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ABSTRACT

The effect of music-induced pleasure and arousal on consumers’ desire
to affiliate in buyer-seller interactions were investigated in the context
of bank services. Background music was manipulated using classical
music extracts pretested to vary in pleasure (low, moderate, and high)
and arousal (low, moderate, and high) according to the Affect Grid
(Russell, Weiss, & Mendelsohn, 1989). Independent and interactive ef-
fects of music-induced pleasure and arousal on consumers’ desire to af-
filiate were found. Higher desire to affiliate was associated with more
pleasure and more arousal; pleasure had a stronger positive impact
under low and high arousal than under a moderate level, and arousal
had a stronger effect under low and high pleasure compared to
moderate level. Theoretical and practical implications of the results
are provided. © 1995 John Wiley & Sons, Inc.

Past research on personal selling has focused on single-transaction
settings, with strong emphasis on the seller side of the exchange (for
exceptions, see Crosby, Evans, & Cowles, 1990; Schurr & Ozanne, 1985;
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Sujan, Bettman, & Sujan, 1986). The bulk of this work has investigated
individual, organizational, and situational characteristics that could in-
fluence bargaining processes in tangible good exchanges (e.g., Leigh &
McGraw, 1989), sales effectiveness (e.g., Szymanski, 1988) or salespeo-
ple’s satisfaction (e.g., Brown & Peterson, 1993).

Surprisingly little research has investigated the ongoing services pro-
vided by sellers. Yet these are critical to long-term commitment and re-
peated purchase, in particular for service firms. Crosby et al. (1990)
suggested that relational selling behaviors such as cooperative inten-
tions and mutual disclosure between insurance salespeople and their
customers contribute to the strength of the buyer-seller bond and to fu-
ture sales opportunities. This issue is particularly critical when selling
services in a long-term relationship such as banking, in which both buy-
ers and sellers are typically in the company’s facilities during much, if
not all, of the exchange process. Firms in these industries have an op-
portunity to create an environment that will make the whole exchange
process as effective as possible both in terms of buyer and seller satis-
faction and sales volume.

Research is needed to understand how management could more effec-
tively use service environments to influence the occurrence of relational
behaviors in buyer-seller exchanges. In this article we briefly review
past research related to the influence of music-induced pleasure and
arousal on consumers’ desire to affiliate in a buyer-seller interaction.
Then we investigate empirically these effects in the context of banking
services.

BACKGROUND

Research has shown that music can influence consumers’ response to
advertising (e.g., Alpert & Alpert, 1990; Gorn, 1982; Kellaris & Cox,
1989; Maclnnis & Park, 1991) and to retail environments (e.g., Milli-
man, 1982; 1986; Yalch & Spangenberg, 1990). Consumers’ perceptions
of music as an aesthetic product have also been investigated (e.g., Hol-
brook, 1981; Holbrook & Anand, 1990; Kellaris, 1992). Findings in-
clude changes in emotional states, attitude toward the ad and toward
the brand, purchase intention, and behavior (for a review see Bruner,
1990).

To our knowledge, no one has investigated how music may influence
the buyer-seller interaction itself. Yet a number of studies, emerging
mostly from clinical psychology, have found that the presence of back-
ground music influences how people interact with one another. Early
studies on verbal interaction found that the presence (compared to the
absence) of background music increases verbal exchange and affiliative
behaviors such as smiles and eye contacts (Dollins, 1956; Sommer,
1957). Later work has compared responses to soothing or sedative and
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stimulating background music (e.g., Borling, 1981; Mezzano & Prueter,
1974; Smith & Morris, 1976, 1977; Stratton & Zalanowski, 1984). Gen-
erally, soothing music promoted more intense and more affective inter-
actions (Mezzano & Prueter, 1974; Prueter & Mezzano, 1973) and
induced more verbalizations (Stratton & Zalanowski, 1984). Inverse or
null effects are generally reported for stimulating music.

