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Ambient music is intended to
subtly shape mood and
perception without

commanding guests’ attention.
(Bitner, 1992; Hultén, 2011)

Introduction

Ambient Music in Luxury Hospitality

Ambient music emphasizes
atmosphere over melody or
rhythm (Eno, 1978)

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)



Research Aim dpisetives
& Objectives

characteristics that evoke
To explore how ambient music influences

emotional responses.

e Analyze how ambient music
shapes guest perception of
space, service, and brand.

emotional and psychological experiences in e Evaluate the impact on
luxury hotel settings. satisfaction, exclusivity, and
loyalty.

e |[nvestigate hotel management
strategies for music use.




Key Research Questions

e Which elements of ambient music (e.g., tempo, harmony, rhythm) influence
emotional and psychological responses?

e How does ambient music affect perception of luxury, space, and brand
identity In different hotel zones?

* [In what ways does it impact guest satisfaction, loyalty, and exclusivity?

e What strategies do luxury hotels use to align music with their brand and
service design?



Significance of the Study

Managerial Contribution Academic Contribution
Supports soundscape design decisions Fills gap in hospitality music research
Enhances sensory branding strategies Applies environmental psychology theory

Boosts guest satisfaction and loyalty Contextualizes music as a symbolic cue
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Previous Research

Influence of Ambient Music

e Music enhances emotional states and guest mood (Angela et al.,, 2018)
e Emotional atmosphere influences satisfaction and loyalty (Jani & Han, 2015)
e Music activates brain regions linked to pleasure and reward (Salimpoor et al., 2011)

Premium vs. Generic Hotel Brand Music Strategies

e Premium brands use curated soundscapes for emotional storytelling (Spence, 2022)
e Generic hotels rely on one-size-fits-all playlists, often inconsistent (Kemp et al., 2024)

Different Impacts of Ambient Music Characteristics

e Tempo: slow = relaxation; fast = stimulation (Milliman, 1982; Herrington, 1996)
e Harmony: consonant = calm; dissonant = tension, creativity (North & Hargreaves, 2008)
e Volume: low = focus; high = risk of discomfort (Milliman, 1986)

Music and the Perception of Luxury Hotel Brand Image

e Background music communicates brand sophistication and emotional tone (Magnini & Parker, 2009)
e Sound branding increases memorability and consistency (Wong, 2018)

Strategic Use of Ambient Music by Hotel Managers

e Music is customized by time of day, guest profile, and zone (Wu & Tabari, 2024)
e Consistency across sensory touchpoints improves perceived quality (Spence & Gallace, 201)
e Emotional tone supports guest journey stages (Sukhu et al., 2019)



Research Gap

Ambient music is not just background—it’'s
emotional branding in motion.
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Overgeneralization of Music

Lack of Context-Specific Studies

Methodological Limitations

Interpretive Approach Needed

Strategic & Emotional Role Undervalued

Personalization & Real-Time Design
Understudied



Methodology

Research Philosophy
Interpretivist Research

emphasizes understanding the
subjective meanings and
experiences of individuals
rather than seeking objective,
universal truths

(Saunders et al.,, 2019).

Research Type

Inductive Approach Qualitative Research

Involves starting with specific
observations and developing
broader generalizations or

adopts a more exploratory and
flexible approach that focuses
on understanding meanings,
theories based on the experiences, and social
patterns that emerge from the contexts
data (Saunders et al.,, 2019).
(Saunders et al., 2019).
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Sampling Strategy

Non-probability
sampling strategy

Respondents are chosen based on specific
characteristics or accessibility, making it particularly
useful for exploratory and qualitative research
(Etikan et al.,, 2016; Saunders et al.,, 2019).

T

Sampling Method

Interview

Online Review



MethOdOk)gY _ Data Collection

G% .
(% A Interview

Convenience sampling

selects participants based on ease of access,

availability, and willingness to take part
(Etikan et al,, 2016; Saunders et al,, 2019).

- Five Hotel managers

- Five Guests

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
(Bryman, 2016; Kallio et al.,, 2016).
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Managers

How important do you think ambient music is in shaping the guest experience in a luxury hotel?

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

How do you decide on the type of music played in different areas of the hotel (e.g., lobby, restaurant, spa, rooms)?
Do you work with a professional music curator or use pre-set playlists?

