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The Influence of Sound Design in Videogames on Brand Awareness

3. Results

3.1 Descriptive

In total 149 respondents replied to the online survey, of which 61.7%
were male and 38.3% female. Further, 71.8% of all respondents were be-
tween 22 and 34 years, followed by 19.5 being 21 and younger. More-
over, the majority, with 53% either held a Bachelor or Master's degree.
Finally, 66.4% of all respondents were students, while still 24.2% were
regular employees.

Besides the regular demographic profile, the survey provided data
about the liking of MLP's sound logo. One can see that the participants
rated it rather well, if they have played the branded videogame (shift
from 46.7% to 66.7%), instead of non-branded (shift from 36.7% to
15.4%).

Moreover, the brand awareness, for the company MLP has been
measured. Here, one can see that the control group, which has been ex-
posed to the brand name only, showed a general brand awareness rate of
16%.

3.2 Results

In total seven hypotheses were tested. Whereas the hypotheses had to be
accepted in four cases.

The first hypothesis stated that branded sound design in videogames
does not influence users referral rate. It had to be accepted, as a Chi-
Square score of 0.535 with a degree of freedom of 1 was not significant.
Meaning integrating branded sound design has no negative effect on the
user experience.

The second hypothesis has proven that integrating sound logos in
videogames does not support recognition of the sound logo significantly,
as the Chi-Square score of 0.732 shows.

With a Chi-Square score of 10.360 and a degree of freedom of 2 (lead-
ing to a p-value of 0.006), a significant correlation between the group
variable and the recognition, respectively relation of sound logo to
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brand, could be measured. The third hypothesis had to be rejected,
meaning sound logos learned in videogames aid brand recall. Further-
more, Cramer’s V showed a medium-strengthened correlation between
the two variables, with a value of 0.323.

As expected, the fourth hypothesis, pointing out that no correlation
exists between unlearned sound logos and the level of brand awareness,
had to be accepted based on a Chi-Square result of 0.006.

Also the fifth hypothesis which stated that videogames with a non-
branded sound design do not have an influence on the level of brand
awareness, had to be accepted as it is supported by a Chi-Square result of
0.662 for a degree of freedom of 1.

In addition to the sole recognition of the sound logo, it has been
tested whether the branded sound design significantly influences the
brand awareness. As mentioned earlier, the brand awareness was at a
rate of 16%, which increased to 23.3% for participants that played the
non-branded videogame and even to 33.3% after participants played the
branded videogame. Despite this strong trend, hypothesis 6 had to be ac-
cepted, as a Chi-Square score of 3.651 and a degree of freedom of 1
(leading to a p-value of 0.056) shows.

Also the seventh hypothesis (videogames with a branded sound de-
sign cannot influence image values of a brand) had to be accepted. In this
example three values show a strong trend by the branded sound design,
namely being conservative, trustworthy and conventional. However, the
Chi-Square scores were 2.265, 3.651 and 2.735, all of them at a degree of
freedom of 1 leading to p-values of 0.132, 0.098 and 0.098.

4, Discussion

4.1 Conclusion

Companies have nothing to lose when integrating branded audio ele-
ments into online videogames. As hypotheses 1 proved, it does not make
games less attractive for users and demonstrates similar fun as referrals
rates have not been influenced. However, companies can use branded
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audio elements in videogames to enhance their level of brand awareness
(strong trend on p=0.0056 level but no significance}. Results of the
online survey show that participants were able to relate the sound logo
significantly more often to a specific brand, after having played the
branded videogame. Moreover, brands can influence their level of recog-
nition, by using branded sound designs in their videogames. Finally,
brands should consider their desired brand identity and perceived brand
image. Previous findings show that music can prime attitudes toward a
brand (Maclnnis & Park, 1991) as well as connect a brand, which is con-
nected to musical cues to different values (Stewart & Punj, 1988; Stewart
et al, 1990). Even though none of the image values has been influenced
significantly, it can be concluded that there is a robust trend that video-
games have an influence on the brand image. Therefore, future research
should take the gap between actual and desired brand image into
account.

4.2 Limitations

The findings of the project were as expected; however, there were limita-
tions which should be taken into account for future research.

First, an existing videogame with an existing sound design has been
used. Hence, only the factor “branding” has been tested but not the influ-
ence of sound design itself. Moreover, the report misses an in-depth
analysis of MLP and has been tested for a given set of values, which have
not been compared to MLP’s desired ones. Thus, different values might
be affected as well and influence MLP's brand image. Furthermore, the
effect of the game itself has not been tested.

Second, normally users play videogames more often. It might be ex-
pected that recognition and recall values will improve with higher con-
tact rates.

Third, the sample sizes required for the Chi-Square to work appro-
priately is 5, per crosstab calculation. However, as the brand MLP was
relatively unknown, an unsufficient number of answers was given.
Hence, the answers regarding influence on brand values can be seen as
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an indicator rather than a statistically significant outcome. Further re-
search should take the demographic as well as psychographic factors
into account. In addition, it can be recommended to test the influence on
user behaviour, in terms of time played, in order to test the effect of
branded sound design on consumers.
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