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The purpose of this experimental research is to study the effects of unexpected 
sound on radio spots recall of brand categories, brand name and advertising claims. The 
research compared experimental group listened to unexpected sound advertising and 
controlled group.

<*

The study was conducted on a sample of 50 volunteers from Bangkok University, 
aged between 18-25, were randomly assigned into 2 experimental groups, an experimental 
group listening to selected radio spots with unexpected sound and another listening to the 
same radio spots without unexpected sound. Each group was then arranged to answer a 
prepared questionnaire to measure their memory of free and cued recall.

According to the 2- test proportion analysis, the results of recall significantly support 
the Mnemonic Devices and Flashbulb Memory theories.

The study found that unexpected sound on radio spots have effect on the recall of 
brand categories, brand name and advertising claims. Nevertheless, the recall will be 
generated to free or cued levels depending on the strength of unexpected sound, the 
relation of unexpected sound toward brand name and advertising claims, and the frequency 
of advertising exposure.
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