Have you ever changed the music strategy based on guest feedback? If so, can you give an example?

Have you noticed any patterns in guest feedback regarding music (positive or negative)?

Do you believe music influences how long guests stay in certain areas (e.g., the bar or lounge)?

In your opinion, how does music contribute to the overall luxury perception of your hotel?

What are the biggest challenges in selecting and managing ambient music in your hotel?

How do you balance different guest preferences while maintaining a consistent brand identity through music?

© 0N Ok WD~

Sample
Questions

S

Guests

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?

/.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?
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(B Online Review
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Purposive sampling Quota sampling
Participants or data are selected based on Involves dividing the population into
specific characteristics aligned with the mutually exclusive subgroups and selecting
research objectives a predetermined number of participants
(Etikan et al., 2016; Patton, 2002). from each subgroup

(Saunders et al., 2019).

I Only reviews that mentioned

. . —} Reviews from four platforms and six regions
ambient music were selected P 8

- Google Reviews - Africa
: : - Booking.com - Asia
- 100 online reviews _ Expedia - Europe

- North America
- South America
- Oceania

- TripAdvisor
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% A Interview Online Review

Interviewee: Hotel Manager (Interview ID: R1)

Date: 15 April 2025 -
5/5 2 years ago on & Google

Language: French
Loved it!! We went to the bottomless brunch and it was

Interviewer: Good afternoon. amazing. The service was soooo good and the food
FFHC IR 10000 SRb Moo was amazing. We loved the elegance of the venue
Interviewer: First of all, thank you for taking the time to speak with me today—and and thE pianD phyer was so fun' The VIEWS were ﬂlSD

also for being such a great boss.
Participant R1: So far, | suppose |'ve earned that fitiel spectacu lar.

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 Reviewed: December 30, 2024 m

settings, this is especially important; Music generates a relaxed environment | . . .
Befisee; i clin, Eomfortabls skosphars el welsemes guesis andl ks them Loud DJ music from pool bar will keep you awake if your

transition from the outside world into our hotel. room overlooks pOOI

Interviewer: What kind of atmosphere are you frying to create through the music in

the reception area? @ 2 rooms on 5th floor were great BUT 15th floor room overlooked pool bar with DJ. DJ music was

Participant R1: We're aiming to create a calming, generally appeasing atmosphere so loud both nights you could easily recognize songs and lyrics even on 15th floor! Why didn't

*h’?:_gh ;"'h”5""_50"”?""[;9;@”““1"' that natutratllytsoothes peo:;:elas_. soon as they registration inform us of major downside of this room and ask if it would be acceptable? Why

walk in. The music should be gentle, present, but never overwhelming. F :
RS ' 2 was DJ music at pool bar so loud that words of songs could be clearly heard? Of course this

Interviewer: How do you choose the type of music played in the different common meant that impc:-ssible to fall asleep.

areas of the hotel?

Participant R1: The selection depends entirely on the function and mood of each Dﬁ Helpful (:(‘j] Not helpful

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, 50 we exclusively play serene, ambient music—sounds
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Analysis method

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
(Braun & Clarke, 2006).
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%Coding

Statement In Vivo Code Values Code Theme
uses the actual language of focuses on identifying
participants as codes, aiming to participants’ values, attitudes,
stay as close as possible to and beliefs, which reflect their
their lived experiences and personal or cultural
expressions perspectives
(Saldaria, 2016). (Saldafia, 2016).

Because there is a piano, it can be
noisy when it is played in the =P it can be noisy =) The live music was too loud.
surrounding rooms at night.

’ Volume Control and
Acoustic Management
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Coding

