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ABSTRACT

 In this article we will examine the relationship of nostalgia and music, and suggest how that interaction can be used to improve advertising effectiveness. We have shown that advertising works more effectively when music is chosen with the viewers’ (coming of) age kept closely in mind. The fact that people report more autobiographical memories when exposed to music from the years of their youth opens the doors for a fresh view on the use of music in advertising. Matching the age of the music with the ages of the viewer enhances the respondents’ attention, cognitive awareness, induces more (less) positive (negative) emotions, leads to higher ad evaluations, and finally leads to more favorable purchase intentions of viewers. The results of the study are consistent with our expectations. 
1. INTRODUCTION
In the marketing literature, commercials, and TV commercials in particular have been a vastly popular area of formal research. For the last decades, researchers in marketing, advertising, or even applied psychology have repeatedly tried to gain a deeper understanding in the effects TV commercials have on the mind of consumers.
However, despite this extensive base of research, and the decades of practical experiences from the businesses themselves, companies are struggling even harder to reach the attention of the viewer behind the TV screens. Thus, after all these years of research, the only clear conclusion that can be drawn is the present understanding we have of the exact effect of commercials on the behavior of consumers is superficial at best. (Petty and Cacioppo,1983)
One vital ingredient of commercials that has received particularly little attention is the music used in commercials. Most often, music is seen as a means to influence the viewers’ mood while watching a commercial. Along this reasoning, the assumption is often made that particular musical styles generally induce a specific mood among consumers. (Bruner, 1990) Sadly, only few researchers have examined how music can have different effects on different sets of people. In the recent study, we will make such distinctions and grant marketers with effective tools necessary to select the music used in TV commercials, to meet the specific requirements of their target markets.

From anecdotal evidence and from the academic work of Holbrook and others, it has come to mind that people have a strong preference for music that was popular during the years when they were teenagers. (Holbrook and Schindler, 1989) Furthermore, studies in other fields have revealed that people, regardless of age group indentify political events that happened during their youth as most influential in recent history. (Schuman and Scott, 1989) Moreover, from studies in developmental psychology it was discovered that people recall substantially more events from the period between their 10th and 30st year, than from any other period in life, the so called reminiscence bump. (Fitzgerald, 1988)
These findings seem to suggest that this early period in one’s live has a disproportionally large influence on the development throughout the entire lifespan. Therefore, music that is frequently played during this period has a higher possibility to get associated to the influential events that took places in one’s youth. If this really happens, one might expect that people do not simply like the music of this period better than they appreciate music from more distant periods as Holbrook suggested, but attach more personal meaning or relevance to these songs as well. 
In advertising practice, the personal meaning these songs have should then be leveraged from the song to the brand. If the presence of a typical song can enhance the personal relevance of a commercial to the targeted audience, commercial effectiveness can be relatively easily, but effectively improved. (check for associative networks reference)
In the present study, we will test this theory by manipulating the musical input for a small number of commercials in a consumer experiment. It is our expectation that music popular in one’s youth will have a stronger positive impact on commercial effectiveness compared to songs popular during earlier, or later stages of one’s life. 

Essentially, music is only one component of the total creative input in a commercial. One could argue that matching the entire display of a commercial to the specific themes of the targeted period might be a more effective way to leverage these secondary associations. However, music is a component that can be easily manipulated, while leaving everything else unchanged, and is therefore an appropriate means of testing our hypothesis. 
Furthermore, this study should function as means to justify and accelerate future streams of research into the area of nostalgic advertising approaches. And future research is strictly needed, since up to date, no clear understanding has been developed about the functioning of nostalgic cues in advertising, or even product design. 
2. LITERATURE OVERVIEW 
Among the first studies to assess the importance of music in advertising was the pioneering work of Gorn (1992). His study was based on a simple but effective experiment with a pen. For the experiment, the subjects were divided into 2 groups; one group who watched an advertisement of a blue pen, while the other group watched an advertisement for the same pen, but in beige. In both groups, half of the subjects were exposed to the advertising supported by a song that was previously rated as very likable. The other half saw the same advertisement with musical support from a song that was rated as not very likable. After evaluating the advertisement, the subject could either receive a blue or beige pen, as reward for their cooperation. 

Interestingly enough, the subjects were substantially more likely to pick a pen of the advertised color if the advertisement was supported by the likable song, as opposed to musical support from a non-likable song (Gorn, 1982).  Thus, the data showed that the respondents’ preferences for the color of the pen were subconsciously, but effectively influenced by the background music during the advertisement exposure. 

In line with his work, numerous authors have examined the effects of music on advertising effectiveness and purchase intention. This line of follow-up studies has gained mixed insights regarding the usefulness of music in advertising (Bierley and others., 1985) (Allen and Madden, 1985) (Kellaris, and Cox, 1993) (Bruner, 1990). 
The first mentioned study concludes that the presence of pleasant music does indeed have a positive effect on the stimuli it is associated with. In the second and third study, these conclusions are strongly rejected. The general claim is that behavior cannot be effectively affected after one single advertising display, as in the classical conditioning approach of Gorn (1982) Note that none of the above mentioned studies actually integrates the music in the commercial display itself like we will in the present study. Instead, music is played as the respondents are exposed to a slideshow of the advertised product. Furthermore, the only distinction in the music that was made was between likable and non-likable music. 
Park and young (1986) presented a more balanced, although slightly vague picture. From their study, it appears that music in commercials has a different effect in high and low involvement conditions. Although the artificially created distinction in high and low involvement can be questioned, it seemed researchers understood the complicated nature of music, and went beyond the utterly simplistic assumptions posed in the former studies. 

Furthermore, they also found that music indeed can play a positive role in advertising.
In addition, authors like Alpert and Alpert (1990) (Alpert et all., 2005) have mainly focused their attention mainly into the structural aspects of music such as tone, melody, harmony, speed, pitch and timbre. In their final contribution, they concluded that advertising effectiveness can be enhanced when the induced mood of the song matches the imaged meaning of the advertised product. 
Most other studies in this area follow a similar path; they essentially examine the effect structural components of songs have on mood or emotional response, and ultimately on brand preferences or purchase behavior. For an overview of such studies the paper of Bruner (1990) can be examined. 

