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Companies increasingly seek to use gay protagonists in audio-visual commercials to attract a new affluent target group. There is also growing demand for the diversity present in society to be reflected in media formats such as advertising. Studies have shown, however, that heterosexual consumers (especially men), who may be part of the company's loyal consumer base, tend to react negatively to gay-themed advertising campaigns. Searching for an instrument to mitigate this unwanted effect, the present study investigated whether carefully selected background music can shape the perceived gender of gay male advertising protagonists. In a 2 × 2 between-subjects online experiment (musical connotation × gender of the participant), 218 heterosexual participants watched a commercial promoting engagement rings that featured gay male protagonists, scored with feminine- or masculine-connoted background music. As expected, women generally reacted more positively than men to the advertising. Men exposed to the masculine-connoted background music rated the promoted brand more positively, and masculine music also enhanced (at least in the short term) these men's acceptance of gay men in general (low and medium effect sizes) more than was the case for feminine background music. Carefully selected background music affecting the perceived gender of gay male advertising protagonists may prevent negative reactions from heterosexual audiences and, therefore, motivate companies to use gay protagonists in television commercials on a more regular basis.
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INTRODUCTION

There are at least two good reasons why companies increasingly use gay1 protagonists (or other members of sexual and gender minorities) in audio-visual commercials. First, companies want to attract a new affluent target group. Gay consumers are considered a “dream market” or a “gold mine” (Um, 2014, p. 812; see also Dotson et al., 2009; Angelini and Bradley, 2010). This group is regarded as having considerably more spending power than other consumer groups, and, to date, they have not been oversaturated with advertising campaigns targeted explicitly toward them (Oakenfull et al., 2008). Second, there is a growing demand for the diversity found in society to be reflected in media formats such as advertising (Dotson et al., 2009). Åkestam et al. (2017), for example, argued that the motivation for the increasing portrayals of gay people in advertising is not only reaching this target group but also generating social change. As a result, the amount of gay-themed advertising appearing in mainstream media is increasing (Grau and Zotos, 2016).


Attitudes Toward Advertising Featuring Gay Protagonists

Although gay consumers might react positively to advertising portraying gay protagonists (Smith and Malone, 2003; Tuten, 2005; Dotson et al., 2009; Bond and Farrell, 2020b), there is also a downside for companies targeting this “dream market.” Studies have shown that heterosexual consumers—especially men—tend to rate commercials with gay protagonists, as well as the advertised product/brand, more negatively, compared with commercials without gay protagonists (Oakenfull and Greenlee, 2005; Dotson et al., 2009; Um, 2014). The presence of gay protagonists also decreases these consumers' intentions to buy or recommend the advertised products (Hooten et al., 2009; Um, 2016). More explicit portrayals of sexual orientation (e.g., two protagonists embracing vs. two protagonists kissing) correspond to more negative reactions from heterosexual consumers, particularly among heterosexual men (Oakenfull et al., 2008; Dotson et al., 2009; Um, 2016). Although recent research has pointed to slightly more positive tendencies (e.g., Pounders and Mabry-Flynn, 2016; Åkestam et al., 2017; Bond and Farrell, 2020a,b), the literature suggests that heterosexual male consumers have a particular aversion to advertising with gay men as protagonists.



Social Identity Theory as a Possible Explanation for the Rejection of Gay-Themed Advertising

Consumers' differing reactions toward advertising featuring gay protagonists are often explained using social identity theory (Oakenfull and Greenlee, 2005; Hester and Gibson, 2007; Angelini and Bradley, 2010; Um, 2014; Gong, 2020). According to this theory, every individual defines himself or herself as part of a specific social group. The focus of this process is not only self-identification with members of the in-group who are categorized as similar-looking or like-minded; making a distinction between oneself and individuals considered to belong to out-groups also enhances the group's perceived social standing and every in-group member's self-esteem (Tajfel and Turner, 1986).

Although gay consumers can relate to gay protagonists in commercials as a portrayal of their in-group members (Bhat et al., 1998), heterosexual consumers (especially men) are expected to respond differently. A variety of factors, such as the heterosexist foundations of modern society (Hooghe et al., 2010), lead to heterosexual men being more likely than women to identify with traditional gender-role beliefs. Heterosexual men also tend to rate heterosexuality as an essential factor in their masculinity (Herek, 1984). Vandello et al. (2008) explain this conformity to traditional male gender roles and the avoidance of stereotypically female appearances and behavior based on the precarious manhood theory. In contrast to heterosexual women, heterosexual men tend to perceive their gender identity as a concept that has to be gained—and reaffirmed in case of threats (Glick et al., 2007). Following social identity theory, heterosexual men can be expected to perceive gay people, and especially gay men, as violating traditional gender roles and to see gay men as lacking in masculinity. As a result of the perceived difference between themselves and gay people, heterosexual men, compared with heterosexual women, feel more social pressure to distance themselves from gay people—especially gay men (LaMar and Kite, 1998). This social pressure may explain why heterosexual men evaluate gay-themed advertising more negatively than do heterosexual women and why more explicit portrayals of gay sexual orientation (especially of men) correspond to more negative evaluations. Although companies are keen to tap into the LGBTQ2 market, they do not want to offend or lose their loyal majority-heterosexual consumer base through these campaigns (Um, 2014, 2016; Bond and Farrell, 2020a). At this point, the music comes into play.