Statement = In Vivo Code — Values Code @ Theme

o b b .
Intervie i :
wiD  ~ Interviewee = Age = Gender = Statement = In Vivo Code = Values Code = Theme =
R1 Hotel - 42 Female = For sure the music plays a huge music plays a huge role / helps Guest comfort Role of music in guest -
manager role in the hospitality industry as a guests to be in a calm mood / experience
whole, for once it helps guests to softens their nerves
be in a calm mood, softens their
nerves.
Music generates a relaxed generates a relaxed Guest comfort Role of music in guest -
environment | believe. environment experience
Revi Hotel Hotel N N
e;"'E'Ie"'" = Platform = Location = Location = Hotel Space = Full Review Text = In Vivo Code = Values Code - Theme -
(Reasion) (Country)
Google . Because there is a piano, it can be noisy when it is played in the . : The live music was too e C"T‘""'
R1 . hd Asia * Japan Bar - . : it can be noisy ¥ and Acoustic v
Reviews surrounding rooms at night. loud.
Management
We were very satisfied with everything about this hotel: the room was i i :
. ) : L We were very satisfied with . : Musical
surrounded by wonderful British antique furniture and furnishings, we had ) : The ambient music ) )
Google : ) : ) : : everything about this hotel . Alignment with
R2 Reviews i Asia * Japan Guest Room * a beautiful English garden view from the window, opera arias and other (opera arias and other matched the hotel's h Hotel
music played in the room, the attentive hospitality, and the delicious pe : atmosphere.
music played in the room) Atmosphere

breakfast with plenty of vegetables.

Thao nlara ic nire and tho haaotifol lnkbg and cooo iand inetantlv ralavaoc




Statement [1]
For sure the music plays a huge role in
the hospitality indusiry as a whole, for
ance it helps guests lo be in a calm
mood, softens their nerves.
Music generates a relaxed envirenment
| beliave.

We're aiming to create a calming,
generally appeasing almoesphere
thraugh music.

In the restaurant during the dinner we
are aiming lo put on more quiet, soft
rock maybe. in the bar we are mainly
using jazz, in the spas mainly serens
music.

Mainly classical music and Jazz
represent the identity of our hotel,
becausa it's a historical hotel.

| think our guests like the specific type
of music we put on here, because it
goes well with the almospherae thal we
are aiming to create and so far we
haven't had any negative feedback on
our music strategy.

| believe music influences how long
guests stay in areas like the bar,
restaurant, or receplion. If the music is
pleasant, guests are more likely to
spend lime in the bar or restaurant. In
the receplion, good music can help
tharm relax and make wailing easier.

| believe that well-known sengs don't
necessarily convey luxury, 5o we have
1o be selective when choosing our
music, There is a specific type of music
we associale with luxury, and we aim o
usae that as the background music in cur
hotel,

Choosing and managing background
music is a major challenge because it's
impossible to please everyone at once.
One key challenge is selecling music
that fits the almosphere of different
areas in the hotel. For example, the
restaurant requires more relaxed music,
the bar needs energetic tunes, and the
spa demands completely zen sounds.
Creating playlists that match thess
different vibes is what we find most
challanging.

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
slowar-paced music, but when the bar is
crowded, we use more energelic music
In the momings, we play slower music
compared o the avenings.

In Vivo Code [2]

music plays a huge role / helps guesis
to be in a calm mood / softens their
nerves

genarates a reladed envircnment

calming, generally appeasing
atmosphere

quiet, soft rock / Jazz | serene music

classical music and Jazz represents
the identity of our hotel

guests like cur music [ music goes
well with the atmasphere / no negative
feadback

music influences how long guests stay
{ pleasant music / help them relax and
make waiting easier

well-known songs don't necessarily
convey lusury [ we have to be
seleclive / music we associate with
uxury

impossible to please everyone | fits
the atmeosphere of different areas /
mest challenging

adjust cur music sirategy based on
the number of guests / slower-paced
music / more enargetic music

moenings, we play slower music

Values Code [3]
Guest comfort

Guest comfort

Atmosphere
coherence

Spatial sensitivity

Brand idantity

Theme [4]
Role of music in guest
experience

Role of music in guest
BXpanances
Music as ambiance design

Spatial design and music fit

Music and brand identity

Eaadh

Guest satisfaction

Emotional impact

Brand identity

Operational quality

Adaptability

Temporal awareness

F k-driven adaptation

Guest behavior and dwell time

Music and brand identity

Challenges in music curation

Feedback-driven adaptation

Temporal varation in music use

Statermnent [1]
| don’t have a speciflic experience that
comes to mind, but | would say that
background music in a hotel should
trigger joyful emeticns. It should make

me feel good and polentially encourage

me to extend my stay.

In my experience, it's not abouta
specific type of music, but rather how
well the music matches the
environment. For example, if I'min a
hotel spa and they're playing classical
music or rap, | wouldn't find it pleasant.
The spa is a place where | want lo
relax, and the music should align wilh
that sense of comfort.”

