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Through studies musical and linguistic factors, these researches aim to
investigate the strategic use of music during marketing. In addition, the 80 sample songs utilized
in this study were tested based on six use patterns, namely TV advertisements, drama series theme
songs, movie theme songs, anime theme songs, multi-media, others (e.g. songs used within movies/TV
series), and no tie-ups (“ tie-ups” refer to songs targeted for release through television, movies
or other associated media). Thus, it can be asserted that Japanese people prefer tunes that do not
deviate greatly from the pitch level of the Japanese language, and that they also prefer songs that
are designed to brighten minor keys’ gloomier feelings. This study could not only lead to further
development of this research area in Japan, but could also help to promote consumer preferences and
purchasing behavior by strategically using and BGM in marketing.

BGM TVCM



IMC(Integrated Marketin Communication)

BGM BGM

BGM
(Turley and Milliman,
2000; Hargreaves and North, 1997 )

BGM 2000
BGM 2011

IMC
IMC

IMC BGM

BGM

20

BGM

20

80
TVCM



26 100

BPM( )
6
SPSS
1 2
1 3
1 28.769% 2 48.073% 3
66.254% 50%
0.5 1 1
1
a
1 2 3
.016 .748 -_181
BPM -.056 .330 .828
.233 .668 -.311
.598 -.163 -.393
.837 -.118 .120
.781 .060 .328
a. 3
2
2
3 BPM

BPM
60 80
BPM 90 140
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