The effect of mood on advertising effectiveness has gained considerable attentions since Edell and Burke’s (19..) wrote their paper on the influences of mood on advertising effectiveness. From their research, they concluded that mood, or affective reactions had stronger predictive power on purchasing attention than cognitive evaluations do. Therefore, the authors claimed it was justified to use stronger affective cues in advertising. Furthermore, they posited that mood does not directly influence purchasing decisions, but rather indirectly through ad evaluations. Thus, advertisements that induce more positive moods are believed to positively affect the viewer’s attitude towards the ad, which in turn has a positive effect on the subject’s purchase decisions. 
However, the importance of differences between individuals or groups of individuals has been largely overlooked in the majority of such studies. In most studies, the focus has been utterly on the impact of the musical structure itself, rather than on the characteristics of the respondents, and the interaction between those two. In those studies, samples have primarily been assumed to be homogeneous, and authors have been mainly trying to answer questions such as; how do different songs or different song-characteristics affect similar people differently? Although in a few studies, distinctions such as high vs. low involvement, or affective vs. cognitive reasoning (McInnis and Park, 1991) have been made. Subject specific characteristics such as age or sex have largely been ignored. 
3.  CONCEPTUAL FRAMEWORK: THE INTERACTION BETWEEN MUSIC AND AGE

One exception in terms of exploring the individual-specific differences interacting with the effects of music is the work of McInnis and Park (1991). These authors have studied the effect of peoples’ familiarity with the music (referred to as indexicality), and the fit of music with the commercial on brand attitude formation (McInnis and Park, 1991). They did find that people’s familiarity with music, as well as the perceived fit between the song and advertisement play a fundamental role in the ad evaluation process. 
Although these conclusions are still somewhat vague, they do justify the effort to explore the effects of music on different sets of people in more detail. Rather than focusing most attention on the impact of the musical structure itself, the interaction with music and the characteristics of the individual respondents could be emphasized more strongly. 
One interesting view on the effect music has on different sets of people is the critical period theory, as advocated by Holbrook and Schindler (1989). These authors suggest that preferences for music are strongly influenced by a person’s age. 

Although age or exposure may not explain aesthetical preferences such as musical tastes in isolation, the interaction between both possibly can. Cultural, economic, political factors as well as musical styles change significantly over time, causing every generation to grow up in a very particular environment. Therefore, each generation will grow up in an environment that is only representative for that specific point in time, causing collective identities to form, over and over again (Schuman, Scott ) (Holbrook, Schindler, 1992).   
Preferences for esthetical products such as music are mainly being formed during late adolescence and early adulthood. After this decisive period in one’s life, musical preferences seem to remain rather stable. This phenomenon is appearing even though people are heavily exposed to music through their lives at a reasonably steady rate. People listen to music over the car radio while driving, or while enjoying a drink on a terrace with friends, when going out, watching movies, during intimate moments, and while watching television commercials. Thus, mere exposure cannot sufficiently explain the observed behavior. (Holbrook and Schindler, 1989, 1993).
There are at least two additional explanations for the fact that music is heavily influenced by the period one grew up in, namely biological and psychological factors. A prominent biological theory useful in our context is that of the life cycle theory. According to this influential theory in developmental neuropsychology, musical preferences might be formed during critical periods of maximum sensitivity, analogue to the biological phenomenon of imprinting. According this theory of critical periods, social development is influenced by extrinsic and intrinsic factors. The intrinsic component consists of the neurobiological changes that underlie the sensitivity to stimuli. These hormonal changes are often bound to specific timeframes within the development of a person. The extrinsic components consist of the critical stimuli or events that can influence an organism’s development (Spreen and others, 1995) 

In the case of musical preference formation, maturational changes in the hormonal system form the basis of the intrinsic factors explaining peak preferences in musical tastes around a specific age. The music people are exposed to during that period logically represent the extrinsic factors in the process. (Bornstein, 1989) (Spreen and others, 1995)

This reasoning has great similarities with the lifecycle theory in maturational psychology. The most striking component of this theory is the so-called reminiscence bump. It covers the period from one’s 10th till 30th year, of which subjects report substantially more events than from any other period in live. This phenomenon has been tested in a wide variety of subjects, showing that people recall the largest amount of memories for this specific period in the life cycle. (Fitzgerald, 1988) 

On the other side, we have psychological explanations which could describe the same phenomena, possibly in conjunction with the above mentioned processes. First, popular songs from this period in life have the advantage of primacy; events that happen first generally have more impact than succeeding events. (Schuman, Scott, 1989) Second, people may associate songs with important personal memories of events that happened throughout their lives. This phenomenon, referred to as nostalgic bonding, is most likely to happen when the subject is maximally exposed to the musical stimuli, thus, when the song is most popular. As the period of late adolescence and early adulthood is commonly viewed as the most influential in life, the nostalgic associations connected to the songs popular during late adolescence and early adulthood might also be the strongest. In addition, it has been noticed that people consistently relate to positive rather than negative event from the past. This could also explain why people are more positive about the music for which these have these nostalgic memories, the music from their youth. (Holbrook and Schindler, 1993, 2003)