1 think jazz or soul music best suils a

hotel lobby because they tend to appeal

o a wide range of musical tastes and
give the hotel a stylish impression.
Persanally, | would also enjoy pop
musie, as it gives guests a sense of

being ‘chez eux’ — like theyre at hame.

| believe thera should be a balance:
guests should adapt to the hotel's
atmosphere, but the hotel should also
creale an environment thal guesls can
comfortably adapt to.

| think music really influences the mood
of guesls during moments like check-in,
waiting in the lebby, or having a drink at
the bar. For example, if there's no music

al all in the reception or bar, it doesn'l

creale a comforiable aimosphere. Al the

bar, | believe thare should be more
eleciro or pop music, while during
check-in at the reception, jazzy or
classy music would be ideal. That
combination would create the perfect
anvironmenl.

| believe thal the identity of the musie
and the idenlity 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

niot a strict rule, it tends to be the nom
in sueh settings.

One thing | wish hotels understood

better about their guests when it comes.

to sound and music is the balance
between guiding 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 mone
intimate atmosphere.

I'va never personally experienced a
situation where music influenced how
long | stayed in a hotel space like a
lounge or café, bul | believe that if the
music doesn't match the ambiance of
the place, | wouldn't be inclined to
spend more time there.

In my opinion, it's very impartant for

hetels to adapt their music based en the

time of day or the season. | wouldn't
want to listen to the same music all the
time. Specifically, in the meming, I'd

prefer something mare energizing, while
in the evening, when I'm having dinner,

I'd want semething moere relaxing.

If | could make one recommendation to

improve the guest experience wilh

music in hotels, | would suggest using a

paid music subscrption to avoid
advertisements, as no one wanis fo
listen to ads. Adverlisemenis can also
give the hotel a bad reputaticn and
make it seam cheap. Additionally, |
would recommend regularly changing
playlists because guesis who return
frequently may find a static ambiance

unappealing. Keeping the music fresh is

impertant for maintaining a positive
atmosphere.

In Vive Code [2]
irigger joylul emolicns / make me feel

good [ encourage me to extend my
stay

how well the music maiches the
afnvironment / music should align with
that sense of comfort

jazz or soul music best suits a hotel

lobby / gives the hotel a stylish
impression [ like they're at home /
balanee [ guests should adapt / hotel
should create an envirenment

music really influences the mood / no
music... doasn't create a comfortable
atmosphere [ eleciro or pop music/

jazzy or classy music / perfect

anvironmant

identity of the music and the identity of
the hotel go hand in hand / classy,
alegant atmosphere / not a strict rule. .
tends to be the norm

balance between guiding the guest...
and making them feel heard / feel
acknowledged / more intimate
atmosphere

miusic doasn't match the amblance /
wouldn't be inclined to spend more
fime

adapt their music based on the time of
day of the season / more enargizing |
more relaxing

avoid adverlisements / make it seem
cheap / regularly changing playlists /
keeping the music fresh

Values Code [3] Theme [4]
Emoticnal impact Guest behavior and dwell time
Spatial sensitivity Spatial design and music fit
Personalization Music and brand identity
Emetional impact Reception-specific music
Brand identity Musie and brand identity

Emotional connection Emotional and psychological

effects

Almosphere Guest behavior and dwell time

coherence

Temporal awareness Tempoeral varation in music use

Operational quality Feedback-driven adaptation

During special events like festivals, we  tailor the music to match the event Adaptability Feedback-driven adaptation
Iry to lallor the music to match the

avent.

| believe managing differences in managing differences in musical Persenalization Music and brand identity
musical lastes between customers while tastes / maintaining a consistent

maintaining a consistent identity mainly  identity / depends on the staff at

depends on the staff at reception and  recaption

the identity we wani to create for our

esiablishment.

If the music aligns with the hotel's music aligns with the hotel's identity / Brand identity Feedback-driven adaptation
idantity, guests will generally like it and  guests will generally like it/ positive

it will have a positive impact, even if impact

sofme guasts aren't big fans of the

music.

The identity of our establishment is that  identity of our establishment / Brand identity Music and brand identity
of a historical and luxury hotel. While historical and lusury hotel / classic and

this may mean different things to focused on quality

different people, in my epinion, cur

identity is defined by being classic and

focused on quality.