Background Music in Audio-Visual Media Formats as an Instrument to Convey Meaning

Under specific circumstances, instrumental background music in audio-visual media formats can activate particular schemata conveying extra-musical meaning (e.g., Boltz, 2001; Shevy, 2007). Musical stereotypes such as specific instruments, musical genres, and the positive or negative emotional connotation of the music can trigger supra-individual associations, which are projected onto the audio-visual media format (e.g., Shevy, 2007, 2008; Wingstedt et al., 2007; Tan, 2017). Accordingly, this schema activation can change the perception and interpretation of the media format's general atmosphere, plot, or protagonists (e.g., Boltz, 2001; Tan et al., 2017; Steffens, 2020; Herget, 2021). In the context of film, for example, Boltz (2001) has shown that different background music can change how viewers judge the inherent character and temperament of protagonists in ambiguous short films. The schema-activating potential of music has also been shown in advertising. Martín-Santana et al. (2015) found that varying the background music affected the credibility of spokespersons in a radio commercial, and Ziv et al. (2012) investigated music's influence in commercials in terms of promoting unethical behavior (see also Hung, 2000, 2001; Shevy and Kristen, 2011; Oakes and North, 2014). Some studies have even indicated that a predictable positive or negative attitude change regarding the media format's subject is induced by positive- or negative-connoted background music tracks (Costabile and Terman, 2013; Nosal et al., 2016).

Which types of background music-induced schema activation are relevant for influencing perceptions of gay male protagonists in audio-visual advertising? How individuals associate certain musical instruments and musical genres with gender has been studied since the 1970s. It is not only adults, but even young children, who align specific musical instruments or musical genres with prominent gender stereotypes (e.g., Marshall and Shibazaki, 2011; Stronsick et al., 2018). Whereas electric guitars and rock music are perceived as more masculine, violins, flutes, and romantic classical music are typically classified as feminine. Therefore, music can (a) evoke specific gender stereotypes and (b) influence the perception and interpretation of a media format and its protagonists. This study attempted to combine these two functions of background music to improve the perception of gay advertising protagonists.



Hypotheses

Reactions to gay male protagonists in commercials tend to be more negative (and, therefore, more problematic) than reactions to lesbians (e.g., Oakenfull and Greenlee, 2005). Hence, this study concentrated on factors that potentially have a positive influence on the perception of gay male advertising protagonists. Combining theoretical insight and previous research on gay-themed advertising and the effects of background music in audio-visual media formats, the following hypotheses were derived.

Gay male advertising protagonists will be perceived as more masculine if accompanied by masculine-connoted background music, and they will be perceived as more feminine when feminine-connoted music is used. Previous studies on music's potential to alter the recipients' perception of different media formats did not indicate potential gender differences regarding this general music effect (H1: Gender perception of the protagonist). Bearing in mind that heterosexual male consumers dislike gay advertising protagonists because they perceive these gay protagonists as different and less masculine compared with themselves, their evaluation of the brand that these protagonists advertise should be more positive when the protagonists are accompanied by masculine music. Heterosexual women will rate the brand more positively than men (e.g., Oakenfull et al., 2008; Um, 2014), regardless of whether the music is feminine or masculine (H2: Attitude toward the brand). In films and documentaries, specific music can change the recipients' attitudes toward a given subject in predictable ways (e.g., Costabile and Terman, 2013). In a study by Iacoviello et al. (2020), heterosexual men described more negative attitudes toward gay people when confronted with men's feminization (i.e., a perceived threat or challenge of traditional norms of masculinity). A feminine-connoted background music in a commercial with gay male protagonists could be perceived as enhancing men's feminization, while a masculine-connoted music could lessen this masculinity threat. Therefore, this study hypothesized that, depending on whether the advertising background music is masculine- or feminine-connoted, heterosexual men will show more or less tolerance toward gay men in general after watching the commercial. Heterosexual women will be more tolerant of gay men than heterosexual men will be, regardless of whether the background music in their commercial is feminine or masculine (H3: General acceptance of gay men).




METHOD


Selection and Construction of Stimuli
 
Selection of the Advertising Stimulus

To ensure the study's ecological validity, a pre-existing 1 min television commercial produced by the jewelry brand Tiffany, in which a gay man proposes to his boyfriend, was selected as the media stimulus. The commercial has previously been rated as a positive example of commercials portraying gay protagonists (Federici and Bernardelli, 2018). In this study, the commercial's original soundtrack was deleted, and, as the planned manipulation, the commercial was set to masculine- or feminine-connoted instrumental background music.



Selection of the Music Stimuli

Specific instruments and certain musical genres can evoke gender stereotypes (e.g., Shevy, 2008; Marshall and Shibazaki, 2011; Herget et al., 2018). On the basis of prominent stereotypes identified in previous research, instrumental rock music with salient electric guitars and drums was selected for the masculine-connoted music condition, and instrumental romantic classical music featuring violins and/or flutes was selected to trigger feminine associations. Since music known to the recipients can sometimes trigger unpredictable associations, we used professional production music libraries as sources for the (unknown) background music versions. Because not every rock music track with electric guitars stimulates associations with masculinity, specific semantic features were also considered in the selection process. For the masculine music condition, music versions classifiable as “strong,” “hard,” and “active” were preferred, whereas the feminine music tracks were “soft,” “tender,” and “smooth” (e.g., Tagg, 2006).

