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Introduction 
In recent years, ambient music has increasingly been recognized as a 

meaningful element in luxury hospitality, contributing to guests’ emotional and 

psychological experiences. This thesis aims to explore how ambient music may 

influence the emotional states of guests in luxury hotel settings. Although its use is 

becoming more common, academic research on the specific effects of ambient music 

in this context remains limited. Through this study, the goal is to provide insights that 

may help deepen our understanding of how music can support guest satisfaction. 

This chapter outlines the background of the topic, states the research problem and 

objectives, and presents the overall structure of the thesis. 

 
Study background 

Ambient music has become an integral element in luxury hospitality design, 

especially in high-end hotel environments. Defined as a genre that emphasizes 

atmosphere over formal structure, ambient music is intended to subtly shape mood 

and perception without commanding guests’ attention (Bitner, 1992; Hultén, 2011). 

Its unobtrusive and immersive qualities help create an emotional environment that 

aligns with hospitality objectives—enhancing guest comfort, relaxation, and 

perceived quality of service. Research shows that ambient factors, including 

background music, significantly influence guests’ satisfaction, their overall 

impression of the hotel, and loyalty intentions (Suh et al., 2015). 

To understand how ambient music has come to serve this role, it is helpful to 

explore its historical origins. The roots of ambient music lie in early 20th-century 

musical experimentation. Composers such as Erik Satie introduced concepts like 

furniture music (musique d’ameublement), intended to blend seamlessly into 

environments and serve a spatial purpose rather than demand attention (DeNora, 

2000). Later, figures like John Cage further blurred the boundaries between music 

and ambient sound, most famously with his piece 4′33″, which invited listeners to 

focus on the sounds of the environment itself (Blesser & Salter, 2007). The modern 

ambient genre is widely attributed to Brian Eno, whose 1978 album Music for 

Airports solidified ambient music’s role as atmospheric enhancement rather than 

primary entertainment (Prior, 2008). Eno’s emphasis on sonic texture and integration 
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of sound into physical spaces fundamentally redefined the purpose of music in 

everyday settings. 

Building on this conceptual foundation, luxury hotels have adopted ambient 

music as a deliberate design strategy. Unlike rhythmic or lyric-driven genres, ambient 

soundscapes utilize slow tempos, minimal structure, and soft dynamics to foster a 

calming and luxurious atmosphere. Research indicates that these characteristics 

promote emotional ease, reduce anxiety, and enhance the overall guest experience 

(Thompson, 2024; Chen et al., 2023). The implementation of ambient music in 

spaces such as lobbies, spas, restaurants, and guest rooms reflects an 

industry-wide recognition of its influence on mood, perception, and memory. 

The impact of ambient music is further amplified when integrated into a 

comprehensive multisensory experience. In luxury hospitality settings, ambient 

music interacts synergistically with visual aesthetics, scent, lighting, and service 

quality to cultivate a sense of exclusivity and emotional sophistication. This 

intentional curation plays a key role in how guests interpret space, particularly in 

terms of emotional and psychological responses, as each sensory element 

contributes to shaping their overall perception. Research indicates that music serves 

as a powerful tool for mood regulation, stress reduction, and enhancing perceived 

value within service environments (Kemp et al., 2019). For instance, slower musical 

tempos in spa settings can lower cortisol levels and promote relaxation, while more 

vibrant ambient tracks in restaurant areas may encourage sociability without causing 

distraction (Thoma et al., 2013). 

The emotional impact of music is underpinned by mechanisms such as 

emotional contagion, where listeners internalize the mood expressed in the music. In 

luxury hospitality, curated emotional environments serve both functional and 

experiential purposes—encouraging comfort, satisfaction, and even loyalty (Juslin & 

Västfjäll, 2008; Elshaer et al., 2025). Moreover, ambient music can shape how 

guests perceive time, space, and brand identity. It functions as a psychological 

anchor that helps establish familiarity and trust in an unfamiliar setting (Spence et al., 

2014). 

This emotional influence extends beyond mood regulation to affect how 

guests evaluate service quality and brand image. Guest perception of service quality 

and luxury is deeply affected by the auditory environment. Studies have shown that 

congruent, well-designed soundscapes enhance evaluations of both space and staff 
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performance (Magnini & Parker, 2009; Sweeney & Wyber, 2002). Conversely, 

mismatched or intrusive music can detract from the experience, causing cognitive 

dissonance and discomfort. As such, the precision and intentionality behind music 

selection become crucial aspects of service design. 

It is also important to consider cultural variability in musical preferences and 

emotional responses. While certain musical features — such as low tempo and soft 

instrumentation — tend to evoke relaxation cross-culturally, personal associations 

and cultural background heavily influence emotional resonance (North & 

Hargreaves, 2008). Luxury hotels, particularly those serving diverse international 

clientele, increasingly employ adaptive music systems or regional customization to 

ensure emotional alignment with guest expectations. 

Despite its growing application, the mechanisms by which ambient music 

affects perception and emotion in hospitality settings remain underexplored. This 

study aims to fill that gap by analyzing the psychological and emotional dimensions 

of ambient music in luxury hotel environments. By identifying the specific musical 

characteristics that influence guests’ perceptions of luxury and emotional well-being, 

this research contributes to a deeper understanding of how sound design can be 

harnessed as an essential component of the hospitality experience. 

 

Research problem 
Despite the increasing integration of ambient music into the design and 

management of luxury hotels, the academic literature remains limited in addressing 

the psychological and emotional mechanisms through which this genre contributes to 

guest experience and brand perception. While there is growing recognition of the 

role of soundscapes in service environments, much of the existing research has 

focused broadly on music in retail or general hospitality contexts (North & 

Hargreaves, 2008; Spence et al., 2014). Consequently, a clear knowledge gap 

persists in the understanding of how ambient music—specifically—functions within 

luxury hospitality environments to influence emotions, perceptions of luxury, and 

overall guest satisfaction. 

While existing studies have significantly advanced our understanding of 

background music in hospitality settings, many tend to treat it as a relatively uniform 

construct, with limited differentiation between genres or their specific psychological 

effects. For example, much of the current research emphasizes general 
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characteristics such as tempo or volume (Magnini & Parker, 2009), often without fully 

considering the distinct qualities of ambient music. This broader focus may overlook 

some of the more nuanced ways in which ambient music uniquely contributes to 

spatial aesthetics and guest psychological responses in luxury environments. 

Furthermore, although studies have explored the role of sensory 

elements—including lighting, scent, and décor—in creating luxury experiences 

(Spence et al., 2014), there is relatively little empirical data on the role of ambient 

soundscapes. Even fewer studies investigate how ambient music can be aligned 

with brand identity and cultural context to provide personalized and immersive guest 

experiences. As a result, hotel designers and managers may rely on intuition or 

trend-based decisions when curating soundscapes, rather than evidence-based 

insights. 

The need for this study arises from the growing importance of experience 

design in luxury hospitality. As the industry grows more competitive, there is a 

continuing need for hotels to discover subtle and meaningful ways to differentiate 

themselves and foster emotional connections with guests. Ambient music appears to 

be a potentially valuable, yet relatively underexplored, element in this context. By 

examining how ambient music may influence emotional regulation, cognitive 

perception, and perceived service quality, this study aims to contribute to a more 

nuanced understanding of its role, offering insights that may be beneficial for both 

academic research and hospitality practice. 

This research aims to add to the existing body of knowledge by exploring the 

role of ambient music as one element within luxury hospitality environments. It also 

seeks to share observations that may be useful to hoteliers and sound designers, 

and to offer a conceptual viewpoint that could support future research. By situating 

itself at the intersection of music psychology, environmental design, and hospitality 

management, the study hopes to contribute an integrative perspective to the ongoing 

discussions within these fields. 

 
Research Aim, Objectives, and Questions 

The primary aim of this research is to explore and understand the role of 

ambient music in shaping the emotional and psychological experiences of guests in 

luxury hotels. By investigating how different aspects of ambient music influence 

guest satisfaction, perceptions of luxury, and overall emotional responses, the study 
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aims to provide valuable insights into the strategic use of ambient music in hospitality 

settings. To achieve this aim, the following research objectives have been identified. 

●​ To identify the characteristics of ambient music that influence guests’ 

emotional and psychological responses. 

●​ To examine how ambient music in various hotel areas shapes guests’ 

perceptions of atmosphere, service quality, and brand identity. 

●​ To evaluate the impact of ambient music on guest satisfaction, perceived 

exclusivity, and loyalty. 

●​ To identify managerial practices that support the strategic use of ambient 

music to enhance the luxury guest experience. 

To guide this study, the following research questions have been 

developed to examine the impact of ambient music in luxury hotel 

environments, with a particular focus on its emotional and psychological effects 

on guests.  

●​ Which elements of ambient music (e.g., tempo, volume, genre) affect guests’ 

emotional and psychological experiences in luxury hotels? 

●​ How does ambient music in different hotel areas (e.g., lobbies, restaurants, 

spas) shape guests’ perceptions of atmosphere, service quality, and brand 

identity? 

●​ In what ways does ambient music impact overall guest satisfaction, perceived 

exclusivity, and loyalty? 

●​ What managerial strategies are used to implement ambient music effectively 

in luxury hotels, and how do they contribute to the guest experience?​

 

These questions aim to explore the intricate relationship between ambient 

music and the hospitality experience, providing a comprehensive understanding of 

its impact on guest emotions and perceptions of luxury. 

 

Research significance 
The luxury hospitality industry is increasingly focused on delivering immersive, 

emotionally resonant guest experiences that go beyond traditional notions of service. 

Within this context, ambient music has emerged as a subtle yet powerful tool to 
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influence mood, enhance atmosphere, and contribute to a perception of exclusivity 

and comfort. While previous research has acknowledged music’s ability to regulate 

emotional states and support psychological well-being in general environments 

(Juslin & Sloboda, 2010; Thoma et al., 2012), its role as a strategic branding and 

experiential device in luxury hotel settings remains underexplored. This study seeks 

to fill that gap by investigating how ambient music can be intentionally designed and 

implemented to elevate guest satisfaction, emotional engagement, and brand loyalty. 

By focusing specifically on luxury hotel environments, the study aims to 

contribute to both academic literature and industry practice. In terms of practical 

significance, it offers hotel managers and designers a deeper understanding of how 

curated soundscapes can enhance sensory branding and influence consumer 

behavior. From an academic standpoint, the research builds on existing theories of 

environmental psychology and music cognition, applying them to the specific context 

of high-end hospitality. As research has shown, congruent ambient elements—such 

as music that aligns with spatial design and service quality—can heighten 

perceptions of elegance, comfort, and service attentiveness (Magnini & Parker, 

2009; Sweeney & Wyber, 2002). The findings of this study aim to inform both future 

research and managerial decision-making in the creation of emotionally resonant 

and commercially effective hospitality experiences. 

 

Study limitations 
While this study aims to provide meaningful insights into the impact of 

ambient music on guest experiences in luxury hotels, several limitations should be 

acknowledged. The number of respondents—a term that, for the purposes of this 

discussion, refers to both interview participants and authors of online reviews—may 

be limited to a relatively small sample of hotel managers and guests from a select 

number of luxury hotels, which may not fully represent the diversity of luxury 

hospitality settings worldwide. Additionally, the geographical scope of the study will 

be restricted to specific regions, potentially limiting the generalizability of the findings 

to hotels in other cultural or regional contexts. The research will also rely on 

self-reported data from guests, which may be subject to biases such as social 

desirability or recall bias, potentially affecting the accuracy and reliability of the data.  

Furthermore, the study will be conducted over a limited time frame, and the 

effects of ambient music may vary depending on factors such as seasonality, guest 
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demographics, and individual preferences. Another notable limitation is the use of a 

qualitative research design, which, although well-suited for capturing subjective 

experiences, does not permit statistical generalization. By acknowledging these 

limitations, the study seeks to provide a nuanced understanding of the role of 

ambient music in luxury hospitality, while highlighting the need for further research 

across broader contexts and with more diverse and larger samples. 

 

Structural outline 
This thesis is structured into seven chapters, each of which contributes to an 

understanding of how ambient music influences guests’ emotional states in luxury 

hotels. The following outline briefly explains the content and purpose of each chapter. 

 
Chapter 1: Introduction 

This chapter defines key concepts related to ambient music and its emotional 

and psychological effects, particularly within luxury hospitality settings. It reviews 

relevant literature, discusses major theories and findings, and identifies areas that 

have received limited academic attention in previous research. 

​

Chapter 2: Literature Review 

This chapter explores key concepts based on previous research. It also 

defines the keywords used in this study and discusses areas that have not been 

sufficiently covered in existing literature.​

 

Chapter 4: Methodology 

This chapter outlines the research approach, design, and methods used to 

collect and analyze data. It explains the rationale for selecting a qualitative research 

approach, details the data collection methods (such as semi-structured interviews 

and online reviews), and discusses the analysis techniques used in the study, such 

as thematic analysis.​

 

Chapter 5: Results 
This chapter presents the key findings derived from the research, including 

themes from interviews with hotel managers and guests, as well as insights gained 

from the analysis of online reviews. The findings are analyzed and interpreted in 
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relation to the research questions and the existing literature.​

 

Chapter 6: Discussion 
This chapter interprets the results in the context of the research objectives and 

questions, comparing the findings with previous studies. It discusses the implications 

of the findings for luxury hotels and hospitality management, highlighting how 

ambient music influences guests’ emotional state. 

 

Chapter 7: Conclusion and Recommendations 
This chapter summarizes the main findings of the study, presents conclusions 

drawn from the analysis, and offers recommendations for hotel managers and the 

hospitality industry. It also suggests areas for future research based on the study's 

limitations and the potential for further exploration of ambient music’s role in luxury 

hotels.​

 

Overall, the structure of this thesis supports a better understanding of how 

ambient music affects guests’ emotions in luxury hotel environments.  
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Literature review 
 
Previous Research on Ambient Music 

Gaining a comprehensive understanding of how ambient music influences 

consumer responses is essential for luxury hospitality providers aiming to enhance 

guest satisfaction and foster brand loyalty. Prior research has demonstrated that 

background music can shape individuals’ perceptions, emotional states, and 

behavioral patterns, making it a particularly significant factor in the context of the 

hospitality and tourism sectors. This section reviews key scholarly contributions that 

illuminate the situational effectiveness of ambient music and explore how it can be 

employed strategically to elevate the overall guest experience. 
 
Influence of Ambient Music 

Ambient music has long been shown to be an important tool for the 

enhancement of consumer experience via emotion and mood modulation. For 

instance, Angela et al. (2018) found that individuals exposed to music experienced 

greater mood enhancement compared to a control group that was not exposed, 

highlighting the emotional impact of music. Similarly, as Jani and Han (2015) noted, 

“the atmospheric elements of a hotel environment significantly influence guests’ 

emotional responses, which in turn affect satisfaction and loyalty.” These results are 

supported by Trompeta et al. (2022), who emphasized the emotional stimulation 

produced by well-curated music in creating immersive hospitality experiences. In 

high-end hotel environments, ambient music does more than just entertain, it is a 

sensory instrument that makes an emotional connection with guests, helping to 

generate greater guest satisfaction and loyalty. 

The significance of music in creating a luxurious experience is also 

demonstrated through emotional responses to music. Sukhu et al. (2019) found that 

"Positive emotions, induced by service environments, are found to influence 

satisfaction and behavioral intentions such as revisit and word-of-mouth intentions." 

The findings of this research suggest that hotels’ utilization of ambient music is more 

than just an aesthetic; it is a successful instrument for creating a positive behavioral 

process and guest loyalty. Neuroscientific and psychological perspectives on how 

music influences such brain responses associated with pleasure and reward may 

also be considered, for example, the emotional and psychological effects of 
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background music in hospitality settings. Salimpoor et al. (2011) demonstrated using 

fMRI that “intensely pleasurable responses to music involve activity in brain regions 

implicated in reward and emotion, notably the nucleus accumbens and the caudate. 

The experience of music has been shown to trigger dopamine release during 

moments of anticipation and emotional peaks, contributing to its strong emotional 

impact (Salimpoor et al., 2011). This neurochemical process forms the basis for the 

belief that well-chosen ambient music can induce an emotional high, further 

enhancing the positive customer experience in luxury environments. 

The dopamine-activating effect that music triggers, on the other hand, is in 

turn associated with memory encoding and emotional salience, which are also key to 

creating memorable and meaningful experiences in hospitality venues (Ferreri et al., 

2019). By harnessing the emotional and cognitive systems, ambient music leads to 

greater coherence between the environment and the guest experience, increasing 

the likelihood of customer return visits and brand affinity. 

In addition, research in psychology has acknowledged that music supports 

emotion regulation as a result of its capacity to alter arousal and affective states 

(Juslin & Västfjäll, 2008). For example, ambient music with a slower tempo and 

consonant structure has been shown to decrease cortisol levels, perceptions of 

stress, and encourage feelings of safety and relaxation—psychological conditions 

fundamental to customer satisfaction for guests of hospitality settings (Thoma et al., 

2013). The psychophysical effects above contribute to detailing how ambient music 

is not just a mere ornamentation, but an essential sensory modality to enrich the 

customer journey. 

In this high-end sector of luxury hospitality, when emotional differentiation is 

paramount, neuroscience provides further insight into the role of ambient music as a 

strategic tool. The neuroaesthetics literature indicates that music listening produces a 

sense of luxury by aiding embodied cognition—that is, how external forms of 

perception modulate internally occurring evaluative and affective processes 

(Chatterjee & Vartanian, 2014). So the guests not only listen to the music, but also 

make sense of it as an indication of sophistication and emotional sophistication, 

improving their general notions of quality. 

Taken together, these findings suggest that the strategic use of music in luxury 

hotel environments works on both a psychological and neurological level to enhance 

emotional connection and encourage desirable behaviors. With advances in 

 



14 

neuroscience and our deepening understanding of how the brain responds to 

aesthetic stimuli, hospitality researchers may be able to use this information to 

design environments that are not only emotionally appealing but also biologically 

fulfilling. 

 

Different Impacts of Ambient Music Characteristics  
Ambient music, often played in environments such as hospitals, shops, and 

offices, can have a significant impact on human emotions, cognition, and behavior. 

However, the effects of background music are not uniform: its characteristics (e.g., 

tempo, harmony, volume, rhythm) can have contrasting effects on the context and on 

people's responses to the music. North et al. (1999) concluded that “music not only 

affects how long people stay in a retail space, but also influences what they buy and 

how they feel while shopping.” 

The tempo - or speed- of ambient music also plays a crucial role in its 

subsequent emotional and cognitive effects. A fast tempo is often associated with 

greater physical energy, alertness, and heightened emotional arousal, which can be 

helpful in stimulating customers or employees in a place where quick decisions or 

high levels of activity are required (Milliman, 1982). Slower tempos, on the other 

hand, are known to produce a relaxed and calm emotional state, and are therefore 

effective for tasks requiring focused attention and stress reduction (e.g., office, 

wellness environments) (Herrington, 1996). Accordingly, the distinction between fast 

and slow music (or tempo) may demonstrate the ability of ambient music to enhance 

or disrupt certain types of decision making and affect. 

The tone of ambient music is also important to its emotional impact. Notes that 

go well together are known as consonant harmonies and typically evoke positive 

emotions such as relaxation and happiness. The harmonies that reduce anxiety and 

promote well-being can also be helpful in a therapeutic or customer service 

environment that is intended to be calm. On the other hand, disharmonies that 

effectively convey a sense of tension or discomfort can induce negative emotions 

such as anxiety. However, dissonance can also be positive in some circumstances, 

facilitating creativity, promoting dialectical thinking or problem solving (especially 

when cognitive inertia is key, e.g., when subjects are asked to generate ideas or 

make strategic decisions) (North & Hargreaves, 2008). 
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Both the volume and relative intensity of ambient music are important 

determinants of its effect. Background music at low levels tends to soothe the 

listener's ears rather than distract them, helping them to concentrate and relax. This 

is particularly useful in environments where maintaining concentration is essential, 

such as libraries, offices, or healthcare facilities. In contrast to low volume music, 

louder music can be energising and stimulating, but, if not controlled, risks becoming 

distracting or overwhelming, which has the potential to impair performance or 

decision making in high stress situations (Milliman, 1986). The perfect volume level is 

highly situational and should take into account the task at hand and the mood of the 

people performing it. 

The human perception of ambient music is also influenced by its rhythm and 

complexity. Stable, predictable rhythms can be beneficial for concentration and 

relaxed alertness, and are best used for tasks that require long periods of continuous 

attention. Complex or irregular rhythms can conversely be arousing or creative, but 

are usually just more intrusive in terms of the calm, focused attention and 

consistency that is required in a situation. The rhythm in background music offers a 

stereotyped tempo that is likely to facilitate or impair performance in various 

decision-making tasks such as creative or analytical thinking (Herrington, 1996). 

The genre of ambient music adds another layer to its influence. For example, 

music with a low/medium tempo and consonant harmony, such as classical ambient 

music, is known to have cognitive benefits such as improved learning and memory 

and reduced anxiety, and is widely used in academic and medical settings (Milliman, 

1982). On the other hand, electronic ambient music, which contains synthetic sounds 

and is structured, can elicit a wide range of emotional responses, from relaxation to 

arousal, depending on its characteristics. The diversity of genres also highlights the 

importance of selecting music according to the desired affective or cognitive effect, to 

calm consumers, to energise employees, or to stimulate creativity (North & 

Hargreaves, 2008). 

Ambient music, when thoughtfully selected, can create an atmosphere that 

influences consumer behavior in retail and service environments. For example, 

in-store music with faster tempos and dissonant sounds can create a sense of 

discomfort, leading consumers to leave stores more quickly and reduce purchase 

intentions; in contrast, slower tempos and consonant melodies are known to create a 

sense of well-being and comfort, leading consumers to spend more time in stores 

 



16 

and, as a result, to purchase (Milliman, 1982; North et al., 1999). In contrast, 

fast-paced, high-energy music may induce impulse buying or urgency in high-traffic 

retail areas (Herrington, 1996). Understanding how the characteristics of ambient 

music (tempo, harmony, volume, rhythm, and genre) affect consumers' emotions and 

behavior can provide retailers with the knowledge to tailor their shopping experience 

and play a part in encouraging consumers to make impulse purchases.  

To be more specific, the role of music in the lobby of a five-star hotel is unique, 

especially within the overarching framework of Sensory Marketing, which argues that 

the multisensory experience plays a significant role in consumer behavior. According 

to sensory marketing theory, “marketing that engages the consumers' senses and 

affects their perception, judgment, and behavior” can play a crucial role in shaping 

customer experience through stimuli like music, scent, and lighting (Krishna, 2012). 

Indeed, research in this area has shown that well-maintained background music can 

increase brand evaluation, emotional responsiveness, and customer satisfaction, 

particularly in high-end service environments such as luxury hotels (Spence, 2022). 

The contextual dependence of the effectiveness of ambient music is related to 

the degree to which it is synchronised with other sensory features. Research by 

Trompeta et al. (2022) emphasizes that the mere presence of music is not enough, 

and that the music should be designed, congruent, and tuned to the environment. For 

example, Areni (2003) showed that music in a dining room interacts discreetly with 

the décor, lighting, and food to create a unified sensory experience. Such interaction 

has also been noted in the case of hotels, where music has been found by 

academics to enhance the spatial ambience and thus the level of service quality to 

satisfy guests. 

Interestingly, the purpose of the customer's visit also matters. Jeon, Park, and 

Yi (2016) found that background music co-creation (where customers have influence 

over the music played) is an effective way to improve customers' top-line sales and 

positive approach behavior, especially when the primary purpose of the visit is to 

seek relaxation. This finding implies that background music in luxury hotels should 

not only represent the hotel's brand image, but can also be adapted to the guests' 

situational purposes in order to maximise its psychological impact. 

Furthermore, cultural and individual differences also play an important role in 

this process. Ambient music's effects are not universally experienced; instead, they 

are filtered through the lenses of personality traits, cultural conditioning, and 
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contextual interpretations. There is increasing evidence that emotional and 

behavioral responses to ambient music are individual-specific, and therefore, general 

recommendations would be inappropriate in a retail or hospitality environment. There 

is a great deal of individual variability in the perception and emotional response to 

music, and personality is a strong moderator. Some evidence for this perspective 

comes from the study by Chamorro-Premuzic and Furnham (2007), which suggests 

that people with high levels of openness to experience are more receptive to complex 

musical stimuli and tend to perceive higher levels of emotional arousal when listening 

to purely instrumental or ambient music. Conversely, if they are extraverted, they can 

enjoy stimulating, rhythmic, fast-paced music that matches their high energy levels. 

These discrepancies suggest that a universal approach to ambient music may not 

produce the most emotionally appealing profile for all hotel guests. 

Cultural dimensions, such as those proposed by Hofstede (1980), also 

influence music perception. For example, collectivist cultures (e.g., East Asian) may 

prefer ambient music that is harmonious and non-intrusive, symbolising social 

harmony and humility. On the other hand, individualistic cultures (e.g., Western 

Europe, North America) may have a higher tolerance for distinctive or emotionally 

expressive music that is rhythmic or dissonant (Morrison & Demorest, 2009). 

Cross-cultural studies have demonstrated that individuals from different cultural 

backgrounds perceive and respond to music differently. For example, Hu and Lee 

(2012) found that Chinese listeners tend to describe music as "calm" and "soft," 

whereas American listeners are more likely to use descriptors like "exciting" and 

"happy." These findings suggest that cultural background significantly influences 

music mood perception, which has implications for tailoring ambient music in hotel 

settings to cater to diverse guest preferences. Given these differences, there is 

growing interest in the use of AI-based, on-the-fly ambient music systems that 

respond to guest demographics. For instance, some hotels have partnered with 

Soundtrack Your Brand to implement dynamic music solutions that adapt to different 

hotel zones and times of day, reflecting the brand's commitment to personalized 

guest experiences (Mateer, 2025). Hotels offer visitors the opportunity to choose from 

a range of curated playlists at check-in or on a mobile app, creating a sonic 

experience through co-creation, as Jeon et al. (2016) found to be effective in 

developing positive consumer behavior. This theme is in line with the experiential 

marketing school, where emotional attachment and sensory experiences set the 

 



18 

competitive hospitality market apart (Pine & Gilmore, 1998). In addition, customised 

ambient music programs can enhance brand congruence, as the environment 

appears more thoughtfully planned and focused on the guest. 

 

Strategic Use of Ambient Music by Hotel Managers 
Hotel managers have increasingly recognized the strategic potential of 

ambient music as a differentiator in the competitive luxury hospitality market. 