Can those findings from clinical research be generalized to buyer-
seller interactions? Although the idea is intuitively compelling and find-
ings from studying abnormal conditions help our understanding of
normal functions, some caution is required. Beyond obvious differences
in the nature of clinical and commercial encounters, the conceptual defi-
nitions of soothing or sedative and stimulating background music used
in most clinical studies present an important confound between plea-
sure and arousal, two basic dimensions of emotional experience (Rus-
sell, 1978). In this line of research, sedative music features a slower
tempo and is associated with high positive emotions and low anxiety.
Stimulative music is characterized by a higher tempo with increased
anxiety and arousal.

Underlying this conceptual difference between sedative and stimulat-
ing background music is the assumption that arousal and pleasure can
be positioned on a single dimension: low arousal (slow tempo) is associ-
ated with positive emotions, and high arousal (fast tempo) is associated
with negative emotions. This view is contrary to that of optimal arousal
theories (Berlyne, 1960; Fiske & Maddi, 1961). These posit that there is
a single optimal point on the arousal dimension, located at the interme-
diate level. This point is optimal in terms of physical comfort, cognitive
performance, and hedonic tone. Consumer research with nonmusic
stimuli has generally been supportive of an optimal level of arousal
(e.g., Anand & Sternthal, 1990; Rethans, Swasy, & Marks, 1986; Son-
banmatsu & Kardes, 1988).

Recent studies on the variation of emotions as a function of music
tempo (Holbrook & Anand, 1990; Holbrook & Gardner, 1993; Kellaris,
1992; Kellaris & Kent, 1991, in press; Kellaris & Rice, 1993) suggest
that fast-tempo music may not necessarily be associated with anxiety
and other negative emotions as assumed in clinical research. For in-
stance, Kellaris and Rice (1993) reported that fast-tempo music was per-
ceived as less irritating, sad, and depressing than slow-tempo music,
whereas no effect was found on positive affective qualities (good, pleas-
ant, nice) and on sedativeness (calm, soothing, tranquil, sentimental).
In a study that manipulated tempo over a broad range, Holbrook and
Anand (1990) found that moderate tempo induces more positive affec-
tive responses, consistent with the prediction from optimal arousal theo-
ries. However, Holbrook and Gardner (1993) found that the more
pleasurable a musical stimulus, the greater the level of arousal that
produced maximum receptivity (more positive hedonistic responses) as
measured by listening time.
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More direct evidence of independent and interactive effects of plea-
sure and arousal comes from the work of Mehrabian and Russell in en-
vironmental psychology (Mehrabian & Russell, 1974, 1975; Russell &
Mehrabian, 1978). They found that environment-induced pleasure
(slides of indoor and outdoor scenes) creates positive attitudes and ap-
proach behavior toward physical settings in general and more specifi-
cally, enhances affiliation with other persons.

In conclusion, studies that have considered affiliative attitudes and
behaviors have either not manipulated music or have confounded in-
duced pleasure and arousal. On the other hand, studies that have con-
trolled or manipulated music-induced pleasure and arousal (or musical
characteristics that induce them) have not investigated interpersonal
interaction. Therefore, this study was designed to investigate the spe-
cific and interactive effects of music-induced pleasure and arousal on
buyer-seller interactions and to explore the psychological mechanisms
that underlie their effects.

METHOD

Overview of the Study

An experiment was conducted using a between-subjects design to ma-
nipulate both pleasure (low, moderate, and high) and arousal (low, mod-
erate, and high) induced by the musical background in a video
simulation of a bank branch. Variations in levels of pleasure and
arousal were manipulated with classical music extracts having different
tempo and affective responses. These were pretested for their induced
level of pleasure and arousal using the Affect Grid (Russell et al., 1989).
Subjects indicated their desire to affiliate with the bank personnel and
wrote their retrospective thoughts.

Subjects

Subjects were 270 undergraduate business students in a French-Cana-
dian university. There were 116 males and 151 females (three did not
specify), and the average age was 24.8 years old. Subjects were invited
to participate in a study on consumer satisfaction with banking ser-
vices. They were exposed in groups to one of the nine experimental con-
ditions (3 pleasure X 3 arousal).

