
Introduction
Pitch cues have an important impact on our perception and decision-making. Past research
has suggested that low-pitched voices help listeners form positive evaluations of the
speaker’s status-related attributes. It is unclear whether such the positive effect can be
extended beyond the speaker him/herself and generalized to inanimate products that are
associated with the voice. Drawing from research on mental association and acoustic pitch,
this research proposes and empirically confirms that low-pitched voices used in product
marketing positively affect consumers’ attitudes toward the product by increasing their
perceived status value of the product, and these effects occur only for products that have a
strong ability to signal social status (e.g., expensive product, luxury goods).
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Background
Low-pitched voices and perceptions of higher social status have mental associations.
Sensory elements in marketing communications can influence beliefs related to attributes
that have mental associations with the specific sensory elements.
Products that satisfy consumers’ needs for pursuing social status can activate the mental
associations.
As a result of gender stereotypes, a lower-pitch voice from women, compared to men, is
less likely to be associated with higher status.
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Study 1
Aims: To test the effect of voice pitch on the evaluation of
status-signaling products
Sample: 224 participants
Design: 2 (voice pitch: lower vs. higher) × 2 (status-signaling
ability: high vs. low) between-subjects design
Stimuli: Audio recordings of a car (with different price)
Results: Lower-pitched voices used in market stimuli lead to
more favorable evaluations for status-signaling products (high-
price products). However, the effect was not observed in the
products that did not signal social status.

Study 2
Aims: To replicate the main effect and test the underlying
mechanism of the perceived status value of the product
Sample: 96 participants 
Design: 2 (voice pitch: lower vs. higher) between-subjects
design 
Stimuli: Audio recordings of a TUMI Luggage 
Results: Product’s perceived status value mediated the effect of
low-pitched voices on the evaluation of a status-signaling
product.

Study 3
Aims: To test the boundary condition of the gender of the
spokesperson and determine whether the main effect holds in
video advertisement
Sample: 200 participants 
Design: 2 (voice pitch: lower vs. higher) × 2 (spokesperson: male
vs. female) between-subjects design 
Stimuli: Video ads of an Audi A8 car
Results: The observed positive effect of lower-pitched voices on
product evaluation occurs only for male voices.

Hypotheses
H1. Lower (higher) voice pitch used in marketing communications will lead to a more
positive (negative) evaluation of the status-signaling product.
H2. The product’s status value mediates the positive effect of the voice pitch on the
status-signaling products.
H3. Lower-pitched female voices in product marketing stimuli are less effective than
lower-pitched male voices in promoting the perceived status value of the product.

Summary
Drawing from research on mental association and acoustic pitch, we hypothesize that
low-pitched voices positively affect consumers’ attitudes toward a product by increasing
consumers’ perceived status value of the product. Using three lab experiments and one
field experiment, we test these hypotheses and find supporting evidence for them. Our
findings offer an important theoretical contribution to the sensory marketing literature.
This research also provides useful guidance for managers to more effectively market
status-signaling products.
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Study 4
Aims: To examine the positive effect of low-pitched voices on the
evaluation of the status-signaling products in a field setting
Procedure: Released two videos on a short video social platform
Stimuli: Video ads of a LV bag
Results: Lower-pitched voices lead to more positive viewer
reactions (effective plays & likes) to the advertisement than
higher-pitched voices.
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