According to Spence and Gallace (2011), sensory cross-modalities (integral factors 

such as sound, scent, and lighting) are critical in influencing consumer perceptions 

and emotions. In a five-star hotel lobby, this sensory symphony, including the 

background music that makes the guest feel welcome, heightens brand keynotes and 

signals exclusivity and relaxation. Over a decade later, Spence (2022) reaffirmed this 

view: cross-modal correspondences between sounds, smells, and sights converge to 

shape customer experiences. For example, listening to classical music, combined 

with warm ambient lighting and subtle scent, significantly influences guests' 

perceptions of sophistication and luxury, resulting in higher satisfaction (Wiedmann et 

al., 2021). Areni (2003) also noted that hotel managers have more complex 

strategies in using ambient music than restaurant and pub managers, as they try to 

create the desired mood among customers. Suh, Moon, Han, and Ham’s (2015) 

assertion that ambient music has the capacity to serve to enhance brand identity and 

provide an immersive environment with regard to the unique branding of individual 

hotels is also supported by existing research. 

In addition, the use of ambient music across touchpoints in the guest journey, 

including lobbies, dining areas, and spa treatments, can have a positive impact on 

the perceived quality of the experience (Wu & Tabari, 2024). When properties create 

a tone of emotional expectation according to the evolving stages of a guest's stay, 

and match music to that tone, it creates a consistent and memorable brand 

experience. This approach correlates with the findings of Sukhu et al. (2019), namely 

that the emotional attachment guests establish with their environment is important for 

leading to satisfaction and loyalty. 

The sound of ambient music is a necessity for luxury hotel environments to 

create an impactful and immersive experience. The thoughtful use of music in hotels 

is complex and carefully considered to enhance the five-star sensory experience for 

hotel guests. This methodology stems from an understanding of the hotel stay 
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experience and the choice of music, based on contributions from a range of authors, 

which should produce an effect on the guest, such as satisfaction, retention, and 

differentiation of the hotel from the competition. The music that is part of this place is 

like a nerve; it reflects the emotions and emotional states of the guests. This subtlety 

implies the potential to be approached as a branding strategy within the luxury 

hospitality sector. 

The findings of the study demonstrate that customer behavior, time, and 

expenditure are all significantly influenced by background music. Spence (2022) 

corroborates earlier literature (e.g., Milliman, 1982) in showing that the presence of 

slow-tempo music in hotel lobbies and restaurants has a positive impact on both 

guest satisfaction and revenues. Conversely, in circumstances where a higher rate of 

throughput is required in a specific area (e.g., breakfast buffet stations or lobby 

check-out booths), the implementation of faster tempo music can facilitate the 

movement of individuals through the area. 

Furthermore, Spence (2022) states that noise levels in luxury hotels need to 

be well-regulated. Excessively loud volume or poor playlists can lead to unhappy 

guests, resulting in negative reviews and a lack of repeat bookings, meaning that 

loud background music can lead to discomfort at the expense of the overall guest 

experience. 

To enhance the effectiveness of ambient music, hotel management is advised 

to reach a certain level of consistency in music, scent, and spatial aesthetics to 

create an integrated experience. The music can be customized based on different 

hotel zones, such as soft, tranquil music in quiet places and dynamic creations in 

livelier ones.  Personalized music results in real-time music playlists based on the 

actual profile guest at any time. And keeping the perfect volume is also vital to 

prevent blasting audio that disrupts relaxing time and conversation. With the 

following strategic techniques, hoteliers and other hospitality providers can enhance 

the guest experience, build brand loyalty, and improve overall customer experience. 

 

Differentiating Music Strategies Across Hotel Segments 
Ambient music application differs radically between hotel classes, especially 

between low-cost and high-end properties, due to the differing brand missions of 

these hotel classes, the clients they are targeting, and the service experience they 

deliver to these clients. This is particularly evident for luxury hotels with their bespoke 
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soundscapes, as you might expect from an offering that is pitched towards the luxury 

end of the spectrum. These hotels play background, instrumental, or genre-specific 

music such as jazz, classical, or composer-produced ambient music, which reflects 

an exclusive, sophisticated, and serene environment (Spence, 2022). These 

curations are frequently compiled by trained music consultants and are created in 

collaboration with agencies, such as Music Concierge and Soundtrack Your Brand, 

to generate custom-tailored playlists that extend the emotional spirit of the brand. 

A number of empirical studies have demonstrated the role of ambient music in 

high-end hospitality. Yozukmaz and Topaloğlu (2016) explore the effect of both low 

volume and slow tempo music on guests, which encourages them to spend more 

time in the lobby, leading to impromptu opportunities for brand engagement and 

connections. Jeon, Park, and Yi (2016) similarly suggest that personalised 

background music selection, i.e., allowing guests to choose music from a 

predetermined playlist, leads to greater customer satisfaction and loyalty. These 

findings suggest that both music genre and its interaction with other sensory 

dimensions have a tremendous impact on the guest experience in five-star hotels. 

The Ritz-Carlton and Park Hyatt hotels, for example, often play "understated" music 

composed in minor keys and slow tempos to evoke calm and understated elegance 

in public spaces such as lobbies or spas. These choices are informed by 

psychological studies showing that slow, soft music is calming and increases dwell 

time (Spence, 2022; Milliman, 1982). This is consistent with their brand promise of a 

personalised and pampering experience for all guests. 

Ambient music application differs radically between hotel classes, especially 

between low-cost and high-end properties, due to the differing brand missions of the 

hotel classes and the clients they are targeting, and the service experience they 

deliver to these clients. This is particularly so for luxury hotels with their bespoke 

soundscapes, as you might expect from an offer that is pitched towards the luxury 

end of the spectrum. These hotels play background, instrumental, or genre-specific 

music such as jazz, classical, or composer-produced ambience music, which reflects 

an exclusive, sophisticated, and serene environment (Spence, 2022). These 

curations are frequently compiled by trained music consultants and serve in 

collaboration with agencies, such as Music Concierge and Soundtrack Your Brand, 

to generate custom-tailored playlists that extend the emotional spirit of an 

endowment. 
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With budget hotels like Ibis, Holiday Inn Express, and Motel 6, the emphasis is 

on economical and effective background music that can cater to a wide range of 

guests. The kind of music that is played is usually pop, indie rock, and light 

electronica to keep a lively, youthful vibe for passing guests, families, as well as 

backpackers. It was found that playing background music in accordance with guest 

preferences is important in terms of improving guest satisfaction and perception 

(Weberová et al., 2022). Yet, low-cost establishments use centralized music systems 

to diffuse uninspired music in different public rooms and to break the acoustic 

space and the sensory continuity between guests (Torresin et al., 2019). 

This divergence reflects a wider dichotomy in strategy emphasis. Luxury 

hotels emphasize music as sensory branding for emotional engagement and 

differentiation, while budget hotels treat it as a practical ambience enhancement tool 

to fill the silence and liven things up. The difference in investment and intent around 

music shows that music is not just about experience design, but about differentiating 

a brand hierarchy in the hospitality industry. 

 

Music and the Perception of Luxury Hotel Brand Image 
The symbolic meaning of music in five-star hotels and its influence on the 

perception of the brand image have a signifying power to influence the imagination of 

their recipient. In luxury environments, ambient music becomes more than just an 

environmental backdrop; it becomes a semiotic device through which messages of 

exclusivity, sophistication, and emotional depth are conveyed. Stimuli such as music 

that can be perceived by the senses are regarded by luxury consumers as cues to 

quality and brand personality (Magnini & Parker, 2009; North & Hargreaves, 2008). 

For example, Alpert and Alpert (1990) found that music with emotional forms 

of tonality (e.g., minor keys, slower tempos) can lead to feelings of intimacy and 

sophistication. In a hotel context, such music enhances the perception of the physical 

space as elegant and adds to the premium experience. Nowhere is this more evident 

than in interstitial spaces such as the lobby, which serves as the first point of contact. 

Exemplary acoustics can set the stage for guests to perceive the hotel as more 

upscale prior to guest interactions with staff or guest services (Spence 2022). 

Moreover, maintaining a consistent musical theme across all brand 

touchpoints can increase brand consistency. The use of signature soundtracks that 

are reused across properties - such as W Hotels' consistent global sonic identity - 
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helps to embed the brand in guests' minds. This echoes the notion of sound 

branding, which also uses regular exposure to music as a mnemonic trigger for brand 

recall (Wong, 2018).  

It is also related to other sensory factors such as perfume and light. 

Multisensory synchrony enhances the perception of service quality in luxury hotels 

(Ali & Ahmed, 2019). Therefore, when music is paired with scent and spatial design 

(dim lighting, natural textures), the combined effect reinforces the story the brand is 

telling and increases feelings of emotional connection. This cross-cutting sensory 

approach not only increases pleasure but also enhances long-term brand favorability 

and encourages positive comments (Zha et al., 2023; Krupka, 2023). 

In addition, hotel background music personalization is a new trend with the 

development of AI and smart technology. Pelet, Lick, and Taieb (2021) note that 

IoT (Internet of Things) can be used by hotels to change the music dynamically in 

relation to current guest demographics and preferences. This type of music 

customization is a solution to sensory branding, as it adds a unique, memorable 

ambiance that fits the desired experience of your brand. As stated by Chen et al. 

(2021), such personalized sensory cues further enhance customer engagement and 

emotional attachment, and further resonate with perceived exclusivity and 

responsiveness of luxury hospitality brands. 

 

Premium vs. Generic Hotel Brand Music Strategies 
The difference in approach to music between luxury and budget hotel brands 

is indicative of a gulf in both budget and intellectual sophistication. Premium brands, 

on the other hand, tend to be very deliberate about the type of music they choose 

and use music strategically as one of the ways they tell their brand story. Such hotels 

often engage external music curators or agencies to create a signature soundscape 

for parts of the building, such as the spa, fine dining restaurant, or rooftop bar (Kemp 

et al., 2024). Jaskari et al. (2024) further support this by demonstrating that 

well-curated background music enhances customer experiences and brand loyalty in 

the luxury sector. Edition Hotels, for example, works with music directors to manage 

playlists that change according to the time of day, seasonal tastes, and the expected 

profile of guest personalities, thus creating a dynamic yet cohesive brand voice. 

Generic brands, on the other hand, can simply rely on off-the-shelf playlists 

without a clear strategy behind them. Background music is seen as a commodity 
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(rather than a brand asset), it is managed through pre-loaded streaming solutions, 

and it's not adapted to space or time. As a result, the music can sound disjointed, 

overly redundant, and inappropriate to the sonic environment (Kemp et al., 2024). 

This gap contributes to the 'invisibility' of brand identity in most midscale hotels, 

where music has little or no impact on an offering that simply isn't distinctive enough. 

It should be noted that the emotional depth of music is also a factor to be 

considered. It is evident that high-end brands utilise music as a medium to convey a 

diverse range of specific moods, including tranquility, mystery, and nostalgia. These 

moods are chosen to resonate with their service objectives and client expectations. 

In contrast, the selection of tracks by individuals who prefer generic music is more 

likely to be influenced by their overall energy, with less consideration given to the 

impact on perception, behavior, or emotion over time (Magnini & Parker, 2009). This 

can have an adverse effect on the experience of the guest, particularly when the 

music becomes bothersome or repetitive. 

Crucially, these differences are reflected in guests' perceptions. Morrison and 

Crane (2007) found that guests' perceptions of music in premium properties were 

associated with feelings of 'remarkable', 'sophisticated', and 'part of the uniqueness', 

whereas guests in standard hotels typically described music as 'background', 'noisy', 

or 'annoying'. These differing perceptions highlight the importance of strategically 

curating and emotionally aligning music to successfully integrate music into hotel 

brands. 

 

Overall, the role of lobby music in five-star hotels extends beyond mere 

aesthetics—it is a strategic tool that interacts with other sensory cues to create a 

cohesive and memorable guest experience. Future research should explore the 

long-term psychological effects of sensory marketing strategies, as well as the 

potential of personalized music experiences to further elevate luxury hospitality 

standards. 

 

Definitions 
In this part, the key words which play important roles in this survey are defined 

in the following ways. 
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Cognitive Responses  
Cognitive responses are the mental operations that people perform to 

evaluate, interpret, and make sense of stimuli in their environment. These 

mechanisms are important to examine when considering how customers might 

respond to external cues such as ambient music in service environments (North & 

Hargreaves, 2008; Lazarus, 1991). The form of cognitive responses is influenced by 

prior experience, the knowledge of the individual, and the characteristics of the 

stimuli presented (Frijda, 1986). In the case of hospitality settings such as hotels or 

restaurants, cognitive responses may consist of thoughts, evaluations, and 

judgments about the quality of service, ambience, and overall experience (Milliman, 

1982; Herrington, 1996). Research has shown that these cognitive processes are 

crucial in influencing consumer decisions and behavior (Choi & Kandampully, 2019).   

For instance, a hotel guest entering a quiet hotel lobby with soft instrumental 

music may perceive the space as upscale and luxurious and believe that this will 

affect his or her perception of the quality of the service before using it. This evaluative 

process may also have behavioral consequences, such as a greater tendency to 

stand in certain areas or to purchase additional services. Bitner (1992) emphasized 

that “the physical setting, or servicescape, plays a vital role in shaping customer and 

employee perceptions. It can influence not only initial impressions, but also the 

evaluation of the service encounter, overall satisfaction, and subsequent behavior 

such as return visits or recommendations” (p. 57). 

 

Emotional Responses    
An emotional response is the immediate, affective reaction that individuals 

have to external stimuli (e.g., environmental stimuli or experiences). These can be 

positive, such as joy or excitement, or negative, such as frustration or anger 

(Lazarus, 1991; Frijda, 1986). Emotions often involve physiological arousal (e.g., 

changes in heart rate, facial expressions) and are short-lived phenomena, but have a 

significant impact on behavior, decision making, and quality of life. 

In particular, emotional responses are key factors of customer satisfaction and 

loyalty, especially in the service and hospitality sectors (North & Hargreaves, 2008; 

Milliman, 1982). For example, we now know that the reception of social-facilitating 

cues in the physical environment, such as background music, can induce affective 
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states that are likely to lead to improved customer experiences and repeat patronage 

(Herrington, 1996; North et al., 1999). 

 

Luxury Hotel 
Luxury hotels can be characterised as hotels that offer their guests high-end 

design, luxurious accommodation, extremely high standards of service, and attention 

to the smallest details. Such hotels are characterised by their "stately exteriors, 

magnificent architecture, luxurious food and service to perfection - practically" and 

thus create an image of luxury (Kanwal & Van Hoye, 2020). Their key milestone is to 

offer customers a "wow experience", which can be a mixture of material provision 

(e.g., lavish experiences) and immaterial considerations that can be bridged to 

emotional engagement and uniqueness (Kanwal & Van Hoye, 2020). 

Experiential value is also a hallmark of luxury hotels. According to 

Luna-Cortés et al. (2022), they emphasize "satisfaction, service quality, and loyalty" 

and align their offerings with consumers' hedonic and utilitarian expectations. The 

incorporation of sustainable business models has also increasingly become the norm 

in the sector, another aspect in which the industry has aligned luxury with social and 

environmental awareness. 

Another critical element is the external brand image, which influences the 

perception of both customers and employees. According to Jung and Baloglu (2024), 

boutique hotels use their brand attributes, service levels, and digital presence to 

strengthen their position in the accommodation market and appeal to high-end 

guests. However, the internal working contexts within luxury hotels often differ from 

their façade, leading to what Kanwal and Van Hoye (2020) call 'external-internal 

image inconsistencies'. This disconnect highlights the importance for companies to 

consider the alignment between branding and culture in order to remain truly 

authentic and effective in their operations. 

In summary, luxury hotels are defined not only by their tangible 

elements—such as grandeur, exclusivity, and premium services—but also by their 

ability to deliver emotional satisfaction, create memorable experiences, and adapt to 

evolving consumer and societal expectations. 
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Ambient music 

Ambient music, a genre popularised by Brian Eno's seminal 1978 album 

'Ambient 1: Music for Airports', eschews traditional musical structures in favor of 

atmosphere. Brian Eno famously suggested that ambient music is "able to 

accommodate many levels of listening attention without enforcing one in particular; it 

must be as ignorable as it is interesting" (Eno, 1978), and is therefore in a unique 

position to integrate into many settings and contexts without becoming overbearing. 

A third definition comes from Toop, also in his book Ocean of Sound: "a definition 

born of the music itself: ambient is music to be immersed in, to create an 

environment" (Toop, 1995). This overall focus on texture and mood, and its inherent 

tendency towards self-reflection and sensory mental experience, is central to the 

genre. Ambient music is more than entertainment; it's a sonic companion for 

meditation, reflection, and auditory exploration. 

These theoretical perspectives have underpinned an increasing interest within 

academia in ambient music as an aural architecture, a concept borrowed from 

Blesser and Salter (2007), which considers how sound supports our experience of 

space, feeling, and social engagement.  This consideration becomes particularly 

meaningful in luxury hospitality, where the role of background music is no longer 

seen as a decorative device but as a central environmental cue that modulates 

affective response, spatial perception, and brand impression. 

In modern hotels, ambient music has become an ever-changing, personalised 

branding tool, rather than a fixed, old-fashioned background friend. Recent advances 

in technology have facilitated real-time soundscape mapping through 

algorithm-based systems and AI-based playlist creation. Audio service providers, 

such as Mood Media and Soundtrack Your Brand, offer hotels the ability to customize 

hotel background music using the hotel guest's profile, time of day, season, or even 

local weather conditions as contextualization factors (Plewe et al., 2015). This type of 

sonic brand enhances customer immersion by reinforcing the brand's personality and 

engaging them emotionally. For example, a luxury hotel might move from 

instrumental jazz in the early hours of the morning to ambient electronic music in the 

evening to match energy levels and social rhythms, reinforcing a sense of exclusivity 

and immediacy. 
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Emotional Congruence 
Emotional congruence, or music congruence, is the degree to which 

background music matches the physical or thematic environment and the relevant 

emotional meaning of that context. This congruence increases emotional attachment 

and, therefore, brand recall by creating a coherent sensory experience (Mattila & 

Wirtz, 2001). For example, the sophistication and uniformity that can contribute to 

guest satisfaction may be achieved in a hotel lobby with the spread of classical string 

music and chandelier lighting. Conversely, incongruent music choices (e.g., a lively 

pop track in a quiet spa) create cognitive dissonance and can negatively affect 

emotional response and guest evaluation. 

 

Behavioral Responses 
Behavioral responses are the observable activities or reactions of individuals 

that are mediated through their internal processing, which includes cognitive and 

affective activity, in response to environmental stimuli. In commercial 

settings, customer engagement and satisfaction are dependent on these behaviors. 

Measurable consequences include actions such as approach/avoidance, time spent 

in a place, purchasing behavior, and statements of satisfaction or dissatisfaction 

(Mehrabian & Russell, 1974). 

Low-arousal music, such as slow-tempo background music, has been found to 

increase dwell time and consumption in a hospitality environment. For example, 

Milliman (1986) found that “With the slow-tempo background music used in this 

study, patrons stayed longer, ate about the same amount of food, but consumed 

more alcoholic beverages.” Similarly, in a luxury hotel, serene or upscale ambient 

music can encourage lingering in lobbies, lounges, or spa promenades (Wu & Tabari, 

2024). These behaviors easily translate into improved guest experience, retention, 

and revenue. 

 

Servicescape 
The concept of servicescape, first introduced by Bitner (1992), refers to the 

built and ambient environment in which service interactions take place. It comprises 

three fundamental aspects: environmental conditions (e.g., temperature, 

lighting, noise, or music), the layout of the space and its functionality (e.g., design 

and accessibility of objects), and signs, symbols, and artifacts (e.g., decoration, 
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signage). This conceptualization highlights the multiple sensory and spatial elements 

involved in shaping customer perceptions. In particular, the servicescape represents 

the physical environment as a determinant of customer behavior. It can influence 

internal responses in the form of cognitive, emotional, and physiological reactions. As 

Bitner (1992) further explains, “A variety of objective environmental factors are 

perceived both by customers and employees, and both groups may respond 

cognitively, emotionally, and physiologically to the environment.” 

For luxury hospitality, the design of the service landscape is also seen as a 

model for portraying its brand values and improving the quality of the customer 

experience. According to Turley and Milliman (2000), environmental stimuli - in this 

case, music - have a significant impact on customers' emotional responses, time 

spent, and purchase behavior. A well-designed servicescape involves the 

simultaneous orchestration of sounds, visual elements, and scents into a cohesive, 

immersive environment that fits the brand (Spence et al., 2014). 

 

Identified Gaps 
While previous literature has offered valuable insights into the impact of 

background music on consumer behavior in retail and casual hospitality settings, 

research that specifically examines ambient music within luxury hotel environments 

appears to be relatively limited.  

Earlier research has often emphasized general atmospheric effects such as 

sound, scent, and lighting in shaping consumer perception (e.g., Spence & Gallace, 

2011). These studies highlight that background music contributes to guest 

satisfaction, brand perception, and emotional arousal, but typically treat music as a 

secondary or generalized environmental factor rather than examining ambient music 

as a unique genre. 

Furthermore, many prior studies have relied on quantitative approaches or 

experimental designs, evaluating measurable outcomes like dwell time or purchase 

intention (e.g., North et al., 1999; Jeon, Park & Yi, 2016). By contrast, this study 

adopts an interpretivist and qualitative approach to uncover how ambient music in 

luxury hotels contributes to emotional states such as relaxation, comfort, and 

perceived exclusivity. Through semi-structured interviews and guest reviews, this 

research reveals that guests actively interpret music as a form of branding, mood 

regulation, and emotional connection, rather than simply reacting to it 

 



29 

subconsciously. These insights demonstrate that ambient music is not merely 

background filler but a strategic design element that communicates brand identity 

and emotional tone. 

Additionally, while existing literature acknowledges the potential of 

personalized music (e.g., Pelet et al., 2021), this research provides empirical 

evidence from hotel managers and guests confirming the emotional value of 

real-time, curated soundscapes aligned with spatial aesthetics and cultural 

sensitivity.  

This study aims to contribute to the existing body of knowledge by shedding 

light on the emotional, symbolic, and strategic dimensions of ambient music in luxury 

hotels—an area that has received limited attention in previous literature. By exploring 

how ambient soundscapes may support emotional engagement, guest satisfaction, 

and brand loyalty, this research offers a more nuanced and context-sensitive 

understanding of the role music can play in the luxury hospitality experience. 
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Methodology 
 

Introduction of Methodology 
This study aims to examine the impact of ambient music on customer 

satisfaction in the context of luxury hotels. To begin, it is important to briefly restate 

the research objective. The primary focus of this research is to explore how ambient 

music influences the emotional state and overall satisfaction of guests in luxury 

hotels. While previous studies have investigated the psychological effects of music 

on customers, the majority of these studies have concentrated on settings such as 

restaurants, cafés, and retail stores. These environments are inherently different from 

luxury hotels, which offer a more immersive and multisensory experience designed to 

evoke specific emotions and enhance guest comfort. 

Furthermore, research has been conducted on the impact of environmental 

design in hotels on customer psychology. These studies acknowledge that various 

atmospheric elements—including lighting, scent, architecture, and music—play a role 

in shaping guests' perceptions and experiences. However, in most of these studies, 

ambient music is considered only as a subcomponent of environmental design rather 

than being examined as an independent factor. This means that while previous 

research acknowledges the role of ambient music within the broader hospitality 

environment, it does not specifically analyze how it functions as a standalone 

element in shaping guest emotions and satisfaction levels. 

This study seeks to address this gap by focusing explicitly on ambient music 

as a key component of the luxury hotel environment and investigating its direct 

influence on guest emotions. By doing so, this research contributes to a more 

nuanced understanding of how music plays a role in shaping the luxury hotel 

experience beyond its function as a background element. Given that luxury hotels 

aim to create a distinct emotional atmosphere for their guests, one that aligns with 

their brand identity and enhances the overall sense of exclusivity and relaxation, 

understanding the psychological impact of ambient music is of particular relevance to 

both industry professionals and academic researchers. 

To achieve this objective, this study employed a qualitative research approach, 

which is suitable for exploring subjective experiences and meanings in depth 

(Creswell, 2013), and utilized multiple data collection methods. Specifically, surveys 

were conducted with key stakeholders, including luxury hotel managers and guests 
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who have stayed in luxury hotels. In addition, an analysis of online reviews related to 

ambient music in luxury hotels was performed to gain further insights into guest 

perceptions and experiences. These methods were chosen to provide a 

comprehensive understanding of the role of ambient music in luxury hospitality 

settings by capturing firsthand accounts and subjective experiences. 

This chapter provides a detailed explanation of the methodological approach 

taken in this study. The structure of this chapter is as follows. 

●​ Research Philosophy – A discussion of the interpretivist stance adopted in this 

study and the rationale for this choice 

●​ Research Type – An explanation of the qualitative research approach and its 

relevance to this topic 

●​ Sampling Strategy – An outline of the process used to select respondents for 

the study 

●​ Data Collection Method – A detailed account of how data was gathered, 

including surveys and online review analysis 

●​ Data Analysis Methods – An explanation of the techniques used to analyze 

qualitative data 

●​ Methodological Limitations – A discussion of the potential limitations of this 

research approach 

●​ Conclusion – A summary of the key points and the significance of the chosen 

methodology 

By structuring this chapter in this way, this study ensures a clear and 

systematic approach to explaining the research methods used. This, in turn, helps 

establish the validity and reliability of the findings, ultimately contributing to a deeper 

understanding of the influence of ambient music in luxury hotel settings. 

 
Research Philosophy 

In this study, the interpretivist research philosophy was adopted to explore 

how ambient music influences the emotional state of luxury hotel guests. 

Interpretivism is a philosophical approach that emphasizes understanding the 

subjective meanings and experiences of individuals rather than seeking objective, 

universal truths. It assumes that reality is socially constructed and best understood 

through the perspectives of those experiencing it (Saunders et al., 2019). This 

perspective aligns with the nature of this research, as emotions, perceptions, and 
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personal experiences with ambient music in luxury hotels are inherently subjective 

and context-dependent. 

One of the primary reasons for choosing interpretivism was that the impact of 

ambient music on emotions could not be easily quantified using purely objective 

measures. Emotions are deeply personal and influenced by various factors such as 

cultural background, past experiences, and personal preferences. Unlike positivist 

approaches, which rely on numerical data and statistical analysis to establish 

generalizable conclusions, interpretivism allows for a deeper exploration of guests’ 

individual experiences and the nuanced ways in which music contributes to their 

emotional state. Positivism is a research philosophy grounded in the belief that reality 

is objective and can be measured through empirical observation. It asserts that valid 

knowledge arises from observable and quantifiable phenomena, often employing 

scientific methods and statistical analysis (Saunders et al., 2019). In contrast, 

interpretivism seeks to understand the subjective meanings that individuals assign to 

their experiences. 

The chosen research methods further supported an interpretivist approach. 