When selecting background music for use in advertising, another factor—“musical fit” (e.g., North et al., 2004, p. 1675)—has to be considered. Music that is intuitively perceived as fitting a commercial can improve the evaluation of the commercial, the advertised product, and the brand (e.g., North et al., 2004; Lavack et al., 2008; Galan, 2009), as well as strengthening the recipient's intention to recommend or buy the product (e.g., North et al., 2004; Lalwani et al., 2009; Park et al., 2014; Herget et al., 2020). Thus, in experiments on music's influence on specific advertising parameters, all selected music versions should generally be perceived as congruent with the commercial. Simultaneously, the music versions should be equally well fitting so that different evaluations of advertising parameters can be attributed to the actual experimental manipulation (in this case, the music's potential to convey different gender stereotypes) and not to the confounding effect of differences between music versions in the degree of fit. To ensure the important impression of realistic commercials (Guido et al., 2016), every music version was edited professionally and structurally congruent onto the advertising stimulus.

Multiple stimulus versions per experimental condition were created to increase the likelihood that the stimulus versions would convey the desired gender association and simultaneously vary as little as possible in terms of musical fit. A pretest was conducted to identify the stimulus versions most suitable for the experiment.



Pretest of the Stimuli

In a one-way between-subjects online experiment, 61 participants (79% female, age: M = 25.25, SD = 7.33) viewed the Tiffany commercial with either the masculine-connoted or the feminine-connoted background music (three feminine and two masculine versions). The participants' perceptions of the protagonists' gender (three items on a five-point Likert scale; based on Grohmann, 2009; α = 0.83, M = 2.13, SD = 0.94; e.g., “sensitive” (reverse-coded)) and the perceived musical fit (three items on a five-point Likert scale; based on Kellaris et al., 1993; α = 0.85, M = 3.28, SD = 1.20; e.g., “Regardless of how much I liked or disliked the music, it did seem appropriate for this ad”) were measured. For two stimuli, the feminine- and masculine-connoted music versions actually influenced the participants' perceptions of the protagonists' masculinity (feminine stimulus: M = 1.69, SD = 0.59; masculine stimulus: M = 2.82, SD = 1.11). However, the feminine music version was perceived as more congruent (M = 4.08, SD = 0.81) compared with the masculine version (M = 2.87, SD = 1.24)—an unplanned difference. In the context of a commercial for engagement rings, any romantic music track would probably be evaluated as more congruent than any powerful music track. Although the feminine music version was perceived as more fitting, both versions (available from the first author upon request) were selected for the experiment despite a possible difference in their degree of musical fit.



Experimental Design, Sample, and Measures

A 2 × 2 between-subjects online experiment with experimental manipulation of the background music's masculinity/femininity and a quasi-experimental manipulation of the participant's gender was conducted via the online survey software UNIPARK. A medium effect size of at least f ≥ 0.25 (Cohen, 2013) was used as the basis of an a priori sample size calculation. G*Power (Faul et al., 2007) indicated a required sample size of N = 210 (ANOVA: fixed effects, special, main effects, and interactions, α = 0.05, 1 – β = 0.95, numerator df = 1, number of groups = 4). In total, 218 German heterosexual cisgender subjects (73% female, age: M = 31.93, SD = 12.36) participated in the study. Because this study focused especially on the reactions of heterosexual consumers to gay-themed advertising, the participants were screened by their sexual orientation (a lack of differentiation on this variable was discussed as a study limitation in Angelini and Bradley, 2010, p. 499). Only participants describing themselves as heterosexual, cisgender women or men were included in the final data analysis. Participants who were familiar with the commercial before the study and/or did not complete the online questionnaire with sufficient concentration were also excluded (n = 84, dataset: https://tinyurl.com/259c9xfr). The participants were randomly assigned to view the advertising stimulus version with the feminine- or masculine-connoted background music. The participants' perceptions of the protagonists' gender (four items on a five-point Likert scale; α = 0.67, M = 2.05, SD = 0.71; e.g., “adventurous”) and of the musical fit (four items on a five-point Likert scale; α = 0.93, M = 3.58, SD = 1.17) were measured as described above for the pretest. The participants also rated the advertised brand (four items on a five-point semantic differential scale; following Spears and Singh, 2004; α = 0.91, M = 3.84, SD = 0.87; e.g., “negative–positive”) and their general acceptance of gay men [four items on a five-point Likert scale; following Herek, 1984; α = 0.88, M = 4.63, SD = 0.74, e.g., “I think gay men are disgusting” (reverse-coded)]. The variables were measured in an order least likely to bias results. Participants were invited to a study comparing advertising effects of commercials with male versus female actors to make the study's true purpose less obvious. Questions regarding the background music (perceived musical fit) were grouped with three cover items on the perceived fit of the actors (“Regardless of how much I liked or disliked the actors, they did seem appropriate for this ad”). For more details, please see the questionnaires of the pretest and main experiment in the supplemental online material.