Based on the reviewed literature, we expect that music indeed will have a significant effect on commercial effectiveness. Especially, we expect that musical support from a song of the viewers’ youth will have a positive influence on the attitude towards the ad, and subsequently, purchase intentions. We will examine these effects in more detail in the remainder of the study
4. METHODOLOGY
4.1. Pretest
To test these hypotheses, we have constructed a research design that is split into two parts. The first part, in which we will test the music, will function as a pretest for the second phase, in which our main predictions will be tested. 
In the first part, we will test the songs we are going to use in the commercial experiment. Since we expect the presence of certain songs to enhance the effectiveness of a commercial, we first need to test if people really prefer the songs of their period among the songs we have selected. To serve this purpose, we selected a total of 12 songs, from 6 different time periods (2 per period). Corresponding to these periods, we divided the sample into 6 sub-samples each representing a cohort. We noted that these periods and cohorts are matched, so that the time interval for the six periods logically corresponded to the critical period of cohorts. Thus, the songs of the oldest period were highly popular during the teenage years of the oldest cohort, and so on. Each cohort counted roughly hundred respondents. The cohorts were bound to ten year intervals. The oldest cohort contained the people born between 1936 and 1945, whereas the youngest contained respondents born between 1986 and 1995. These boundaries closely matched the cohorts previously defined in the literature (Ryder, 1965) (Rentz and Reynold, 1983)
The selection of the 12 songs was based on a strict selection procedure to ensure the consistency of the data. Most importantly, the selected songs were popular songs in the respective periods; only songs which topped the annual top-100 charts of the median 2 years of each period were selected. Furthermore, songs were linked to entities other than the song itself (movies, commercials, TV shows) were deleted. Previous Researcher found that critical periods for music and movies differ, so if we would have included soundtracks, it would have been difficult to guarantee that the respondents indeed relate to the music itself, and not to the other entity the music is linked to. Remakes of popular older songs were deleted for the same reason. Finally, only music was select that had vocals in English. Instrumental songs or songs sang in a language different than English were deleted. 
A final selection was then made by two expert judges who had both extensive knowledge in music and commercials. One of the judges is a creative director at Ogilvy Netherlands and singer song writer who had very recently produced a commercial himself. 
The other judge worked at the largest television network in the Netherlands, where he was responsible for promotional videos.
These two judges were instructed to select 2 songs from the remaining 5-6 songs of every period. The selection was made based on the ability of the songs to successfully function as a commercial back-up, and on the representativeness of the songs for the period they represent. 
The songs were then tested in an online questionnaire, to assure the relevance of the songs. In order to justify the main study, respondents had to report the most favorable attitude towards the songs for their youth, but also report the strongest positive emotions, the most personal associations, and also memorize the songs from their teenage years best. 
4.2. Main study

The second phase of the study, the actual experiment, was designed to test if the predicted effects hold when songs are pasted over commercials, and most importantly, to examine whether they can actually enhance commercial effectiveness. To serve this purpose, 3 commercials were picked to be manipulated by the 12 songs we tested in the pre-test, and tested over the different cohorts. 
Sample
For the main experiment (and in the pre-test), we collaborated with Metrixlab, a fast growing online market research agency (Metrixlab). The respondents were also pooled from the Metrixlab consumer panel. In the pre-test, each respondent evaluated six songs, one song for every period. In this final experiment each respondent rated only the three manipulated commercials. Therefore, in order to maintain equal explanatory power twice as many respondents were needed as in the pretest, a total of 200 respondents per cohort, or 1200 in the entire sample.

Stimuli
In the main experiment, the viewers were exposed to a total of six commercials. All six of these appeared in the commercial block at the beginning of the questionnaire, in random order. 

Three out of six commercials were specifically selected to be manipulated with the songs we tested in the previous study. For this purpose, the original music in the commercials was replaced by the songs tested in the pretest. The selection procedure and criteria for the commercials are described below. The other 3 commercials simply functioned to fill the commercial block, and to distract attention from the 3 manipulated commercials. 

For the experiment, we decided the commercials should be supported by music from begin till the end, so we would ensure they are maximally exposure to both the song and the commercial. Furthermore, it was essential for us to change as little to the original content of the commercial as possible, so it would look as realistic as possible. As a result, we needed to make sure the auditory influence of the songs did not interfere with any other aural influences like vocal messages, or visual effects of the commercial itself. Therefore it was crucial the manipulated commercials would originally be supported by background music from the beginning till end. In addition, the original commercial should have no or very little vocal messages, since these would inevitably interfere with the aural influence of the songs. 

Second, showing a familiar commercial with a substantial manipulation, like changing background music, could evoke an unnecessary sense of suspicion among the viewers. Therefore, we needed to make sure the viewers had no previous experience with the three commercials.  Conversely, products and brands completely new to the viewers could severely attract attention from the content of the commercial itself. Moreover, it would be much harder for consumers to indicate and express their purchase intentions for new products due to the additional uncertainty about these new products. Consequently, it was also desirable that the advertised and branded products were themselves familiar amongst the Dutch consumers. For these aforementioned reasons, only commercials of familiar products that had not been broadcasted in the Netherlands before were selected.  

Furthermore, since we are aiming at altering commercial effectiveness through emotional affect among viewers, we have selected only commercials that mainly rely on emotional or affective contents rather than cognitive or persuasive approaches.

Most products, brands, and even commercials are targeted and tailored to a specific target market. Therefore, commercials for such products do not necessarily have the same meaning to consumers of all ages. The obvious issue for our research is that we have to make sure we are testing effects that are caused by the background music and not by cross cohort differences in preferences for commercials. Therefore, it was of major importance that the commercials we selected were equally well received across all age groups. In this respect, two steps are crucial, selection and testing. We have solely selected commercials of product categories that are not specifically linked to age. Financial services, washing liquids and TV screens are perceived as relatively equally appealing across one’s lifetime. Furthermore, we have closely minded that the appeal and execution of the commercials were not targeted to any specific age group. 

To make sure the selected commercials were indeed identically well evaluated by all six different age groups, we have tested them simultaneously in a pre-test. This test confirmed two commercials did not yield significant evaluations across the different cohorts. One of these was a Persil commercial, which showed happy kids playing around and getting dirty. This commercial was originally broadcasted in the UK. The second commercial, a clip for ING showed very lightly all the things a person can you for zero Euros, the same amount a banc account for this bank is supposed to cost. This commercial was originally broadcasted in Belgium
Procedure
The questionnaire was distributed to the respondents online. The questionnaire itself was divided into 3 major parts. It started with a short introduction and several basic demographic questions. Subsequently all 6 commercials were shown in a sequence or block, after which the respondents had to answer several questions regarding their memory for the commercials. While watching the commercials, the respondents had an option to skip from one commercial to the next at any time they liked. After this first phase, the three manipulated commercials were shown individually from beginning till end. After each commercial was shown, specific questions were asked about each commercial. These questions were essentially posed to examine the attitude of the respondents towards the commercials and the music used in these commercials. In the remainder of the questionnaire, we took several measurements of the respondents’ nostalgic attitudes, which could function as a control variable in our analysis. 
Measures
The questionnaire started with a demographical section where we asked for the respondents’ age, gender, education level, occupation, and household situation. 