Development of Experimental Stimuli

The musical stimuli used for the main experiment consisted of a prese-
lection by a musicologist and a pretest with a group of subjects taken
from the same population as for the main study.
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Preselection. Classical music extracts were selected by a musicologist
to form sets of 18 slow-, 18 moderate-, and 18 fast-tempo musical ex-
tracts while controlling the following parameters: flowing rhythm, con-
sonant harmony, major mode, medium or high pitch, with orchestration,
and a soft or medium volume. Tempo is the structural characteristic
that has been found to be the closest determinant of music-induced
arousal level (Hevner, 1937; Holbrook & Gardner, 1993). The tempo was
measured in BPM (beats per minute), with, respectively 40—76 BPM in
the slow category, 77—-107 BPM in the moderate category, and 108—-208
in the fast category. Within each set, the musical extracts were selected
to induce a range of pleasure levels by lay people between 20 and 30
years old who were to be subjects in the main experiment. They were
also expected to be of low or moderate familiarity for the subject popula-
tion.

Pretest. Fifteen subjects (seven males and eight females) listened to the
selected 54 musical extracts in three sessions that they could perform at
home using the experimental material. Each session included a set of 18
musical extracts. The three sets (Set) were formed by randomly assign-
ing musical extracts within each level of tempo to one of the three sets,
under the constraint of equal numbers of each tempo within each set.
Thus, each set included 6 slow-, 6 moderate-, and 6 fast-tempo extracts.
Within each set, the 18 musical extracts were presented in one of three
random orders (Version). Each set could be audited in the first, middle,
or last sessions (Session). Subjects’ individual auditing assignments
(Group) were made according to a Greco-Latin square design that com-
bined Group (3) X Session (8) X Set (3) X Version (8).

After appropriate training (see Russell et al., 1989 for the detailed
procedure), subjects were instructed to indicate the degree of pleasure
and arousal induced by each musical extract, using the Affect Grid (Rus-
sell et al., 1989). The Affect Grid is a 9 X9 matrix that enables subjects
to express simultaneously their emotional state along both dimensions
of pleasure (horizontal) and arousal (vertical) by marking the appropri-
ate coordinate in the grid. The Affect Grid presents good validity and re-
liability (Holbrook & Gardner, 1993; Olney, Holbrook, & Batra, 1991)
and is recommended when repeated measures are necessary (Russell et
al., 1989). Subjects also indicated their level of familiarity with each of
the 54 musical extracts on a 9-point bipolar scale.

Within each level of tempo defined a priori by the expert and vali-
dated by subjects’ arousal ratings, musical extracts that presented the
most extreme values and the middle value for pleasure were selected.
The list of stimuli are presented in Table 1. The mean ratings on the
pleasure dimension were, respectively, 4.07, 5.31, and 6.85 for low, mod-
erate, and high pleasure levels (F[2,114]=21.42, p <0.001). The mean
ratings on the arousal dimension were, respectively, 2.47, 5.80, 7.95 for
stimuli categorized as low, moderate, and high arousal levels (F[2,114] =
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Table 1 Description of Background Music Stimuli

FYEN a a
Familiarity* Arousal® Pleasure Exp. Conditions

Musical mean mean mean
Extracts (s.d.) (s.d.) (s.d.) Arousal Pleasure
Horn concerto no.3 in 2.55 2.58 6.17 Low High
E flat major K.447—  (1.90) (1.16) (1.59)
first mvt.—Mozart
Prélude a 'aprés-midi 2.51 2.79 4.36 Low Moderate
d’un faune-first mvt. (1.74) (2.04) (2.10)
—Debussy
Piano and cello sonata 1.54 2.07 3.29 Low Low
in F major op.99— (0.92) (0.92) (0.92)
first mvt.—Brahms
Brandenburg concerto 3.22 6.15 7.38 Moderate High
no.2 in F major BMV  (2.39) (1.34) (1.26)
1047—second
mvt.—Bach
Brandenburg concerto 2.44 5.86 5.71 Moderate Moderate
no.6 in B flat major (2.32) (0.95) (1.98)
BMYV 1051—second
mvt.—Bach
Overture IV in D 2.15 543 5.00 Moderate Low
major BMV 1069— (1.42) (1.74) (1.96)
first mvt.—Bach
Oboe concerto in C 2.85 7.64 6.93 High High
major K.314— (2.27) (0.93) (1.64)
third mvt..——Mozart
Divertimento in D 2.56 8.00 5.86 High Moderate
major K.136—third (1.95) (0.68) (2.03)
mvt.—Mozart
Symphony no.5 in C 3.33 8.21 3.93 High Low
minor, op.67 second (1.87) (0.89) (2.37)

