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Abstract : The impact of music on consumers' attention and emotions at different parts of the day are rarely/never studied.
Music has been widely studied in different parameters, such as in-store music and its atmospheric effects, to understand
consumer arousal, in-store traffic, perceptions of visual stimuli, and actual time spent in the store. Further other parameters
such as tempo, shopper's age, volume, music preference, and its usage as foreground or background music acting as a
mediator and impacting consumer behavior is also well researched. However, no study has traversed the influence of music on
social media advertisements and its impact on the consumer mind. Most studies have catered to the influence of music on
consumers  conscious.  A  recent  study  found  that  playing  pleasant  music  is  more  effective  on  weekdays  in  enhancing
supermarkets' sales than on weekends. This led to a more pertinent question about the impact of music on different parts of
the day and how it impacts the attention and emotion in the consumers’ mind is an interesting question to be asked given the
fact that there is a high usage of social media advertisement consumption in the recent past on a day-to-day basis. This study
would help brands on social media to structure their advertisements and engage more consumers towards their products. Prior
literature has examined the effects or influence of music on consumers largely in retail, brick-and-mortar format. Hence most
of the outcomes are favorable for physical retail environments. However, with the rise of Web 3.0 and social media marketing,
it would be interesting to see how consumers' attention and emotion can be studied with the effects of music embedded in an
advertisement during different parts of the day. A smartphone is considered a personal gadget, and viewing social media
advertisements on them is mostly an intimate experience. Hence in a social media advertisement, most of the viewing happens
on a one-on-one basis between the consumer and the brand advertisement. To the best of our knowledge, little or no work has
explored the influence of music on different parts of the day (per the circadian rhythm) in advertising research. Previous works
on social  media advertisement have explored the timing of  social  media posts,  deploying Targeted Content Advertising,
appropriate content, reallocation of time, and advertising expenditure. Hence, I propose studying advertisements embedded
with music during different parts of the day and its influence on consumers' attention and emotions. To address the research
objectives and knowledge gap, it is intended to use a neuroscientific approach using fMRI and eye-tracking. The influence of
music embedded in social media advertisement during different parts of the day would be assessed.
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