As a direct result of the respondents’ possibility to skip between commercials, we could measure how long the subjects watched each commercial, and asses how many people watched the commercials entirely. 

After the commercials were played individually, we acquired a wide variety of measures to investigate the effectiveness of the commercial. First, liking of the commercial and song, and emotional responses to the commercial were measured. Subsequently, a number of questions were asked regarding the respondent’s attitude towards the commercial and the advertised brand. The respondent’s perception of fit between the song and commercial were also reported, as well as the extent to which the respondent had personal associations to the song. Lastly purchase intensions were evaluated. Finally, we used the nostalgia scales as formulated by Holbrook to roughly grasp the nostalgic proneness of the respondents (Holbrook, 1994)

Check older stuff!! 
5. RESULTS
5.1. Pretest
 In order to justify starting the second phase of this study, we had to prove that people indeed report more personal associations, have stronger positive emotions, better memory, and a more favorable attitude to songs popular in their youth compared to songs of other period. The larger the distance between the release date of the song and the critical period of the individual, the larger the difference in outcomes is supposed to be. As expected, we found the strongest evidence for the effect on the personal associations that respondents report to the songs. The general ANOVA analysis reported significant relationships amongst all cohorts (P<0,001). Furthermore, post-hoc analysis uncovered that the differences across cohorts were all significant and in expected directions, with little exceptions. The relationships shown in figure one. 
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Figure 1: Mean song associations across cohorts

The top-leftmost plot in Figure 1 shows the mean personal associations with the songs of the oldest period.
. The level of associations is reported along the Y-axis, the results for the different periods are spread over the X-axis, from old to new. Quite clearly, the oldest respondents report most associations to the music of the oldest period. The top-middle plot represents the mean personal associations with the song from the second oldest period. Again, people from that period clearly report most personal associations with those particular songs. The same can be said for the remaining four periods, which are represented by the remaining four plots. 

Furthermore, we found that the older cohorts consistently reported more associations than the younger cohorts. ANOVA analysis validated the significance of these differences. In the post-hoc analysis, the results of each of the oldest three cohorts differed significantly from the results of the three youngest cohorts. (P<0,001)
Analyses of the respondents’ recognition or effective memory of the songs provided us with similar results. The general ANOVA analysis reported significant relationships amongst all cohorts (P<0,001). Furthermore, post-hoc analysis revealed that the differences across the cohorts were again highly significant in most cases, except for the differences between the middle two cohorts and song periods, which were not significantly different. (P<0,001)
The direction of the differences was as we expected, and the relationships were similar to the ones shown in Figure 1.
The results for the liking of the songs showed a similar pattern, although not as strong as in the two previous instances. Results for two oldest and two youngest cohorts were strongly significant at the (P<0,01) level. For the two middle cohorts, we found no significant results.

Furthermore, not all differences proved to be statistically significant in the post-hoc analysis. Two detailed tables which comprehensively show the relationships of age on song liking, both across cohorts, and across song-period are included in the appendix. 
To measure the emotional state of the respondents, we had selected nine items from the Edell and Burke paper (1987). These items meant to represent three emotional spectrums, positive emotions, warm emotions, and negative emotions. A factor analyses showed the validity of this distinction. In all cohorts except for one, we found three eigen values larger than one. With the number of factors in this cohort fixed to three, factor loadings in all cohorts report strongly on their particular factor, and the total explained variance fluctuated consistently around 0.8. The factor loadings, together with the total explained variance are shown in the appendix. After factor analyses, the nice items were summarized into three factors. 
These three factors were again significantly influenced by the interaction of cohort and song period, although not as strongly as the previous constructs. For the positive emotions, the variation in the data was significantly different from zero for the two oldest and youngest cohorts at the P<0,001) level.
For the nostalgic emotions, the variance in the results for the four oldest cohorts differed significantly from zero at the (P<0,001; P<0,05 for the fourth cohort). For the youngest two cohorts, we could not find any significant results. 

For the negative emotions, only significant relationships were found in the two oldest, and the very youngest cohort. The lack of significance here can mainly be explained by the low level of negative emotions reported overall. Generally, the respondents reported 50% till 100% stronger positive emotions than negative emotions. In the post-hoc tests, only differences between the extremes, (oldest and youngest cohorts) were significant for both positive emotions. For the negative emotions even fewer differences across cohorts proved to be significant. 

5.2. Main study
For the main study, we conduct analyses per commercial. For the sake of comprehension, we will only show the results for the ING commercial in this section. The analysis for the Persil commercial yielded similar results, and therefore does not lead to any additional insights. 

 Again, ANOVAs were used to examine the significance of the relationships. Moreover, we had combined the information of the 6 different cohorts in one single measure. Therefore, the cohort was not long the independent factor. Instead, the created a six point scale, where zero represented a match and 5 the largest possible difference between the period of the song and the cohort of the respondent. The dependent variables in the directions we expected, although the significance was somewhat smaller.
First, the ANOVA analysis of the effect of time on preferences, for both the song and the commercial, yielded strong results. Timing had a significant positive impact both variables. (P<0,025). A more detailed view is provided in the appendix. The post-hoc analysis only recovered significant differences for the liking of the songs, not for the liking of the commercials. The relationships are shown in figure 2. 
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Figure 2: Commercial and song liking across the six distance groups

For the effect of timing on the respondents’ emotions, we found similar results. The effect on positive and nostalgic emotions were significantly different from zero at the (P<0,005) level. The effect on negative emotions was significant on the (P<0,05) level.  The post-hoc analysis reported significant differences between the match group, and the three groups to the right. No significant differences were found for the negative emotions. The relationships are shown in figure 3. 
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Figure 3: Positive, nostalgic, and negative emotions across the six distance groups

The analysis of the memory related measure leads to mixed results. As in the first study, the timing of music has a strong effect on personal associations people report to songs. The ANOVA analysis is significant at the P<0,001 level, and the differenec between most data point are proven to be significant on the post-hoc analysis. However, we could not find any signicicant influence on the efective memory of the respondents. Both the general ANOVA analyses as the post-hoc test did not prodive us with significant results. The relationships are shown in the graphs op top of the next page. 
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Figure 4: Memory and positive associations across the six distance groups

In an effort to reduces the number of variables necessary to measure the respondents’ attitude towards the ad, we performed a factor analysis over the ten items we installed to measure the attitude towards the ad. For both commercials, we found 2 Eigen values higher than one. These findings resulted in a distinction of two factors. After reviewing the items that scored high on the same factors, we concluded that the first factor represented the affective evaluations of the advertisement, whereas the second factor represented the cognitive evaluations of the advert. All factor loadings were above the critical point of 0.4. 