This study employed qualitative data collection methods, including surveys with hotel 

managers and luxury hotel guests, as well as an analysis of online reviews. 

Qualitative data collection focuses on obtaining non-numerical, in-depth information 

that captures respondents' perspectives, emotions, and meanings in their own words 

(Creswell, 2013). These methods are particularly valuable for exploring complex 

social phenomena that cannot be easily quantified. By analyzing personal narratives 

and subjective accounts, this research aimed to uncover patterns and themes that 

revealed how different guests perceived and responded to ambient music in a luxury 

hospitality setting. 

Additionally, interpretivism is well-suited for understanding the dynamic and 

context-dependent nature of the luxury hotel experience. The way guests interact 

with and interpret ambient music may vary depending on situational factors such as 

the hotel’s brand identity, the cultural expectations of its clientele, and the specific 

environment within the hotel (e.g., lobby, spa, or restaurant). A rigid, one-size-fits-all 

explanation would not capture these complexities, making an interpretivist approach 

more appropriate. 

Furthermore, interpretivism acknowledges the role of the researcher in the 

process of knowledge creation. Unlike a purely objective stance, which assumes that 
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the researcher remains detached from the subject matter, interpretivism recognizes 

that researchers bring their own perspectives and interpretations when analyzing 

data. This is particularly relevant in qualitative research, where data analysis involves 

identifying themes and constructing meanings from subjective experiences. 

By adopting an interpretivist perspective, this study embraced the complexity 

of human emotions and experiences, allowing for a deeper understanding of how 

ambient music contributes to the overall luxury hospitality experience. The insights 

gained through this approach can provide valuable knowledge for hotel managers 

and offer a richer, more context-sensitive understanding of the role of ambient music 

in shaping guests’ emotional states. 

 

Research Type 
This study adopted an inductive approach and employed a qualitative 

research design to explore the influence of ambient music on the emotional state of 

luxury hotel guests. These methodological choices were driven by the nature of the 

research question, which sought to understand subjective experiences and uncover 

patterns that may not yet be well-documented in existing literature. 

 
Inductive Approach 

The inductive approach is particularly suited to this study because it allows for 

theory to emerge from data rather than being constrained by pre-existing 

hypotheses. Inductive reasoning involves starting with specific observations and 

developing broader generalizations or theories based on the patterns that emerge 

from the data (Saunders et al., 2019). Unlike a deductive approach, which begins 

with general theories and tests their applicability to specific cases, inductive 

reasoning starts with specific observations and develops broader generalizations or 

theories based on emerging patterns. It is commonly used to confirm or falsify 

theoretical assumptions through empirical data (Creswell, 2013). In the context of this 

study, the inductive approach was adopted to allow flexibility in exploring how guests 

experienced and responded to ambient music without imposing rigid theoretical 

assumptions. Since there was limited research that specifically examined ambient 

music as an independent factor in luxury hotels, it was considered premature to 

impose a rigid theoretical structure at the outset. Instead, an inductive approach 
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provided the flexibility to explore unexpected relationships and develop a nuanced 

understanding of how guests perceived and responded to ambient music. 

Luxury hotels are designed to create immersive atmospheres that evoke 

specific emotions, yet each guest may experience these environments differently 

based on their personal background, cultural influences, and situational context. The 

emotional impact of ambient music is inherently subjective and cannot be easily 

quantified through predefined categories. An inductive approach enabled the 

researcher to remain open to diverse perspectives and to identify emerging themes 

that might not have aligned with pre-established theories on music perception in 

commercial settings such as retail stores or restaurants. 

Furthermore, because previous research on environmental design in hotels 

often treated ambient music as one of many contributing factors rather than as a 

focal point, an inductive approach ensured that its specific influence could be 

examined in depth. By allowing findings to emerge from the data itself, rather than 

fitting them into an existing theoretical model, this study aimed to provide fresh 

insights into the role of music in shaping guest emotions within a luxury hospitality 

setting. 

 

Qualitative Research 
A qualitative research design complemented the inductive approach by 

prioritizing rich, descriptive insights over numerical measurement. Since the research 

focused on emotions, perceptions, and personal experiences, a qualitative 

framework was more appropriate than a quantitative one, which would risk 

oversimplifying the complex and often intangible ways in which music affects human 

psychology. Luxury hotel guests do not respond to ambient music in a uniform or 

purely rational manner; their experiences are shaped by a multitude of sensory and 

contextual factors that were best explored through qualitative inquiry. 

Unlike quantitative methods, which are primarily used to test hypotheses 

through the measurement of predefined variables and statistical analysis of 

numerical data, qualitative research adopts a more exploratory and flexible approach 

that focuses on understanding meanings, experiences, and social contexts 

(Saunders et al., 2019). This flexibility was crucial in investigating how guests 

interpreted and internalized the musical atmosphere of a luxury hotel, as their 

reactions were deeply personal and influenced by factors beyond the researcher’s 
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initial expectations. The open-ended nature of qualitative research ensured that 

subtle emotional and psychological responses could be captured, rather than 

reducing them to numerical data that might have failed to reflect the full depth of 

human experience. 

Additionally, qualitative research aligned with the interpretivist stance of this 

study, which acknowledges that reality is socially constructed and that meaning is 

derived from individual perspectives rather than universal laws. Because emotions 

and perceptions are not fixed entities but are shaped by personal, cultural, and 

situational contexts, a qualitative approach provided the necessary depth to explore 

these variations. Through a close examination of subjective accounts, this study 

sought to uncover the underlying mechanisms through which ambient music 

contributes to the emotional landscape of luxury hotels. 

By adopting an inductive and qualitative approach, this research remained 

open to discovering new insights rather than imposing predefined conclusions. This 

methodology ensured that the complex interplay between ambient music and guest 

emotions was examined in a way that was both exploratory and contextually 

sensitive, ultimately contributing to a deeper understanding of how music enhances 

the luxury hotel experience. 

 
Sampling Strategy 

This study employed a non-probability sampling strategy for both the 

interviews and the analysis of online reviews. Non-probability sampling refers to 

techniques where not all members of the population have a known or equal chance 

of being selected. Instead, respondents are chosen based on specific characteristics 

or accessibility, making it particularly useful for exploratory and qualitative research 

where depth of insight is prioritized over generalizability (Etikan et al., 2016; 

Saunders et al., 2019). Given the qualitative nature of this research, non-probability 

sampling methods were more suitable as they allowed for the intentional selection of 

respondents and data sources that were most relevant to the research objectives. 

The study utilized convenience sampling for interviews and a combination of 

purposive sampling and quota sampling for the online review analysis. These 

approaches ensured that the data collected aligned with the research aim of 

understanding the emotional impact of ambient music in luxury hotels while 

remaining feasible within the constraints of time and resources. 

 



36 

 

Sampling Method for Interviews 
For the interview-based research, convenience sampling was employed to 

recruit 10 participants, including hotel managers and individuals who had stayed in 

luxury hotels. Convenience sampling, a form of non-probability sampling, involves 

selecting participants based on ease of access, availability, and willingness to take 

part. While it limits generalizability, it is widely employed in qualitative research where 

the focus lies on gaining in-depth, context-specific insights rather than producing 

statistically representative results (Etikan et al., 2016; Saunders et al., 2019). 

Convenience sampling was appropriate because access to industry professionals 

and guests willing to participate in qualitative research was challenging. By selecting 

participants based on availability and willingness to contribute, the study ensured the 

feasibility of data collection while still capturing meaningful insights from those with 

relevant experiences and expertise. To explore the effects of ambient music from 

multiple perspectives, this study aimed to include both service providers and 

recipients within the luxury hospitality sector. The criteria for selecting interviewees 

included: 

●​ Hotel managers with decision-making authority over ambient music choices 

●​ Guests who have stayed in luxury hotels 

While a larger sample size could have provided more perspectives, 

conducting in-depth qualitative interviews required substantial time for both data 

collection and analysis. Given the exploratory nature of this study, a sample of 10 

participants was considered sufficient to identify key themes while remaining within 

practical constraints. However, the study acknowledged the limitation that a larger 

sample could enhance the generalizability of findings. 

 

Sampling Method for Online Review Analysis 
For the analysis of online reviews, this study adopted a combination of 

purposive sampling and quota sampling, with a target of 100 reviews. Purposive 

sampling is a non-probability technique in which participants or data are selected 

based on specific characteristics aligned with the research objectives. It enables the 

researcher to focus on information-rich cases that are especially relevant to the 

research question (Etikan et al., 2016; Patton, 2002). In this study, purposive 

sampling was used to ensure that the selected reviews were directly relevant, 
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specifically including those that mention ambient music. This ensured that the 

dataset focused on guests' perceptions of music. 

Quota sampling, a non-probability technique, involves dividing the population 

into mutually exclusive subgroups and selecting a predetermined number of 

participants from each subgroup (Saunders et al., 2019). It is particularly useful in 

qualitative research for achieving balanced diversity across categories without 

relying on random selection. In this study, quota sampling was applied to enhance 

diversity in the dataset. To avoid bias toward a single hotel brand or location, the 

study included reviews from multiple luxury hotel brands and various geographic 

regions. The dataset was structured to ensure representation across different guest 

demographics, hotel categories, and cultural backgrounds. 

The choice of 100 reviews was based on a balance between data saturation 

and feasibility. A larger dataset (e.g., 500+ reviews) could have offered more 

comprehensive findings, but given the manual effort required for qualitative content 

analysis, 100 reviews provided a practical yet rigorous sample size. 

 
Data Collection Method 

This study employed a cross-sectional approach to data collection, as it 

focused on analyzing opinions and experiences at a specific moment rather than 

tracking changes over time. A cross-sectional design involves collecting data at a 

single point in time, providing a “snapshot” of a phenomenon, which is especially 

suitable for understanding current attitudes, behaviors, or perceptions (Bryman, 

2016; Saunders et al., 2019). This design was appropriate for this study, as it sought 

to capture luxury hotel guests’ and managers’ immediate reflections on ambient 

music rather than how their perceptions evolve over time. 

 

Semi-Structured Interviews 
 

Participant recruitment. Participants for the interviews were recruited using 

purposive and convenience sampling to ensure that the study gathered insights from 

individuals with relevant expertise and experience. Hotel managers were selected 

from the researcher’s past and current internship placements, as they possessed 

firsthand knowledge of how ambient music was integrated into luxury hotel 

operations. Additionally, guests with experience staying in luxury hotels were 
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recruited from the researcher's personal network. This selection process ensured a 

well-rounded perspective, incorporating both managerial viewpoints and guest 

experiences. 

 

Interview format. The study employed semi-structured interviews, which 

provided a structured yet flexible format, allowing participants to share their 

perspectives freely while ensuring that key topics were covered. Semi-structured 

interviews are guided by a set of predetermined open-ended questions, while also 

allowing the interviewer to probe further based on the participants’ responses. This 

method is widely used in qualitative research for balancing consistency across 

interviews with the ability to explore individual experiences in depth (Bryman, 2016; 

Kallio et al., 2016). 

 

For hotel managers. To understand how hotel managers perceive the role of 

ambient music in guest satisfaction and decision-making, they were asked questions 

regarding its importance, selection process, and its influence on guest behavior. 

1.​ How important do you think ambient music is in shaping the guest experience 

in a luxury hotel? 

2.​ What kind of atmosphere do you aim to create with the music in your hotel? 

3.​ How do you decide on the type of music played in different areas of the hotel 

(e.g., lobby, restaurant, spa, rooms)? 

4.​ Do you work with a professional music curator or use pre-set playlists? 

5.​ Have you ever changed the music strategy based on guest feedback? If so, 

can you give an example? 

6.​ Have you noticed any patterns in guest feedback regarding music (positive or 

negative)? 

7.​ Do you believe music influences how long guests stay in certain areas (e.g., 

the bar or lounge)? 

8.​ In your opinion, how does music contribute to the overall luxury perception of 

your hotel? 

9.​ What are the biggest challenges in selecting and managing ambient music in 

your hotel? 

10.​How do you balance different guest preferences while maintaining a consistent 

brand identity through music? 
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For luxury hotel guests. To gain insight into guests' emotional responses and 

experiences with hotel ambient music, they were asked about their awareness, 

preferences, and the impact of music on their perception of luxury. 

1.​ When staying at a luxury hotel, do you notice the background music? Why or 

why not? 

2.​ Can you recall a time when hotel music enhanced your stay? What made it 

memorable? 

3.​ Have you ever been bothered by the music in a hotel? What was the issue? 

4.​ How does ambient music in a luxury hotel influence your mood or relaxation? 

5.​ Does the music in different areas (lobby, restaurant, spa, bar, room) affect how 

you feel in those spaces? 

6.​ Do you think music contributes to the sense of luxury and exclusivity in a 

hotel? Why or why not? 

7.​ What kind of music do you expect to hear in a luxury hotel? 

8.​ Would you prefer customizable music options in your hotel room (e.g., 

choosing playlists)? 

9.​ Have you ever given feedback about hotel music? If not, would you if the 

experience was strongly positive or negative? 

 

Interview procedure. Interviews were conducted either face-to-face or via 

Zoom, depending on participant availability. To ensure accuracy and ease of 

transcription, audio recordings were made with participants’ consent. All interview 

content was translated into English by the interviewer prior to transcription. For 

reference, see Appendix B. 

 

Ethical Considerations. Ethical guidelines were strictly adhered to 

throughout the data collection process. Participants received an informed consent 

form detailing the study's purpose, their voluntary participation, and their right to 

withdraw at any stage. Anonymity was maintained by removing identifying 

information, and all data were securely stored to ensure confidentiality and 

compliance with ethical research practices. 
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Online Review Data Collection 
 

Platform Selection. To gain insights from a broader range of guest 

experiences, online reviews were collected from four major platforms: Google 

Reviews, Booking.com, Expedia, and TripAdvisor. These platforms were chosen 

based on their prominence in hotel review data, as identified in the Hotel Review 

Benchmark Report published by the Shiji Group (2023), which highlights them as the 

leading sources for guest feedback. 

 

Filtering and Selection Criteria. To ensure that only relevant reviews were 

analyzed, a keyword-based filtering approach was used. Reviews that explicitly 

mention ambient music were identified using keywords such as “music,” “sound,” 

“ambience,” and “background music.” The study considered reviews that described 

guest experiences across various hotel environments, including lobbies, restaurants, 

spas, bars, and guest rooms. To maintain data relevance, reviews were collected 

from the period 2020-2025, ensuring that the findings reflected recent guest 

perspectives. Only reviews written in English were included in the data collection, as 

this thesis was written in English and analyzing reviews in the same language 

ensured alignment between the data and the research output. 

 

Data Storage & Organization 
To facilitate systematic organization and analysis, all collected data were 

documented in Google Sheets. The data were categorized based on several 

attributes, including hotel name, location, review date, star rating, relevant keywords, 

participants’ role, age, and gender. This structured approach enabled effective 

filtering and retrieval of insights related to ambient music’s influence on the luxury 

hotel experience. 

 

Data Analysis Methods 
To analyze the collected data, this study employed Thematic Analysis, a 

qualitative method that allows for the identification, organization, and interpretation of 

patterns within textual data. Thematic Analysis is a flexible method for analyzing 

qualitative data by systematically coding and developing themes that capture 

important meanings related to the research question. It is particularly suitable for 
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exploring people’s lived experiences, perspectives, and emotions  (Braun & Clarke, 

2006). This approach aligned with the research’s interpretivist stance, as it focused 

on understanding respondents' experiences and perceptions rather than merely 

quantifying responses. To systematically categorize and interpret the data, an 

inductive coding process was applied, ensuring that the themes emerged organically 

from the data rather than being pre-determined by existing theories. The data 

analysis followed three key stages. 

 

Applying In Vivo Coding 
The first stage involves a thorough review of interview transcripts and online 

reviews to identify key expressions and recurring phrases. In Vivo Coding is used at 

this stage, capturing respondents' exact words to ensure that their authentic voices 

and perspectives are preserved. In Vivo Coding is a qualitative data analysis method 

that uses the actual language of participants as codes, aiming to stay as close as 

possible to their lived experiences and expressions (Saldaña, 2016). This method is 

particularly valuable in hospitality research, as it allows for a direct representation of 

how hotel managers and guests describe their experiences with ambient music. By 

coding the data with terms used by the respondents themselves, the analysis 

remains closely tied to their lived experiences, making it more grounded and 

reflective of their actual sentiments. 

 

Applying Values Coding 
Once initial codes had been established, Values Coding was applied to refine 

and interpret the data further. Values Coding is a method of qualitative data analysis 

that focuses on identifying participants’ values, attitudes, and beliefs, which reflect 

their personal or cultural perspectives (Saldaña, 2016). This method was particularly 

suitable for this study as it aligned with the interpretivist approach, emphasizing the 

emotional and psychological impacts of ambient music on luxury hotel guests. Values 

Coding helped move beyond surface-level descriptions by capturing the underlying 

perceptions, attitudes, and expectations that shaped guests’ emotional responses. 

By categorizing responses into values-driven codes, the analysis revealed 

how guests’ personal beliefs and cultural expectations of luxury influenced their 

reactions to music. Similarly, hotel managers' choices in music selection reflected 
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deeper brand identity considerations, balancing guest satisfaction with the 

establishment’s curated ambiance. 

Using In Vivo Coding and Values Coding together provided a balanced 

approach, ensuring that both the guests' direct expressions and the deeper emotional 

meanings behind their words were captured. This combination allowed the study to 

preserve respondents' authentic voices while also uncovering the underlying 

motivations and expectations that drove their experiences. 

 

 Moving from Coding to Analysis 
The final stage involved grouping similar Values Codes into broader themes to 

develop a comprehensive understanding of how ambient music influences guest 

emotions and perceptions in luxury hotels. By identifying patterns across interviews 

and online reviews, the study revealed recurring themes, such as the role of ambient 

music in enhancing relaxation, creating a sense of exclusivity, or influencing guests’ 

time spent in different hotel areas. These insights contributed to a deeper 

understanding of how luxury hotels can strategically use music to shape guest 

experiences and perceptions of luxury. 

Through this thematic analysis, the study provided a nuanced interpretation of 

the psychological and emotional effects of ambient music in luxury hotels, offering 

practical insights for hoteliers seeking to optimize their auditory environments. 

 
Methodological Limitations 

While this study provided valuable insights into the impact of ambient music 

on the emotional states of luxury hotel guests, several methodological limitations 

must be acknowledged. These limitations arose from the research design, data 

collection methods, and the nature of qualitative analysis, which may influence the 

interpretation and generalizability of the findings. 

One key limitation was the use of a qualitative research approach, which, 

while effective for exploring subjective experiences, did not allow for statistical 

generalization. The study relied on semi-structured interviews and online review 

analysis, both of which offered rich, descriptive insights but may not have been 

representative of the broader population of luxury hotel guests. Since qualitative 

research focuses on depth rather than breadth, the findings were inherently 
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context-dependent and may not have fully captured the diversity of guest 

experiences across different luxury hotel brands and cultural contexts. 

Another limitation was the non-probability sampling strategy used for 

participant and reviewer selection. Convenience sampling was employed for 

interviews, meaning that hotel managers and guests were selected based on 

accessibility rather than through a randomized process. While this approach ensured 

practical feasibility, it may have introduced selection bias, as respondents who were 

more engaged with the topic or had strong opinions about ambient music were more 

likely to participate. Similarly, the purposive and quota sampling methods used for 

online review selection ensured relevance but may not have fully represented the 

complete range of guest perceptions. 

Furthermore, the sample size posed constraints on the study's findings. The 

interviews were conducted with a limited number of respondents (hotel managers 

and guests), which, while sufficient for identifying key themes, may not have 

encompassed all possible viewpoints. A larger sample size could have strengthened 

the robustness of the conclusions. Likewise, although 100 online reviews were 

analyzed, this number may not have fully captured the variability of opinions across 

different luxury hotel markets and customer demographics. 

Additionally, due to the use of convenience sampling in the interview process, 

achieving diversity within the dataset was challenging. Similarly, although quota 

sampling was applied to the selection of online reviews, it was difficult to avoid biases 

related to the reviewers’ nationalities and the geographical distribution of the hotels. 

The reliance on self-reported data in interviews presented another limitation. 

Participants' recollections of their experiences with ambient music may have been 

subject to memory biases or personal preferences that shaped their responses. 

Additionally, since emotional reactions to music are highly subjective, it was difficult 

to distinguish between the effects of ambient music itself and other contributing 

environmental factors such as lighting, scent, or overall service quality. 

Another challenge stemmed from the interpretivist research stance adopted in 

this study. Thematic analysis and inductive coding allowed for deep exploration of 

respondent narratives, but the process of coding and theme identification was 

inherently influenced by the researcher's perspective. While steps were taken to 

ensure analytical rigor, including the use of In Vivo and Values Coding to preserve 

 



44 

authenticity and interpret deeper meanings, there remained an element of researcher 

subjectivity in the interpretation of data. 

Finally, the study’s cross-sectional design limited its ability to assess changes 

in guest perceptions over time. Because data were collected at a single point, the 

findings did not account for potential shifts in how guests respond to ambient music 

based on seasonal variations, length of stay, or changing hotel trends. A longitudinal 

approach could have provided more dynamic insights into how guest experiences 

evolve over time in response to different musical settings. 

Despite these limitations, the study offers meaningful contributions to the 

understanding of how ambient music shapes guest emotions in luxury hotels. 

Recognizing these constraints allows for a more nuanced interpretation of the 

findings and highlights opportunities for future research, such as expanding the 

sample size, incorporating quantitative methods for triangulation, and exploring 

cross-cultural variations in guest responses to ambient music. 

 
Summary of Methodology 

This methodology chapter has outlined the research approach, data collection 

methods, and analytical techniques employed in this study to investigate the 

influence of ambient music on the emotional states of luxury hotel guests. A 

qualitative research design was selected to capture the depth and complexity of 

guests’ subjective experiences, aligning with the study’s interpretivist philosophical 

stance. By employing an inductive approach, this research allowed themes and 

patterns to emerge organically from the data, rather than being constrained by 

pre-existing theoretical frameworks. 

The study utilized semi-structured interviews with hotel managers and luxury 

hotel guests, alongside an analysis of online reviews from major platforms. These 

methods were chosen to ensure a comprehensive understanding of how ambient 

music is perceived and experienced in luxury hospitality settings. Thematic analysis, 

incorporating both In Vivo and Values Coding, was used to systematically interpret 

the collected data, preserving respondents’ authentic expressions while also 

identifying underlying beliefs and emotional responses. 

While this methodological approach provided valuable insights, certain 

limitations must be acknowledged. The reliance on non-probability sampling 

methods, the relatively small sample size, and the subjectivity inherent in qualitative 
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research may have affected the generalizability of the findings. Additionally, the 

cross-sectional nature of the study did not allow for an examination of changing 

perceptions over time. However, despite these limitations, the chosen methodology 

remained well-suited for exploring the nuanced and deeply personal impact of 

ambient music on luxury hotel guests. 

Overall, this chapter has established a rigorous and systematic approach to 

data collection and analysis, ensuring that the findings contribute meaningfully to the 

understanding of ambient music’s role in shaping luxury hospitality experiences. The 

insights gained from this study will not only enhance theoretical discussions on 

environmental psychology and hospitality management but also provide practical 

recommendations for hoteliers seeking to optimize their auditory environments. 
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Results 
 
Introduction of Results 

This chapter presents the findings of the research, which explores how 

ambient music influences the emotional state of guests in luxury hotels. As discussed 

in earlier chapters, this study aims to examine the psychological and experiential 

effects of ambient music, with a specific focus on how it shapes guest satisfaction, 

emotional response, and perceived luxury. The core research questions address how 

the presence, absence, and characteristics of ambient music contribute to guest 

emotions and perceptions, and how hotel professionals strategically utilize music in 

different settings. 

To investigate these questions, the study adopted a qualitative research 

approach grounded in interpretivism. Data were collected through semi-structured 

interviews with five hotel managers and five luxury hotel guests, as well as an 

analysis of 100 online reviews related to ambient music in luxury hotel environments. 

The purpose of this chapter is to present the key findings derived from these 

data sources. The results are organized thematically to reflect recurring patterns and 

significant insights identified through thematic analysis, including In Vivo and Values 

Coding. These findings provide a foundation for the subsequent discussion and 

analysis in the next chapter. 

 

Key findings 
The following section summarizes the main findings from the collected data. 

Results are presented in two parts: insights from the interviews and patterns 

identified in online guest reviews. 

 

Key findings from the Interviews 
Thematic analysis of interviews with hotel managers and guests revealed 

shared and contrasting perspectives on ambient music in luxury hotels. Fourteen 

recurring themes emerged, showing how music influences emotional responses, 

guest behavior, and brand perception. Participants highlighted music’s role in 

enhancing atmosphere, aligning with cultural expectations, and adapting to different 

spaces and times. These insights reflect music’s broader impact on the luxury hotel 

experience. 
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Challenges in Music Curation. This theme captures the difficulties faced by 

both hotel managers and guests in the selection and management of ambient music 

within luxury hotel settings. It focuses on challenges such as catering to diverse 

guest preferences, adapting music to different spaces, and maintaining a consistent 

atmosphere. This theme excludes feedback related to positive emotional reactions or 

general appreciation of music; instead, it highlights operational complexities and 

guest dissatisfaction stemming from poor music choices or system-related issues. 

For example, one hotel manager explained: “Choosing and managing 

background music is a major challenge because it’s impossible to please everyone 

at once…One key challenge is selecting music that fits the atmosphere of different 

areas in the hotel. ” (see Appendix A, Interview ID R1). Another manager noted, “The 

biggest challenge I face when choosing music is ensuring enough variety. We try to 

avoid long tracks or repetitive songs…” (see Appendix A, Interview ID R8). 

Guest interviews also emphasized sensitivity to inappropriate music use. One 

guest recalled, “the background music in the lobby was a radio station… there were 

advertisements between songs, which I think guests should not be forced to listen to” 

(see Appendix A, Interview ID R2). Another highlighted technical concerns, stating, 

“many hotels suffer from poor music systems, which creates a bad environment” 

(see Appendix A, Interview ID R3). 

This theme reflects the shared recognition of music curation as a complex 

task, with managers expressing concerns about maintaining variety and coherence, 

while guests reported discomfort caused by disruptive music, technical flaws, or 

mismatched ambiance. 

 

Cultural Resonance. This theme includes interview responses that 

emphasize the cultural alignment of ambient music within luxury hotel environments. 