mvt.—Beethoven

21 to 9 scale with increasing directionality.

196.06, p < 0.001). The level of familiarity did not vary across conditions
(mean = 2.57; p > 0.20).

Each of the nine selected musical extracts served as the background
to the same 4-minute video simulation that was filmed in a branch of a
real bank. Subjects were asked to imagine themselves waiting for a
transaction that required interacting with the bank personnel. The
video focused alternately on a female clerk with whom they would have
to interact and on the customer who was currently being served. Under
each experimental condition, one background music was recorded at the
same comfortable volume level and was listened to by the subjects at
the same volume.
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Dependent Variables

Desire to Affiliate. Following Russell and Mehrabian (1978), attitudi-
nal and behavioral measures of subjects’ desire to affiliate with the bank
personnel were recorded. Attitudinal items were how friendly did sub-
jects feel toward and how much did they like the bank personnel (7-
point scale; not at all—very much). The three behavioral measures were
smile, say hello, and chat with the bank personnel in the forthcoming
transaction (7-point scale; very unlikely—very likely).

Retrospective Thought Listing. Subjects were asked to take 2 min-
utes to list as precisely as possible all thoughts or feelings that could
have come to their mind as they were watching the video. They com-
pleted this task after having responded to the other dependent vari-
ables.

Ecological Validity of the Stimuli

Subjects of the main study rated the scenarios as fairly consistent with
reality (mean = 5.29; 7-point scale from not at all to very much) and said
that they would not be too surprised to encounter the scenario in real
life (mean =2.33; 7-point scale from not at all to very much). In addi-
tion, these two ratings did not differ across conditions (all p > .14).

RESULTS

Was consumers’ desire to affiliate with the bank personnel influenced by
variations in the level of music-induced pleasure and arousal? Mean
scores were first computed for the subscales of attitudinal and behav-
ioral measures of desire to affiliate (Cronbach alpha of 0.56 and 0.62, re-
spectively). A multivariate analysis of variance (MANOVA) was
conducted on the attitudinal and behavioral measures with levels of
pleasure and arousal as between-subjects factors. The results revealed
that arousal significantly influenced desire to affiliate (F[2,254] =4.74, p
<.02), whereas a marginally significant effect emerged for pleasure
(F[2,254] =2.73, p <.07). In addition to these main effects, the interac-
tion was significant (F[4,254] = 2.45, p <.05).

Separate analyses of variance were conducted on the attitudinal and
behavioral measures of desire to affiliate and means are presented in
Table 2. Both music-induced pleasure and arousal significantly influ-
enced the attitudinal measures of desire to affiliate (F12,257] =6.11, p <
.004; F[2,2571=5.57, p<.005, respectively, for pleasure and arousal).
These effects are of comparable strength (omega square of 0.37 and
0.34, respectively, for pleasure and arousal). Subsequent contrast analy-
ses revealed that high-arousal background music induced more desire to

BACKGROUND MUSIC AND DESIRE TO AFFILIATE 31



Table 2 Mean Attitudinal and Behavioral Measures of Desire to Affiliate as a
Function of Pleasure and Arousal

