
1 | P a g e
 

“T

 

  

 

 

 

e  

The Ro

By: M

ole of M

Muhammad U

De

Music 

Usman 

S

Salm

epartment of 

Bahria Un

in bra
 

 Enro

MBA 

 

Supervisor  

 
man Ali Kha

 

f Managemen

 

niversity Isla

2015 

nd Rev

olment # 01-

an 

nt Sciences

mabad 

vitaliza

 

-120122-055

ation”

5 



2 | P a g e  
 

Acknowledgement 

Firstly, I like to thank almighty Allah for giving me the courage, confidence and patience to do 

my research  

I would like to express my sincere gratitude to my supervisor Salman Ali Khan, Dr. Atique and 

my brother Muhammad Imran Anjum for their  continuous support throughout my research and 

guiding me with his immense knowledge in the field of marketing  and motivating me and 

showing patience throughout my study. Without their support it’s difficult for me to carry out my 

whole research. 

I also want to thank my friend Rida Sadique for helping me out in my research and special 

thanks to Zahra Iqbal for helping me throughout the whole study. Without their continuous 

support hard to complete the thesis on time. 

Last but not the least, I am thankful to the Bahria University Islamabad for providing us the 

excellent faculty who supported the students during their research and guided them whenever 

they are needed. 

 

 

 

 

 



3 | P a g e  
 

Table of Content 

1 Chapter 1 : Introduction 
 

1.1 Introduction          05 
1.2 Organization of the Study       05 
1.3 Background         06  
1.4 Area of Study         07 
1.5 Research objective        07 
1.6 Research Questions        07 
1.7 Significance of research       08 

 
2 Chapter 2: Literature Review 

 
2.1 Literature Review        10 
2.2 History of Music in Pakistan      10 
2.3 Role of music in Pakistan       11 

2.3.1 In General Prospective       11 
2.3.2 In Marketing Prospective      11 

2.4 Music as jingles         13 
2.5 Importance of Music with prospective of Pakistani youth   13 
2.6 Dimensions of Music       14 
2.7 Importance         14 
2.8 Music influence on Consumer       15 
2.9 Music In advertisement        17 
2.10 Brand Revitalization        17 
2.11 Lifecycle of Brand        19 
2.12 Needs and Importance of Brand Revitalization    19 
2.13 Why brands go down        23 
2.14 Expanding Brand Awareness       25 
2.15 Process of revitalization       26 
2.16 Researches related to music and its relationship with brand  24 
2.17 Sound marketing & Music Marketing     30 

 
3 Chapter 3 : Research Methodology 

 
3.1 Research Methodology        33 
3.2 Sampling Strategy         33 
3.3 Data Collection         34 

3.3.1 Participants         34 
3.3.2 Population         34 

3.4 Research Instrument        35 
3.5 Data Analysis         35 
3.6 Tools          35 
3.7 Theoretical Framework        36 
3.8 Construction of Hypothesis        36 



4 | P a g e  
 

3.9 Ethical Consideration        37 
 

4 Chapter 4 : Interpretation and Data Analysis  
 

4.1 Data analysis an interpretation       38 
4.2 Discussion          69 

 
5 Chapter 5 

 
5.1 Conclusion          71 
5.2 Recommendation        72  

Bibliography           73 
Questionnaire           75 

 

 

 

 

 

 

 

 

 

 

 