It focuses on how music can reflect the local context, express the hotel’s intended 

identity, and shape the overall atmosphere in a culturally meaningful way. It does not 

include feedback focused purely on technical aspects or musical preferences 

unrelated to culture. Instead, it captures the belief that music contributes to 

authenticity, emotional connection, and memorability when it resonates with either 

the hotel’s location or its conceptual theme. 
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For example, one guest reflected on a past stay by saying, “the role of music 

in that experience was truly unforgettable... an authentic Tunisian song… perfectly 

reflected the local culture… it created an atmosphere that has stayed with me ever 

since” (see Appendix A, Interview ID R4). Hotel managers also supported the idea 

that music should be chosen to “match the spirit of the place.” One manager noted, 

“My main advice for establishments choosing their ambient music is that it should 

match the spirit of the place,” stressing the importance of environmental and spatial 

appropriateness (see Appendix A, Interview ID R8). 

On the other hand, one guest stated, “it’s more about reflecting the cultural 

identity the hotel wants to express, not just where it’s located” (see Appendix A, 

Interview ID R5), highlighting that the cultural identity the hotel aims to convey is also 

an important aspect. Other guests reinforced this view by linking musical choices to 

brand strategy, suggesting that the right approach “depends on the impression they 

want to create” and whether the goal is “to adapt to their clients” or “represent a 

strong brand identity” (see Appendix A, Interview ID R10). 

Another guest described how music may not always be the focal point, but still 

helps convey “an ambiance of exclusivity” and “the character of the hotel’s location” 

(see Appendix A, Interview ID R3), demonstrating that even subtle musical decisions 

can reinforce the cultural narrative and enhance the luxury experience. 

This theme consists of responses that recognize ambient music as a vehicle 

for cultural expression in luxury hotels. Guests and managers alike described how 

culturally resonant music can strengthen atmosphere, create emotional ties, and 

contribute to a distinctive and memorable experience aligned with place or brand. 
 

Emotional and Psychological Effects. This theme includes interview 

responses that describe the emotional and psychological impact of ambient music in 

hotel environments. It focuses on how music contributes to feelings of calm, 

welcome, and emotional connection, as well as how inappropriate music—or its 

absence—can lead to discomfort, stress, or a lack of belonging. It does not include 

feedback related solely to cultural identity or aesthetic preferences unrelated to 

emotional experience. Instead, it centers on music’s ability to shape atmosphere 

through mood regulation and emotional resonance. 

For instance, one guest explained, “background music in a hotel should not 

distract or stress me… it should help me immerse myself in the atmosphere,” 
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indicating how appropriate music supports relaxation and focus (see Appendix A, 

Interview ID R3). Another described music as emotionally grounding: “it touches me 

in a calming way and helps set a positive, soothing tone” (see Appendix A, Interview 

ID R4). 

Several guests also emphasized that silence can negatively affect the hotel 

experience. One interviewee said, “without music, there’s no ambiance—and without 

ambiance, there’s no personality… it makes me feel unwelcome” (see Appendix A, 

Interview ID R4). Similarly, mismatched tempo and volume were mentioned as 

emotionally disruptive. “If the background music is too fast, it makes me feel 

rushed… it doesn’t suit a relaxing environment,” one guest explained (see Appendix 

A, Interview ID R4). 

From the staff’s perspective, music also influences workplace dynamics. One 

hotel manager noted that it should “create a welcoming atmosphere that makes 

everyone feel good” while not interfering with staff performance (see Appendix A, 

Interview ID R6). 

Additionally, the context in which music is played emerged as critical to its 

psychological effect. One guest noted that hearing their favorite song at reception 

might feel “a bit strange” because such music is deeply personal (see Appendix A, 

Interview ID R10). Others described discomfort when music was mismatched with 

the setting, such as hearing it alone in a hallway or in a restroom (see Appendix A, 

Interview ID R10). 

This theme captures the nuanced emotional influence of ambient music in 

luxury hotel settings. Thoughtfully selected music can foster comfort, relaxation, and 

emotional engagement, while inappropriate choices or silence may cause unease or 

reduce the sense of hospitality. Interviewees highlighted that creating the right 

emotional tone depends on tempo, context, and the intended psychological impact. 

 

Feedback-Driven Adaptation. This theme includes interview responses that 

describe how hotels adjust their ambient music strategies in response to guest 

feedback or observed guest behavior. It focuses on the importance of flexibility, 

attentiveness, and ongoing improvement to maintain an engaging and appropriate 

musical environment. It does not include general commentary on music preferences 

or one-time observations unrelated to guest interaction. Instead, it highlights how 
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responsiveness—whether proactive or reactive—supports guest satisfaction and 

strengthens the hotel’s atmosphere and brand consistency. 

For instance, one hotel manager noted, “we usually adjust our music strategy 

based on the number of guests in a specific area… during special events like 

festivals, we try to tailor the music to match the event,” illustrating a dynamic 

approach informed by spatial and contextual observation (see Appendix A, Interview 

ID R1). Another manager shared, “when guests found the music too loud or didn’t 

like the selection, we simply changed it… it’s important to be flexible and responsive” 

(see Appendix A, Interview ID R9). 

Guests also emphasized the need for ongoing musical variety and 

attentiveness to their experience. One guest recommended, “regularly changing 

playlists because guests who return frequently may find a static ambiance 

unappealing… keeping the music fresh is important” (see Appendix A, Interview ID 

R2). Similarly, another guest expressed, “when I stay in a hotel for a week and hear 

the same playlist every day… it becomes repetitive and makes me less likely to want 

to come back” (see Appendix A, Interview ID R5). 

Some managers described monitoring guest reactions informally: “when 

guests mention they like the music, I often ask if they would prefer a certain type… 

sometimes they do, but other times they’re happy to keep the same music” (see 

Appendix A, Interview ID R7). Others viewed a lack of complaints as confirmation of 

success while acknowledging the impossibility of universal appeal (see Appendix A, 

Interview ID R8). 

This theme reflects how guest-centered music curation—grounded in 

feedback and observation—helps maintain a positive and personalized hotel 

environment. Managers who remain flexible and attentive to guest input are better 

positioned to enhance satisfaction and ensure the music continues to support both 

the mood and identity of the hotel. 

 

Guest Behavior and Dwell Time. This theme includes interview responses 

that describe how ambient music in hotel lobbies and public spaces influences how 

long guests choose to stay in these areas, commonly referred to as "dwell time." It 

specifically addresses how music can encourage guests to linger, relax, or return by 

enhancing the atmosphere—or, conversely, prompt them to leave when the music is 

unpleasant or mismatched. It does not include feedback unrelated to spatial 
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behavior, such as purely emotional or technical reflections on music. Instead, it 

highlights how music subtly shapes guest movement, engagement, and time spent 

within shared hotel environments. 

For instance, one hotel manager remarked, “pleasant music can help them 

relax and make waiting easier,” directly linking the music’s tone to how long guests 

remain in the lobby (see Appendix A, Interview ID R1). Another manager explained 

that “if the music doesn’t fit the atmosphere, guests leave. If the music matches the 

mood, guests stay,” emphasizing the importance of musical consistency with the 

setting (see Appendix A, Interview ID R7). 

Guests echoed this link between ambiance and behavior. One guest shared, 

“background music… can encourage me to extend my stay,” while also warning that 

mismatched music reduces their willingness to stay longer (see Appendix A, 

Interview ID R2). Another guest observed, “background music really stood out…but 

it’s easier to notice when I’m sitting still,” pointing to how stillness heightens 

awareness of the sonic environment (see Appendix A, Interview ID R10). 

Live music was also cited as a driver of extended stay duration. A manager 

noted that “live music can attract guests to stay longer, while annoying music might 

shorten their stay,” demonstrating how entertainment elements can boost 

engagement (see Appendix A, Interview ID R9). Additionally, several interviewees 

suggested that consistently pleasant musical atmospheres contribute to guest 

satisfaction and even repeat visits (see Appendix A, Interview ID R1). 

This theme reflects how ambient music serves not only as a background 

feature but as a behavioral cue in luxury hotels. Thoughtfully selected music 

encourages guests to linger in public spaces, positively impacting guest flow, 

satisfaction, and even hotel reputation. Both managers and guests recognize music 

as a key factor in how people choose to engage with and move through hotel 

environments. 

 

Reception-Specific Music. This theme includes interview responses that 

specifically address the role of ambient music in hotel reception areas and lobbies. It 

focuses on how music in these transitional spaces can contribute to a welcoming, 

calm, and professional first impression for guests. It does not include general 

reflections on music in other hotel areas, nor does it consider technical aspects like 

speaker quality. Instead, it emphasizes how musical choices in the reception context 
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influence the guest experience by setting tone, mood, and atmosphere during key 

moments such as check-in, waiting, or first arrival. 

For instance, one hotel manager summarized the ideal musical ambiance in 

three words: “piano, appeasing, and not too loud,” underlining the need for subtle 

and elegant sounds (see Appendix A, Interview ID R1). Guests also expressed a 

preference for understated yet uplifting music in this setting. One commented that 

“jazzy or classy music would be ideal” for check-in moments, noting that the absence 

of music fails to create a comfortable environment (see Appendix A, Interview ID 

R2). Another guest stated, “ I personally prefer slow-paced jazz or lounge music… 

the music should not catch too much attention,” reinforcing the need for background 

music that is present but not intrusive (see Appendix A, Interview ID R3). A different 

participant described the music as a signal of welcome: “something that gives off a 

welcoming vibe and says, ‘Hey, come on in’” (see Appendix A, Interview ID R4). 

Managers also emphasized music's psychological effect on arriving guests. 

One explained that reception music should evoke a “vacation feeling,” helping guests 

feel relaxed, even if they’re not on holiday, and reducing potential stress around 

check-in (see Appendix A, Interview ID R7).bAnother highlighted the importance of 

harmony with operational needs, stating the music should be at a “moderate volume 

so it doesn’t disrupt front desk operations” (see Appendix A, Interview ID R6). 

Guests also opposed silence, favoring soft, ambient music that lifts the mood: 

“Definitely not silence… indie music works well… it should create a lively and 

welcoming atmosphere” (see Appendix A, Interview ID R10). Finally, musical 

alignment with brand identity was noted: “choose music that connects with the 

product you’re selling and the atmosphere you want to create” (see Appendix A, 

Interview ID R9). 

This theme demonstrates that music in reception spaces serves as both a 

mood-setting and identity-defining tool. When well-curated, it enhances the arrival 

experience, contributes to a sense of ease and belonging, and reinforces the hotel’s 

style. Both managers and guests agree that music in this area should be calm, 

subtle, and carefully aligned with the environment and function of the space. 

 

Role of Music in Guest Experience. This theme includes interview 

responses that describe the overall impact of ambient music on the guest experience 

across various areas of the hotel. It focuses on how music contributes to feelings of 
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comfort, emotional warmth, and welcome, especially in luxury hotel contexts where 

atmosphere plays a critical role. It does not include feedback limited to specific 

technical features or isolated settings, but instead emphasizes music’s broader role 

in shaping emotional tone and first impressions throughout the guest journey. 

For instance, one hotel manager stated, “music plays a huge role… it helps 

guests to be in a calm mood, softens their nerves,” underlining its function in 

emotional regulation (see Appendix A, Interview ID R1). Another explained that 

“background music plays a key role in shaping the environment… especially in a 

luxury setting where every detail matters” (see Appendix A, Interview ID R6). The 

emotional power of music was further emphasized: “music plays with your 

emotions… it makes guests feel truly welcome… and encourages them to return” 

(see Appendix A, Interview ID R9). 

Guests expressed similar views, linking music with feelings of being 

welcomed and at ease. One guest noted, “music… contributes to creating that 

inviting and expressive atmosphere” (see Appendix A, Interview ID R2). Another 

shared that music helped evoke a sense of being “at home but still in a privileged 

setting” (see Appendix A, Interview ID R3). One participant highlighted how music 

aligned with their personal preferences—like Italian songs—deepened their feeling of 

warmth and belonging (see Appendix A, Interview ID R4). 

The importance of a cohesive sensory environment was also noted. A guest 

recalled a stay in the South of France where “the atmosphere was calm—relaxing 

but not too quiet… everything worked together to create a truly soothing and 

memorable experience” (see Appendix A, Interview ID R5). This illustrates how 

music interacts with other design and service elements to enhance the overall 

experience. 

This theme captures the central role of music in luxury hospitality, where 

creating a welcoming and emotionally resonant environment is essential. Managers 

and guests alike recognize that well-curated music contributes to a sense of ease, 

belonging, and memorability, reinforcing the emotional foundation of the guest 

experience across the hotel space. 

 

Managerial Strategies. This theme includes interview responses that 

describe how hotel managers approach the selection and management of ambient 

music within their properties. It focuses on the use of flexible, intuitive methods 
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rather than rigid policies, emphasizing personal taste, responsiveness to the 

environment, and real-time decision-making. It does not include feedback centered 

on guest reactions or technical concerns, but instead highlights how managers 

themselves actively shape the sound environment to align with mood and setting. 

For instance, one hotel manager explained, “I don’t really see it as a 

challenge. I simply choose what I like… it doesn’t create difficulties,” suggesting that 

a personal, uncomplicated approach is both effective and efficient in daily operations 

(see Appendix A, Interview ID R7). Another manager described adjusting the music 

to suit the external environment and guest activity: “on a sunny day with the terrace 

open, we play happy, summery tunes… on rainy days, we switch to cozier music” 

(see Appendix A, Interview ID R9).  

Rather than following strict branding guidelines or external playlists, these 

managers demonstrated a sense of ownership and creative freedom in curating the 

hotel’s auditory atmosphere. Their choices are guided by instinct, seasonal mood, 

time of day, and guest presence—focusing on harmony with the space rather than 

predefined standards. 

This theme illustrates that in many luxury hotels, music curation is treated as 

a fluid, experience-driven practice. Managers prefer to trust their intuition and 

emotional reading of the environment to shape ambiance, which in turn supports the 

overall guest experience. This approach underscores the belief that successful 

music strategy does not always require formality but can thrive through attentiveness 

and adaptability. 

 

Memory and Nostalgia. This theme includes interview responses that 

describe how ambient music in hotels can evoke personal memories and nostalgic 

emotions. It focuses on moments where music served as a trigger for recalling past 

experiences, childhood travels, or emotionally significant events. It does not include 

reflections solely on present enjoyment or general atmosphere, but specifically 

highlights music’s power to revive meaningful memories and create long-lasting 

emotional associations. 

For instance, one guest recalled, “a song from my childhood started playing… 

the server began to sing along… we all joined in. It turned into this spontaneous, 

joyful moment… simple, unexpected, and filled with warmth. Music really created 

that magic” (see Appendix A, Interview ID R4). Another guest reflected on a subtle 
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yet emotionally powerful moment: “I heard a song that had played during a trip with 

my parents as a kid… it instantly brought back memories of those times” (see 

Appendix A, Interview ID R5). These experiences show how music can create not 

only real-time enjoyment but also deeply rooted emotional connections that persist 

long after a hotel stay. Even when the memory is vague, the music remains a strong 

cue for recalling feelings and places once experienced. 

At the same time, guests acknowledged that not all hotel spaces lend 

themselves equally to memory-making through music. The same guest noted, “you 

usually don’t spend too much time in areas like the reception, so it’s harder for music 

alone to create lasting memories” (see Appendix A, Interview ID R5), suggesting that 

setting and context influence the emotional impact. 

This theme demonstrates that ambient music can play a powerful role in 

generating emotional recall and nostalgic reflection. In certain settings and moments, 

music becomes more than background—it becomes the emotional thread that links 

the guest’s current experience to meaningful moments from the past, enhancing the 

depth and memorability of the hotel stay. 

 
Music as Ambiance Design. This theme includes interview responses that 

describe how music is intentionally used by hotel managers as a tool for ambiance 

creation and maintenance across various hotel spaces. It focuses on how curated 

playlists and sound design contribute to shaping mood, reinforcing brand identity, 

and enhancing the guest experience through subtle environmental cues. It does not 

include feedback on music as entertainment or guest preferences in isolation, but 

instead highlights the strategic use of music as an element of spatial and experiential 

design. 

For instance, one hotel manager stated, “we're aiming to create a calming, 

generally appeasing atmosphere through music,” underscoring the deliberate 

emotional tone intended for the environment (see Appendix A, Interview ID R1). 

Another manager explained how consistency and flexibility are balanced: “I focus on 

using music with a similar instrument or tone… but in summer, I change the music to 

match the season’s vibe” (see Appendix A, Interview ID R7). 

Time-of-day adjustments and venue-specific branding were also key aspects 

of ambiance strategy. One manager shared, “we manage the music carefully, using 

specific playlists for different times of the day… we also use Italian music at our 
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Italian restaurant, and classy playlists at our upscale hotel” (see Appendix A, 

Interview ID R8). These examples illustrate how music is aligned with context, 

identity, and guest expectations. 

The evolving nature of music’s role in hospitality was also noted. Some 

managers reflected on a shift from live music to automated playlists, with one stating, 

“ In my opinion, the role of ambient music has indeed changed over recent years. 

Everything evolves—the systems, the clientele… ambient music has evolved 

alongside these other developments,” while another lamented that “live music is 

losing its significance” (see Appendix A, Interview IDs R8 and R9). 

From the guests’ perspective, music was recognized as a foundational layer 

of ambiance, even when it fades into the background. One guest described it as 

“invisible atmosphere work,” while another offered simple advice: “just play music 

that matches the mood of the hotel” (see Appendix A, Interview ID R10). 

This theme demonstrates that music functions as a subtle but essential 

component of ambiance design in luxury hospitality. Managers use it not only to 

create mood but also to express the hotel’s character, adapting soundscapes in real 

time to support guest comfort, identity coherence, and emotional immersion 

throughout the stay. 

 
Music as Multisensory Branding. This theme includes interview responses 

that describe how music contributes to a hotel’s multisensory branding strategy, 

particularly in luxury settings where emotional immersion and atmosphere are central 

to guest experience. It focuses on music as one element within a carefully curated 

sensory environment, working alongside scent, lighting, and visual design to 

reinforce brand identity and create a sense of exclusivity. It does not include 

commentary on music in isolation or technical design aspects, but instead 

emphasizes music’s role in shaping cohesive, emotionally resonant guest 

impressions. 

For instance, one hotel manager explained, “music contributes to the image of 

luxury and exclusivity… music evokes emotions and affects guests on a human 

level,” describing it as part of a broader sensory toolkit that also includes elements 

like scented diffusers (see Appendix A, Interview ID R9). While not considered the 

sole driver of luxury, music was recognized as essential to creating a layered and 

memorable environment. 
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This theme illustrates how music, while subtle, plays a vital role in crafting the 

sensory identity of a luxury hotel. By working in harmony with other sensory inputs, it 

contributes to the emotional richness of the space and helps define a brand 

experience that feels immersive, elevated, and memorable. 

 

Music and Brand Identity. This theme includes interview responses that 

describe how hotels use music as a strategic tool to reinforce and express their 

brand identity. It focuses on the alignment between a hotel's musical selections and 

its personality—whether classic, luxurious, modern, or casual—and how music 

becomes part of the signature experience offered to guests. It does not include 

feedback focused solely on emotional response or ambiance, but instead 

emphasizes the role of music in supporting consistent branding and communicating 

hotel values through sound. 

For instance, one manager explained, “mainly classical music and jazz 

represent the identity of our hotel, because it’s a historical hotel,” noting that musical 

choices must align with the property’s legacy and perceived level of luxury (see 

Appendix A, Interview ID R1).  

The connection between music and luxury was further illustrated through 

strategies like dedicated music channels or live performances. One manager shared, 

“Ambient music contributes to the image of luxury and exclusivity… by offering 

something unique and exclusive, such as having our own music channel that no one 

else has. Additionally, live elements like a pianist playing in the bar add a special, 

luxurious touch.” (see Appendix A, Interview ID R7). Another stated that “ambient 

music… is one essential part of a larger whole… that sets our hotel apart,” placing 

music alongside service, décor, and staff presentation as pillars of brand identity 

(see Appendix A, Interview ID R8). 

Guests also recognized this connection. One described jazz or soul as ideal 

lobby music for conveying “a stylish impression,” while emphasizing that the hotel 

should offer an atmosphere guests can comfortably adapt to (see Appendix A, 

Interview ID R2). Another contrasted expectations across hotel tiers: “for an upscale 

place, you prefer classy, understated music… for a casual or budget hotel, you might 

want something friendly and simple, maybe even no music at all” (see Appendix A, 

Interview ID R10). 
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Authenticity emerged as a key concept. One guest advised, “believe in your 

ambiance… Don’t be afraid to express your identity through music. Let it reflect who 

you are… that’s when truly memorable experiences happen,” underscoring the idea 

that sincere musical expression attracts like-minded guests and strengthens brand 

loyalty (see Appendix A, Interview ID R4). 

This theme illustrates that music in luxury hospitality is more than 

background—it is a brand signal. Carefully chosen music communicates identity, 

reinforces atmosphere, and distinguishes a hotel’s personality in a competitive 

market. Managers and guests alike view sound as a powerful and authentic way to 

express what a hotel stands for. 

 

Spatial Design and Music Fit. This theme includes interview responses that 

describe how music is adapted to the specific design, function, and atmosphere of 

different areas within a hotel. It focuses on the importance of spatial 

appropriateness, showing how music selection is tailored to support the purpose and 

mood of each environment, such as spas, restaurants, lobbies, or bars. It does not 

include generalized impressions of music or emotional responses disconnected from 

space. Instead, it highlights the intentional use of music to enhance atmosphere and 

guest satisfaction through spatial sensitivity. 

For instance, one manager explained, “In the restaurant during the dinner we 

are aiming to put on more quiet, soft rock maybe. In the bar we are mainly using 

jazz, in the spas mainly serene music” (see Appendix A, Interview ID R1). Another 

stated, “we don’t have music in the hall, but at the reception, we play chill radio 

stations… the restaurant features more lively, fast-paced music” (see Appendix A, 

Interview ID R6). 

Tailoring music by time of day and guest profile was also emphasized: “on the 

terrace… we play soft yet rhythmic, more upbeat music. In the restaurant… the 

music is more discreet… in public areas… typically soft and instrumental” (see 

Appendix A, Interview ID R8). Others addressed thematic consistency: “For the spa, 

relaxing, zen-like instrumental music or natural sounds… In the restaurant… 

classical music or live piano… an Italian restaurant wouldn’t play Mexican music” 

(see Appendix A, Interview ID R9). 

Guests similarly stressed the importance of musical fit. One shared, “it’s not 

about a specific type of music, but rather how well the music matches the 
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environment” (see Appendix A, Interview ID R2). Another remarked, “I would prefer 

music that is omnipresent—playing the same music in the reception, restaurant, and 

perhaps even the spa—because I think… this consistency better reflects the hotel’s 

overall aura” (see Appendix A, Interview ID R3). One guest concluded, “Each area 

has its own dynamic, and the music should reflect that” (see Appendix A, Interview 

ID R5).  

This theme shows how aligning music with the purpose and feel of each hotel 

space contributes to a cohesive and emotionally effective environment. Both 

managers and guests recognized that successful ambient music design depends on 

sensitivity to setting, timing, and guest behavior, reinforcing the hotel’s atmosphere 

while supporting the intended function of the space. 

 
Temporal Variation in Music Use. This theme includes interview responses 

that describe how hotels adapt background music to match the time of day, season, 

or specific events. It focuses on the use of temporal variety to maintain freshness, 

avoid repetition, and support the emotional rhythm of the guest journey. It does not 

include general feedback on music preferences or static playlist design, but instead 

emphasizes dynamic, time-sensitive curation as a tool for enhancing engagement 

and atmosphere throughout the day. 

For instance, one manager stated, “In the mornings, we play slower music 

compared to the evenings” (see Appendix A, Interview ID R1). Another explained, “I 

do adapt the background music depending on the season, time of day, or special 

events… for example, in summer I adjust the music to complement the season’s 

feel… in winter, festive tunes like Mariah Carey’s songs are unavoidable” (see 

Appendix A, Interview ID R7). 

This approach was echoed with more detailed examples: “In mid-December 

around 7 p.m.… we play cozier, warmer music… this contrasts with livelier, more 

rhythmic music in mid-July” (see Appendix A, Interview ID R8). 

Guests also strongly supported the idea of variation. One noted, “In the 

morning, I’d prefer something more energizing, while in the evening… something 

more relaxing” (see Appendix A, Interview ID R2). Another said, “the music should 

evolve with the rhythm of the day” (see Appendix A, Interview ID R5). Seasonal 

alignment was highlighted too: “Playing Christmas music in December is a must… in 
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summer, the music should reflect a vacation vibe” (see Appendix A, Interview ID 

R10). 

Even subtle time-of-day cues were appreciated: “During breakfast, soft music 

that feels like it’s saying ‘good morning’ might even encourage me to stay longer for 

brunch” (see Appendix A, Interview ID R3). 

This theme shows how time-specific music adaptation enhances the luxury 

hotel experience. Whether tied to natural rhythms, guest activities, or festive 

moments, temporal variation in music helps maintain a lively, emotionally attuned 

atmosphere that evolves in harmony with the guest’s day. 

 

Key findings from the Online Review 
Thematic analysis of online guest reviews uncovered consistent patterns in 

how ambient music shaped guests’ hotel experiences. Eight distinct themes 

emerged, illustrating how music enhanced emotional enjoyment, supported rest and 

relaxation, aligned or failed to align with hotel atmospheres, and influenced 

perceptions of sound management and customization. Guests described music as 

both a source of satisfaction and discomfort, highlighting its nuanced role in shaping 

atmosphere, personal comfort, and expectations for luxury service. These insights 

reveal how auditory elements are perceived by guests in real-world contexts and how 

they contribute to overall satisfaction and experiential quality. 

 
Positive Emotional Enhancement. This theme includes guest reviews that 

explicitly describe positive emotional responses resulting from the ambiance. It 

specifically addresses guests' expressions of increased enjoyment, satisfaction, and 

improved overall atmosphere directly associated with music. It does not include 

feedback related to technical considerations such as sound quality, volume, or genre 

criticism, nor does it incorporate reviews that provide neutral or negative sentiments 

regarding music.  

For instance, one guest highlighted, "we enjoyed our stay especially the 

acoustic night, and the band was great" (see Appendix C, Review ID R3). Similarly, 

another reviewer mentioned, "dinner was accompanied by great live music!" (see 

Appendix C, Review ID R20), explicitly connecting music to their positive dining 

experience. 
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Multiple guests also emphasized how music enriched their social interactions 

and overall ambiance. One review specifically described the atmosphere created by 

piano music: "the ambiance here is so lovely; piano music in the lobby" (see 

Appendix C, Review ID R59). Additionally, another guest commented that "the live 

band set the mood perfectly" during their dinner (see Appendix C, Review ID R21), 

directly attributing the quality of their social and dining experience to music. 