Desire to Affiliate

Attitudinal Behavioral
Measure? Measure?
Pleasure
Low 3.45% 5.812
(n = 98) (n=98)
Moderate 3.90! 5.76%
(n = 85) (n = 85)
High 418! 6.111
(n = 83) (n = 83)
Arousal
Low 3.70! 5.90!
(n = 78) n =179
Moderate 3.51! 5.88!
(n =87 (n=87)
High 4.18% 5.891
(n = 101) (n = 100)

Note. Within each experimental factor, means with different superscripts are different at p > .05.
Comparisons are made separately for attitudinal and behavioral measures.
#Scale of 1-7 with increasing directionality.

affiliate than the other two arousal levels (¢[2,213]= —3.20, p <.003),
which did not differ significantly from each other (p >.40). Similarly,
low-pleasure music induced less desire to affiliate than the two other
pleasure levels (¢[2,202] = 3.26, p <.002), which did not differ signifi-
cantly from each other (p >.20).

Main effects of pleasure and arousal on the attitudinal measure of de-
sire to affiliate were qualified by a marginally significant interaction
(F14,257]=2.19, p<.08). As can be seen in Figure 1, music-induced
pleasure significantly influenced consumers’ desire to affiliate at low
and high levels of arousal but had no effect at moderate levels (p >.40).
Under low arousal, a low level of pleasure had a detrimental effect on
desire to affiliate in comparison to moderate- and high-pleasure condi-
tions (#[2,73]=3.60, p <.002) which did not differ significantly from
each other (p >.20). Means are, respectively, 3.07, 3.95, and 4.48 for the
low-, moderate-, and high-pleasure conditions. Under high arousal, de-
sire to affiliate increased with high pleasure in comparison to low- and
moderate-pleasure conditions (¢[2,50] = —2.31, p <0.03), which did not
differ significantly from each other (p >.90). Means are; respectively,
4.02, 3.98, and 4.70 for low-, moderate-, and high-pleasure conditions.

Results can also be examined by comparing different levels of arousal
within each level of music-induced pleasure. No effect of arousal
emerged at moderate pleasure levels. For low-pleasure conditions, high
arousal was associated with higher desire to affiliate than the two other
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conditions combined (#{2,49] = —2.53, p <.02), which did not differ sig-
nificantly from each other (p >.30). Means are, respectively, 3.07, 3.38,
and 4.02 for low-, moderate-, and high-arousal conditions. Note that the
difference between high- and moderate-arousal conditions was only
marginally significant (¢[2,57]=1.81, p =.08). In high-pleasure condi-
tions, both low and high levels of arousal induced high desire to affiliate
in comparison with moderate arousal (¢{2,67] = 3.26, p <.003), and they
did not differ significantly from each another (p >.50). Means are, re-
spectively, 4.48, 3.55, and 4.70 for low-, moderate-, and high-arousal
conditions.

The behavioral measure of desire to affiliate appears to differ from
the attitudinal measure in its susceptibility to background music with
unique and strong effects of induced pleasure (F12,257] =6.19, p <.003,
omega square = 0.8094), and no arousal effect either at the main or in-
teractive levels (all p>.80). Means are presented in Table 2. Subse-
quent contrast analyses revealed a beneficial effect at high level of
music-induced pleasure compared to moderate and low levels (¢[2,160] =
—3.51, p <.002), which did not differ significantly from each other (p >
.60).

To investigate psychological mechanisms that underlie the effects of
music-induced pleasure and arousal on consumers’ desire to affiliate
with the bank personnel, the content of retrospective thought listing
was coded and analyzed. Data (thoughts and feelings combined) were
categorized by two independent judges in terms of their valence, and in-
dividual scores were computed for total number, number of positive,
neutral, and negative pieces of information. The coding instructions
were adapted from Sujan (1985). Interjudge agreement was 83.9%, and
coding discrepancies were resolved through discussion.

