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Subjectivity
everyone is 
their own 

“music 
expert”

Lack of 
tangible 
evidence

linking music 
to business 

results

Choice
endless 

potential 
music tracks





150 Campaigns

7,500 Consumers

Music-focused 
methodology



Customise
your music 

Be Original & 
Surprising

Be 
Memorable
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Fit compounds over 
time, leading to long-
term benefits.
Previous research by Binet and Field suggests 
that music can influence price sensitivity most 
if used consistently over time.



Customise 
your Music

Be Original & 
Surprising

3. Be 
Memorable
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Customise 
your Music
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Surprising

Be 
Memorable



Develop a 
music 
strategy

Brief music 
early

Consider 
music testing
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