Other reviewers particularly appreciated music as a highlight or favorite 

feature of their hotel stays. For example, one guest explicitly stated: "my most 

favorite unique element—the music that welcomes you once you enter your room" 

(see Appendix C, Review ID R87). Moreover, feedback from another guest indicated 

strong emotional appreciation by stating, "the bands playing were amazing" (see 

Appendix C, Review ID R7), clearly acknowledging music as a key factor in their 

positive experience. 

This theme consists of guest reviews that reported emotionally positive 

experiences related to ambient music. Guests described music as enhancing their 

enjoyment, increasing their sense of satisfaction, and contributing to a pleasant 

atmosphere. These responses were linked to various settings such as dining areas, 

lobbies, and guest rooms.  

 

Contribution to Guest Rest and Relaxation. This theme includes guest 

reviews explicitly addressing how ambient or background music contributed positively 

or negatively to their restfulness, relaxation, comfort, or peacefulness during their 

hotel stays. Reviews categorized under this theme specifically highlighted music as 

either enhancing relaxation and peacefulness or detracting from guests’ ability to 

rest. The reviews do not include neutral or unrelated comments about music, nor 

technical details regarding sound quality or musical style, unless directly linked to 

rest and relaxation. 

Guests frequently described positive contributions of music to their relaxation. 

One guest noted the setting as "very pleasant, with music, a relaxing atmosphere" 

(see Appendix C, Review ID R14). Similarly, another reviewer explicitly mentioned 

the relaxing nature of music at their dining experience, describing it as "music and 

mood there is very relaxing" (see Appendix C, Review ID R18). Additionally, guests 

positively associated music with specific peaceful environments, stating, "the decor 

and background music was relaxing" (see Appendix C, Review ID R33), and another 
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guest described their hotel's internal courtyard as "I like the cosy atmosphere of 

internal court yard with relaxing music" (see Appendix C, Review ID R96). 

Furthermore, a reviewer emphasized the calming effect of music within corridors, 

mentioning "the corridors are quiet and wide with a hint of symphonic music. Very 

peaceful" (see Appendix C, Review ID R100). 

Other reviewers described more subtle positive interactions between music 

and their overall comfort, such as the rooftop environment being described as 

"immersed in music and the gentle evening breeze" (see Appendix C, Review ID 

R77). 

Conversely, some guests explicitly reported negative impacts of music on their 

relaxation. One reviewer noted difficulty resting due to "constant non stop 

monotonous music with zero break," stating it was "impossible to relax or read a book 

or talk on phone" in pool areas (see Appendix C, Review ID R32). Similarly, another 

guest indicated significant discomfort caused by continuous lobby music, describing it 

as "techno music in lobby 24/7 was obnoxious" (see Appendix C, Review ID R58). 

Additional reviewers reported disturbances from loud music at night, noting 

explicitly, "they have loud music in the roof top pool that lasted until 10 p.m." (see 

Appendix C, Review ID  R65), and another guest mentioning disruptions from 

evening music, commenting it was "not pleasant" to hear music from the bar while in 

their room (see Appendix C, Review ID R68). Similarly, another review highlighted 

noise disturbance in their room due to music, stating simply, "our room was noisy due 

to music" (see Appendix C, Review ID R69). 

In summary, guests' feedback indicated positive and negative roles of ambient 

and background music in contributing to their sense of restfulness and relaxation. 

 
Musical Alignment with Hotel Atmosphere. This theme captures guest 

reviews that specifically discuss how music matched or did not match the 

atmosphere or setting of various hotel environments. Reviews classified in this theme 

explicitly mention whether music aligned appropriately with a hotel’s ambiance, 

decor, or general atmosphere. The theme does not include comments solely related 

to music's emotional impact or technical sound quality unless explicitly related to 

alignment with the hotel's environment. 

Guests frequently highlighted music as complementing the hotel's visual and 

sensory elements. One guest commented positively, noting that their room 
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experience included "wonderful British antique furniture," along with "opera arias and 

other music played in the room," contributing to their overall satisfaction (see 

Appendix C, Review ID R2). Another reviewer described the ambiance positively, 

stating the hotel was a "classy place with good music," associating music directly with 

their perception of the hotel’s upscale environment (see Appendix C, Review ID R8). 

Similarly, a review mentioned the music as fitting seamlessly into the hotel's 

modern and sophisticated style, specifically pointing out, "dark elevators and 

hallways playing very tasteful music" (see Appendix C, Review ID R15). Another 

guest praised the cohesive atmosphere created by music alongside architecture and 

decor, describing the combination as creating an "extrasensory experience unlike any 

other" (see Appendix C, Review ID R90). 

However, several guests clearly identified situations in which music did not 

align well with the hotel’s environment. One review expressed dissatisfaction, 

describing music as mismatched in the cocktail bar area, noting explicitly that "the 

music didn't match the interior, clientele, or ambiance," specifying that the disco 

music played was perceived as inappropriate (see Appendix C, Review ID R25).  

Guests also commented specifically about inappropriate musical choices. One 

reviewer expressed dissatisfaction regarding music played at dinner, stating, "dinner 

music was almost loud and not romantic," explicitly noting a preference for music that 

matched the ambiance of breakfast, which was seen as more suitable (see Appendix 

C, Review ID R80). 

Conversely, other guests positively highlighted music as a defining and 

enjoyable aspect of certain areas, such as one guest appreciating how "local music 

sets the atmosphere" of the rooftop pool area, contributing to their positive overall 

impression of enjoyment (see Appendix C, Review ID R92). Another guest described 

music in combination with decor and artwork, noting a "grand entrance with displayed 

paintings and artworks, music," presenting music as well-integrated into the aesthetic 

experience upon entering the hotel (see Appendix C, Review ID R24). 

This theme includes guest reviews that referred to how music aligned or did 

not align with the atmosphere, decor, or overall environment of the hotel. Several 

reviews described music as enhancing the setting through its consistency with visual 

and spatial elements. Other guests reported that the music felt mismatched with the 

hotel’s style or context. Comments focused on how appropriately the music was 

integrated into the hotel environment, rather than its emotional effect or sound quality. 
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Volume Control and Acoustic Management. This theme includes guest 

reviews that addressed how the volume of music and overall sound management 

affected their hotel experience. It focuses on situations where music was described 

as too loud, disruptive, or poorly managed, particularly when it interfered with guests’ 

ability to rest, sleep, or hold conversations. The theme does not include comments 

solely about music preferences or emotional reactions unless they were clearly linked 

to volume-related concerns. 

Several guests reported difficulty sleeping or relaxing due to music being 

heard from their rooms. One reviewer noted, "you *will* hear the piano playing until 

the late hours," referring to nighttime disturbances from music in public areas (see 

Appendix C, Review ID R5). Another guest commented, "music from the reception 

even though I lived on the 4th floor," indicating that sound traveled far beyond its 

intended area (see Appendix C, Review ID R60). In another case, a guest described 

being kept awake by "very loud music well into the night" from the restaurant or bar 

below their room (see Appendix C, Review ID R88). Similarly, another reviewer 

noted, "there was really loud music that kept me up" while staying near the pool area 

(see Appendix C, Review ID R62). 

Excessive volume in public or shared spaces was also frequently mentioned. One 

guest wrote, "the club near lobby has live music and are too loud," referring to 

overwhelming sound in a social space (see Appendix C, Review ID R4). Another 

guest said, "the loud music in the sports bar, you couldn’t talk or hear anyone," 

indicating that conversation was made difficult due to the sound levels (see Appendix 

C, Review ID R28). A different reviewer avoided dining in the hotel restaurant 

altogether due to "loud 60s music always in the dining room/bar" (see Appendix C, 

Review ID R75). In another example, a guest expressed concern for staff, saying, 

"the bar had live music that was waaaay too loud. Poor staff will get tinnitus from 

stuff like that" (see Appendix C, Review ID R34). 

Guests also reported that loud music made relaxation areas, such as pools 

and lounges, uncomfortable. One guest wrote, "the pool area music was so loud you 

could not stay" (see Appendix C, Review ID R55). Another stated, "the club-like 

music was blaring so loud we couldn’t stay for long" while describing their experience 

at a rooftop pool (see Appendix C, Review ID R85). In another review, a guest noted 
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that "music and noise from the wine bar can be heard well into early morning," 

referencing sound that disturbed their night’s rest (see Appendix C, Review ID R48). 

Several reviewers also mentioned that their requests to lower the volume 

were ignored or only partially acknowledged. One guest wrote, "extremely loud club 

dance music piped at breakfast. Asked for it to be turned down but it was full volume 

the next day" (see Appendix C, Review ID R99). Another shared, "I asked a lot if the 

music could please be turned down, preferably off… which was always 

accommodated," suggesting that staff responded, but the issue still affected the 

experience (see Appendix C, Review ID R93). 

In summary, these reviews reflect recurring concerns about excessive or 

poorly managed music volume in hotels. Guests described negative impacts on their 

ability to sleep, relax, converse, or enjoy shared spaces. These issues were reported 

in various areas, including rooms, restaurants, lobbies, bars, and pools, highlighting 

a clear need for better volume control and acoustic consideration in hotel 

environments. 

 

Appropriate Timing and Placement of Music. This theme includes guest 

reviews that referred to the timing and placement of music within the hotel 

environment. Comments classified under this theme specifically addressed when and 

where music was played, without focusing on volume or emotional impact unless 

directly connected to concerns about timing or spatial arrangement. 

One guest described the presence of music throughout several hotel areas, 

stating, "constant music from all sides at reception, breakfast, elevator, restaurant, 

and all play different tunes" (see Appendix C, Review ID R26). The guest listed 

multiple zones where different tracks were played at the same time, drawing attention 

to the simultaneity of music in overlapping hotel environments. 

Another guest referred to the limitation on the duration of music in the dining 

area, writing, "dinner music switched off at 10 pm (loved it!)" (see Appendix C, 

Review ID R94). The statement indicates that the music had a set ending time, and 

the guests noticed the hotel's thoughtful consideration. 

These examples describe specific guest observations related to when and 

where music was played during their stay. The comments focus on the structure and 

organization of musical scheduling and distribution across hotel areas and times of 

day. 
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Customization and Guest Preferences. This theme includes guest reviews 

that describe how ambient music either matched or did not match their personal 

preferences, or when they were given options to control or experience music in a 

customized way. The comments reference enjoyment, dissatisfaction, or appreciation 

related to the style, mood, or personalization of music. Reviews were included in this 

theme only when they specifically mentioned music in relation to individual taste or 

personalization features. 

Several guests mentioned enjoying music that reflected their taste or 

contributed positively to their impression of the hotel environment. One reviewer 

noted, "I love the theme and music playing out front" (see Appendix C, Review ID 

R61), while another said, "loved the music that was always playing downstairs" (see 

Appendix C, Review ID R73). A guest also described their experience with 

personalized in-room music: "A lovely jazz playlist played through the in-room 

speaker with the option of hooking up your own device to play your music" (see 

Appendix C, Review ID R78). Another similar review stated, "it was nice to be able to 

listen to music through the Bluetooth speaker connection in the room" (see Appendix 

C, Review ID R98). In these cases, guests described features that allowed them to 

either enjoy curated playlists or play their own music. 

Several reviews also highlighted negative experiences with music that did not 

align with guest preferences. One guest described the music at the bar as "strange 

music playlist" (see Appendix C, Review ID R72). Another mentioned, "the music mix 

was a bit odd – could have done without the small amount of dance remix" (see 

Appendix C, Review ID R82). One reviewer provided a brief comment: "terrible 

music" (see Appendix C, Review ID R83). A different review referred to "bad 

background music" (see Appendix C, Review ID R42), while another guest 

commented that "the music at the pool was… constantly melancholy and depressing" 

(see Appendix C, Review ID R71), describing the mood created by the music as 

undesirable. 

Across these reviews, some guests directly linked music to their satisfaction, 

while others noted dissatisfaction when music did not meet expectations. The 

comments focused on music style, mood, and customizability, rather than volume or 

technical issues.  
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Impact of the Presence or Absence of Ambient Music. This theme 

includes guest reviews that directly commented on the presence or absence of 

ambient music and its effect on their hotel experience. Reviews were included when 

guests explicitly stated that the existence or lack of music influenced their impression 

of the atmosphere, either positively or negatively. Comments not related to music 

presence or absence were excluded from this category. 

One review reported that the absence of music contributed positively to their 

experience, noting "the best part is that there was no music except for the birds 

singing" (see Appendix C, Review ID R41).  

In contrast, another review expressed a different view about the absence of 

background sound. The guest wrote, "very quiet – earily so – bit of background music 

– even nature sounds or light classical would go a long way in improving ambiance" 

(see Appendix C, Review ID R44). The statement indicates that the environment was 

perceived as overly quiet and that the addition of ambient sound was viewed as a 

potential improvement. 

These reviews show that the presence or absence of ambient music was 

noticed by guests and that it had a direct effect on how they experienced the 

environment. While some guests valued the quiet and natural surroundings without 

music, others identified a lack of background sound as contributing to an uninviting 

or incomplete atmosphere. 

 
Feedback and Improvement Requests. This theme includes guest reviews 

that provided specific feedback on ambient music and requested improvements to 

enhance the experience. The comments were focused on areas such as musical 

variety, timing, atmosphere, and playlist design. Reviews were categorized under this 

theme only when the guest explicitly expressed a desire for change or noted aspects 

of the music experience as needing improvement. 

One guest mentioned issues with repetitiveness, stating, "the music in the 

breakfast room is redundant one continuous sound and by the pool a two minutes 

track that keeps looping" (see Appendix C, Review ID R29). This comment identifies 

the music as repetitive in both restaurant and poolside settings. Another guest wrote, 

"the same music was on repeat most days in the pool areas and beach" (see 

Appendix C, Review ID R95), referring to the lack of variety as a point of constructive 

feedback. 
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Other reviews focused on atmosphere and the desire for livelier or more 

carefully selected music in certain areas. One review stated, "a more lively musical 

atmosphere in the evening would be welcome" (see Appendix C, Review ID R43). 

Another guest commented, "if there is anything that could be improved, it could be 

that there is a little more lounge music in the bar in the evenings" (see Appendix C, 

Review ID R76). These examples describe a request for more active or 

mood-appropriate music during specific times and locations. 

Across these reviews, ambient music was mentioned as an area where 

improvement was expected or requested. The comments focused on factors such as 

musical repetition, energy level, and suitability to time or setting. Guests provided this 

feedback as part of broader reflections on their stay, identifying music as a noticeable 

element in need of further refinement. 

 

Summary of Results 
This study’s findings underscore the important role ambient music plays in 

shaping how guests feel and engage with luxury hotel environments. Drawing from 

interviews and online reviews, it became clear that music contributes not only to 

atmosphere but also to emotional comfort, brand expression, and guest behavior. 

Guests described how well-chosen music can promote relaxation, create a 

welcoming mood, and enhance the sense of luxury. At the same time, mismatched 

or poorly managed music, such as being too loud, repetitive, or contextually 

inappropriate, was linked to discomfort or dissatisfaction. Managers and guests alike 

emphasized the need for music to align with the space, time of day, and cultural or 

brand identity. The ability to adapt music based on guest feedback or environmental 

context also emerged as a valuable strategy. 

These patterns were further supported by the findings from guest feedback, 

which indicated that well-curated music enhanced the overall experience, while 

poorly managed or contextually inappropriate music often led to negative 

impressions. 

Altogether, these findings suggest that ambient music is more than just 

background; it is an influential part of how luxury is felt and remembered. 
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Discussion 
 
Introduction of Discussion 

This study set out to explore how ambient music influences the state of guests 

in luxury hotels. Rooted in an interpretivist, qualitative research design, the study 

addressed the growing need to examine ambient music not just as background 

decoration, but as a strategic tool for emotional engagement in high-end hospitality 

contexts. 

The data collected through semi-structured interviews with hotel managers 

and guests, and online reviews, highlight that ambient music significantly shapes 

guests’ emotional responses and overall experiences in luxury hotels. When 

thoughtfully curated, music enhances relaxation, creates a welcoming atmosphere, 

strengthens brand identity, and deepens emotional connections through cultural 

resonance and nostalgia. Hotel managers and guests alike recognize its role in 

influencing dwell time, first impressions, and overall satisfaction. Moreover, flexibility 

in adapting music based on time, space, and guest feedback is seen as a key to 

maintaining a dynamic and engaging environment. However, the study also reveals 

several challenges: selecting music that suits diverse guest preferences, managing 

technical issues, avoiding repetition, and ensuring appropriate volume control. 

Mismatched music or poorly managed sound environments often lead to discomfort, 

dissatisfaction, or a disrupted sense of luxury. These insights suggest that ambient 

music is not merely decorative but a powerful element of the multisensory hospitality 

experience, requiring strategic attention to context, consistency, and guest 

expectations. 

Overall, the analysis identifies ambient music as a key experiential factor in 

luxury hospitality—one that not only influences mood and satisfaction but also plays 

a subtle yet powerful role in shaping brand identity and emotional memory. 

 

Interpretation of Findings  
This study offers a comprehensive exploration of the role ambient music plays 

in shaping the luxury hotel guest experience. The results confirm many of the 
foundational insights found in existing literature, while also presenting new 
dimensions that enhance our understanding of strategic music implementation in 
luxury hospitality settings. 
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Emotional Resonance and Guest Satisfaction 
The emotional and psychological impact of ambient music emerged as one of 

the most consistent findings across both interviews and online reviews. Guests 

frequently described how background music enhanced their feelings of calm, 

relaxation, and welcome, while inappropriate or continuous music contributed to 

stress and discomfort. These emotional responses support existing literature that 

identifies ambient music as a key contributor to affective regulation in hospitality 

environments (Jani & Han, 2014; Angela et al., 2018). 

In qualitative interviews, one hotel manager reflected, "Music generates a 

relaxed environment I believe" (see Appendix A, Interview ID R1), indicating a belief 

that music plays a foundational role in emotional atmosphere design. The idea that 

music supports feelings of comfort and safety is in line with Thoma et al., (2013) 

findings, which demonstrated that slower-tempo, consonant music reduces stress 

and promotes relaxation by lowering cortisol levels. 

However, ambient music’s role is not universally positive. Negative emotional 

responses were also evident in guest feedback, particularly when music was 

perceived as intrusive. For instance, one reviewer expressed frustration at an 

overbearing soundscape: "constant non stop monotonous music with zero break… 

impossible to relax or read a book or talk on phone" (see Appendix C, Review ID 

R32). This comment underscores how poorly managed ambient music can hinder 

rather than help relaxation—a phenomenon also noted by Spence (2022), who 

cautioned that excessive volume or poor playlist choices in luxury settings can 

reduce guest satisfaction and loyalty. 

These findings show the duality of ambient music's effects. When thoughtfully 

selected and properly managed, it fosters emotional ease and enhances perceived 

quality of service; on the other hand, when excessive or mismatched, it becomes a 

source of sensory overload.  

Overall, ambient music serves as a powerful emotional design tool in luxury 

hospitality, capable of either reinforcing a sense of tranquility or disrupting it. Hotels 

that wish to maintain a positive emotional tone must therefore curate their auditory 

environments with the same care afforded to lighting, scent, and spatial aesthetics. 
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Spatial Congruence and Environmental Fit in Ambient Music 
The alignment of ambient music with spatial contexts is vital in shaping the 

luxury hotel experience. Guests and managers alike emphasized how music that 

matches the space can enhance atmosphere and satisfaction. This finding reinforces 

Trompeta et al.’s (2022) assertion that music should be designed, congruent, and 

tuned to the environment to have a meaningful impact on emotional perception and 

service quality. 

One hotel manager illustrated this alignment clearly by saying: “In the 

restaurant during the dinner we are aiming to put on more quiet, soft rock maybe. In 

the bar we are mainly using jazz, in the spas mainly serene music.” (see Appendix A, 

Interview ID R1). This quote demonstrates the spatial differentiation of music 

curation, highlighting a practical understanding that each hotel zone demands a 

tailored soundscape. Such differentiation echoes North et al.’s (1999) findings, which 

show that tailored background music significantly influences guest behavior and 

emotional response depending on context. 

This emphasis on spatially tailored music highlights its integral role in shaping 

the emotional and functional quality of the hotel environment. When soundscapes 

are aligned with the purpose and design of each space, they contribute meaningfully 

to the overall guest experience, reinforcing the luxury atmosphere through subtle yet 

powerful sensory cues. 

 

Cultural Congruence in Music Perception and Selection 
Cultural sensitivity plays a pivotal role in the emotional effectiveness of 

ambient music in luxury hospitality settings. As noted by North and Hargreaves 

(2008), cultural background shapes how individuals perceive musical mood. They 

mentioned that low tempo and soft instrumentation tend to evoke relaxation across 

cultures. Therefore, a serene spa setting may resonate well across many cultures, 

while the selection of ambient music in bars or restaurants may require thoughtful 

consideration. 

Furthermore, one guest remarked, “I felt completely at home and warmly 

welcomed, and the background music—an authentic Tunisian song—perfectly 

reflected the local culture” (see Appendix A, Interview ID R4). Another guest stated, 

“it’s more about reflecting the cultural identity the hotel wants to express, not just 

where it’s located” (see Appendix A, Interview ID R5). These insights suggest that 
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both the local culture of the hotel's surroundings and the cultural identity it aims to 

express can strongly influence the emotional experience of guests. 

Therefore, it is important to consider three cultural dimensions when selecting 

ambient music: the cultural background of the guest, the local culture of the hotel's 

location, and the cultural identity the hotel wishes to convey. 

The respondents highlighted that when music fits the cultural narrative, it 

strengthens the immersive quality of the experience. Conversely, misaligned music 

can diminish authenticity and disrupt the emotional atmosphere intended by the 

hotel. 

In sum, the emotional impact of ambient music in luxury hotels is significantly 

shaped by its cultural alignment. As demonstrated by both guest feedback and 

existing literature, music that resonates with the cultural background of the guest, 

reflects the local context, and embodies the hotel’s intended identity can enhance 

authenticity and emotional immersion. On the other hand, cultural mismatch may 

lead to a diminished sense of coherence and guest satisfaction. Thus, culturally 

informed music selection is not merely an aesthetic choice but a strategic element in 

curating emotionally resonant guest experiences. 

 

Brand Identity and Multisensory Strategy 
Ambient music functions as a powerful element of multisensory branding in 

luxury hotel settings. It is not only a sonic layer in the environment but a strategic tool 

that helps shape brand identity, emotional resonance, and guest perception of 

exclusivity. As part of a larger sensory ecosystem, music reinforces a hotel’s style 

and values—especially when harmonized with visual, olfactory, and spatial elements 

(Spence, 2022; Krishna, 2012). 

This integration is vividly illustrated in an online guest review that states: 

“Classy decor, grand entrance with displayed paintings and artworks, music, all by 

remarkable owner.” (see Appendix C, Review ID R24). The guest's comment 

underscores the role of music as one component in a cohesive and carefully 

designed atmosphere. It is clear that the music did not stand alone; instead, it 

worked in tandem with décor and layout to convey a sense of elegance and 

intentionality. This aligns with the findings of Trompeta et al. (2022), who emphasized 

the importance of environmental congruence across sensory cues in creating 

emotionally immersive experiences. 
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Literature on sensory marketing supports this interpretation. For instance, 

Wiedmann et al. (2021) demonstrated that multisensory branding—when executed 

with consistency across stimuli like lighting, sound, and scent—elevates guests' 

perceptions of sophistication and luxury. The guest’s reflection in Review R24 affirms 

that these sensory elements, including ambient music, contribute jointly to the 

emotional richness of the experience, signaling luxury and intentionality. 

Furthermore, the review reflects principles of sound branding, where auditory 

elements—like a consistent style of background music—serve as part of the brand’s 

identity (Wong, 2018). Even without explicitly naming the genre or volume, the 

guest’s mention of music as part of the hotel’s luxurious first impression suggests a 

curated approach that supports the hotel's image.  

In summary, ambient music in luxury hospitality plays an important role in 

constructing brand narratives. When harmonized with design and atmosphere, it 

enhances emotional engagement and conveys the personality of the hotel. This 

multisensory strategy not only elevates guest satisfaction but also fosters stronger 

brand recall and loyalty. 

 

Operational Challenges and Managerial Flexibility 
Behind the emotional and sensory richness of ambient music in luxury hotels 

lies a set of practical challenges that often go unnoticed by guests. The process of 

music curation involves a constant balancing act between variety and consistency, 

guest satisfaction and operational ease, subtlety and presence. Managers must not 

only cater to a diverse clientele but also maintain an auditory atmosphere that 

complements each space without overwhelming it. 

As one manager put it, “The biggest challenge I face when choosing music is 

ensuring enough variety. We try to avoid long tracks or repetitive songs…” (see 

Appendix A, Interview ID R8). This insight reveals the fine line between creating a 

consistent brand atmosphere and maintaining freshness for repeat guests. A static 

playlist may initially seem appropriate, but can become tiring when experienced over 

time. Moreover, this challenge is not only about musical content but also about its 

delivery—where, when, and how music is played throughout the property. 

One reviewer remarked, “Room for improvement or to share the one thing I 

did not like - it was the louder music while having breakfast” (see Appendix C, 

Review ID R93). This illustrates how even well-curated music, if played at an 
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inappropriate volume, can disrupt the emotional rhythm of a guest’s stay. Spence 

(2022) similarly warned that mismanagement of volume can result in unhappy 

guests. 

Ultimately, ambient music must be curated not just with good taste but with 

emotional foresight. Flexibility, attentiveness, and variation are essential tools in the 

hands of hotel managers striving to maintain harmony across every touchpoint of the 

guest journey. 

 

Adaptive and Personalized Music Experiences 
One of the most compelling findings from this study is the value of flexibility 

and responsiveness in ambient music design. In luxury hotel contexts, the ability to 

adjust music dynamically, based on time, location, and guest behavior, appears to 

greatly enhance emotional impact. Some interviewees highlighted how these tailored 

experiences contribute to a more memorable and emotionally resonant stay. 

One manager remarked, “In summer, I’m more flexible and might change the 

music to match the season’s vibe—after all, everyone’s dressed lighter and the 

music should reflect that relaxed, carefree atmosphere” (Interview ID R7, see 

Appendix A). This intentional variation aligns with the seasonal emotional rhythms of 

guests and reflects a deep understanding of hospitality psychology. Another 

manager stated, “During special events like festivals, we try to tailor the music to 

match the event” (Interview ID R1, see Appendix A). 

The flexibility described by these managers suggests that luxury hotels benefit 

from treating music not as fixed décor but as a living, responsive element of design. 

The demand for flexible and adaptive ambient music settings aligns with Pelet, Lick, 

and Taieb’s (2021) statement that IoT (Internet of Things) can enable hotels to 

dynamically change the background music according to real-time customers’ 

demographics and preferences. 