RESULTS

As in the pretest, the experimental conditions differed regarding the musical fit of the masculine and feminine music versions: The more feminine-connoted music was perceived as significantly more congruent (M = 4.16, SD = 0.85) than was the masculine-connoted music (M = 2.87, SD = 1.11), F(1, 216) = 95.53, p < 0.001, η2 = 0.307. Therefore, the potential of a confounding effect of the stimulus versions' different degrees of musical fit on the advertising efficiency had to be considered, especially when assessing the evidence regarding H2.

The perceived gender of the gay male advertising protagonists (H1) was influenced as expected. Surprisingly, the male advertising protagonists were, in general, perceived as rather feminine. However, participants who watched the stimulus version with masculine-connoted music considered the protagonists as more neutral (M = 2.30, SD = 0.69), whereas, for those exposed to the feminine-connoted music version, the perception was clearly feminine (M = 1.86, SD = 0.66), F(1, 216) = 23.04, p < 0.001, and η2 = 0.096.

Regarding attitudes toward the brand (H2), heterosexual women, as expected, rated the commercial's brand significantly more positively than did heterosexual men—F(1, 214) = 26.87, p < 0.001, η2 = 0.112 (see Figure 1). As expected, we found no significant main effect for music's connotation, F(1, 214) = 0.04, p = 0.84, η2 < 0.001. Although this difference was not significant either, men listening to masculine music in the commercial liked the brand more than did men who watched the commercial with feminine music—gender × music condition: F(1, 214) = 3.88, p = 0.05, η2 = 0.018 (for more details, see Table 1).


[image: Figure 1]
FIGURE 1. Attitude toward the brand. Attitude toward the brand was measured with four items on a five-point semantic differential scale, e.g., “negative–positive,” N = 218.



Table 1. Influence of the participant's gender and the music's connotation on attitude toward the brand and the general acceptance of Gay Men.

[image: Table 1]

Finally, the manipulated music versions actually changed the participants' general acceptance of gay men (H3)—at least in the short term. As expected, overall, women were more tolerant than men—F(1, 214) = 25.82, p < 0.001, η2 = 0.108 (see Figure 2). Although the average male participant could not be considered intolerant (M = 4.24, SD = 0.97; measures of tolerance were rated on a five-point Likert scale), those heterosexual men who saw the advertising with masculine music reported significantly more tolerance toward gay men than did those exposed to the feminine music—gender × music condition: F(1, 214) = 10.07, p = 0.002, η2 = 0.045. Once again we found no significant main effect for music's connotation, F(1, 214) = 5.46, p = 0.02, η2 = 0.025 (for more details, see Table 1).


[image: Figure 2]
FIGURE 2. General acceptance of gay men. General acceptance of gay men was measured with four items on a five-point Likert scale, 1 = do not agree, 5 = completely agree, e.g., “I think gay men are not disgusting,” N = 218.




DISCUSSION


Conclusion

Companies with established majority-heterosexual customers continue to shy away from using gay advertising protagonists in their audio-visual commercials on television and the Internet because of heterosexual consumers' (especially men's) negative reactions to advertising campaigns targeting or featuring gay men or women (e.g., Um, 2014). The present study focused on the potential of background music in commercials—an element that is often neglected in advertising research (e.g., Shevy and Hung, 2013)—to mitigate the potential negative effects of gay male advertising protagonists. The results indicate that carefully selected feminine- and masculine-connoted music can affect the perceived gender of an advertising protagonist. The impact of this manipulation on heterosexual male recipients was especially interesting. Compared with the female participants, the male participants were generally more critical of the gay advertising protagonists. When they were exposed to masculine advertising background music, men tended to evaluate the promoted brand more positively and even had a higher general acceptance of gay men (at least in the short term), compared with men who watched the commercial with feminine music. Although the observed effects were medium or small, companies planning audio-visual advertising using gay protagonists could benefit from the purposeful use of background music.

Because there was no generally more positive effect for the more congruent, feminine music version, the previously described possible confounding effect of the differing degrees of musical fit of the music versions can probably be disregarded in interpreting the results of this study. Nevertheless, a potential competing impact of musical connotation and musical fit should be further investigated in the future.

From a managerial perspective, the study seems to indicate a tough decision. Normally, background music for audio-visual advertising should be selected as fitting to the commercial as possible because of the potential of musical fit to increase advertising efficiency (e.g., Herget et al., 2020). Based on this study's results, the feminine-connoted music that is obviously more fitting to the commercial's romantic story and is perceived as generally more congruent to the commercial has to be dismissed because of its negative effects on heterosexual male viewers. In a commercial featuring gay male protagonists, it seems wise to use the less congruent masculine-connoted music. To what extent can this recommendation be generalized? Since the perceived fit of music and commercial is influenced by many factors (Galan, 2009; Herget et al., 2018), in other commercials, masculine-connoted music could be more fitting than a feminine-connoted alternative—avoiding this tough decision. Suppose a commercial featuring gay male protagonists and addressing heterosexual males as a target group actually does call for more feminine than masculine-connoted background music. In that case, care should be taken when selecting this music version. While less congruent masculine music is recommended, previous studies suggest that entirely incongruent music has clearly negative effects on advertising parameters such as attitude toward the spot, the brand, and intentions to buy (e.g., Kellaris et al., 1993; North et al., 2004). Therefore, the perceived musical fit of the selected music versions should be at least moderate (as was the case in this study with the masculine-connoted music's perceived musical fit of M = 2.84, SD = 1.12).