In the ANOVA analysis, timing of the songs proved to have a significant influence on both factors P<0.015. The post-hoc analysis only showed sporadic significance of the differences between the data points. The graphical representations are shown below. 
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Finally we tested the relationship between advertising evaluations and purchase intentions. A regression strongly confirmed this relationship. (R=0.546) furthermore, the effect of affective evaluations on purchase intentions was at in expected direction (B=0.319), and highly significant (P<0.001). The effect of cognitive evaluations was as the expected direction and highly significant as well (B=0.374; P<0.001). As expected, we did not find a direct significant impact of the timing of songs on purchase intentions (B=0.24; P=0.285) 


6. CONCLUSIONS
6.1 Discussion of main findings
After a close inspection of the data, we can conclude that the data stood up well against our expectations, which gives us confidence to share the following insights. Firstly, musical preferences are indeed strongly influenced by the age of the respondent. Songs that were popular during the teenage years of the respondent are generally preferred over songs from other periods. However, not merely the affective processes are affected, but rather the cognitive processes such as recognition and personal memories to the songs. This opposes the main believe in marketing that music particularly provokes affective responses from people as opposed to cognitive reactions. Consequently, the present understanding of the effect music has on TV commercials might be far too simplistic and therefore not as appropriate as is desirable. The notion that music merely induces positive feelings therefore seriously undermines the role music can and should play in commercials. Rather, it is most likely that music has the power to influence the perceived meaning of a commercial, and therefore enhance the personal relevance of the commercial to the viewer. However, these notions need to be further studied to be utterly understood.
Moreover, we have proven that music can indeed have a significant effect on advertising effectiveness. People generally experience stronger positive emotions, have a more positive attitude towards the advertisement, and finally are more inclined to buy the advertised product when the age of the music is matched with the age of the viewer. This finding contradicts previous findings that music does not have an instantaneous effect on advertising effectiveness. The most obvious explanation for this observation is that not enough attention to individual differences across respondents has been paid in those studies. As a result, this lack of detail might have distorted the findings of those studies. Another possible explanation as already mentioned is that music may affect cognitive processes while previous research mainly focused on affective influences. 
Another interesting finding is that the oldest cohorts have the largest share of personal memories compared to the younger cohorts. Thus, the older one gets, the more likely one is to recall memories that are personally relevant when they listen to a song of their youth. These findings contradict the general believe that memory diminishes as people pass their middle ages. The reason we find this phenomena is not particularly clear up this point, although we will propose a number of possible explanations. First, as previously noticed, times change but people largely remain the same. This fact creates an imbalance between the expectations the aging populations has, and the actual reality. As a result, these populations have a hard time to connect to the daily reality, and feel as if they can no longer indentify themselves with their most recent environment. To counter this occurrence, people surround themselves with objects or persons that have great personal relevance for them so they can better relate to their surroundings. Naturally, the older one gets, the larger the gap between expectations and reality, and therefore the greater the need for such defense mechanisms, in this case the songs. Alternatively, it could also be assumed that the oldest generations are simply more nostalgic that the younger generations. Nevertheless, the outcomes of the other dependents variables do not support such a notion. 
6.2. Managerial implications 

For marketing practice, these findings have several useful implications. First, we provide management with a means to development more realistic market segments, and target these segments more effectively. Very practically, companies can tailor the music used in their commercials specifically for the targeted consumers. Moreover, marketing management should abandon the assumption that objects or songs have a definite meaning. We have clearly shown that one piece of music has a distinctively different effect on different sets of individuals. A person who grew up listening to the Beatles will react very differently to “Hey Jude” than someone in his early twenties will. Therefore, marketing managers cannot simply assume that Hey Jude is a song that evokes positive feelings in viewers, since it would deny the true meaning of the song for the older person. Instead, they should take an active role and examine how the creative inputs relate to their targeted audiences, and make choices according to the perspectives of their audiences and not their own interpretations. From our study, it has become clear that there is enough room for improvement in the selection of music for commercials in practice. Our manipulated commercials, for which the musical support had not been selected to fit the commercial, actually outperformed the original commercial

Furthermore, the matched music has relatively more meaning for the two oldest cohorts than for their younger equivalents. Therefore is might be justified to pay extra attention to these two age groups in the design of marketing plans, especially since these groups represent an ever increasing share of the total consumers. For record companies, this practically means that it is economically justified to market hit-collections and republications of older records with more menace. Especially now these market segments increase constantly, both in relative and absolute numbers.

7. FUTURE RESEARCH DIRECTIONS AND LIMITATIONS 
7.1. Future research directions 

This study has shown that the timing and circumstances one is exposed to a particular object, in this case a song, has a considerable influence on the way a person interprets the object. This fact can at least partially explain why researchers have had such a hard time finding significant results of music on commercials as they simply failed to take into account the fact that much depends on perception. Simple distinctions as pleasant against non pleasant music do not facilitate a comprehensive understanding of the interaction between music and commercial effectiveness. And even though some songs are more likable or more cheerful than others, there is no such a thing as a likable or a happy song per se. Therefore, researchers should closely examine, and act upon the differences of individuals within the sample, to reveal which musical ingredients can really make the difference between an average and a great commercial
Most importantly, we hope this study will motivate researchers to take a greater effort to investigate the interactions of these concepts. Too often, authors aim to explain social developments with one single theory or movement in isolation of the others. We believe that researchers develop a broader view on reality when combining multiple concepts in a meaningful fashion. 
7.2. Limitations
Our main conclusion is that commercial effectiveness can indeed be enhanced when the   background music is strategically chosen. As we have shown, people are more favorable towards commercials that are supported by music from their youth, compared to musical support from other periods, and subsequently indicate to be more inclined to purchase the advertised products. 