This growing emphasis on adaptability highlights a shift in how music is 

perceived—not merely as background sound, but as a strategic tool that evolves with 

the guest journey. As such, responsive ambient music has become an essential 

component of emotionally intelligent hospitality design. 
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Limitations of the Study 

While this study contributes valuable insights into the emotional and 

psychological effects of ambient music in luxury hotel settings, several limitations 

must be acknowledged. These limitations pertain to the methodological approach, 

sample characteristics, data sources, and contextual scope, which may influence the 

generalizability and interpretive depth of the findings. 

 
Sample Size and Representativeness 

The qualitative design of this research, while offering rich and in-depth 

insights, involved a relatively small sample size. Specifically, data were collected 

through semi-structured interviews with a limited number of hotel managers and 

guests, and analysis was based on 100 online reviews. Although sufficient for 

exploratory qualitative analysis, the limited number of respondents restricts the 

study’s capacity to generalize findings across the broader luxury hospitality industry. 

A larger, more diverse sample might have captured a wider range of perspectives 

and experiences, especially across different cultural and geographic contexts. 

 
Geographical and Cultural Scope 
This study primarily draws from a geographically limited selection of luxury hotels 

and respondents, which may not fully reflect the diversity of cultural expectations and 

emotional responses related to ambient music. Previous research has emphasized 

that music perception and emotional resonance are significantly influenced by 

cultural background and individual differences (Hu & Lee, 2012; Morrison & 

Demorest, 2009). Although an effort was made to include online guest reviews from 

various geographic regions and hotel brands to ensure a balanced perspective, 

some degree of regional bias may still exist due to the nature of online review 

platforms and language availability. Moreover, the interview component of this study 

included only ten participants, making it difficult to avoid regional concentration in the 

sample. This inevitably limits the ability to generalize the findings across global 

luxury hotel markets.  
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Reliance on Self-Reported Data 
Both interview responses and online guest reviews rely on self-reporting, 

which introduces the possibility of response biases such as recall bias, social 

desirability bias, or selective memory. Respondents’ accounts of their emotional 

states and the influence of ambient music are inherently subjective and may be 

affected by individual interpretation, mood at the time of recollection, or 

context-specific factors. While subjective experience is central to this study’s 

interpretivist framework, this limitation calls for cautious interpretation of the data. 

 

Temporal Limitations 
The data collection process was conducted over a limited period and did not 

account for potential seasonal or temporal fluctuations in guest demographics, hotel 

occupancy rates, or changes in music programming. Emotional responses to 

ambient music may vary depending on time of day, day of the week, or seasonal 

atmosphere, which were not systematically accounted for in this research. 

 

Practical Implications and Recommendations 
This study offers several meaningful implications for the luxury hospitality industry, 

particularly for hotel managers, music curators, and brand strategists aiming to 

enhance guest experiences through environmental design. The findings suggest that 

ambient music is not merely background entertainment but a critical component of 

the multisensory atmosphere that can influence emotional states, perceptions of 

luxury, and overall guest satisfaction. 

 

Practical Applications 
Hotel managers can apply these findings by adopting a more intentional and 

strategic approach to music selection across various areas of their properties. For 

instance, incorporating slow-tempo, low-volume, and consonant ambient music in 

spaces like spas and lounges can foster relaxation and emotional comfort. 

Conversely, slightly more vibrant but still non-intrusive ambient music in restaurants 

or social areas can encourage sociability without causing distraction. Moreover,  

integrating music planning into broader service design—alongside lighting, scent, 

and décor—will create a more coherent and emotionally effective servicescape. 
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It is also essential to consider the cultural context in which the hotel operates, 

including the culture the hotel wishes to express, the local cultural setting of the 

property, and the diverse cultural backgrounds of its guests. When these cultural 

dimensions are taken into account, the musical atmosphere is more likely to feel 

authentic, respectful, and emotionally resonant to a broad audience. 

These applications may contribute to increased guest satisfaction, longer 

dwell times, and stronger brand loyalty.  

 

Recommendations for Future Research 
While this study provides a foundational understanding of the emotional 

effects of ambient music in luxury hotels, several areas remain open for further 

exploration. Future studies could expand the geographic and cultural scope of 

respondents to better account for cross-cultural differences in musical preference 

and emotional response. For example, comparing guest reactions in Asian versus 

Western luxury hotel settings could reveal deeper cultural insights. 

Additionally, longitudinal research could assess how repeated exposure to 

ambient music affects long-term emotional states and brand attachment over the 

course of a multi-day hotel stay. Experimental designs could also isolate specific 

musical characteristics, such as rhythm complexity or harmony type, to determine 

their individual psychological effects. Another valuable direction would be the 

inclusion of physiological measurements (e.g., heart rate variability, cortisol levels) to 

complement self-reported emotional data, thus enhancing the robustness of findings. 

By addressing these areas, future research can build on this study’s insights, 

refine understanding of ambient music’s impact in hospitality, and contribute to more 

personalized and emotionally intelligent service environments. 

 
Summary of Discussion 

This chapter has examined how ambient music shapes the emotional 

experiences of guests in luxury hotel environments, drawing on both interview 

insights and guest review analysis. The findings indicate that ambient music can 

significantly enhance a guest’s emotional state by promoting relaxation, elevating 

mood, reinforcing perceptions of luxury, and contributing to a sense of comfort and 

belonging. These emotional responses were found to be influenced by multiple 
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factors, including musical characteristics (such as tempo, harmony, and volume), 

environmental congruence, and the guests' personal and cultural backgrounds. 

It was also revealed that ambient music plays a key role in shaping the overall 

atmosphere of luxury hotels, supporting brand identity, and enhancing emotional 

coherence between different sensory elements such as scent and lighting. While 

preferences and sensitivities vary, the strategic use of ambient music was generally 

perceived as a subtle but powerful tool for emotional engagement and differentiation 

in a competitive market. 

Taken together, these findings provide a clearer understanding of the 

emotional mechanisms through which ambient music affects luxury hotel guests, 

offering valuable insights for both academic research and practical application in 

hospitality design and management. 
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Conclusion 
Introduction of Conclusion 

This chapter concludes the study by synthesising its main findings in light of 

the stated research aims and questions. It discusses the theoretical and practical 

contributions of the research to the fields of luxury hospitality, environmental 

psychology, and music cognition. In addition, it critically reflects on the study’s 

limitations and proposes specific directions for future research. As the final chapter, 

this section aims to highlight the broader implications of the research for hotel 

managers, designers, and academic scholars, reaffirming the value of ambient music 

as a strategic element in shaping emotional experiences in luxury hotel 

environments. 

 

Summary of Key Findings 
The primary objective of this study was to investigate how ambient music 

influences the emotional states of guests in luxury hotels. To achieve this, the 

research adopted a qualitative, interpretivist methodology, employing semi-structured 

interviews with hotel managers and guests, alongside a thematic analysis of 100 

online reviews. This approach enabled a rich and nuanced understanding of how 

ambient music affects guest perceptions, emotions, and behavior within the context 

of high-end hospitality. 

The findings demonstrate that ambient music exerts a significant influence on 

guests’ emotional responses, particularly feelings of calmness, comfort, 

sophistication, and well-being. Guests commonly associated slower tempo, low 

volume, and consonant harmony with feelings of relaxation and luxury. These 

responses were particularly salient in spa environments, lobby areas, and fine-dining 

restaurants, where the congruence between music and setting was most strongly 

perceived. Conversely, music that was incongruent with the environment, such as 

overly loud or fast-paced music in otherwise tranquil space, —led to discomfort and 

diminished perceptions of service quality.  

Notably, the research revealed that guests do not always consciously register 

background music, yet its effects on mood and perception are nevertheless 

profound. This aligns with the theoretical concept of ambient music as “aural 

architecture” (Blesser & Salter, 2007), which subtly shapes emotional experience 

without requiring active attention. Several respondents reported that the presence of 
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well-curated ambient music enhanced their perception of brand identity, increased 

their sense of emotional engagement, and positively influenced their intention to 

return or recommend the hotel. 

In sum, the findings underscore that ambient music is far more than a 

decorative or supplementary element; rather, it is a critical component of the luxury 

servicescape that contributes directly to emotional satisfaction, perceived luxury, and 

guest loyalty. 

Contributions to the Field 
This study contributes to both academic literature and hospitality practice.　

Theoretically, it enriches the domains of sensory marketing (Krishna, 2012), 

environmental psychology (Bitner, 1992), and music-emotion theory (Juslin & 

Västfjäll, 2008) by demonstrating how soundscapes can function as a multisensory 

cue for emotional regulation and brand perception in high-end hospitality contexts. 

This study complements existing research by offering additional perspectives 

on ambient music within luxury hospitality. While prior studies have examined 

background music in broader service settings, this research focuses on ambient 

music’s emotional and psychological impact in high-end hotels. Using a qualitative, 

interpretivist approach, it adds depth to current understanding by exploring 

subjective guest experiences and managerial insights. By integrating interviews and 

online reviews, the study enriches the conversation around music’s role in shaping 

luxury perception and emotional engagement. 

From a practical perspective, the study offers hotel managers and designers 

actionable insights into how ambient music can be strategically deployed across 

different zones of a hotel. For example, managers may use soft, slow-tempo ambient 

music in lobbies to evoke calm and sophistication, while employing more energetic 

yet unobtrusive tracks in dining areas to subtly enhance sociability. Furthermore, the 

research highlights the growing importance of adaptive and personalised sound 

environments.  

Additionally, the study demonstrates how ambient music can reinforce brand 

identity. When music is congruent with a hotel’s overall aesthetic, service ethos, and 

intended cultural message, it helps create a coherent and emotionally resonant 

guest journey. This alignment becomes even more meaningful when the music also 

reflects the local cultural context and is sensitive to the diverse cultural backgrounds 
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of guests. These findings align with the principles of sensory branding and suggest 

that music should not be viewed in isolation but rather as an integrated part of a 

multisensory and culturally responsive brand narrative. 

Overall Study Limitations 
While the study offers valuable insights, it is important to acknowledge its 

limitations. First, the sample size was relatively small and geographically limited. 

Although the use of qualitative interviews and online reviews yielded rich data, the 

perspectives gathered may not be fully representative of all luxury hotels globally. 

Guest expectations and emotional responses to music are shaped by cultural, social, 

and contextual factors, and thus, future studies in diverse regions could further 

validate and expand upon these findings. 

Second, the research was conducted over a cross-sectional time horizon. 

Emotional states and guest perceptions can be influenced by seasonal factors, time 

of day, or even specific events occurring at the time of a guest’s stay. A longitudinal 

design might provide deeper insights into how ambient music influences guest 

loyalty and emotional memory over time. 

Third, the reliance on self-reported data through interviews and reviews 

introduces potential biases, including social desirability bias, recall inaccuracies, and 

the subjective interpretation of music and emotion. Future studies might benefit from 

incorporating physiological or biometric data to more objectively measure emotional 

responses. 

Lastly, while this study explored the strategic use of music by hotel managers, 

it did not systematically compare their intentions with the actual guest experiences. 

Future research could examine this gap by directly comparing managerial goals with 

guest perceptions in matched case studies. 

 

Recommendations for Future Research 
Building on the limitations discussed, several avenues for future research 

emerge. First, expanding the geographic scope and sample diversity would enhance 

the generalisability of the findings. Cross-cultural comparisons could examine how 

cultural values, musical traditions, and auditory preferences shape emotional 

responses to ambient music. Such studies would be especially relevant for 

international hotel chains seeking to tailor music strategies across different markets. 
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Second, longitudinal research could track how guests’ emotional states evolve 

over the course of their stay, and whether the effects of ambient music are sustained 

or intensified over time. This could also reveal whether music influences long-term 

behaviors such as brand loyalty, repeat bookings, or positive word-of-mouth. 

Third, researchers could employ experimental or neuroscientific methods, 

such as EEG, heart rate monitoring, or facial emotion tracking, to measure guests' 

physiological responses to different types of ambient music. This would provide a 

more objective complement to self-reported emotional data and deepen 

understanding of the psychophysiological mechanisms involved. 

Additionally, more comparative research between luxury and non-luxury hotel 

segments could shed light on the differing roles music plays in shaping brand 

perception. While this study focused exclusively on luxury hotels, budget or midscale 

hotels may use music in fundamentally different ways, with varying impacts on guest 

emotions and expectations. 

Lastly, interdisciplinary research that integrates musicology, environmental 

psychology, marketing, and hospitality management could provide a more holistic 

framework for understanding and designing emotionally intelligent hotel 

environments. 

 

Closing Summary of the Study 
This study has explored the role of ambient music in shaping the emotional 

and psychological experiences of guests in luxury hotels. It has been shown that 

music is not a passive backdrop but a significant tool for evoking emotional 

responses, enhancing the multisensory guest experience. By identifying specific 

musical characteristics that align with feelings of luxury, comfort, and well-being, the 

research offers valuable guidance for both academics and practitioners. 

Through its qualitative, interpretivist lens, this study contributes to a growing 

understanding of how emotion, environment, and service quality intersect in high-end 

hospitality. This study affirms the importance of intentional music design as part of a 

broader sensory strategy, while also acknowledging the complexity and variability of 

guest responses. Despite its limitations, the research opens important pathways for 

future exploration and practical innovation. 

Ultimately, this thesis underscores that ambient music—when thoughtfully 

curated—can be a profound driver of emotional resonance in luxury hotels. As 
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hospitality continues to evolve toward more personalized and immersive 

experiences, music will remain a key element in crafting spaces that are not only 

luxurious but emotionally memorable. 
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Appendix B 
Interview Script 
Note: Some of the following transcripts were originally conducted in English, while 
others were translated by the researcher from a non-English language into English. 
Minor grammatical inaccuracies may remain to preserve the original meaning. 
 

Interviewee: Hotel Manager (Interview ID: R1) 

Date: 15 April 2025 

Language: French 

 

Interviewer: Good afternoon. 

Participant R1: Good afternoon. 

Interviewer: First of all, thank you for taking the time to speak with me today—and 
also for being such a great boss. 

Participant R1: So far, I suppose I’ve earned that title! 

Interviewer: In your opinion, what role does ambient music play in shaping the guest 
experience in luxury hospitality?　 

Participant R1:  For sure the music plays a huge role in the hospitality industry as a 
whole, for once it helps guests to be in a calm mood, softens their nerves. In luxury 
settings, this is especially important; Music generates a relaxed environment I 
believe; a calm, comfortable atmosphere that welcomes guests and helps them 
transition from the outside world into our hotel.  

Interviewer: What kind of atmosphere are you trying to create through the music in 
the reception area? 

Participant R1: We're aiming to create a calming, generally appeasing atmosphere 
through music—something tranquil that naturally soothes people as soon as they 
walk in. The music should be gentle, present, but never overwhelming. 

Interviewer: How do you choose the type of music played in the different common 
areas of the hotel? 

Participant R1: The selection depends entirely on the function and mood of each 
space. In the restaurant during the dinner we are aiming to put on more quiet, soft 
rock maybe. In the bar we are mainly using jazz, in the spas mainly serene music. 
The spa is a world of its own, so we exclusively play serene, ambient music—sounds 
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that enhance total relaxation and peace. Each playlist is carefully curated to match 
the unique vibe of its space, but creating those playlists that fit each different mood 
is, honestly, one of the biggest challenges. 

Interviewer: Is there a particular type of music or genre that represents the identity 
of your hotel? 

Participant R1: Mainly classical music and Jazz represents the identity of our hotel, 
because it's a historical hotel. These genres best align with our character and 
support our classic, elegant ambiance. I think our guests like the specific type of 
music we put on here, because it goes well with the atmosphere that we are aiming 
to create and so far we haven't had any negative feedback on our music strategy.  

Interviewer: Have you ever adjusted your musical approach based on guest 
feedback? 

Participant R1: Yes, occasionally. Sometimes guests request a particular song 
during dinner—something meaningful or simply fitting their mood—and if it’s 
appropriate, we do our best to accommodate them. But overall, our music choices 
have been well-received. If the music aligns with the hotel’s identity, it generally has 
a positive impact, even if some guests aren’t big fans of the music. 

Interviewer: Do you think music influences how much time guests spend in certain 
areas of the hotel, such as the reception or the bar? 

Participant R1: I believe music influences how long guests stay in areas like the bar, 
restaurant, or reception. If the music is pleasant, guests are more likely to spend 
time in the bar or restaurant. In the reception, good music can help them relax and 
make waiting easier.  

Interviewer: How does music contribute to the image of luxury in your hotel? 

Participant R1: Music can elevate or diminish the sense of luxury, depending on 
how carefully it’s chosen.  I believe that well-known songs don't necessarily convey 
luxury, so we have to be selective when choosing our music. There is a specific type 
of music we associate with luxury, and we aim to use that as the background music 
in our hotel. Luxury, to us, is reflected through selective, elegant, and timeless 
pieces—the kind that subtly enhance the atmosphere without drawing too much 
attention to themselves. 

Interviewer: What are the biggest challenges you face when it comes to selecting or 
managing background music in the hotel? 

Participant R1: Choosing and managing background music is a major challenge 
because it’s impossible to please everyone at once. One key challenge is selecting 
music that fits the atmosphere of different areas in the hotel. For example, the 
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restaurant requires more relaxed music, the bar needs energetic tunes, and the spa 
demands completely zen sounds. Creating playlists that match these different vibes 
is what we find most challenging. 

Interviewer: Do you adjust the music depending on the season, time of day, or 
specific events? 

Participant R1: Absolutely.  We adjust our music strategy based on several factors. 
We usually adjust our music strategy based on the number of guests in a specific 
area. For example, when there are fewer people in the bar, we play slower-paced 
music, but when the bar is crowded, we use more energetic music. In the mornings, 
we play slower music compared to the evenings. In the mornings, we tend to play 
softer music to gently start the day, while evenings call for a slightly more dynamic 
ambiance. During special events like festivals, we try to tailor the music to match the 
event.  

Interviewer: How do you handle the differences in musical taste between guests 
while still maintaining a consistent musical identity for your hotel? 

Participant R1:  I believe managing differences in musical tastes between 
customers while maintaining a consistent identity mainly depends on the staff at 
reception and the identity we want to create for our establishment. We want the 
music to be consistent with the ambiance and character we’ve created. If the music 
aligns with the hotel’s identity, guests will generally like it and it will have a positive 
impact, even if some guests aren’t big fans of the music. 

Interviewer: How would you define the identity of your establishment? 

Participant R1: The identity of our establishment is that of a historical and luxury 
hotel. While this may mean different things to different people, in my opinion, our 
identity is defined by being classic and focused on quality. This reputation is well 
known among our clients and guests, and our hotel is recognized throughout Saint 
Malo. We also have many repeat guests who have stayed at Chateaubriand for 
decades, some for as long as 30 years. 

Interviewer: In your view, has the role of music in hospitality changed in recent 
years? 

Participant R1: In my opinion, the role of music in the hospitality industry hasn’t 
changed much in recent years, but the specific music we use in our hotel has 
evolved. It’s different from what we played a decade ago. While some hotels might 
have classical music, nowadays many use more modern music. However, here at 
our hotel, we don’t feel the need to change the music’s role, which is to preserve the 
old Chateaubriand charm. 
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Interviewer: If you had to describe the ideal musical ambiance for your reception 
area in just three words, what would they be? 

Participant R1:  If I had to describe the ideal musical ambiance for the reception in 
three words, I would choose: piano, appeasing, and not too loud. The music should 
be present but never overwhelming. 

Interviewer: That brings us to the end of our interview. Thank you again for your 
time and your thoughtful responses—they’ve been incredibly helpful. 

Participant R1: It was my pleasure. I’m glad I could contribute. 
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Interviewee: Guest (Interview ID: R2) 

Date: 6 May 2025 

Language: French 

 

Interviewer: Hello. 

Participant R2: Bonjour. 

Interviewer: Justine Marest? 

Participant R2: Yes, that’s me. 

Interviewer: Thank you for taking the time to participate in this interview—I really 
appreciate it. 

Participant R2: No problem at all. 

Interviewer: I have a few questions today, and I’d be grateful if you could share your 
thoughts. 

Participant R2: Sure! Let’s get it started. 

Interviewer: When you enter a hotel, what kind of atmosphere do you expect, and 
how do elements like music contribute to that feeling? 

Participant R2: When I enter a hotel, I expect a modern, warm environment where I 
can feel welcome and express myself freely. Music, as one of the elements, would 
contribute to creating that inviting and expressive atmosphere. It sets the tone right 
away and can really shape my first impression of the place. 

Interviewer: Can you recall a time when the background music in a hotel made a 
strong impression on you—whether positively or negatively? 

Participant R2: Yes, I remember staying in a hotel where the background music in 
the lobby was a radio station that I found really unpleasant to listen to. Additionally, 
there were advertisements between songs, which I think guests should not be forced 
to listen to. It disrupted the atmosphere and made the experience feel 
unprofessional—definitely not what you’d expect in a quality hotel. 

Interviewer: What kind of emotions or impressions does background music in a 
hotel typically evoke for you? 

Participant R2: I don’t have a specific experience that comes to mind, but I would 
say that background music in a hotel should trigger joyful emotions. It should make 
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me feel good and potentially encourage me to extend my stay. The right music can 
add a sense of enjoyment and elevate the whole environment. 

Interviewer: From your experience, how does the style of music affect your comfort 
or sense of relaxation in a hotel? 

Participant R2: .In my experience, it’s not about a specific type of music, but rather 
how well the music matches the environment. For example, if I’m in a hotel spa and 
they’re playing classical music or rap, I wouldn’t find it pleasant. The spa is a place 
where I want to relax, and the music should align with that sense of comfort. The 
music should always complement the mood and purpose of the space. Comfort 
comes from that alignment. 

Interviewer: What type of music do you think best suits a hotel lobby, and why? 

Participant R2: I think jazz or soul music best suits a hotel lobby because they tend 
to appeal to a wide range of musical tastes and give the hotel a stylish impression. 
Personally, I would also enjoy pop music, as it gives guests a sense of being 'chez 
eux' — like they’re at home. I believe there should be a balance: guests should adapt 
to the hotel’s atmosphere, but the hotel should also create an environment that 
guests can comfortably adapt to. It’s a two-way relationship. 

Interviewer: How does music affect your mood during moments like check-in, 
waiting in the lobby, or having a drink at the bar? 

Participant R2: I think music really influences the mood of guests during moments 
like check-in, waiting in the lobby, or having a drink at the bar. For example, if there’s 
no music at all in the reception or bar, it doesn’t create a comfortable atmosphere. At 
the bar, I believe there should be more electro or pop music, while during check-in at 
the reception, jazzy or classy music would be ideal. That combination would create 
the perfect environment. Each space needs its own musical vibe to create the right 
guest experience. 

Interviewer: Do you believe that music can help express a hotel’s personality or 
brand identity? Could you give an example? 

Participant R2: Absolutely. I believe that the identity of the music and the identity of 
the hotel go hand in hand. For example, when you enter an upscale, luxury hotel, 
there is usually classical or jazz music playing to create a classy, elegant 
atmosphere. While it’s not a strict rule, it tends to be the norm in such settings. 

Interviewer: What’s one thing you wish hotels understood better about their guests 
in relation to music and sound? 

Participant R2: That’s a great question. One thing I wish hotels understood better 
about their guests when it comes to sound and music is the balance between guiding 
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the guest into the hotel’s atmosphere and making them feel heard. On one hand, the 
hotel should help me adapt to the ambiance they’re creating, but on the other hand, 
if done right, it can be a positive experience that makes me feel acknowledged and 
creates a more intimate atmosphere. 

Interviewer: Have you ever found that music in a hotel affected how long you stayed 
in a particular space, like a lounge or café? 

Participant R2: I’ve never personally experienced a situation where music 
influenced how long I stayed in a hotel space like a lounge or café, but I believe that 
if the music doesn’t match the ambiance of the place, I wouldn’t be inclined to spend 
more time there. The right music can make a space inviting, while the wrong music 
can have the opposite effect. 

Interviewer: In your opinion, how important is it for hotels to adapt their music based 
on the time of day or the season? 

Participant R2:  In my opinion, it’s very important for hotels to adapt their music 
based on the time of day or the season. I wouldn’t want to listen to the same music 
all the time. Specifically, in the morning, I’d prefer something more energizing, while 
in the evening, when I’m having dinner, I’d want something more relaxing. People’s 
moods and energy shift throughout the day, so the music should reflect that. I 
wouldn’t want to listen to the same playlist all day long—variety is key. 

Interviewer: If you could make one recommendation to hotels about improving the 
guest experience through music, what would it be? 

Participant R2:  If I could make one recommendation to improve the guest 
experience with music in hotels, I would suggest using a paid music subscription to 
avoid advertisements, as no one wants to listen to ads. Advertisements can also give 
the hotel a bad reputation and make it seem cheap. Additionally, I would recommend 
regularly changing playlists because guests who return frequently may find a static 
ambiance unappealing. Keeping the music fresh is important for maintaining a 
positive atmosphere. 

Interviewer: Thank you so much again for your time and your thoughtful answers. 

Participant R2: Thank you! I really enjoyed these questions. 
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Interviewee: Guest (Interview ID: R3) 

Date: 3 May 2025 

Language: French 

 

Interviewer: Good evening, sir. 

Participant R3: Good evening. 

Interviewer: First of all, thank you for accepting my invitation to do this interview. I 
have several questions, and I’d be happy if you could answer some of them. 

Participant R3: Sure — go ahead, I’m ready. 

Interviewer: When you enter a hotel, what kind of atmosphere do you expect? And 
how do you think elements like music contribute to creating that atmosphere? 

Participant R3: When I enter a hotel, I mainly expect a calm atmosphere with a 
quiet, cozy ambiance where I can feel at home but still in a privileged setting. Music 
and other elements contribute to creating that feeling. For me, music should support 
the overall mood but remain in the background, enhancing the sense of comfort 
without ever overwhelming the space. 

Interviewer: What kind of emotions or impressions does background music in a 
hotel usually trigger for you? 

Participant R3: For me, background music in a hotel should not distract or stress 
me, nor catch my attention too much. I shouldn’t feel disturbed by its presence; 
instead, it should help me immerse myself in the atmosphere. I really don’t like when 
the music is too loud or intrusive. Personally, I believe the music should be calm so I 
can focus on other things. Calm, unobtrusive music is best, with it I simply relax. 

Interviewer: What kind of music do you feel best suits a hotel lobby, and why? 

Participant R3: While everyone may have their own opinion on this, I personally 
prefer slow-paced jazz or lounge music in the hotel lobby, especially in the evenings. 
Generally, I think the music should not catch too much attention. The most important 
thing is that the music doesn’t catch too much attention—it should blend into the 
background, creating a pleasant mood without becoming the focal point. 

Interviewer: Do you think music can help express a hotel’s personality or brand 
identity? Could you give an example? 