This reputation is well known ameng cur reputation is well known / recognized Guest satisfaction Guest bahavior and dwell time
clients and guests, and our holel is througheout Saint Malo / many repeat

recognized throughout Saint Malo. We  guests

also have many repeal guesls who

have stayed at Chateaubriand for

decades, some for as long as 30 years,

In my opinion, the role of musicin the  rele of music hasn't changed much / Authenticity Music and brand identity
hospitality industry hasn't changed music has evalved / presene the old

much in recent years, but the spacific Chateaubriand charm

music we use in our hatel has evalved.

I¥'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

presarve the old Chateaubriand charm.

If | had to describe the ideal musical plano, appeasing, and not too loud Almosphara Reception-specific music
ambiance for the recaption in three coherence

words, | would choose: plano,

appeasing, and not foo loud,

When | enter a helel, | expect a modem, modern, warm environment / feel Inclusivity Role of music in guest

warm anvironment whare | can fasl
welcome and express myself freely,
Music, as one of the elements, would
contribufe to creating that inviting and
expressive atmosphere.

| remember staying in a hotel where the
background music in the lobby was a
radio station that | found really
unpleasant to listen to. Additionally,
there were advertisements between
songs, which | think guests should not
be forced to listen to.

weleome / exprass mysall frealy /
music contributes to invifing
atmosphere

background music... really unpleasant
{ advertisements between songs /
guests should not be forced to listen

Operational quality

axpariance

Challenges in music curation

When | enter a hetel, | mainly expect a
calm atmosphere with a quiet, cozy
ambiance where | can feel at home but
slill in a privileged setling. Music and
other elements contribute to crealing
that feeling.

For me, background music in a hotel
should not distract or stress me, nor

caleh my altention oo much. | shouldnt
feel disturbed by its presence; instead, it

should help me immerse myself in the

atmosphere. | really don't like when the

music is too loud or infrusive,
Personally, | believe the music should
be calm so | can focus on other things,
While everyone may have their own
opinion on this, | personally prefer
slow-paced jazz or lounge music in the
hotel lobby, especially in the evenings.
Generally, | think the music should not
catch too much attention,

calm atmosphere [ quist, cozy
ambiance / feel at home / privileged
setting / music contributes to creating
ihat feeling

should nat distract or stress me /
should help me immerse myself / dont
like when the music is toa loud or
infrusive / music should be calm

slow-paced jazz or lounge music [
music should not catch teo much
attenfion

Guest comfont Rele of music in guest
expenence

Emotional impact Emotional and psychological
effects

Guest comfort Reception-specific music

R1

R4

RE

R7

R8

R10

R12

R13

Review ID

Review ID

R4

R16

R18

R20

Platform

Platform

Hotel Name

Mesm Tokyo, Auograph
Callection

RUZE Villa

The Bellevue Resort

Novolel Hyderabad
Convention Centre

Park Hyatt
Paris-Vendime

Shangri-La The Shard,
Londaon

Rosewood London
Hotel Arts Barcelona

Ca' di Dio

The Carlyle, A Rosewood
Holel

Disneyland Hotel

Fairmont Le Reine
Elizabeth

Casa Joseph Zicatela

Hotel Name

Taud Resort &
Convention Atibaia

Hotel Unique

Rosewood Sdo Paulo

Holiday Inn Buenos Aires
Ezeiza Airport, an IHG

Hotel

Heinan Royal Palesting

Hotel

Rixos Premium Alamein

Palissandre Cote Ouest

resort & SPA

Sofitel Marrakech Lounge

Spa

Hotel Location Hotel Location Review Date &
(Reasion) (Country) 20202025  Reviewer Tpe Hotel Ipace
Asia Japan 2022 Couple Bar
Asla Japan 2022 Couple Guest Room
the Not
Asia it 2023 eg  Notmentioned
: Not
Asia India 2022 reiored Club
Eurape France 2022 Mot Lobby
mentioned
Europe the LK 2024 lizs, Restaurant
mentioned
Not
Europe the UK 2024 i) Bar
Europe Spain 2002 Mot Labby
mentioned
Eurape Maly 2004 Mot Restaurant
mentioned
North Not
the US 2025 S | (e
North Not
America e US 202 menioned  RoOM
North
Canada 2024 Solo Restaurant
Morth .
; Mexico 2023 Couple Restaurant
Hotel Location Hotel Location Review Date &
Reasion)  (Country) 20202025 NevewerTyee Hotel Space
South .
; Brazil 2024 Famiy Not menticned
South Not
2 Brazil 2023 oy Motmentioned
South Not
) Brazi 2022 joneq ot mentioned
South .
: Argeria 2024 Solo Not mentioned
Not
Aftica Bt 2022 oneg | Restaurant
Afiica Eawt 2024 Famiy Lobby
Adrica Madagascar 2023 Family Restaurant
Africa Maorocco 2024 Couple Restaurant