Moreover, this effect is partially explained by the fact that people indicate they have more personal associations to songs from these periods, and thus have more personal relevance to the viewer. Therefore, this study should be regarded as strong evidence for the argument that advertising producers as well as researchers should be more inclined to view commercials and its components through the consumer’s eye, and acknowledge that people might not all have the same perception Furthermore, the findings indicate that it might be worthwhile for companies to adjust their advertising displays with greater care to the characteristics of the various market segments.

As with every quantitative research, this study has some limitations. The sample was drawn from a population that was entirely Dutch, thus the statistical meaning from these data are strictly representative for the Netherlands. Although one might expect that viewers in other countries that are similarly exposed to music and advertisements would react in a similar fashion, more countries have to me examined to reach a more complete understanding of this matter. 

The same logic applies to the product categories that were chosen. Although we have selected the product categories that were advertised with great care, one could possibly find different results when different product categories were advertised.
Furthermore, a complex matter such as the spectrum of nostalgic emotions cannot possibly be entirely assessed by self administered tests as in the present study. Especially since TV-commercials are believed to be particularly effective in sub-conscious persuasion. People simply do not know to what extent they are more likely to buy a product after seeing a TV commercial. In most cases, they do not even know why always buy specific products. Therefore, future research should not solely focus on scales and self report measures as in the present study, but instead use modern techniques as neural imaging or pulse monitors to measures how people really are affected. Nevertheless, for the goal of this study, which was to prove that advertising effectiveness can be improved by solely altering the supporting song, such a test should be sufficient, especially when one takes the size and diversity of the present sample into consideration. Moreover, with the amount of respondents and the wide variety of measures of the present study, self-administered questionnaires are the only feasible way of generating credible outcomes. 
Finally, as a result of the cross-sectional nature of this study, it is rather hard to make distinctions between generational differences, or effects related to the different stages of the life cycle. For example, the strongly significant results for the oldest 2 cohorts might suggest that the oldest people in a society are most nostalgic, and therefore more sensitive to vintage/nostalgic marketing strategies. On the contrary, it could also be that these two specific cohorts, the 50s and 60s generations are more simply sensitive to such stimuli because of the specific nature of these two generations. In order to reach a better understanding of these phenomena is it highly needed that these studies are repeadalely connducted, so we can measure changes over time in addition to these cross sectional findings only. 
Despite these limitations, this is to our knowledge the most extensive empirical experiment related to consumer nostalgia. The use of the broad and large sample provided us with an extensive and rich dataset enabled us to draw conclusions that we believe are representative for a wide range of populations. We hope this study will help academia and practitioners to reach a richer understanding of the perceptions consumers have on commercials and music. Although additional study is needed to get a more complete understanding of the matter, we hope this study will function as steppingstone for a stream of literature that will further enhance our understanding of the matter at hand. 
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Figure A1: Song preferences across cohorts
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Figure A2: Song preferences within cohort
	Cohort 
	1
	2
	3
	4
	5
	6
	 

	Song 1 
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	74.67%
	77.24%
	79.72%
	79.25%
	76.94%
	74.96%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	0.931
	.932
	.952
	.977
	.967
	.995
	cheerful

	 
	0.985
	.960
	.894
	.897
	.969
	.902
	active 

	 
	0.712
	.651
	.937
	.937
	.967
	.884
	happy

	Nostalgic emotions
	0.443
	.831
	.742
	.647
	.486
	.975
	calm

	 
	0.996
	.666
	.782
	.845
	.937
	.631
	moved

	 
	/

	/
	/
	.453
	/
	/
	nostalgic

	Negative emotions
	0.577
	.705
	.715
	.701
	.804
	.550
	skeptical

	 
	0.970
	1.044
	.936
	.998
	.856
	.844
	annoyed

	 
	0.835
	.790
	.956
	.789
	.781
	.742
	angry 

	Song 2 
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	78.79%
	77.32%
	78.47%
	80.85%
	77.98%
	74.74%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.938
	.968
	1.028
	.985
	.958
	.993
	cheerful

	 
	.929
	.932
	.821
	.991
	.935
	.918
	active 

	 
	.883
	.886
	.866
	.890
	.875
	.929
	happy

	Nostalgic emotions
	.706
	.456
	.432
	.686
	.989
	.719
	calm

	 
	.738
	.603
	.881
	.655
	.689
	.587
	moved

	 
	.637
	.638
	.537
	.757
	.487
	.664
	nostalgic

	Negative emotions
	.663
	.649
	.731
	.697
	.759
	.631
	skeptical

	 
	1.009
	.889
	.926
	.964
	.897
	.652
	annoyed

	 
	.848
	1.006
	.876
	.806
	.605
	.782
	angry 

	Song 3
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	80.92%
	76.47%
	78.62%
	74.39%
	76.63%
	75.04%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.865
	.877
	.988
	.876
	.848
	.859
	cheerful

	 
	.972
	.945
	.912
	.926
	.959
	.949
	active 

	 
	.940
	.921
	.908
	.941
	.939
	.903
	happy

	Nostalgic emotions
	.736
	.550
	.614
	.453
	.606
	.948
	calm

	 
	.775
	.591
	.718
	.835
	.618
	.582
	moved

	 
	.534
	.556
	/
	.394

	/
	/
	nostalgic

	Negative emotions
	.743
	.504
	.677
	.573
	.691
	.769
	skeptical

	 
	.886
	.985
	.975
	.822
	.954
	.763
	annoyed

	 
	.940
	.987
	.952
	.988
	.899
	.833
	angry 

	Song 4
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	80.03%
	79.32%
	80.26%
	81.70%
	77.05%
	71.78%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.927
	.995
	.993
	.984
	.958
	.998
	cheerful