Participant R3: Absolutely. I believe that music can help express the personality or 
identity of a hotel brand, even though I can’t give a specific example. For instance, if 
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I’m staying in a classy, traditional luxury hotel, I expect the lobby to have classical 
music, art deco tunes, or jazz. Conversely, if I’m staying in a seaside hotel, I wouldn’t 
expect classical music but rather more tropical vibes or South American pop. It’s not 
a strict rule, but those choices tell you a lot about the hotel’s character. 

Interviewer: What differences do you notice in the music played across different 
hotel spaces like the lobby, spa, restaurant, or gym? And how do those differences 
affect your experience? 

Participant R3:  I don’t notice many differences between the music played in various 
hotel spaces like the lobby, spa, restaurant, or gym. Personally, I would prefer music 
that is omnipresent—playing the same music in the reception, restaurant, and 
perhaps even the spa—because I think this consistency better reflects the hotel’s 
overall aura. Maybe the spa is an exception where softer, more meditative music 
makes sense, but in general, this musical continuity reinforces the hotel’s character. 

Interviewer: Thinking back to your most memorable hotel stays, how would you 
describe the role music played in those experiences? 

Participant R3: When I think about my most memorable hotel stays, I don’t consider 
music to have played an important role. I believe guests don’t go to hotels to listen to 
music; they come for the rooms, the quality, the equipment, and the staff. Music is 
just one of the many elements, like decoration or paintings on the walls—it’s not the 
principal image of a hotel, but rather the services they provide. While I might notice 
music briefly when passing through the reception, I spend most of my time in the 
room. However, music does help create an ambiance of exclusivity and reflects the 
character of the hotel’s location. For example, a hotel in the Caribbean or South 
America has a different ambiance than one in the heart of Paris or Geneva, even if 
both are five-star luxury hotels. The music helps to create those distinct 
ambiances—after all, you wouldn’t dance a waltz and a bachata to the same music. 

Interviewer: Have you ever noticed music influencing how long you stayed in a hotel 
space, like a lounge or a café? 

Participant R3:  I have found that music in a hotel can influence how long I stay in a 
certain space like a lounge or café. If the music is nice and matches the ambiance, I 
might prolong my stay because I feel more comfortable. But if the music disrupts the 
ambiance, I would leave—simple as that. So to answer the question, yes, the right 
background music does definitely influence how long I choose to remain in public 
spaces like lounges or cafés. 

Interviewer: How important do you think it is for hotels to adapt their music to the 
time of day or even the season? 

Participant R3:  In my opinion, it would be interesting and a good idea for hotels to 
adapt their music based on the time of day or season. While I can’t give a specific 
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example, I think natural music that fits the time of day would be nice. For instance, in 
the morning during breakfast, soft music that feels like it’s saying 'good morning' 
might even encourage me to stay longer for brunch. Adapting music to different 
moments of the day or to the season makes sense and could really enhance the 
guest experience. 

Interviewer: What role do you think music plays in making a hotel feel welcoming or 
emotionally engaging? 

Participant R3: The role music plays in making a hotel feel welcoming and 
emotionally engaging depends on the space. For the reception, I don’t think it’s very 
important—basic slow-paced background music works fine since you’re just passing 
through and only spending a few minutes there. However, in places like the 
restaurant or bar, music is really important. There needs to be a balance: during 
dinner, the music shouldn’t distract or interrupt conversation, but it also shouldn’t feel 
absent. At the bar, music can be a bit louder. This balance matters because when 
you spend more time in these spaces, you naturally pay more attention to the music. 
Since you spend more time in these areas, the music can really shape the mood and 
how long people want to stay. 

Interviewer: If you could make one recommendation to hotels regarding music and 
improving the guest experience, what would it be? 

Participant R3:  If I could make one recommendation to improve the guest 
experience with music in hotels, it would be to invest in an up-to-date sound system 
with good installation. I believe many hotels suffer from poor music systems, which 
creates a bad environment for guests. As for the type of music, I’m not sure what the 
best choice would be. But the equipment and setup make a huge difference. 

Interviewer: That concludes our questions. Thank you again for your time and 
thoughtful responses. 

Participant R3: Thank you — happy to help. 
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Interviewee: Guest (Interview ID: R4) 

Date: 6 May 2025 

Language: French 

 

Interviewer: Shall we begin? 

Participant R4: Let’s do it. 

Interviewer: How are you doing today? 

Participant R4: Very well, thank you. And you? 

Interviewer: Wonderful, thank you. Before we get started, I want to thank you for 
taking the time to speak with me and for giving me the opportunity to conduct this 
interview. I have a few questions for you today and I’d be glad if you could share 
your thoughts. 

Participant R4: Of course — let’s jump in. 

Interviewer: When you walk into a hotel, what kind of atmosphere do you expect? 
And how do you think music contributes to creating that feeling? 

Participant R4: When I enter a hotel, I expect a warm atmosphere where I can feel 
at home. Music plays an important role in creating that feeling—the warmer and 
more in tune the music is with the environment, the more it contributes to that 
welcoming ambiance. Personally, I enjoy Italian music, so hearing it in a restaurant 
or hotel makes me feel even more welcome. Pop music also works well in creating 
that kind of warm atmosphere. Ultimately, music helps guests feel relaxed, accepted, 
and part of the experience. 

Interviewer: Can you remember a moment in a hotel where the background music 
really stood out to you, either in a good or bad way? 

Participant R4: When I think about moments in hotels where the background music 
stood out, I can say that I usually liked the music at the hotels where I’ve stayed. 
Many luxury hotels tend to play classical music like Mozart, Beethoven, or Opera, 
and while I don’t have any problem with that, I don’t think it necessarily creates a 
warm or welcoming atmosphere. In my view, a hotel should have its own music that 
reflects its unique personality, regardless of the genre. 

Interviewer: What kind of emotions or impressions does background music in a 
hotel typically trigger for you? 
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Participant R4: The emotions that background music in a hotel usually triggers for 
me are feelings of being welcome and well. It touches me in a calming way and 
helps set a positive, soothing tone for my experience. Good background music has a 
subtle, calming effect. It sets the tone for a positive, soothing experience. If the 
music is chosen well, it can really touch you and help you settle in emotionally. 

Interviewer: Based on your experience, how does the style of music affect your 
comfort or relaxation in a hotel? 

Participant R4: In my experience, the style of music in a hotel significantly affects 
my overall sense of comfort and relaxation. The slower-paced and calmer the music 
is, the more comfortable I feel. Soft background music has a calming and appealing 
effect, not just on guests but also on the staff—it can positively influence their 
performance too. So overall, soft music helps create a more comfortable 
environment for everyone. 

Interviewer: What kind of music do you think is most appropriate for a hotel lobby, 
and why? 

Participant R4: When it comes to the type of music that best suits a hotel lobby, I 
would say classic, natural, soft background music works best. If the lobby includes a 
bar, then the music can be more omnipresent—something that gives off a welcoming 
vibe and says, 'Hey, come on in, the ambiance here is good’. It should be subtle, yet 
inviting. 

Interviewer: How does music affect your mood during key moments like check-in, 
waiting in the lobby, or having a drink at the bar? 

Participant R4: When asked how music influences my mood during moments like 
check-in, waiting in the lobby, or having a drink at the bar, I believe there are specific 
types of music that can be intentionally used during those times. These hotel 
operations—like check-in, check-out, or busy bar hours—happen at predictable 
times, and the music should be adapted accordingly. Imagine arriving and hearing 
music that feels like it’s saying, 'You’re welcome here,' or during check-out, 
something a bit more melancholic that says, 'Have a safe return, see you again.' 
While I can’t point to a specific personal experience, I think this kind of tailored 
ambiance is achievable, and I would like to experience it—perhaps with Italian, 
modern pop, or even a bit of tango. 

Interviewer: Have you ever felt the music in a hotel was inappropriate or out of 
place? 

Participant R4: When asked whether I’ve ever felt that the music in a hotel was 
inappropriate for the setting, I would say yes. For me, it mainly comes down to the 
tempo of the music. If the background music is too fast, it makes me feel rushed, 
almost as if I need to move quickly. That kind of energy doesn't suit a relaxing or 

 



113 

welcoming hotel environment. So, I believe hotels need to be careful in selecting 
music with the right tempo to create the right kind of value and atmosphere for their 
guests. The wrong tempo can completely disrupt the mood. 

Interviewer: Do you think music can express the identity or personality of a hotel 
brand? Could you give an example? 

Participant R4: Absolutely. Some hotels with an old-world charm tend to play 
traditional or classic music, and that makes them feel more family-friendly, oriented 
toward tradition and comfort. Others use more modern music, which makes them 
feel trendier, more youthful, more community-oriented. Music says a lot about what 
kind of experience you’re in for—even before anyone says a word. 

Interviewer: Thinking back on your most memorable hotel stays, how would you 
describe the role music played? 

Participant R4: When thinking about my most memorable hotel stay, it was in 
Tunisia many years ago, and the role of music in that experience was truly 
unforgettable. I felt completely at home and warmly welcomed, and the background 
music—an authentic Tunisian song—perfectly reflected the local culture. It created 
an atmosphere that has stayed with me ever since. I believe that when the three 
elements—music, location, and staff—are in harmony, they create the best possible 
ambiance. That experience made such a lasting impression on me that I would love 
to go back there again someday. 

Interviewer: How do you feel when there’s no music in a hotel public space, 
compared to when there is? 

Participant R4: When there's silence in a hotel’s public space, I find it to be a very 
negative experience. Personally, I love music, and without it, there’s no 
ambiance—and without ambiance, there’s no personality. It makes me feel 
unwelcome, like something essential is missing. Music is what brings positive 
emotions for me; it helps me feel better and more connected to the space. Without it, 
I honestly find myself questioning what I’m even doing there. 

Interviewer: Can you recall a time when music made you feel more connected—or 
disconnected—from your hotel experience? 

Participant R4: I remember one night at a hotel restaurant—it was late, just a few 
people left around. A song from my childhood started playing in the background, and 
the server began to sing along. I joined him, and then, one by one, others joined too. 
It turned into this spontaneous, joyful moment where everyone sang together. It’s 
one of my favorite memories—simple, unexpected, and filled with warmth. Music 
really created that magic. 
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Another time, I was on a date with my partner. We had a special song, and we heard 
it playing during dinner at a restaurant. Later that night, we heard it again on the 
radio. It felt like the music was following us—it was magical, unforgettable. That’s the 
power of music: it brings people together, it carries memories, it lifts your spirit. For 
me, music is life—I can’t imagine how empty or dull things would be without it. 

Interviewer: If you could offer one recommendation to hotels about how they use 
music to enhance guest experience, what would it be? 

Participant R4:  If I could make one recommendation, it would be this: believe in 
your ambiance and embrace your hotel's personality. Don’t be afraid to express your 
identity through music. Let it reflect who you are and share that with your guests. 
When you’re authentic, you naturally attract people who connect with that 
atmosphere—and that’s when truly memorable experiences happen. 

Interviewer: That’s the end of my questions. Thank you so much again for your time 
and for sharing your stories. 

Participant R4: Thank you—I really enjoyed these questions. 
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Interviewee: Guest (Interview ID: R5) 

Date: 9 May 2025 

Language: French 

 

Interviewer: Hello. 

Participant R5: Hello. 

Interviewer: Before we begin, I just want to thank you for taking the time to 
participate in this interview. 

Participant R5: You’re welcome. 

Interviewer: I have a few questions for you today—if you’re ready, shall we get 
started? 

Participant R5: Let’s go. 

Interviewer: When you walk into a hotel, what kind of atmosphere do you expect? 
And how do elements like music contribute to that feeling? 

Participant R5: The atmosphere I expect when I enter a hotel really depends on the 
type of hotel. If it's a hotel with just a reception, I’d say classical music fits best. But if 
there's a bar or more of a social space, then jazz would be more appropriate. 
Personally, though, I don’t pay that much attention to the music—it’s more in the 
background for me, not the main focus.  

Interviewer: Can you describe a hotel stay where the atmosphere felt perfect to 
you? What made it stand out? 

Participant R5: I remember a stay at a hotel in the South of France that felt just 
perfect. The atmosphere was calm—relaxing but not too quiet—perfectly balanced 
for unwinding. It wasn’t just the music or the decoration, but also the lighting, the 
friendliness of the staff, and the fact that they offered thalassotherapy. Everything 
worked together to create a truly soothing and memorable experience. I really loved 
that stay. I really loved that stay. 

Interviewer: Has there ever been a time when the background music at a hotel 
noticeably changed your mood—for better or worse? 

Participant R5: I don’t usually pay close attention to background music in hotels—I 
just like it when it blends naturally with the overall ambiance. But when the music is 
too loud, completely absent, or overly repetitive, it becomes noticeable in a bad way. 
It disrupts the atmosphere and makes things feel a bit off. Personally, I prefer simple, 
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fresh, and natural music that complements the environment without drawing too 
much attention. It should just complement the environment without drawing too much 
focus. 

Interviewer: What kind of emotions or impressions does hotel background music 
usually create for you? 

Participant R5: For me, background music at the front desk isn’t essential—it 
doesn’t have to be present to create an atmosphere. Since I’m usually just passing 
through, I don’t pay much attention to it, and it doesn’t tend to trigger strong 
emotions. However, I do notice the overall ambiance. A hotel could have excellent 
service, but if the music doesn’t match the vibe they’re trying to create, it can feel off 
and leave an unpleasant impression. 

Interviewer: What kind of music do you think works best for a hotel lobby, and why? 

Participant R5: It really depends on the type of hotel, but generally I think 
instrumental music works best in a hotel lobby—something without lyrics or vocals. It 
should be calm, chill, and non-intrusive, nothing too serious or distracting. That kind 
of background music sets a pleasant tone without overwhelming the space. 

Interviewer: Have you noticed any differences in the music played in different parts 
of a hotel—like the lobby, spa, restaurant, or gym? And do those differences affect 
your experience? 

Participant R5: Yes, definitely. It’s true that the music differs depending on the 
space—what you hear in the lobby isn’t the same as in the spa or the gym. Each 
area has its own dynamic, and the music should reflect that. It helps create the right 
mood and supports the purpose of each space. 

Interviewer: Imagine your ideal hotel lobby. What would it look, sound, and feel like? 

Participant R5: I imagine an ideal hotel lobby as open and spacious, with multiple 
doors leading in and large rectangular windows that let in natural light. The décor 
would lean toward the gloomy side, with somber lighting—but above all, the space 
would have character. It should feel distinctive and intentional, never sterile or 
impersonal like a hospital reception. 

Interviewer: Do you think music can shape your memory of a place? Can you give 
an example? 

Participant R5: I don’t have a clear example, but I do remember staying in a hotel 
with my parents as a kid. Years later, I heard a song that had played during that trip, 
and it instantly brought back memories of those times. I’m not sure if that counts as 
music shaping the memory or just triggering it—but I do think music can remind you 
of moments you’ve already experienced. That said, since you usually don’t spend 
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too much time in areas like the reception, it’s harder for music alone to create lasting 
memories. I don’t think music alone creates those memories—it more often amplifies 
or triggers the ones you’ve already formed. 

Interviewer: Do you think hotels should adapt their music based on the local culture 
or their physical location? 

Participant R5:  I’m not sure about changing music based strictly on location, but I 
do think culture matters. For example, here in Brittany, people often associate the 
song La Tribu de Dana with Breton identity—even though it's a rap song. But using 
that in a luxury hotel just because it’s in Brittany might not make sense. It really 
depends more on the type of hotel rather than just the place. You could have a 
Caribbean-themed hotel in Geneva, with Caribbean décor, food, and music. Even 
though that culture is unfamiliar to the Alps, it can still work beautifully if it’s cohesive. 
So it’s more about reflecting the cultural identity the hotel wants to express, not just 
where it’s located. 

Interviewer: How do you feel about silence in public hotel spaces, compared to 
having music playing? 

Participant R5: I don’t enjoy either extreme. Total silence can be awkward, and loud 
music can be overwhelming. But again, it depends on the hotel’s concept. Some 
places are intentionally minimalist, and silence suits them. Others might use music 
as a big part of their identity. Personally, I prefer a balanced ambiance—neither silent 
nor sensory overload. The right music should quietly enhance the experience without 
dominating it. 

Interviewer: What’s one thing you wish hotels understood better about their guests 
when it comes to music? 

Participant R5: I wish hotels understood that guests appreciate variety and 
creativity in music. Just putting on some nice, thoughtfully selected music can make 
a big difference. There's more to life—and to music—than just the classics. I really 
don’t like it when I stay in a hotel for a week and hear the same playlist every day. It 
becomes repetitive, stands out too much, and honestly makes me less likely to want 
to come back. That repetition stands out and can make me less likely to return. I 
think guests appreciate variety and thoughtful, well-chosen music—something that 
feels fresh and tailored to the moment. 

Interviewer: How important is it, in your view, for hotels to adapt their music based 
on time of day or season? 

Participant R5: I think it’s very important for hotels to adapt their music based on the 
time of day or even the season. Variety makes the experience better. For example, 
imagine it’s 7 PM and I’m enjoying an espresso at the bar—I wouldn’t want to hear 
the same music I heard that morning. It would feel repetitive, even stifling. The music 
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should evolve with the rhythm of the day to keep the atmosphere fresh and 
engaging. Variety keeps the atmosphere fresh and responsive—it makes the 
experience more enjoyable and dynamic. 

Interviewer: If you could make one recommendation to hotels about music and the 
guest experience, what would it be? 

Participant R5: My recommendation would be to regularly change the music—add 
variety, shift tones and styles, and adapt to the guests. A static playlist becomes 
noticeable and even irritating over time. Music should reflect the energy of the 
moment and the diversity of the guests. Keep it fresh and dynamic to enhance the 
overall atmosphere. 

Interviewer: That’s the end of our interview. Thank you so much again for your time 
and your thoughtful answers. 

Participant R5: You’re very welcome—happy to help. 
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Interviewee: Hotel Manager (Interview ID: R6) 

Date: 14 May 2025 

Language: French 

 

Interviewer: Hello Agathe. First, I want to thank you for taking the time to speak with 
me today. Before we begin the interview, would you mind introducing yourself a little, 
so we can get to know you better? 

Participant R6: Of course. My name is Agathe Lebigot. I’m 29 years old and 
currently working in hotel management here in Saint-Malo. Before this, I was based 
in Dinard, where I worked in the hospitality industry for about three years. Like many 
people in this sector, I took a bit of a professional pause during the COVID period — 
it gave me time to reflect on my direction. Eventually, I returned to work and joined 
the team here. My educational background is in tourism — I earned my BTS 
Tourisme diploma right here in Saint-Malo, which has always felt like a home base 
for me. 

Interviewer: Thank you. That gives us great context. I have around 10 questions for 
you today — shall we begin? 

Participant R6: Yes, let’s go ahead. 

Interviewer: To begin broadly: in your view, how important is background music in 
shaping the guest experience, especially in the context of a luxury hotel? 

Participant R6:  I believe it’s essential for hotels to choose their music thoughtfully. 
Background music plays a key role in shaping the environment—it helps guests feel 
relaxed and welcome. In that sense, it significantly contributes to the overall guest 
experience, especially in a luxury setting where every detail matters. Even if guests 
don’t always notice it directly, they definitely feel it — it shapes the emotional tone of 
a space and helps guests feel relaxed, welcome, and comfortable. In luxury 
hospitality, where every detail matters, music is a key factor that blends with decor, 
lighting, scent, and service. If it’s off — too loud, too commercial, or simply 
mismatched — it can pull people out of the experience. When chosen well, it makes 
everything feel more harmonious and intentional. So yes, music is a vital element of 
the guest experience. 

Interviewer: What kind of atmosphere do you personally aim to create through the 
music at your reception area? 

Participant R6: The atmosphere I want to create through the music played at the 
hotel reception is one where guests feel at home. Personally, I usually play a radio 
with lesser-known music, which sometimes surprises guests who recognize a song 
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and sing along. The music is kept at a moderate volume so it doesn’t disrupt front 
desk operations like check-ins or phone calls. The most important thing is to keep 
the music at a moderate volume. It should not disturb neither the guests nor the 
receptionists. It should create a light, home-like feeling: soothing, human, and never 
sterile or overproduced. 

Interviewer: How do you decide what kind of music to play in different areas of the 
hotel — such as the reception, restaurant, or guest spaces? 

Participant R6: The way I choose the type of music played in different areas of the 
hotel, such as the lobby, restaurant, spa, and rooms, is based on the function and 
atmosphere of each space. For example, we don’t have music in the hall, but at the 
reception, we play chill radio stations without advertisements, while the restaurant 
features more lively, fast-paced music that varies depending on the time of day. 
Since the reception and restaurant serve different purposes and attract different 
numbers of people, the music is tailored accordingly to create the right atmosphere 
in each area. Each space attracts different numbers of people and serves a unique 
purpose, so the music is tailored to fit the desired atmosphere and guest experience. 

Interviewer: Do you believe that music influences how long guests stay in certain 
areas, like the bar, lounge, or lobby? 

Participant R6: It really depends on the space. In areas like the restaurant or bar, 
music can absolutely encourage people to linger — if the ambiance feels good and 
the music matches the mood, guests slow down, order another drink, maybe stay for 
dessert. But in transitional spaces like reception, music doesn’t have the same 
effect. Reception is for quick moments: check-in, check-out, or brief questions. 
People don’t hang around just because of the music, but it can still make those short 
moments more pleasant, which is important in a luxury context. 

Interviewer: How does music contribute to the image of exclusivity or refinement at 
your hotel? 

Participant R6: Music contributes to the image of luxury and exclusivity of our 
establishment by complementing the overall style we aim to create. When the music 
aligns well with the decoration, staff, and the service we offer, it helps build a positive 
and luxurious image. Factors such as volume and the choice of instruments also 
play a role in enhancing this impression of luxury. Music can truly elevate a sense of 
refinement when it’s used well — it’s like an invisible layer of design, as important as 
the artwork or uniforms. When the music aligns with the decor, the staff, and the 
overall service, it enhances the hotel’s image of luxury and exclusivity. For example, 
the choice of instruments matters — soft acoustics, electronic textures, strings, or 
piano can suggest elegance and sophistication without saying a word. Volume and 
quality are crucial, too: nothing should be tinny, harsh, or too commercial. When 
everything is harmonious, the impression of luxury is strengthened. 
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Interviewer: How do you manage the fact that guests have very different musical 
tastes, while still maintaining a consistent identity? 

Participant R6: To manage differences in musical tastes between customers while 
maintaining a consistent identity, I believe it’s important to choose music freely, 
knowing it won’t please every guest. What matters more is the volume, ensuring it 
allows the front desk staff to communicate effectively with guests. As long as the 
music isn’t disruptive or unpleasant, I consider it good music—there’s no spectrum, 
it’s simply either good or not. That has always been a challenge, and honestly, 
pleasing every guest — that’s impossible. As long as it supports the environment 
and lets everyone work and relax comfortably, I consider it successful. Good music 
in a hotel isn’t about any specific genre — it’s about whether it feels right for the 
space and doesn’t disturb anyone. 

Interviewer: If you had to describe the ideal musical ambiance for the reception in 
just three words, what would they be? 

Participant R6: If I had to describe the ideal musical ambiance for the reception in 
three words, I would choose: different, appropriate volume, and fitting. The style of 
music can vary—whether classy, hard rock, or electro—as long as it complements 
the atmosphere they are trying to create. Iit has to serve the ambiance. 

Interviewer: If you could make one broad recommendation to hotels about how to 
use music to improve the guest experience, what would it be? 

Participant R6:  If I could make one recommendation about music in hotels to 
improve the guest experience, it would be to ensure that the music does not disrupt 
the staff’s performance and harmonizes well with the environment. The music should 
be positive, inclusive, and create a welcoming atmosphere that makes everyone feel 
good. Make sure the sound system is well maintained, that the playlists are fresh 
and thoughtfully chosen, and that your musical choices truly express your hotel’s 
personality and values. Music should always help create a welcoming, positive, and 
inclusive environment. 

Interviewer: That’s all the questions I have. Thank you so much again for your time 
and thoughtful answers. 

Participant R6: You’re very welcome. Thank you as well — it was a pleasure. 
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Interviewee: Hotel Manager (Interview ID: R7) 

Date: 16 May 2025 

Language: English 

 

Interviewer: First of all, thank you for taking the time to do this interview with me. 
Before we dive into the questions, could you introduce yourself a little? Tell us who 
you are, what you do, and your background in hospitality. 

Participant R7: Sure. My name is Edouard Greboval, I’m 26 years old, and I’ve 
been working here for the past two years. Before this role, I studied at a hospitality 
school for five years, which gave me a strong foundation in hotel operations, guest 
service, and overall management practices. The reason I chose hospitality as a 
career is simple: it offers stability. I saw how competitive and oversaturated other 
industries were becoming, and hospitality seemed like a field where there was 
always demand. Even today, you can see how many people are employed in this 
sector — hotels are always looking for staff, and that creates opportunity. For me, it 
was a smart, pragmatic choice — and it turns out, I enjoy it. 

Interviewer: Let’s get into the subject of music. In your opinion, how important is 
background music in shaping the customer experience in a luxury hotel? 

Participant R7: In my opinion, background music is quite important in creating the 
customer experience in luxury hotels. For example, it can help impatient guests feel 
more patient by calming their minds while they wait at the reception, especially if 
they enjoy the music. It’s also beneficial for receptionists when the music varies 
instead of repeating the same tune. However, the music shouldn’t be too slow, as 
that could make people sleepy and negatively affect productivity. Ideally, the music 
should be varied, balanced, and never distracting. As Thanos would say: all things 
should be perfectly balanced. 

Interviewer: Great quote! What kind of atmosphere do you try to create through the 
ambient music at the reception? 

Participant R7: The atmosphere I wish to create through the ambient music at the 
hotel reception is one that calms people’s minds and evokes a vacation feeling. Even 
if guests aren’t here for a vacation, they should feel relaxed, with no rush or 
frustration about getting their room immediately. The ambient music at the reception 
should be universally liked and contribute to a peaceful, welcoming environment. 
The reception should feel like a mental checkpoint — a moment to pause and 
breathe, with no rush or frustration about getting their room right away. The music 
should send a message: “Take a breath, you’re in good hands.” That’s why I avoid 
harsh beats, loud lyrics, or anything that could stress people out. 

 



123 

Interviewer: How do you decide what type of music is played in different areas of 
the hotel — like the reception, lobby, restaurant, or spa? 

Participant R7: I choose the type of music played in different areas of the hotel 
based on the atmosphere each space requires. For example, the reception features 
louder music, the restaurant has a bit softer music, and the spa has even quieter, 
slower, and more calming or sometimes no music at all, since guests want to relax 
there and music that doesn’t fit their mood could be disruptive. It’s all about matching 
the atmosphere each space requires. So, I adjust volume, tempo, and even the 
presence of music depending on the space. 