Full Review Text [1]

Because there is a piano, it can be noisy when it is played in the
surrounding rooms at night.

We were very satisfied with eventhing about this hotel: the room was
surrounded by wonderful British antique furniture and furnishings, we had
a beautiful Englsh garden view from the window. opera anias and other
fmusic played in the foom, the altentive hospitakty, and the delicious
breakfast with plenty of vegetables.

The place is nice and the beautiful lobby and coy pond instantly relaxes
the mind once you arrive. The room we had was nice except that the sink
was coated with paint that wasnt water proof with scratches so it was an
eye sore, The beach was not great but they assist guests to take tours on
better beach views and island hopping. | also like that it's near the airport
The food was good and resto staff were nice and polite but somewhat
busy and hard to calch, We enjoyed our stay especially the acoustic night,
and he band was greal. Upon check oul they charge us exira for
requesling a room with a view, which we did net. They removed the
charge and apologized, probably an honest mistake (but always check
your room charges in detail before checking out), We had a great time
overall and would definitely go back.

\ary poor check-in process. The Process is very delayed and also the
lobby Is not at all like a five star category. The club near lobby has live
music and are 100 loud.

The hotel is very beautiful, and you will somehow get a huge walk in
closet with your room, Avoid reoms on the first floor as you "will® hear the
prano praying until the late hours. Otherwise, good stay and would come:
back (lo stay in anather floor).

Loved it!l We went to the bottomless brunch and it was amazing, The
Senvice was 50000 good and the food was amazing. We loved the
elegance of the venue and the piano player was so fun! The views were
also spectacular,

Slayed there 2 nighls for a work event. What an incredible hotel! The most
incredible night sleep. I've never siept on such soft bedsheets. The
location is fantastic. The hotel bar is absolutely wonderfull The bands
playing were amazing and the cocklails delicious. The whole experience
was amazing.

1was in the hotel lobby. Good cockiail bar, high quality. The wailers were
very altenlive. Classy place with good music. | would like them to add
wasabi peanuts and a small glass of water with each cocktail. The hotel is
as cosmopolitan as the city. They take care of the details and it shows.
For example, the floral decorations. Wonderful,

A great place close 10 everything. The welcome is very warm. We will
come back

& small downsice on the electro music at breakfast that | asked 1o tum
down.

The live music and atmosphere al the Bemelmans Bar is always worth
going to.

Lots of storage space and very thoughtfully aid out. Lots of litthe Disney
touches to the room that make it fun, espedially the lighted musical
headboard. Taking off a star only because the water pressure is not great.

You can't hear your TV if you are in a room near the 3rd floor
barfrestaurant, music is loud and cbnoxious..let alone lake a nap.

My husband and | visited casa Joseph for e first time this May. From the
moment you arrive you are met with smiles and a fresh coconut. The
entire staff couldn’t be more friendly or more accommodating. The staff to
guest ratio is very much apprediated as there is always someone ready to
help. The rooftop restaurant has music nightly and the bands that played
were amazing. The food was absolulely delicious, we ate in lown some
days and thought the hoted had better food than half the restaurants. We
lowved our ocean view from our balcony and the waves rocking us to sleep
at night. The access 1o the beach is steps away from your door. We
coubdn't recommend staying there enough. W will definitely be back.

Full Review Text [1]

This is our second time at Taua Afibaia, and it is undoubtedly still our
favorite resort!

We loved the new istand, with so many fun options for kids. The waler
park is spectacular, guaranieed to be fun for the whole family.

Anather highlight is the food, which is wonderful and stands out compare:
to other resorts we have visited. There are many options for drinks and
beverages.