On the average, subjects listed 4.19 pieces of information, and no dif-
ference was found across conditions in the overall number of listed
thoughts (all p>.12). A multivariate analysis of variance (MANOVA)
was conducted on the number of positive, neutral, and negative thoughts
with pleasure and arousal as between-subjects factors. The results
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revealed a marginally significant interaction between music-induced
pleasure and arousal (Wilks’s lambda = 0.9387, F[8,474] = 1.92, p <.06)
with no significant main effects (all p>.13). Consequently, within each
level of pleasure, an additional MANOVA was conducted on the number
of positive, neutral, and negative thoughts with arousal as single be-
tween-subjects factor. A significant arousal effect emerged for high-plea-
sure condition (Wilks’s lambda = 0.8660, F14,160] = 2.985, p <0.03).

Separate univariate analyses of variance (ANOVAs) on the number of
positive, negative, and neutral thoughts generated under high-pleasure
conditions revealed that music-induced arousal influenced the number
of positive and negative thoughts (respectively, F[2,81]=3.16, p <.05
and F[2,81]=3.29, p <.05). Reflecting a U-shaped relationship, more
positive thoughts were associated with low and high levels of arousal
compared to moderate levels (¢£[2,72] = 2.28, p <.03; test for nonlinearity
F{1,81]1=4.44, p <.05). The means of positive thoughts were 0.78, 0.24,
and 0.44, respectively, for low, moderate, and high arousal. Low- and
high-arousal conditions did not differ significantly (p >.20), and low
arousal was only marginally different from the moderate level (¢{2,31] =
—2.307, p <0.03). Finally, low arousal induced significantly fewer nega-
tive thoughts than the two other conditions combined (¢[2,51] = 2.03, p <
.01), which did not differ significantly from each other (p >.70).

DISCUSSION

The empirical evidence presented here suggests that background music
may influence buyer-seller interactions in some systematic way. The re-
sults showed that music-induced pleasure and arousal have independent
effects on consumers’ desire to affiliate in a buyer-seller interaction with
more desire to affiliate usually associated with more pleasure and more
arousal, and with some evidence of interactive effects. Music-induced
pleasure had a stronger positive impact (attitudinal measure) under low
and high arousal than under moderate arousal and, arousal had stronger
effects under low and high pleasure, compared to moderate pleasure.

These findings did not replicate those in clinical psychology, according
to which soothing background music was associated with more interper-
sonal interaction than stimulating music. When significant differences
were observed for music-induced arousal, they favored high-arousal mu-
sic. However, it is interesting to note that for high-pleasure background
music, under low arousal—a condition that is conceptually similar to
the soothing condition in clinical studies—consumers’ desire to affiliate
was higher than under moderate arousal but equal to the one reported
under high arousal. Thus, beyond conceptual differences, divergence in
findings may also be due in part to differences in the range of pleasure
and arousal levels used in these studies and the one we used.
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Our results also diverge from studies that have investigated the effect
of music tempo and found hedonistic responses to be most favorable at
moderate levels of arousal (e.g., Holbrook & Gardner, 1993). Across all
pleasure conditions, high-arousal music induced a more positive attitu-
dinal measure of desire to affiliate, whereas arousal had no significant
effect on the behavioral measure. When separate analyses were con-
ducted within each level of pleasure for the attitudinal measure of de-
sire to affiliate, under low-pleasure conditions, a low-arousal
background music induced lower desire to affiliate than both moderate-
and high-arousal conditions. Moreover, the U-shaped relationship that
emerged between arousal and desire to affiliate under high-pleasure
background music seems to contradict the inverted U shape predicted
by optimal arousal theories and generally observed with hedonistic
measures in studies that have used music and nonmusic stimuli.