Interviewer: Is there a genre or musical style that you feel represents your hotel’s 
identity? 

Participant R7: There isn’t a specific genre that represents our hotel’s brand identity, 
but personally, I would say instrumental jazz fits well. I prefer instrumental over vocal 
jazz because vocals can distract both guests and receptionists while they’re working 
or interacting. We don’t have a single strict musical identity — we don’t brand 
ourselves through music like some boutique hotels do. Though, instrumental jazz 
brings rhythm and elegance, keeps the atmosphere alive, and doesn’t pull focus or 
make it hard for the team to concentrate. 

Interviewer: Have you ever adjusted your music strategy based on guest feedback? 
Could you give an example? 

Participant R7:  I have never had to modify our music strategy based on guest 
feedback because no one has disliked the music so far. In fact, some guests have 
even complimented songs like Dave Brubeck’s 'Take Five.' When guests mention 
they like the music, I often ask if they would prefer a certain type of music during 
their stay. Sometimes they do, but other times they have no preference and are 
happy to keep the same music. Usually, they’re happy with what’s playing. So the 
feedback has been reassuring, and I try to stay open to it. 

Interviewer: Do guests often comment on the music — whether positively or 
negatively? 

Participant R7: Not really.  I have never noticed any trends or comments, positive or 
negative, from guests regarding the music. I think it’s a mix: some guests might be 
too timid to comment, others simply don’t have time for it, some have no preference, 
and others just don’t really care about the music. In general, people only comment 
when something really stands out, either in a good or bad way. But no complaints so 
far.  

Interviewer: Do you think ambient music influences how long guests stay in shared 
spaces like the lobby or bar? 
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Participant R7: Absolutely. In my opinion, ambient music definitely influences the 
amount of time guests spend in areas like the bar or lobby. If the music doesn’t fit the 
atmosphere we’re trying to create—like playing hard rock in a cozy bar—guests are 
likely to leave. But if the music matches their mood and the setting, there’s no reason 
for them to leave early. So, it’s the music’s alignment with the setting that directly 
influences how long people linger in shared spaces. 

Interviewer: How do you see music contributing to the hotel’s image of luxury or 
exclusivity? 

Participant R7: Ambient music contributes to the image of luxury and exclusivity of 
our establishment by offering something unique and exclusive—such as having our 
own music channel that no one else has. Additionally, live elements like a pianist 
playing in the bar add a special, luxurious touch. Exclusivity is about uniqueness. It 
shows we’ve put thought into the experience, not just picked something generic. In 
luxury hospitality, those little details are what make the biggest impact. 

Interviewer: What are the biggest challenges you face when choosing or managing 
the music at the reception? 

Participant R7: Honestly, I don’t find it that difficult. The biggest challenges I face 
when selecting ambient music for the reception are minimal—actually, I don’t really 
see it as a challenge. I simply choose what I like, and since I’m picking music that 
appeals to me, it doesn’t create difficulties. Of course, there are minor details to 
consider, but I wouldn’t call them challenges. Of course, you have to pay attention to 
tempo, tone, and volume, but as long as you have a good sense of ambiance, it’s not 
a huge challenge. It’s not rocket science — just a matter of taste and atmosphere. 

Interviewer: Do you adapt your music based on the season, time of day, or special 
events? 

Participant R7: Definitely. I do adapt the background music depending on the 
season, time of day, or special events because it makes sense to match the overall 
vibe. For example, in summer, I adjust the music to complement the season’s feel; 
on special occasions like May the 4th, some guests might enjoy Star Wars-themed 
music; and in winter, festive tunes like Mariah Carey’s songs are unavoidable. 

 The music evolves throughout the day and year and it’s all about matching the vibe, 
giving guests a little unexpected joy along the way. 

Interviewer: How do you handle differences in guests' musical tastes while 
maintaining a cohesive ambiance? 

Participant R7: To manage differences in musical taste among guests while 
maintaining a consistent identity, I focus on using music with a similar instrument or 
tone to create a balanced and cohesive sound. If the beats or tones don’t match well, 
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it can feel off. However, in summer, I’m more flexible and might change the music to 
match the season’s vibe—after all, everyone’s dressed lighter and the music should 
reflect that relaxed, carefree atmosphere. Ultimately, the music should feel balanced 
and free, but still fit the overall atmosphere. 

Interviewer: Do you think the role of music in hospitality has changed in recent 
years? 

Participant R7: Yes, absolutely. In my opinion, the role of ambient music in the 
hospitality sector has evolved over recent years. It’s no longer the same as it was 
before, especially with advancements in sound systems. Nowadays, the music is 
more ambient and subtle—serving as background rather than something loud or 
attention-grabbing—and this shift is closely tied to how music is used in reception 
areas. We’re not here to entertain — we’re here to create emotional texture and a 
curated environment, not just a place to sleep. 

Interviewer: If you had to describe the ideal musical ambiance at a hotel reception 
in three words, what would they be? 

Participant R7: .If I had to describe the ideal musical ambiance in the reception, I 
would choose the words peaceful, elegant, and warm. 

Interviewer: Do you have any final advice for hotel managers on selecting 
background music? 

Participant R7: My advice for managers on selecting ambient music is: stop 
worrying—it’s not rocket science. You’ll feel when the music is right. Also, don’t view 
guest feedback as something destructive; it can be helpful and guide you in 
fine-tuning the atmosphere. Trust your instincts and pay attention to the atmosphere 
— you’ll know when it feels right. Don’t be afraid of feedback; it’s just information to 
help you fine-tune the experience. And remember, music isn’t just filler — it’s part of 
the story you’re telling your guests. 

Interviewer: That’s everything. Thank you so much for your time and insight — this 
was really helpful for my research. 

Participant R7: Of course — it was my pleasure. Great questions, by the way. 
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Interviewee: Hotel Manager (Interview ID: R8) 

Date: 17 May 2025 

Language: French 

 

Interviewer: Hello, Paulin. 

Participant R8: Hello! 

Interviewer: How are you today? 

Participant R8: Very good, thank you. And you? 

Interviewer: Perfect. And before we get started, I want to thank you not only for 
accepting this interview, but also for being such a great colleague. 

Participant R8: With pleasure — I’m happy to help. 

Interviewer: Would it be possible for us to get to know you a little better? Who are 
you, and what’s your professional background? 

Participant R8: Of course. My name is Paulin, and I’m currently the assistant 
director of this group of hotels. I’ve been working closely with Mr. Roy for about four 
years now. My responsibilities are split between operational and strategic roles. I 
mostly manage the restaurant side of things, including team coordination and service 
logistics, but I also oversee the commercial aspects of the hotel group — everything 
from branding and partnerships to the development of our customer experience 
standards. 

Interviewer: Thank you. I have about 10 questions today, mainly concerning the role 
of ambient music in hospitality — particularly at the reception. Let’s begin: what 
atmosphere do you aim to create through the music in your hotel reception? 

Participant R8: The atmosphere I aim to create through the music in the reception is 
one that subtly enhances the guest experience from the moment they arrive. The 
goal is to have background music that makes guests feel more comfortable and 
welcomed. We manage the music carefully, using specific playlists for different times 
of the day to keep the ambiance fresh and appropriate. In our other establishments, 
like the hotel Anne de Bretagne with its Italian restaurant, we use music with Italian 
connotations, while at the more upscale Hotel France et Chateaubriand, we choose 
playlists that reflect its classy image. In both cases, the music isn’t just background 
noise — it’s part of the spirit of the establishment. 
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Interviewer: How do you decide which type of music goes into each space — like 
the lobby, reception, restaurant, or terrace? 

Participant R8:  I choose the type of music for different spaces in the hotel—like the 
lobby, reception, and restaurant—based on the time of day and the type of clientele 
we’re hosting. For example, on the terrace where we serve drinks and cater to a 
younger crowd, we play soft yet rhythmic, more upbeat music. In the restaurant, the 
music is more discreet to allow guests to have conversations without interruption. In 
the public areas of the hotel, we opt for background music that reflects the hotel’s 
image—typically soft and instrumental rather than music with lyrics. It’s very 
context-based. Across all spaces, music must reinforce the style we want to project: 
calm, classy, and consistent. 

Interviewer: Is there a specific genre or musical style that represents the identity of 
your hotel brand? 

Participant R8: There isn’t a single type of music that reflects the identity of our 
brand, but when selecting background music, we consistently aim for something soft 
and relaxing to support the overall ambiance and guest experience across our 
establishments. The idea is not to entertain, but to envelop our guests in a subtle 
ambiance aligned with our values: refinement, calm, and hospitality. It’s more about 
the feeling than a specific genre. 

Interviewer: Have you ever adjusted your music strategy based on guest feedback? 

Participant R8: We have never specifically changed our musical strategy based on 
guest feedback, as we’ve never received negative comments about the music. I 
believe this is a sign that our strategy is working well and effectively supports the 
guest experience. If guests found the music too loud or off-tone, I’m sure they would 
mention it. The fact that they don’t means the ambiance feels natural and 
comfortable, which is exactly what we aim for. 

Interviewer: Do you think music influences how long guests stay in certain spaces, 
like the bar or the lobby? 

Participant R8: Absolutely. I believe music influences the time guests spend in 
certain areas of the hotel. For example, on the terrace, we play more rhythmic and 
dynamic music to match the quicker pace of service and to energize both guests and 
staff. This creates an atmosphere that encourages liveliness and engagement, 
clearly showing how music can shape the way spaces are experienced and how long 
guests choose to stay. The right music helps create liveliness and engagement, 
while the wrong music can drive people away. 

Interviewer: How does ambient music contribute to the image of luxury or exclusivity 
in your hotels? 
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Participant R8: Ambient music contributes to the image of luxury and exclusivity of 
our establishment in the same way the front desk team, the warm welcome, and the 
décor do—it’s one essential part of a larger whole. It’s not just the music alone, but 
how it works in harmony with the overall vibe, the service, and the environment that 
together create a distinct and luxurious experience that sets our hotel apart. Luxury 
is a symphony; music is just one instrument in the orchestra. If it’s chosen with care, 
it strengthens the brand identity and the feeling of refinement and exclusivity. If it’s 
generic or careless, it weakens the impression. In our establishments, music 
supports the overall vibe and the sense of something unique and tailored. 

Interviewer: What are the biggest challenges you face when selecting the music? 

Participant R8: The biggest challenge I face when choosing music is ensuring 
enough variety. We try to avoid long tracks or repetitive songs, both for the guests’ 
enjoyment and the team’s comfort. Aside from that, we haven’t encountered any 
major difficulties in selecting background music. 

Interviewer: Do you adapt the music based on the season, time of day, or special 
events? 

Participant R8: Definitely. We clearly adapt the music based on the season, time of 
day, and specific events. For example, in mid-December around 7 p.m., when guests 
are arriving or enjoying hot wine or hot chocolate, we play cozier, warmer music. 
This contrasts with the livelier, more rhythmic music we use in mid-July when the sun 
sets at 10 p.m. and the atmosphere is more vibrant. The music should always follow 
the rhythm of the season and the atmosphere of the moment. 

Interviewer: How do you manage the differences in guest music preferences while 
maintaining brand consistency? 

Participant R8: We understand that we can't please everyone when it comes to 
musical taste, as there will always be differences. However, we’ve never received 
negative feedback from guests over the years, which suggests that our background 
music aligns well with the expectations and preferences of our clientele. We aim to 
maintain a coherent identity by selecting music that suits the atmosphere of our hotel 
and restaurant, ensuring it resonates with the overall guest experience. That’s 
always the balancing act. We understand we can’t please everyone, as musical taste 
is deeply personal. However, we’ve never had negative feedback, which suggests 
our background music aligns well with the expectations and preferences of our 
clientele. We aim for neutral yet sophisticated soundscapes — broad enough to 
appeal to many, while still feeling unique and consistent with our brand. Our music 
corresponds with our typical guests and the experience we want to create. 

Interviewer: In your opinion, has the role of music in hospitality changed in recent 
years? 
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Participant R8: In my opinion, the role of ambient music has indeed changed over 
recent years. Everything evolves—the systems, the clientele, and naturally the music 
itself. While I can’t point to any specific major changes in music recently, I do believe 
that ambient music has evolved alongside these other developments. Technology 
has improved, systems have evolved, and guest expectations have become more 
nuanced. People travel more and compare more. The role of music hasn’t radically 
changed, but the way it’s used has become more subtle and curated. There’s a 
greater focus on playlists, on matching the sound to the space, and on creating 
seamless ambiance rather than just filling silence. 

Interviewer: How would you describe your ideal reception ambiance? 

Participant R8: For me, the ideal ambience in the reception is one where the 
receptionist and the guest can communicate clearly, so the music shouldn’t be loud. 
It doesn’t necessarily have to be rhythmic; I believe it should be classy, relaxing, and 
slow—perhaps jazz or historic music—to match the historic nature of the hotel itself. 
And since Hôtel Chateaubriand is a historic building, sometimes we include music 
with a slightly historic flair, connecting guests to the timelessness of the place. 

Interviewer: And finally — do you have any advice for hotel managers selecting 
ambient music? 

Participant R8: My main advice for establishments choosing their ambient music is 
that it should match the spirit of the place. For example, a hotel by the beach can’t 
have the same music as one located in the center of Paris. Beyond that, I’m not a 
specialist, but I believe staying true to the location and vibe is key. Context and 
identity matter. Choose music that fits your location, your guests, and your story. And 
don’t treat music as an afterthought — it’s part of the overall storytelling and guest 
experience. 

Interviewer: That’s all. Thank you again for your time and your insights. This has 
helped me tremendously. 

Participant R8: My pleasure — and thank you for the thoughtful questions. 
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Interviewee: Hotel Manager (Interview ID: R9) 

Date: 21 May 2025 

Language: English 

 

Interviewer: Hallo, Hanna. 

Participant R9: Hallo! 

Interviewer: How are you today? 

Participant R9: Thank you, I’m doing well. And you? 

Interviewer: I’m doing great, thanks! I appreciate you taking the time to join me for 
this interview. I have a few questions for you today, and I’d be very happy to hear 
your perspective. 

Participant R9: Absolutely — let’s get into it. 

Interviewer: To start: In your opinion, how important is background music in shaping 
the guest experience in a luxury hotel? 

Participant R9: In my opinion, background music is very important in shaping the 
customer experience within a luxury hotel. Music plays with your emotions and can 
create a core feeling of being welcome, which is one of the first impressions guests 
get upon entering. If the music resonates with a guest—like Italian jazz for someone 
who enjoys it—it makes them feel truly welcome in that environment and encourages 
them to return on future visits. The music definitely influences that overall 
experience. 

Interviewer: What kind of atmosphere do you personally aim to create through 
music at the hotel reception? 

Participant R9: The atmosphere I wish to create through the music played at the 
hotel reception depends on the type of vibe we’re aiming for. For a hotel with a lot of 
style, that might mean a classic vibe with jazz or opera music, while a hotel with a 
more modern aura could feature pop or rock. The key is choosing music that 
connects with the product you’re selling and the atmosphere you want to 
create—music that complements the hotel’s vibe and style to shape the perfect 
guest experience. When you get that connection right, the music becomes part of the 
story you’re telling from the very first moment. 

Interviewer: How do you select the music played in different parts of the hotel, like 
the lobby, restaurant, spa, or guest rooms? 
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Participant R9: When choosing the type of music played in different areas of the 
hotel—like the lobby, restaurant, spa, or rooms—the priority is to never disturb the 
guests. In common areas such as corridors and elevators, we often play what I’d call 
“boring music,” because those spaces are naturally less engaging. But in functional 
venues like the spa or restaurant, the music needs to align with the service. For the 
spa, relaxing, zen-like instrumental music or natural sounds like whale calls work 
best, avoiding lyrics that could distract. In the restaurant, especially a fine dining 
setting, classical music or live piano is ideal to complement the meal. And of course, 
the music should match the theme—an Italian restaurant wouldn’t play Mexican 
music, as that wouldn’t fit the atmosphere or guest expectations. Every sound should 
align with the overall experience and story you want to create. 

Interviewer: Have you ever changed the music based on guest feedback? 

Participant R9: Absolutely — We have modified our music strategy based on guest 
feedback. On several occasions, when guests found the music too loud or didn’t like 
the selection, we simply changed it to something quieter or more suitable. We 
believe it’s important to be flexible and responsive to guest preferences to ensure 
they feel comfortable and welcomed. While we don’t receive feedback frequently or 
notice any ongoing trends, occasional comments—both positive and negative—are 
valuable and help us improve the guest experience. Our goal is to make people feel 
good, and if the music isn’t helping with that, I see no reason not to adapt. 

Interviewer: Do you believe background music influences how long guests stay in 
public areas like the lounge or bar? 

Participant R9: Yes — In my opinion, music does influence the amount of time 
guests spend in areas like the bar or lounge, but only to a certain extent. Background 
music helps create a pleasant environment, but it’s not the main factor that keeps 
guests there. The overall atmosphere—made up of decoration, lighting, staff, food, 
and drinks—is what truly encourages guests to stay and enjoy their time. Live music 
is a different story, though; it can definitely attract guests to stay longer or even book 
a table just for the experience. However, if the background music is annoying, it 
might shorten their stay, but good music alone won’t necessarily make them linger 
longer. 

Interviewer: How does music contribute to the image of luxury and exclusivity in 
your hotel? 

Participant R9: I believe music contributes to the image of luxury and exclusivity in 
a certain way, though it’s not the most important factor. Music evokes emotions and 
affects guests on a human level, playing a role alongside other elements like 
scent—such as the almond-scented sticks we use here. While music isn’t the main 
component of luxury, it definitely adds to the overall sensory experience that helps 
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create that exclusive atmosphere. If it’s chosen thoughtfully, music gives a sense of 
care and intentionality, rounding out that feeling of exclusivity and refinement. 

Interviewer: What are the biggest challenges you’ve encountered in managing or 
selecting music? 

Participant R9: I wouldn’t say we face big challenges when selecting and managing 
background music. We simply choose what feels right for the moment—for example, 
on a sunny day with the terrace open, we play happy, summery tunes. On rainy days 
when guests are indoors enjoying coffee, we switch to cozier music that matches the 
mood. It’s more about fitting the atmosphere than dealing with difficulties. That’s less 
of a challenge and more of a daily practice in observation and adjustment. 

Interviewer: How do you deal with differing musical tastes among your guests while 
keeping a consistent hotel identity? 

Participant R9: Managing differences in musical taste among guests while 
maintaining a consistent identity isn’t solely about catering to every individual 
preference. As I mentioned before, just like an Italian restaurant wouldn’t play 
Mexican music because it doesn’t fit the product or the expected experience, we 
choose music that aligns with our establishment’s identity. Guests come knowing 
what to expect, and it works both ways—they adapt to the product as much as we 
adapt to them. This balance helps maintain a consistent musical atmosphere. That’s 
how you keep the experience authentic and consistent, even if you can’t cater to 
every individual taste. 

Interviewer: In your view, has the role of music in hospitality changed over recent 
years? 

Participant R9: In my opinion, the role of music in hospitality has evolved in recent 
years, though not necessarily for the better. While live pianos and live music used to 
be common in hotels, nowadays most places rely on automated playlists played 
continuously. This shift shows that live music is losing its significance and 
importance. Beyond that, I’m not entirely sure how else the role of music has 
changed overall. I don’t know exactly why we moved away from live music, but I do 
think something special has been lost. 

Interviewer: If you had to describe the ideal musical ambiance for the reception in 
just a few words, what would they be? 

Participant R9: The ideal musical ambiance for the reception, from both a 
manager’s and a guest’s perspective, would be welcoming, inviting, homely, and 
maybe even nostalgic. It should make guests feel comfortable and not like 
outsiders—even if it’s their first time—much like the comforting smell of freshly baked 
bread. It should create a sense of home and belonging, signaling care and hospitality 
the moment someone walks through the door. 
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Interviewer: That was the last question. Thank you again for your time and your 
deeply thoughtful answers. 

Participant R9: Please — thank you. I really enjoyed your questions. 
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Interviewee: Guest (Interview ID: R10) 

Date: 18 May 2025 

Language: English 

 

Interviewer: Hello, Justin. How are you doing today? 

Participant R10: Great, thanks! And you? 

Interviewer: I'm doing perfectly well, thank you. Today I have a series of questions 
related to music in hotels — especially how it contributes to the guest experience — 
and I’d really appreciate hearing your take. 

Participant R10: Sure, let’s get into it. 

Interviewer: When you first walk into a hotel, what kind of atmosphere do you 
expect? And how do you think music plays into creating that feeling? 

Participant R10: So, when you enter a hotel, your expectation of the atmosphere 
really depends on the hotel’s level — like for an upscale place, you prefer classy, 
understated music that quietly sets the tone, almost like it’s saying, “everything’s 
taken care of.” But for a more casual or budget hotel, you might want something 
friendly and simple, maybe even no music at all, like a relaxed camping vibe. 
Basically, the atmosphere and music should match the hotel’s star rating and the 
kind of experience you’re paying for. 

Interviewer: Have you ever heard music in a hotel that really changed your mood — 
either for better or worse? 

Participant R10: To be honest, no, not really. Sometimes music just blends into the 
background so much that we don’t even notice it — it’s like invisible atmosphere 
work. Unless I’m somewhere I’m stationary, like the bar or breakfast room, I just tune 
it out. If I’m moving — checking in, walking to the elevator, heading to my room — I 
don’t hear the music at all. 

Interviewer: What if a hotel played your favorite song as you walked in — how 
would that make you feel? 

Participant R10: Honestly? If a hotel played my favorite type of music when I 
arrived, I would find it quite weird because favorite music is a very personal thing. It 
would be different if the music was a favorite song of a couple or a group, which I 
think would be awesome and help set the mood for the whole vacation. I believe 
that’s the role music should play in hotels—creating a shared atmosphere—because 
for an individual, it feels a bit strange. In a hotel bar, I might pay close attention to the 
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music, sometimes even more than to my friends, but at the reception, it’s usually just 
a quick stop for check-in, so the music doesn’t have the same impact. Music really 
works when it creates a shared, symbolic moment. But for an individual, out of the 
blue, it just feels off. 

At the reception, music isn’t really the focus — you’re just checking in and thinking 
about getting settled. 

Interviewer: Was there ever a moment in a hotel when the background music really 
stood out — positively or negatively? 

Participant R10: A moment when the background music really stood out to me was 
usually at the bar or the breakfast room. When I’m moving around, I don’t really pay 
attention to the background music, but when I’m sitting still, it’s easier to notice all 
the sounds and the music around me. 

Interviewer: What kind of feelings or impressions does hotel music usually trigger 
for you? 

Participant R10: Background music in a hotel usually triggers mixed emotions for 
me. For example, when I’m alone in a hall with music playing, it can feel creepy. But 
at the reception, if the receptionist is friendly and the music is energizing, it creates a 
welcoming vibe that I appreciate. On the other hand, if there’s rock music playing 
and the receptionist seems unapproachable, that feels strange. I think the music in 
older parts of the hotel should always align with the atmosphere they want to create. 
Also, I believe it’s a good idea not to have any music in restrooms—especially near 
urinals—because people don’t want to listen to music or feel like they’re being 
watched in those moments. 

Interviewer: What type of music do you think works best for a hotel lobby? 

Participant R10: The type of music that best suits a hotel lobby, in my opinion, is 
definitely not silence. I’d prefer to have music playing—especially in the reception or 
while waiting—and I think indie music works well. It shouldn’t be too loud or too fast, 
but it should create a lively and welcoming atmosphere in the space. 

Interviewer: How does music affect your mood in spaces like check-in, the lobby, or 
the bar? 

Participant R10: Music doesn’t really influence my mood during check-in or while 
waiting in the lobby because I hardly notice it. However, in the bar, music makes a 
big difference. If the music creates a cozy vibe, I’m more likely to have a drink or two. 
And if the bar is crowded and they play something energetic, like Red Hot Chili 
Peppers, I might stay longer and have more drinks. So, the pace of the music and 
how well it matches the energy and crowd really affects my experience. 
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Interviewer: Imagine your ideal hotel lobby — what would it look, sound, and feel 
like? 

Participant R10: My ideal hotel lobby would feel natural, almost like a portal to a 
jungle, with lots of bookshelves and minimal seating. This way, it feels like a passage 
rather than a place to linger, giving the impression that you won’t have to wait long 
before being served. Too many chairs, on the other hand, make me think I’m going to 
have to wait. Light and ambient, not overpowering. Just enough to give the space life 
without making it feel crowded or noisy. 

Interviewer: Do you think music can shape your memory of a hotel? 

Participant R10: I definitely think music can shape your memory of a place. 
However, at the reception, the music shouldn’t be loud because you often don’t pay 
much attention to it there. In contrast, music in a bar is more memorable and can 
really become part of your experience and memory of the time you spent there. So, 
while music at the reception should stay low and subtle, having music in the lobby or 
bar is essential for creating lasting impressions. 

Interviewer: What kind of music makes you feel like you’re on vacation? 

Participant R10: One type of music that makes me feel like I’m on vacation—even if 
I’m not—is simply any music I enjoy listening to. On the flip side, there are types of 
music I associate with work or focus, like classical music, which I always play when 
I’m studying. So if I hear that when I’m trying to relax, it actually pulls me out of 
vacation mode. 

Interviewer: Should hotel music reflect the local culture, or stick to the hotel’s 
brand? 

Participant R10: I think whether hotels should change their music based on the 
culture or location depends on the impression they want to create. If the goal is to 
adapt to their clients, then adjusting the music makes sense. But if the hotel wants to 
represent a strong brand identity, they should choose the type of music that best 
suits their brand. So, it really depends on the commercial direction and strategy of 
the hotel. If the goal is a strong brand identity, pick music that supports your brand. 
It’s about the strategy — what message are you sending? Are you adjusting to your 
clientele, or showcasing what’s unique about your brand? 

Interviewer: Should hotels adapt their music to the time of day or season? 

Participant R10: Absolutely. In my opinion, it’s definitely important for hotels to 
adapt their music based on the time of day or season. For example, playing 
Christmas music in December is a must because it fits the season perfectly. In 
summer, the music should reflect a vacation vibe, so adapting to the time of year 
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helps create the right atmosphere for guests. Context is everything. The sound 
should always match the time of year and the emotional climate. 

Interviewer: If you could give one recommendation to hotels about music, what 
would it be? 

Participant R10: My one recommendation to improve the guest experience through 
music in hotels is simple: just play music that matches the mood of the hotel, and 
nothing else. Keep it simple: don’t overthink it — as long as the music fits the vibe, it 
works. 

Interviewer: That wraps it up. Thank you again for your time and for sharing your 
insights! 

Participant R10: Thank you too. That was fun. 
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Appendix C 
Online Review Data 
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