In Vive Code [2]
it can be notsy

We were very salisfied with
everything about this hotel
{opera arias and ather
music played in the room)

We enjoyed our stay
especially the acoustic
night, and the band was
great.

The club near lobby has
live music and are 100 loud.

you "will* hear the piano
playing until the late hours.

ihe piano player was so
funi

The bands playing were
amagzing

Classy place with good
TSI,

A small downside on the
electro music al breakfast
that | asked to turn down.

The live music and
atmosphere al the
Bemelmans Bar is always
worth gaing to.

Lots of ittle Disney touches
1o the room that make it
1un, especially the lighted
musical headboard.

music is loud and
obnoxicus

The rooftop restaurant has
music nightty and the
bands that played were
amazing.

In Vivo Code [2]

d

The place is very pleasant,
with music, a relaxing

The place is very pleasant. with music, a relaxing almosphere and super
charming uncles, who make all the di in the

Uncle Felicidade is very cooll

As a suggestion, it would be greal 1o extend the opening hours of the
island and the water park, but other than that, we have nothing else to
recommend.

Congratulations to the Taud team for providing such special moments!

Spectacular. Comfartable reom, excellent service and wonderul food.
Dark elevalors and hallways playing very tasteful music. Futuristic and
spacious design! | really liked it!

Beautful place with great live music,

Overall, good,

To improve:

- high price.

= disc0, MUSIC and excessive noise untl & am.

- breakfas!, starting at 7 am; it should be at 6 am o earlier, congidering
flight times.

Very nice place. Exiremely lasty pizza 100% Halian. There is minimum

charge for non-visitors 130 Le. Bul music and mood there is very relaxing.

Service is quite good too. Alcohol is servad there,
Our slay at Rixos Premiere Alamein was wonderul. The location is easy

Dark elevators and
hallways playing very
tasteful music.

Beautiful place with great

live music.

disen, music and excessive
noise

music and mood there is
very retaxing.

to find and the crystal turquoise water along the white sandy beaches was

beeathtaking! The suite we stayed in was spacious, clean and very
comfortable with beautiful views of the sea, Food in all restaurants was
deliclous and so nicely presented, The lovely ladies at Guest Services
was able 10 help with anything we needed and always greeted us with a
smile. The stalf were attentive and belpful. We truly appreciated the

| particularty enjoyed the
live music of violing, cello,
plane, guitar and string
quartet in the main lobby

personal service we received from Kelly when we had a misunderstanding and during meals.

with our reservation. | particularly enjoyed the live music of violing, cello,
piano, guitar and string quartet in the main lobby and during meals. We
will visit again soon!

Nice bungalews with elementary supplies. Bed had almest hole at the
spine area - used decoration pillow adding one under the mattress to fix
this. Dinner was accompanied by great Ive music! Red wine (the one sol

by class) was highly overpriced for is qualily but we swallowed it being in

the end of the world and 5
Breakfast was good and attentive service plus seaview made it perfact.

Wi dined he orangerie for our first night, the setling was beautiful, and
the live band set the mood perfectly. We both had lamb which was
delicious and very satisfying, the wait staff were excellent at making us
feel welcome and il was a wonderful evening.

L) Dinner was accompanied

by great ve music!

the live band set the mood
perfectly.

Values Code [3] Theme [4]
Vodume Control
Thh:’u\e music was oo i
ps Management
The ambient music ﬂ:ﬂ twith
malched the holers Hotel
almosphere. AT
The: live music Positive
enhanced the guest's Emaotional
sense of satisfaction. Enhancement
Vodume Control
Thh:’u\e music was oo ST
2 Management
Volme Control
:‘r':lllve music was too and Acousiic
. Management
The live music Pasitive
enhancad the guest's Emational
sense of satisfacti
The live music Positive
enhanced the guest's Emational
sense of satisfaction. Enhancement
" Musical
The ambient music
maiched the hotel's ﬁ“ with
atmosphere. Atmosphers
. Musical
The ambéent music
didn't match the hotel's :3“ with
atmosphere. Al phere
The live music Positive
enhancad the guest's Emotional
sense of satisfaction. Enhancement
The ambient music Positive
lifted the guest's Emational
mood, Enhancement
The ambient music Volume Control
from other areas
disturbed the guest's :‘d mﬁcl
sleep. Al AT
The live music Paosilive
enhanced the guest's Emotional
sense of satisfaction. Enhancement
Values Code [2] Theme [4)
The ambsent music Contribution to
had a relaxing effect Guest Rest and
on the guest. Ralaxation
Musical
The ambient music
malched the hoter's m:"’"“’""‘
atmosphera. Al phere
The live music Positive
enhanced the guests Emational
sense of salisfaction. Enhancement
The ambient music VoNiTe Coriol
from other areas T
disturbed the guest's . :
sleop. lanagement
The ambient music Contribution to
had a relaxing effect Guest Rest and
on the guest. Relaxation
The live music Positive
enhanced the guests Emational
sense of satisfaction. Enhancament
The live music Positive
enhancad the guest's Emaotional
sense of salisfaction, Enhancement
The live music Positive
enhanced the guest's Emational
sense of satisfaction. Enhancement