	 
	.951
	.909
	.896
	.891
	.923
	.861
	active 

	 
	.863
	.920
	.916
	.900
	.877
	.827
	happy

	Nostalgic emotions
	.601
	.626
	.366
	.601
	.461
	.312
	calm

	 
	.913
	.847
	1.026
	.887
	.474
	.838
	moved

	 
	.641
	.511
	.364
	.526
	.741
	.516
	nostalgic

	Negative emotions
	.700
	.737
	.866
	.804
	.757
	.570
	skeptical

	 
	.882
	.927
	.921
	.982
	1.054
	.987
	annoyed

	 
	.948
	.867
	.871
	.921
	.757
	.792
	angry 

	Song 5
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	78.64%
	82.00%
	85.50%
	80.05%
	77.01%
	77.93%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.980
	.798
	.910
	.885
	1.009
	1.012
	cheerful

	 
	.790
	1.049
	.972
	.924
	.821
	.851
	active 

	 
	.794
	.878
	.942
	.911
	.813
	.795
	happy

	Nostalgic emotions
	.457
	.801
	.699
	.486
	.700
	.637
	calm

	 
	.888
	.943
	.923
	1.036
	1.030
	.792
	moved

	 
	.630
	.567
	.776
	.580
	.768
	.560
	nostalgic

	Negative emotions
	.677
	.738
	.690
	.827
	.567
	.720
	skeptical

	 
	1.008
	.989
	1.002
	.907
	.806
	.816
	annoyed

	 
	.879
	.734
	.953
	.878
	.526
	.942
	angry 

	Song 6
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	80.91%
	82.21%
	83.92%
	80.01%
	83.41%
	80.33%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	 
	.961
	.910
	.974
	.957
	.833
	cheerful

	 
	 
	.959
	.934
	1.005
	.935
	.948
	active 

	 
	 
	.889
	.958
	.913
	.924
	.926
	happy

	Nostalgic emotions
	 
	.614
	.874
	.747
	.589
	.597
	calm

	 
	 
	.879
	.738
	.852
	.807
	.817
	moved

	 
	 
	.739
	.684
	.499
	.884
	.684
	nostalgic

	Negative emotions
	 
	.715
	.702
	.700
	.814
	.682
	skeptical

	 
	 
	1.050
	.809
	.661
	.888
	.977
	annoyed

	 
	 
	.769
	.997
	1.018
	.877
	.879
	angry 


Figure A3: Summarized factor loadings emotions items, pretest

	Cohort 
	1
	2
	3
	4
	5
	6
	 

	Song 1 
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	78.20%
	78.62%
	82.34%
	80.42%
	77.53%
	79.41%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.897
	.917
	.807
	.906
	.913
	.910
	cheerful

	 
	.961
	.918
	1.003
	1.002
	.886
	.907
	active 

	 
	.889
	.865
	.928
	.908
	.916
	.859
	happy

	Nostalgic emotions
	.273

	.418
	.739
	.618
	.522
	.545
	calm

	 
	1.007
	1.036
	.768
	.735
	.728
	.765
	moved

	 
	.363
	.457
	.794
	.791
	.814
	.793
	nostalgic

	Negative emotions
	.633
	.711
	.603
	.755
	.728
	.767
	skeptical

	 
	.993
	.862
	.928
	.845
	.951
	.857
	annoyed

	 
	.869
	.761
	.910
	.853
	.669
	.855
	angry 

	Song 2 
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	93.40%
	79.88%
	79.63%
	80.40%
	76.77%
	73.20%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.850
	.934
	.931
	.970
	.935
	1.000
	cheerful

	 
	.984
	.743
	.990
	.961
	.961
	.835
	active 

	 
	.901
	1.010
	.824
	.829
	.911
	.667
	happy

	Nostalgic emotions
	.573
	.538
	.681
	.618
	.349
	.407
	calm

	 
	.756
	1.029
	.793
	.708
	.931
	.653
	moved

	 
	.775
	.644
	.883
	.792
	.711
	.821
	nostalgic

	Negative emotions
	.838
	.744
	.629
	.676
	.557
	.634
	skeptical

	 
	.986
	.895
	1.006
	.940
	.719
	.884
	annoyed

	 
	.675
	.865
	.651
	.899
	.992
	.781
	angry 

	Song 3
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	78.57%
	79.76%
	77.61%
	76.73%
	79.22%
	75.25%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.922
	.916
	.809
	.898
	1.009
	.864
	cheerful

	 
	.944
	.906
	1.009
	.894
	.953
	.973
	active 

	 
	.872
	.853
	.893
	.930
	.824
	.829
	happy

	Nostalgic emotions
	.425
	.562
	.466
	.422
	.429
	.504
	calm

	 
	.939
	1.000
	.772
	.678
	1.033
	1.006
	moved

	 
	.628
	.597
	.783
	.819
	.755
	.488
	nostalgic

	Negative emotions
	.667
	.804
	.655
	.617
	.666
	.650
	skeptical

	 
	.923
	.786
	1.008
	.993
	.846
	.851
	annoyed

	 
	.753
	.869
	.805
	.777
	.754
	.809
	angry 

	Song 4
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	75.82%
	74.76%
	80.28%
	78.75%
	78.21%
	76.17%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	x
	.924
	.885
	.998
	.778
	.878
	cheerful

	 
	x
	.944
	.948
	.911
	.885
	.900
	active 

	 
	x
	.814
	.926
	.902
	.925
	.923
	happy

	Nostalgic emotions
	x
	.418
	.573
	.466
	.681
	.565
	calm

	 
	x
	.901
	.934
	1.057
	.764
	.864
	moved

	 
	x
	.602
	.820
	.665
	.803
	.775
	nostalgic

	Negative emotions
	x
	.489
	.545
	.649
	.748
	.686
	skeptical

	 
	x
	.984
	.953
	.701
	.927
	.737
	annoyed

	 
	x
	.801
	.845
	.829
	.726
	.769
	angry 

	Song 5
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	74.49%
	82.93%
	79.80%
	80.35%
	77.14%
	78.70%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.871
	.928
	.886
	1.023
	.844
	.889
	cheerful

	 
	.903
	.942
	.897
	.828
	.920
	.866
	active 

	 
	.791
	.851
	.977
	.827
	.827
	.912
	happy

	Nostalgic emotions
	.396
	.529
	.462
	.383
	.286
	.672
	calm

	 
	.836
	.797
	.727
	1.041
	.875
	.580
	moved

	 
	.621
	.890
	.902
	.656
	.847
	.776
	nostalgic

	Negative emotions
	.614
	.706
	.589
	.636
	.724
	.592
	skeptical

	 
	.996
	.956
	.872
	.971
	.971
	.612
	annoyed

	 
	.686
	.849
	.949
	.676
	.803
	1.007
	angry 

	Song 6
	 
	 
	 
