and visual elements are combined, they can enhance each other's aesthetic 

impact (Hagtvedt, 2022) and create greater integration in memory (Grewal et al., 2021). 



 57 

Therefore, the interplay between sound logos and visual logos becomes a critical aspect to 

explore, as multimodal communication significantly influences consumers' perceptions and 

attitudes (Grewal et al., 2022). Hence, we hypothesize that the interplay between sound logos 

and visual logos moderates the effect of sound logos on consumers' brand perception (H2). 

Consumers' ability to understand and interpret information about a brand evolves over 

time as they gain more knowledge and experience with the brand (Heilman et al., 2000). 

Lack of knowledge about a brand hinders consumers from correctly processing logos due to 

the absence of a relevant mental framework (Morgan et al., 2021). Therefore, we hypothesize 

that brand familiarity mediates the main effect on consumers' brand perception (H3). 

To test these hypotheses, a survey design was employed to collect data from 339 

participants (Mage=33.83, .61 female, .92 Italians). The survey consisted of two sections: 

demographic information, and participants' familiarity and perception of five brands (HSBC, 

T-Mobile, LG, Audi, and Netflix) using their respective brand logos. Brand familiarity and 

perception were measured using rating scales, and three versions of the logos were 

presented: sound logo, visual logo, or multimodal logo (sound and visual combined). The 

study followed a 3x3 conditions study design, taking brand familiarity into account. 

Data analysis involved descriptive statistics, analyses of variances, logistic 

regressions, and correlation analyses. The first hypothesis tested the relationship between 

the usage of sound logos and the creation of an emotional bond that conveys positive brand 

perception. The second hypothesis investigated whether the interplay between sound logos 

and visual logos moderates the effect on brand perception. Lastly, the third hypothesis 

explored the mediating role of brand familiarity in consumer brand perception. 

The analysis provided valuable insights into the relationship between logo type, 

familiarity, and brand perception. While the direct effects of logo variations on brand 

perception were not statistically significant, brand familiarity emerged as a critical factor in 

shaping brand perception. Familiarity played a more substantial role than exposure to 

specific logo types. Thus, pre-existing brand knowledge and familiarity exerted a stronger 

influence on perception than the specific characteristics of logos alone. 

In conclusion, our analysis provides compelling evidence supporting the first 

hypothesis, indicating that the usage of sound logos significantly contributes to positive 

brand perception and establishes an emotional bond with consumers. However, the second 

hypothesis, which proposed that the interplay between sound and visual logos moderates the 
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effect on brand perception, did not yield statistically significant results. Nonetheless, the 

third hypothesis was strongly supported, emphasizing the pivotal mediating role of brand 

familiarity in shaping consumers' brand perception. High levels of brand familiarity were 

particularly important for confirming the first hypothesis. 

Summary of hypotheses results 
 Hypothesis Result Comments 
H1 The usage of sound logos drives 

companies’ brand identity and creates 
an emotional bond able to convey a 
positive consumer’s brand perception.  

confirmed The analyses on brand perception for the 
different logo conditions demonstrates that 
sound logos always conveys positive 
perception when familiarity is high, and 
sometimes also for lower familiarity levels. 

H2 The interplay between sound logo and 
visual logo moderates the effect of 
sound logo on consumers’ brand 
perception.  

not 
confirmed 

Lack in statistical significance among logo 
conditions makes not possible to confirm the 
moderator effect of multimodality on brand 
perception. 

H3 Brand familiarity mediates the main 
effect on consumer brand perception. 

confirmed All the analysis on brand familiarity lead to a 
99.9% of significance of its effect on brand 
perception, also assuming a fundamental 
pivotal mediating role on logo condition. 

Our findings offer valuable insights for both academic researchers and marketing 

practitioners. They highlight the significance of sound logos as a powerful and strategic tool 

in brand communication, capable of driving positive consumer perception. By leveraging 

the emotive capabilities of music (Arning & Gordon, 2006), sound logos can establish brand 

identity (Jackson, 2003) and create a unique brand experience. This underscores the need for 

marketers to recognize sound as an essential component in their branding strategies. 

Furthermore, our study contributes to the understanding of multimodality in branding 

by investigating the interplay between sound and visual logos. While we did not find support 

for the moderating effect of logo interaction, our results encourage further exploration of 

theoretical models that encompass the intricate dynamics between different sensory cues in 

the branding context. This aligns with prior research on multimodality (Grewal et al., 2022; 

Vroomen and De Gelder, 2000) and emphasizes the need to continue studying the 

relationship between sound and visual elements in brand communication. Additionally, our 

research highlights the mediating role of brand familiarity in shaping the relationship 

between logo types and brand perception (Morgan et al., 2021). Building brand familiarity 

lays a strong foundation for positive brand perception, fosters brand trust, and cultivates 

long-term customer loyalty, ultimately bolstering brand equity.  
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From a managerial perspective, our findings underscore the importance of integrating 

sound logos into branding strategies. Marketers should carefully align sound logos with 

brand identity and purposefully evoke desired consumer responses, as advocated in previous 

research on sound logo design (Mas, 2019; Kim, 2020). 

While our study provides valuable insights into the impact of sound logos, 

multimodality, and brand familiarity on consumers' brand perception, it is essential to 

acknowledge its limitations. Firstly, our reliance on existing brands may introduce biases 

and preconceived notions associated with participants' prior knowledge and experiences. 

Future research could mitigate these influences by employing fictional brands, ensuring a 

more neutral starting point. Additionally, incorporating additional measures to verify 

participants' actual level of brand familiarity would enhance the reliability of our findings. 

Further exploration is warranted to examine the coherence between sound and visual 

elements in multimodal logos. Investigating the congruence between these components 

would deepen our understanding of their influence on brand perception. Moreover, the role 

of synesthesia in the processing and integration of sound and visual logos represents a 

promising area for future investigation, as it offers a unique perspective on the interplay of 

sensory cues in branding. Future research could also explore how different logo 

characteristics influence brand perception through ease of processing and understanding. 

The impact of sound and visual stimuli's multimodality on perceptual and conceptual fluency 

is another avenue worth exploring (Morgan et al., 2021). Additionally, conducting studies 

in controlled environments, such as in-person experiments, would address limitations 

associated with online surveys, affording researchers more control over potential 

confounding factors and environmental influences. 

In conclusion, our research draws attention to the field of audio branding and 

highlights the significant role of sound logos in influencing consumers' brand perception. 

We have contributed to the understanding of sonic identities in branding strategies, the 

interplay between sound and visual elements, and the mediating role of brand familiarity. 

Embracing sound branding can empower brands to enhance their brand identity, strengthen 

connections with consumers, and drive success in the marketplace. 
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