Are these results a mere artifact of our methodology or do they reflect
conceptual differences that exist between hedonistic responses (e.g.,
time listening to music in Holbrook & Gardner, 1993) and one’s desire to
affiliate with sales or service people in a commercial transaction?
Methodologically, it may be that the ranges of pleasure and arousal lev-
els used in our study were narrower than in previous ones. For instance,
if the range of arousal had been too narrow, a linear or stable relation-
ship would have been found because of the short distance between two
levels of arousal. However, this cannot explain the fact that a U-shaped
pattern emerged with significant divergence from linearity. The U-
shaped curve observed under high-pleasure music with less desire to af-
filiate associated with moderate tempo may also be related to
consumers’ expectations for this type of music as the typical background
music in a bank. Being consistent with expectations, background music
with moderate tempo could have attracted less attention. Madsen
(1987) suggested that it may be changes in background music that at-
tract attention to music and determine whether it will or will not be the
focus of attention. Even though subjects reported no difference across
conditions on the conformity of the experimental stimuli to real-life
bank environments, this explanation is consistent with the pattern of
thought-listing results under the same condition. The number of posi-
tive thoughts generated under the different arousal levels mirrored ex-
actly the pattern obtained for the attitudinal measure of desire to
affiliate: More positive thoughts were generated under slow and fast
tempi than under the moderate one.

Note that our results, which show that high-pleasure music enhances
the desire to affiliate at the two extremes of the arousal continuum, may
be consistent with an alternative conceptualization of arousal. Apter
(1982) suggested that peaks of pleasure could be located at the two ex-
tremes of the arousal continuum (e.g., very relaxing and very exciting
stimuli). Empirical support for this theory in environment-elicited
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emotional responses was provided by Walters, Apter, and Svebak (1982)
in a study on color preferences.

A partial account for the observed discrepancy between our results on
the effect of arousal and affiliative behaviors and past research on
arousal may come from conceptual differences in the measured vari-
ables. Most previous studies have considered a hedonistic response or a
general approach-avoidance tendency. Even in the few studies that have
used it, desire to affiliate was defined very broadly as one’s feelings or
act of friendliness toward a stranger or other people (Russell & Mehra-
bian, 1978, p. 364). In a buyer-seller interaction, consumers have pre-
cise role-defined expectations that may moderate how they would react
to environment-induced emotional changes, and these may provide a
partial account for the shape of the relationship between desire to affili-
ate and arousal. Recall that under low-pleasure background music, the
desire to affiliate increases with the level of arousal. Increased arousal
associated with unpleasant feelings may induce anxiety, which, in the
general model of approach/avoidance used in environmental psychology,
is supposed to induce avoidance behavior. However, in a commercial set-
ting, consumers usually expect the contact personnel to reduce their
anxiety. In such conditions, as our results suggest, they may be likely to
express a higher desire to affiliate under conditions of increased
arousal. This reasoning is consistent with Schacter’s (1959) suggestion
that reducing anxiety is one of the most important factors motivating
one’s desire to affiliate.

Finally, the overall beneficial effect of music-induced pleasure with
more desire to affiliate observed with increasing level of pleasure is con-
sistent with past research in environmental psychology that has used
nonmusic stimuli, and with consumer research that has considered vari-
ables other than affiliative attitudes and behaviors. We did not find em-
pirical evidence that this effect was mediated by attentional processes.

LIMITATIONS AND CONCLUSION

This study is the first to investigate the impact of music-induced plea-
sure and arousal on consumers’ desire to affiliate in buyer-seller interac-
tions, and the results should be interpreted cautiously for many
reasons. Methodological limitations are related to the student popula-
tion and the single use of classical music. In addition, despite meticu-
lous care in pretesting the background music and designing the film
scenarios, all of the subtleties of a real-world experience may not have
been captured by our methodology based on video simulations. However,
Bateson and Hui (1992) have demonstrated the validity of video for the-
ory testing that requires environmental manipulations.

Additional limitations are due to the focus on buyer-seller interac-
tions in a bank setting. Even though we believe that role expectations in
this exchange are in many ways comparable with other sales transac-
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tions, part of the interactive process differ. Replications should be done
with other types of buyer-seller interactions. Future research should
also investigate the salesperson responses to these background music
manipulations as well as their effects on the interactive process, taking
the dyad as the unit of observation.

Despite these limitations, our findings provide a useful first step in
developing a theoretical understanding of how music or other environ-
mental factors can influence consumers’ desire to affiliate in buyer-seller
interactions. For practitioners, this should provide insights on how to
design environments that optimize the effectiveness of buyer-seller in-
teractions.
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