	 
	 
	 
	 

	% of variance explained
	78.68%
	82.96%
	81.45%
	81.30%
	81.47%
	75.66%
	 

	Factors 
	 
	 
	 
	 
	 
	 
	item 

	Positive emotions 
	.902
	.744
	.886
	1.040
	x
	1.019
	cheerful

	 
	.998
	1.015
	.922
	.876
	x
	.876
	active 

	 
	.721
	.923
	.979
	.901
	x
	.829
	happy

	Nostalgic emotions
	.474
	.688
	.603
	.552
	x
	.500
	calm

	 
	.989
	.765
	.733
	.793
	x
	.680
	moved

	 
	.869
	.938
	1.008
	.852
	x
	.819
	nostalgic

	Negative emotions
	.539
	.789
	.751
	.692
	x
	.277
	skeptical

	 
	.860
	.843
	.953
	.845
	x
	1.030
	annoyed

	 
	.880
	.875
	.709
	.935
	x
	.777
	angry 


Figure A4: Summarized factor loadings emotions items, main study

	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	q5001
	Between Groups
	47.574
	5
	9.515
	2.570
	.025

	
	Within Groups
	4460.380
	1205
	3.702
	
	

	
	Total
	4507.954
	1210
	
	
	

	q5002
	Between Groups
	190.282
	5
	38.056
	9.489
	.000

	
	Within Groups
	4832.683
	1205
	4.011
	
	

	
	Total
	5022.964
	1210
	
	
	

	pos_ing
	Between Groups
	15.163
	5
	3.033
	3.642
	.003

	
	Within Groups
	1003.480
	1205
	.833
	
	

	
	Total
	1018.642
	1210
	
	
	

	nos_ing
	Between Groups
	15.525
	5
	3.105
	4.964
	.000

	
	Within Groups
	753.768
	1205
	.626
	
	

	
	Total
	769.293
	1210
	
	
	

	neg_ing
	Between Groups
	9.611
	5
	1.922
	2.284
	.044

	
	Within Groups
	1014.277
	1205
	.842
	
	

	
	Total
	1023.888
	1210
	
	
	

	recognition_ing
	Between Groups
	4.360
	5
	.872
	1.718
	.128

	
	Within Groups
	611.668
	1205
	.508
	
	

	
	Total
	616.028
	1210
	
	
	

	associations_total_ing
	Between Groups
	221.438
	5
	44.288
	24.383
	.000

	
	Within Groups
	2188.717
	1205
	1.816
	
	

	
	Total
	2410.155
	1210
	
	
	

	evaluations_affective_ing
	Between Groups
	19.345
	5
	3.869
	3.941
	.002

	
	Within Groups
	1182.958
	1205
	.982
	
	

	
	Total
	1202.304
	1210
	
	
	

	evaluations_cognitive_ing
	Between Groups
	10.538
	5
	2.108
	2.927
	.012

	
	Within Groups
	867.616
	1205
	.720
	
	

	
	Total
	878.154
	1210
	
	
	


Figure A5: ANOVAs ING commercial

	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	q6001
	Between Groups
	16.648
	5
	3.330
	1.130
	.343

	
	Within Groups
	3551.592
	1205
	2.947
	
	

	
	Total
	3568.239
	1210
	
	
	

	q6002
	Between Groups
	155.060
	5
	31.012
	7.453
	.000

	
	Within Groups
	5014.127
	1205
	4.161
	
	

	
	Total
	5169.187
	1210
	
	
	

	pos_persil
	Between Groups
	17.797
	5
	3.559
	4.227
	.001

	
	Within Groups
	1014.674
	1205
	.842
	
	

	
	Total
	1032.471
	1210
	
	
	

	nos_persil
	Between Groups
	9.416
	5
	1.883
	3.019
	.010

	
	Within Groups
	751.769
	1205
	.624
	
	

	
	Total
	761.185
	1210
	
	
	

	neg_persil
	Between Groups
	6.351
	5
	1.270
	1.650
	.144

	
	Within Groups
	927.653
	1205
	.770
	
	

	
	Total
	934.005
	1210
	
	
	

	recognition_persil
	Between Groups
	1.527
	5
	.305
	.558
	.732

	
	Within Groups
	659.256
	1205
	.547
	
	

	
	Total
	660.783
	1210
	
	
	

	associations_total_persil
	Between Groups
	203.435
	5
	40.687
	21.180
	.000

	
	Within Groups
	2314.831
	1205
	1.921
	
	

	
	Total
	2518.266
	1210
	
	
	

	evaluations_affective_persil
	Between Groups
	14.495
	5
	2.899
	3.232
	.007

	
	Within Groups
	1080.907
	1205
	.897
	
	

	
	Total
	1095.402
	1210
	
	
	

	evaluations_cognitive_persil
	Between Groups
	3.161
	5
	.632
	1.380
	.229

	
	Within Groups
	551.985
	1205
	.458
	
	

	
	Total
	555.146
	1210
	
	
	


Figure A6: ANOVAs Persil commercial

� Mean values are computed for both songs in each period.


� The third commercial was a Sony commercial for its Bravia TV, featuring a sequence that matched a classical song. The fact that this commercial was based on a song rendered it inappropriate for our purposes. Therefore, we discarded this commercial from the analyses.


� The graph to the left entails the information of the liking of the commercials, whereas the graph to the right entails the information on the liking of the songs. The most left point in the X-axis represents the matched subjects, the point completely on the right represents the group that has the greatest distance.


� The first graph represents the effect on positive emotions, the second represents the effect on nostalgic emotions, and the graph most left represents the negative emotions.


� The first graph represent the effect on memory, the second graph represents the effects on personal associations to the supported songs 


� Boxes marked with an / sign either contain an extremely low factor loading, or a loading that scores on the wrong factor


� Boxes that are highlighted in yellow contain factor loadings that are slightly below 0.40


� Boxes that are highlighted in yellow contain factor loadings that are slightly below 0.40
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