
Introduction
Retailers have long been realized that the sound can influence consumer perception and
behavior in ways both obvious and unexpected (Garlin & Owen, 2006; Krishna, 2012). In this
study, we posit an auditory feature—the pitch—as a new source of construal. Auditory pitch is
defined as the subjective perception of the sound (Remijn & Nakajima, 2005). We propose that
the change of pitch can induce psychological distance in which evokes different levels of
construal. Furthermore, advertisements combining auditory pitch and verbal advertising
elements that evoke the same levels of construal can increase the effectiveness of the ad.

How the Voice Pitch Influences
Processing Styles? 

The Effectiveness of Matching
Auditory Pitch and Verbal

Message in Advertising

Contact kzhang2019@126.com

Extended abstract
Please visit: https://share.weiyun.com/X2DuR3nq

Background
Low voice pitch is associated with higher power and status (Klofstad et al., 2012;
Puts et al., 2006; Tigue et al., 2012). Smith and Trope (2006) examined that elevated
power increases the psychological distance one feels from others.
High voice pitch is relatively associated with the feeling of warmth (e.g. friendliness,
helpfulness, & sincerity) (Jisang Han & Lowe, 2020) and the feeling of warmth is
strongly connected with physical and social proximity (IJzerman & Semin, 2010).
The construal level literature stated that the advertising elements that evoke the same
levels of construal can increase consumers’ processing fluency (Roose et al., 2019),
which enhances the advertising effectiveness (Lee & Aaker, 2004).
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Study 1 A&B
Aims: To investigate the H1 that low (high) sound pitch induces
more abstract (concrete) processing
Sample: 99 participants (1A) & 102 participants (1B)
Design: 2 (voice pitch: low vs. high) between-subjects design 
Stimuli: Educational broadcast in male voice (1A) & Audiobook
in female voice (1B)
DV: Rosch test (1A) & Kimchi-Palmer task (1B) 
Results: Participants showed more abstract processing under the
low voice pitch condition.

Study 2
Aims: To test the underlying mechanism of the psychological
distance (H2)
Sample: 100 participants 
Design: 2 (voice pitch: low vs. high) between-subjects design 
Stimuli: Audio clips of a brand introduction in female voice
DV: Rosch test
ME: Perceived distance to both the spokesperson and the brand 
Results: Perceived distance mediated the effect of low (high) voice
pitch on abstract (concrete) processing.

Study 3
Aims: To test the H3 and H4
Sample: 100 participants 
Design: 2 (voice pitch: low vs. high) x 2 (verbal temporal
references: long-term vs. short-term) between subjects design
Stimuli: Audio recordings of a rice cooker’s slogan
DV: Attitude toward the brand and purchase intentions,
ME: Processing fluency
Results: Advertisements combining auditory pitch and verbal
advertising elements that evoke the same levels of construal
increased consumers’ processing fluency of the advertisements and
hence optimized the attitude toward the advertisement and the
intention to engage in product-related actions.

Hypotheses
H1: Low (high) voice pitch induces more abstract (concrete) processing.
H2: Psychological distance mediates the effect of low (high) voice pitch and abstract
(concrete) processing.
H3: Advertisements combining auditory pitch and verbal advertising elements that
evoke the same (vs. different) levels of construal increase consumers’ processing
fluency of the advertisements.
H4: An increase in processing fluency, caused by a fit in construal evoked by
auditory pitch and verbal advertising elements, optimizes the attitude toward the
advertisement and the intention to engage in product-related actions.

Summary
This research examined the effect of voice pitch on the consumers’ processing styles.
With evidences from four main experiments, we proved that low voice pitch induces
more abstract processing via the perceived distance. As such, this study raises a
novel source of construal. In addition, this study shows that when both auditory (e.g.,
voice pitch) and verbal (e.g., temporal benefit) advertising elements induce the same
level of construal, advertising effectiveness increases. This effect is due to the
increasing processing fluency induced by the construal fit.

Conceptual model I: the effect of voice pitch on construal level. 
Conceptual model II: the effect of construal fit on advertisement effectiveness via processing fluency
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