Critical Remarks and Implications for Future Research

Data collected on public opinion show a decreasing trend in homophobic ideas and mindsets (Keleher and Smith, 2012; Gong, 2020); thus, hopefully, considerations of how the use of specific background music may weaken negative reactions to gay-themed advertising will be less relevant in future research. However, while this remains a relevant topic, a few limitations of this study are worth discussing and considering in future work.

This study was based on an online-recruited convenience sample. We primarily used different social media platforms to circulate the study's invitation, resulting in a sample consisting of mostly female and young heterosexual participants with higher education. Angelini and Bradley (2010) have argued that this kind of sample is more liberal and open toward sexual and gender minorities than the general population. Larger effects might be detected with more heterogeneous samples. The uneven gender split in itself is a study limitation, confined the options to analyze the resulting data and the explanatory power of our results. By including only heterosexual participants, this study also eliminated the possibility of comparing the effects of different background music versions on participants with different sexual orientations. There was a similar problem with the stimulus: The commercial portrayed only a gay male couple. More comprehensive conclusions would be possible if commercials with gay men and lesbians could be used in future studies (Bond and Farrell, 2020b).

Although the items measuring the protagonists' perceived gender (based on Grohmann, 2009) were pretested, the scale obtained reliability of Cronbach's α = 0.67 in the main experiment. Nevertheless, based on arguments as in Kline (1993), we tested the related hypothesis. However, the results should be interpreted cautiously.

Another issue that should be discussed involves the different attitudes toward the brand among the participants. The present study used a jewelry commercial. It may well be that heterosexual men did not rate the brand more negatively compared with women because of the gay protagonists, but rather because heterosexual men tend to have no strong connection to jewelry. In the future, this research question should be tested with more gender-neutral brands and products (e.g., Pounders and Mabry-Flynn, 2016). It could be interesting to take a more comprehensive approach in a follow-up study measuring potential covariates, such as the tolerance of homosexuality as a trait (e.g., Um, 2014), the participant's political ideology (Northey et al., 2020), the tendency to provide socially desirable answers (e.g., Åkestam et al., 2017), or the individual likeability of the music used (e.g., Herget et al., 2020). Based on previous research and this study's results, it is reasonable to consider a moderated mediation model in which music's connotation—mediated by the protagonists' gender perception and the participants' acceptance of gay men, and moderated by the participants' gender identity (e.g., Åkestam et al., 2017)—influences brand attitude (see Figure 3). Given this study's limitations, we refrained from testing the model. In future research regarding music's impact on the perception of gay advertising protagonists, it might be worth considering it.


[image: Figure 3]
FIGURE 3. Concept of a moderated mediation model.


In this study, the higher level of tolerance of heterosexual men toward gay commercial protagonists in the condition of masculine-connoted music could be explained by a perceived similarity induced by specific background music. Masculine-connoted background music leads to a more masculine perception of gay advertising protagonists resulting in heterosexual male consumers feeling less need to distance themselves from these protagonists. Although this effect was measured in the short term, it is also reasonable to expect long-term effects (Bond and Farrell, 2020a,b). Advertising recipients are often exposed to the influence of a specific audio-visual commercial more than once (Vakratsas and Ma, 2005), which presents a logical basis for potential long-term effects. Åkestam et al. (2017) called for a more intensive exploration of the possible positive social impacts of diversity in marketing. Bearing in mind that advertising can have positive as well as negative cultural and social influences on society (e.g., Spielvogel and Terlutter, 2013; Dahlén et al., 2014; Federici and Bernardelli, 2018), recent studies have emphasized the importance of careful and conscious commercial composition (e.g., model–product fit in Pounders and Mabry-Flynn, 2016). In line with this idea, the use of specific, carefully selected background music in audio-visual advertising could at least partially prevent the unintended negative effects of gay-themed advertising.
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FOOTNOTES

1In this article, the term “gay” is used in its broad interpretation, including all genders. If only men are described or addressed, the clarifying phrase “gay men” is used.

2Lesbian, gay, bisexual, transgender, and queer.



REFERENCES

 Åkestam, N., Rosengren, S., and Dahlen, M. (2017). Think about it - can portrayals of homosexuality in advertising prime consumer-perceived social connectedness and empathy? Eur. J. Market. 51, 82–98. doi: 10.1108/EJM-11-2015-0765

 Angelini, J. R., and Bradley, S. D. (2010). Homosexual imagery in print advertisements: attended, remembered, but disliked. J. Homosex. 57, 485–502. doi: 10.1080/00918361003608665

 Bhat, S., Leigh, T., and Wardlow, D. (1998). The effect of consumer prejudices on ad processing: heterosexual consumers' responses to homosexual imagery in ads. J. Advert. 28, 55–68. doi: 10.1080/00913367.1998.10673566

 Boltz, M. G. (2001). Musical soundtracks as a schematic influence on the cognitive processing of filmed events. Music Percept. 18, 427–454. doi: 10.1525/mp.2001.18.4.427

 Bond, B. J., and Farrell, J. R. (2020a). Consumer responses to print advertisements featuring gay males over time. Sex. Cult. 24, 1432–1442. doi: 10.1007/s12119-019-09692-6

 Bond, B. J., and Farrell, J. R. (2020b). Does depicting gay couples in ads influence behavioral intentions? How appeal for ads with gay models can drive intentions to purchase and recommend. J. Advert. Res. 60, 208–221. doi: 10.2501/JAR-2019-026

 Cohen, J. (2013). Statistical Power Analysis for the Behavioral Sciences, 2nd edn. New York, NY: Taylor and Francis.

