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Music is a powerful stimuli known to 
influence emotional responses. 
Electrodermal, sweat gland, activity 
(EDA) is an indicator of arousal and is 
measured in research to quantify the 
emotional responsiveness of 
participants. Previous research 
suggests an increase in EDA in 
response to music (Krumhansl, 1997).

Advertising companies utilize music to 
enhance the emotional responses to 
ads and therefore increase the 
effectiveness of their advertisements. 
This study aims to connect the 
commercial effectiveness to the 
presence of music in advertisements.

Experiment 1:  We presented high and 
low arousal images and sounds to 20 
participants in a within-group repeated 
measures design.

Experiment II: We presented 20 different 
advertisements (ineffective and effective, 
with and without music) to 33 
participants in a between groups design.

Participant’s EDA was measured. We used 
both the traditional Trough-to-Peak 
analysis (TTP) and Continuous 
Decompositional Analysis (CDA) in linear 
mixed-effect models

•  Validate the measurement device 
using standardized emotional 
sounds and images from IAPS/
IADS (Lang, et al., 2008 )and 
musical stimuli from Mas-Herrero, 
et al. (2014)

• Compare emotional arousal 
responses to commercially effective 
and ineffective ads

•  Predict music as a driving factor of 
the emotional arousal in response 
to advertisements

•  Emotional arousal can predict 
advertisement effectiveness

•  Music is emotionally arousing and can 
be used to connect more with 
consumers

2) EDA was higher in response to 
musical stimuli when compared to non-
musical sound stimuli. 

3) Effective ads correlated with a higher 
EDA than ineffective ads.

4) Ads with music resulted in higher EDA 
than muted ads (originally with music).  Figure 1. Experimental set up of the EDA 

measurement device. 

1) High arousal images and sounds 
resulted in a significantly greater EDA 
than low arousal images and sounds. 

Figure 2. Barplot reflecting the CDA EDA of 
Images and Sounds 

(1: high arousal; 2: low arousal) 

Figure 4. Results from Experiment 2 linear mixed-effect models resulting in significant differences 
between effective and ineffective ads; and music and muted ads. *p<0.01 

Figure 3. Plotting the differences in EDA 
between musical stimuli.

The first results indicate the accuracy of 
the EDA measurement device used. It is 
also important to note that some songs 
are more arousing than others. 

Secondly, effective advertisements were 
shown to be more emotionally arousing 
than ineffective advertisements. The 
music in these advertisements resulted in 
more emotional arousal than the non-
musical ads. 

Emotional arousal is shown as a predictor 
of commercial effectiveness and that 
music can be a significant factor in 
predicting emotional arousal. 
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