Results

Thematic analysis of online
guest reviews

Qualitative interviews with
hotel managers and guests
Online Reviews:

Managers: e Music most noticed when exceptionally well-
e Ongoing challenge—curating the right music for chosen or poorly managed
changing moods and diverse guest backgrounds e Praise for subtle, ambient jazz in public spaces
e Importance of variety and preventing repetition e Criticism of intrusive, repetitive tracks or lack of
background sound
Guests: e Varied preferences: some value silence, others

., : : seek gentle ambiance
e Music’s role in creating a sense of welcome and

ggthent]cicity i o o b Feedback and adaptation highlighted
o IscomTtort when music IS too louq, absent, or as keys to gueSt satisfaction

mismatched
e Memorable experiences—familiar songs,
exclusivity, local culture




Discussion

Ambient music as an
intentional element of luxury
hospitality

More than background noise
—music shapes emotional
tone and guest perception

Must adapt to:

e Time of day

e Location within hotel

e Guest demographics and moods
e Cultural expectations

Hotels that listen and respond to guest feedback
stand out

Flexibility in curation seen as sign of attentive
service

True luxury is found in the hotel’s ability to fine-
tune sensory details
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Limitations

Small and geographically limited sample

e Data from a limited number of hotels in a specific region
e Results may not reflect global luxury hospitality trends

Cross-sectional study design

e Insights represent only a single moment in time
e Unable to track changes in guest emotions or experiences over longer stays or different seasons

Dependence on self-reported data

e Relies on interviews and guest reviews
e Potential for memory bias, subjective interpretation, and social desirability effects

Cultural and contextual differences

e Emotional reactions to music are shaped by cultural background and personal preferences
e Findings may vary significantly in other cultural or social settings

No direct comparison between manager intentions and guest experience
o Gap between what hotels hope to achieve with music and what guests actually perceive
e Opportunity for more in-depth, matched studies in the future



Recommendations

Expand the scope of research

e Include a broader range of hotels across
different countries and regions

e Explore variations in cultural, social, and
market contexts

Longitudinal studies

e Follow guests over longer periods
e Investigate how emotional responses to
music evolve during and after their stay

Incorporate objective measures

e Use physiological or neuroscientific tools
(e.g. heart rate, EEG, facial emotion tracking)

e Provide deeper insight beyond self-reported
data

Compare luxury and non-luxury
hotels

e Examine differences in how music is used
and perceived across different market
segments

Longitudinal studies

e Combine perspectives from psychology,
musicology, hospitality management, and
environmental design

e Develop a more holistic understanding of
music’s role in hospitality

Incorporate objective measures

e Systematically analyze both managerial
intentions and actual guest perceptions

e Help hotels align music strategy more
closely with guest expectations



Conclusion / Final Thoughts

Ambient music is a powerful, often
overlooked tool in luxury hospitality

e Shapes emotional atmosphere and guest
perception

e Can elevate comfort, authenticity, and the
overall hotel experience

Thoughtful music curation sets
exceptional hotels apart

e Requires flexibility, cultural sensitivity, and
continuous adaptation

e Successful hotels treat music as an
integral part of the guest journey

Attention to musical detail is not
mere ornamentation

e [t Is a hallmark of truly memorable and
welcoming hospitality

e \When neglected, even subtle disharmony
can disrupt the atmosphere

Looking ahead

e Continued research and innovation can
help hotels design environments that
foster belonging, relaxation, and loyalty

e The art of hospitality lies In perfecting
even the quietest details
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