 Costabile, K. A., and Terman, A. W. (2013). Effects of film music on psychological transportation and narrative persuasion. Basic Appl. Soc. Psychol. 35, 316–324. doi: 10.1080/01973533.2013.785398

 Dahlén, M., Rosengren, S., and Smit, E. (2014). Why the marketer's view matters as much as the message. J. Advert. Res. 54, 304–312. doi: 10.2501/JAR-54-3-304-312

 Dotson, M. J., Hyatt, E. M., and Thompson, L. P. (2009). Sexual orientation and gender effects of exposure to gay- and lesbian-themed fashion advertisements. J. Fashion Market. Manage. 13, 431–447. doi: 10.1108/13612020910974537

 Faul, F., Erdfelder, E., Lang, A.-G., and Buchner, A. (2007). G*Power 3: a flexible statistical power analysis program for the social, behavioral, and biomedical sciences. Behav. Res. Methods 39, 175–191. doi: 10.3758/BF03193146

 Federici, E., and Bernardelli, A. (2018). “Masculinity and gay-friendly advertising: a comparative analysis between the Italian and US market,” in Queering Masculinities in Language and Culture, eds. P. Baker and G. Balirano (London, UK: Palgrave Macmillan), 43–64.

 Galan, J.-P. (2009). Music and responses to advertising. The effects of musical characteristics, likeability and congruence. Rec. Appl. Market. 24, 3–22. doi: 10.1177/205157070902400401

 Glick, P., Gangl, C., Gibb, S., Klumpner, S., and Weinberg, E. (2007). Defensive reactions to masculinity threat: more negative affect toward effeminate (but not masculine) gay men. Sex Roles 57, 55–59. doi: 10.1007/s11199-007-9195-3

 Gong, Z. H. (2020). Crafting mixed sexual advertisements for mainstream media: examining the impact of homosexual and heterosexual imagery inclusion on advertising effectiveness. J. Homosex. 67, 916–939. doi: 10.1080/00918369.2018.1564005

 Grau, S. L., and Zotos, Y. C. (2016). Gender stereotypes in advertising: a review of current research. Int. J. Advert. 35, 761–770. doi: 10.1080/02650487.2016.1203556

 Grohmann, B. (2009). Gender dimensions of brand personality. J. Market. Res. 46, 105–119. doi: 10.1509/jmkr.46.1.105

 Guido, G., Pelusoa, A. M., Miletia, A., Capestroa, M., Camb,ò, L., and Pisanelloa, P. (2016). Effects of background music endings on consumer memory in advertising. Int. J. Advert. 35, 504–518. doi: 10.1080/02650487.2015.1037233

 Herek, G. M. (1984). Attitudes towards lesbians and gay men: a factor-analytic study. J. Homosex. 10, 39–51. doi: 10.1300/J082v10n01_03

 Herget, A.-K. (2021). On music's potential to convey meaning in film. A systematic review of empirical evidence. Psychol. Music 49, 21–49. doi: 10.1177/0305735619835019

 Herget, A.-K., Breves, P., and Schramm, H. (2020). The influence of different levels of musical fit on the efficiency of audio-visual advertising. Mus. Sci. doi: 10.1177/1029864920904095. [Epub ahead of print].

 Herget, A.-K., Schramm, H., and Breves, P. (2018). Development and testing of an instrument to determine Musical Fit in audio-visual advertising. Mus. Sci. 22, 362–376. doi: 10.1177/1029864917731127

 Hester, J. B., and Gibson, R. (2007). Consumer responses to gay-themed imagery in advertising. Advert. Soc. Rev. 8. doi: 10.1353/asr.2007.0039

 Hooghe, M., Claes, E., Harell, A., Quintelier, E., and Dejaeghere, Y. (2010). Anti-gay sentiment among adolescents in Belgium and Canada. A comparative investigation into the role of gender and religion. J. Homosex. 57, 384–400. doi: 10.1080/00918360903543071

 Hooten, M. A., Noeva, K., and Hammond, F. (2009). The effects of homosexual imagery in advertisements on brand perception and purchase intention. Soc. Behav. Pers. 37, 1231–1238. doi: 10.2224/sbp.2009.37.9.1231

 Hung, K. (2000). Narrative music in congruent and incongruent TV advertising. J. Advert. 29, 25–34. doi: 10.1080/00913367.2000.10673601

 Hung, K. (2001). Framing meaning perceptions with music. The case of teaser ads. J. Advert. 30, 39–49. doi: 10.1080/00913367.2001.10673644

 Iacoviello, V., Valsecchi, G., Berent, J., Anderson, J., and Falomir-Pichastor, J. M. (2020). Heterosexual men's attitudes towards homosexuality and ingroup distinctiveness: the role of perceived men's feminisation. Psychol. Sex. 11, 45–61. doi: 10.1080/19419899.2019.1675749

 Keleher, A., and Smith, E. (2012). Growing support for gay and lesbian equality since 1990. J. Homosex. 59, 1307–1326. doi: 10.1080/00918369.2012.720540

 Kellaris, J. J., Cox, A. D., and Cox, D. (1993). The effect of background music on ad processing: a contingency explanation. J. Market. 57, 114–125. doi: 10.1177/002224299305700409

 Kline, P. (1993). The Handbook of Psychological Testing. London, UK: Routledge.

 Lalwani, A. K., Lwin, M. O., and Ling, P. B. (2009). Does audio-visual congruency in advertisements increase persuasion? The role of cultural music and products. J. Glob. Market. 22, 139–153. doi: 10.1080/08911760902765973

 LaMar, L., and Kite, M. (1998). Sex differences in attitudes towards gay men and lesbians. A multidimensional perspective. J. Sex Res. 35, 189–196. doi: 10.1080/00224499809551932

 Lavack, A. M., Thakor, M. V., and Bottausci, I. (2008). Music-brand congruency in high- and low cognition radio advertising. Int. J. Advert. 27, 549–568. doi: 10.2501/S0265048708080141

 Marshall, N. A., and Shibazaki, K. (2011). Instrument, gender and musical style associations in young children. Psychol. Music 40, 494–507. doi: 10.1177/0305735611408996

 Martín-Santana, J. D., Reinares-Lara, E., and Muela-Molina, C. (2015). Music in radio advertising: effects on radio spokesperson credibility and advertising effectiveness. Psychol. Music 43, 763–778. doi: 10.1177/0305735614567701

 North, A. C., MacKenzie, L. C., Law, R. M., and Hargreaves, D. J. (2004). The effects of musical and voice “fit” on responses to advertisements. J. Appl. Soc. Psychol. 34, 1675–1708. doi: 10.1111/j.1559-1816.2004.tb02793.x

 Northey, G., Dolan, R., Etheridge, J., Septianto, F., and Van Esch, P. (2020). LGBTQ imagery in advertising. How viewers' political ideology shapes their emotional response to gender and sexuality in advertisements. J. Advert. Res. 60, 222–236. doi: 10.2501/JAR-2020-009

 Nosal, A. P., Keenan, E. A., Hastings, P. A., and Gneezy, A. (2016). The effect of background music in shark documentaries on viewers' perceptions of sharks. PLoS One 11:e0159279. doi: 10.1371/journal.pone.0159279

 Oakenfull, G. K., and Greenlee, T. B. (2005). Queer eye for a gay guy. Using market-specific symbols in advertising to attract gay consumers without alienating the mainstream. Psychol. Market. 22, 421–439. doi: 10.1002/mar.20066

 Oakenfull, G. K., McCarthy, M. S., and Greenlee, T. B. (2008). Targeting a minority without alienating the majority: advertising to gays and lesbians in mainstream media. J. Advert. Res. 48, 191–198. doi: 10.2501/S0021849908080239

 Oakes, S., and North, A. C. (2014). Dance to the music! How musical genres in advertisements can sway perceptions of image. J. Advert. Res. 53, 411–413. doi: 10.2501/JAR-53-4-411-416

 Park, H. H., Park, J. K., and Jeon, J. O. (2014). Attributes of background music and consumers' responses to TV commercials. Int. J. Advert. 33, 767–784. doi: 10.2501/IJA-33-4-767-784

 Pounders, K., and Mabry-Flynn, A. (2016). Consumer response to gay and lesbian imagery. J. Advert. Res. 56, 426–440. doi: 10.2501/JAR-2016-047

 Shevy, M. (2007). The mood of rock music affects evaluation of video elements differing in valence and dominance. Psychomusicology 19, 57–78. doi: 10.1037/h0094034

 Shevy, M. (2008). Music genre as cognitive schema: extramusical associations with country and hip-hop music. Psychol. Music 36, 477–498. doi: 10.1177/0305735608089384

 Shevy, M., and Hung, K. (2013). “Music in television advertising and other persuasive media,” in The Psychology of Music in Multimedia, eds. S.-L. Tan, A. J. Cohen, S. D. Lipscomb, and R. A. Kendall (Oxford, UK: Oxford University Press), 311–334.

 Shevy, M., and Kristen, S. (2011). “Semantic meanings associated with popular music: an international consideration of music genre in branding,” in Audio Branding Academy Yearbook, eds. K. Bronner, R. Hirt, and C. Ringe (Baden-Baden: Nomos), 217–229.

 Smith, E. A., and Malone, R. E. (2003). The outing of Philip Morris: advertising tobacco to gay men. Am. J. Public Health 93, 998–993. doi: 10.2105/AJPH.93.6.988

 Spears, N., and Singh, N. (2004). Measuring attitude toward the brand and purchase intentions. J. Curr. Issues Res. Advert. 26, 53–66. doi: 10.1080/10641734.2004.10505164

 Spielvogel, J., and Terlutter, R. (2013). Development of TV advertising literacy in children. Do physical appearance and eating habits matter? Int. J. Advert. 32, 343–368. doi: 10.2501/IJA-32-3-343-368

 Steffens, J. (2020). The influence of film music on the moral judgements of movie scenes and felt emotions. Psychol. Music 48, 3–17. doi: 10.1177/0305735618779443

 Stronsick, L. M., Tuft, S. E., Incera, S., and McLennan, C. T. (2018). Masculine harps and feminine horns. Timbre and pitch level influence gender ratings of musical instruments. Psychol. Music 46, 896–912. doi: 10.1177/0305735617734629

 Tagg, P. (2006). “Music, moving images, semiotics, and the democratic right to know,” in Music and Manipulation: On the Social Uses and Social Control of Music, eds. S. Brown and U. Volgsten (New York, NY: Berghahn Books), 163–186.

 Tajfel, H., and Turner, J. C. (1986). “The social identity theory of intergroup behavior,” in Psychology of Intergroup Relations, eds. S. Worchel and W. G. Austin (Chicago, IL: Nelson-Hall), 7–24.

 Tan, S.-L. (2017). “Scene and heard. The role of music in shaping interpretations of film,” in The Routledge Companion to Music Cognition, eds. R. Ashley and R. Timmers (Routledge), 363–376.

 Tan, S.-L., Spackman, M. P., and Wakefield, E. M. (2017). The effect of diegetic and nondiegetic music on viewers' interpretations of a film scene. Music Percept. 34, 605–623. doi: 10.1525/mp.2017.34.5.605

 Tuten, T. (2005). The effect of gay-friendly and non-gay-friendly cues on brand attitude. A comparison of heterosexual and gay/lesbian reactions. J. Market. Manage. 21, 441–461. doi: 10.1362/0267257053779073

 Um, N.-H. (2016). Consumers' responses to implicit and explicit gay-themed advertising in gay vs. mainstream media. J. Promot. Manag. 22, 461–477. doi: 10.1080/10496491.2016.1154923

 Um., N.-H. (2014). Does gay-themed advertising haunt your brand? The impact of gay-themed advertising on young heterosexual consumers. Int. J. Advert. 33, 811–832. doi: 10.2501/IJA-33-4-811-832

 Vakratsas, D., and Ma, Z. (2005). A look at the long-run effectiveness of multimedia advertising and its implications for budget allocation decisions. J. Advert. Res. 45, 241–254. doi: 10.1017/S0021849905050269

 Vandello, J. A., Bosson, J. K., Cohen, D., Burnaford, R. M., and Weaver, J. R. (2008). Precarious manhood. J. Pers. Soc. Psychol. 95, 1325–1339. doi: 10.1037/a0012453

 Wingstedt, J., Brändström, S., and Berg, J. (2007). Young adolescents' usage of narrative functions of media music by manipulation of musical expression. Psychol. Music 36, 193–214. doi: 10.1177/0305735607085012

 Ziv, N., Hoftman, M., and Geyer, M. (2012). Music and moral judgement: the effect of background music on the evaluation of ads promoting unethical behavior. Psychol. Music 40, 738–760. doi: 10.1177/0305735611406579

Conflict of Interest: The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.

Copyright © 2021 Herget and Bötzl. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.



OPS/images/fpsyg-12-645533-g003.gif
\

/\K#l;\{m‘_.

<l






OPS/images/fpsyg-12-645533-t001.jpg
Construct

Attitude toward the brand

General acceptance of gay men

Participant’s gender

Women

Music’s connotation

Feminine
Masculine
Feminine
Masculine
Feminine
Masculine
Feminine
Masculine

n

28
31
92
67
28
31
92
67

M

324
3.46
413
3.85
3.94
4.52
4.80
4.72

sD

0.86
0.78
0.81
0.79
1.14
0.71
0.48
0.67

95% CI[LL, UL]

[2.91,3.58)
[3.47,8.75]
396, 4.30)
3.66, 4.05]
350, 4.38)
426, 4.78]
470, 4.90)
455, 4.88]

Descriptive date on the ANOVAS assessing the influence of the participant’'s gender and the feminine/mascuiine musical connotation on atlitude toward the brand and the general
acceptance of gay men. N = 218. Values in square brackets indicate the 95% confidence interval for each mean. LL and UL indicate the lower limit and upper limit of the confidence

interval, respectively.





OPS/xhtml/Nav.xhtml




Contents





		Cover



		Sounds Like Respect. The Impact of Background Music on the Acceptance of Gay Men in Audio-Visual Advertising



		Introduction



		Attitudes Toward Advertising Featuring Gay Protagonists



		Social Identity Theory as a Possible Explanation for the Rejection of Gay-Themed Advertising



		Background Music in Audio-Visual Media Formats as an Instrument to Convey Meaning



		Hypotheses







		Method



		Selection and Construction of Stimuli



		Selection of the Advertising Stimulus



		Selection of the Music Stimuli



		Pretest of the Stimuli



		Experimental Design, Sample, and Measures













		Results



		Discussion



		Conclusion



		Critical Remarks and Implications for Future Research







		Data Availability Statement



		Ethics Statement



		Author Contributions



		Funding



		Supplementary Material



		Footnotes



		References

















OPS/images/cover.jpg
’ frontiers
in Psychology

Sounds Like Respect. The Impact of
Background Music on the
Acceptance of Gay Men in
Audio-Visual Advertising





OPS/images/fpsyg-12-645533-g001.gif





OPS/images/fpsyg-12-645533-g002.gif









OPS/images/crossmark.jpg
©

2

i

|





OPS/images/logo.jpg
, frontiers
in Psychology





