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Abstract

This dissertation was written as part of the MSc in Hospitality and Tourism
Management at the International Hellenic University.

This survey aims to describe and further explain the role of guest relations services and

background music in hotels, focusing on high quality hotel companies, how it affects

guests, consciously and unconsciously, and whether it can play an active role to

improve hotel procedures by creating mild relations among guests and personnel. Can

background music constitute a useful tool of functionality for beneficial and productive

guest relations and customer service? Wi | | e mpl oyees’ perfor manc
possible return to the hotel?

Additionally, what needs to be examined is how background music creates a certain
atmosphere in hotels, expressing and revee
emotions and impressions.

| would like to specially thank my supervisor Chryssoula Chatzigeorgiou who played a
significant role to the whole process of my dissertation and to the final outcome. With
her guidance | feel like my scientific work and effort gave me the desired results and
personal achievement and satisfaction.
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1. Introduction

Within the past decades, hospitality industry examines emotional customer experience

relating to the cognitive factors of their stay, which has been proven to significantly

i nfl uence guests’ at t i t udbutabotlk sefvicepheye s si on
have accepted. Thus, it is vital to take into consideration variables that affect this

emotional experience. The variables that will be examined and discussed in this
research are background music toem.d guest r ¢
Focusing on emotions as the initial state of consequential expressed guest behavior

and attitude (Martin et al, 2008), it is observed that these emotions are stemmed from

specific objects or referents (Burns and Neisner, 2006). Emotions play a main role to

guest experience (Klaus and Manthiou, 2020; Olivier, 1997) and to the consequent

amount of their satisfaction (Lin & Liang, 2011). In more detail, emotions that guests

experience during their stay in a hotel affect the way they perceive the hotel
environment and whether the services and the environment itself satisfies them

(Martin, 2008). When it comes to guests, the ability of hotel management (with the

support of efficient software) to offer them memorable experiences is one of the most

important variables in order to see them pleased.

Music is included in the concept of atmospherics, possessing an influential force and

being capable of manipulating customer s’
from inner furnit ur adsdpkisticatedlfond ingraddntsdr@c or , I
signature cocktails, music constitutes one of the basic ambiance elements that can

turn a hotel company recognizable, memorable and enjoyable (Lin and Mattila, 2010).

Also, it is proved that ambient music seems toincr eas e compani es’ s al
Kim, 1993; Mattila and Wirtz, 2001; Milliman, 1982; Yalch and Spangenberg, 1993) and

infl uence customer s’ purchase intentions (
1998).

Music and all ambient elements should be treated and addressed to guests just like
material goods are addressedt o0 cust omers as wel |, so the

framework they are in, the quality and character of these elements, are noticed by

guests and affect their purchase decision (Lin and Mattila, 2010). In addition,

examining especially theupscal e |l uxury hotel s’ case, t
greatly affect guest s’ perception of qual
final impression of the place and of their experience.

Continuingly, it is evident that apart from the physical environment and the ambiance

el ements (including music) guest relation:
and experience as well. When hotel guest relations department succeeds in
respondi ng t o guest s’ reqguests and copes with
in maximizing profits and creating a loyalty net of guests. What might influence

relationship quality between personnel and guests varies. For instance, guest

confidence is formed when an employee provides services as promised and puts

guest s’ needs and interests over them. Th
communication skills, the more customers perceive that their needs are highly ranked

(Swan, Trawick & Silva, 1985).

Based on all the afore mentioned findings it becomes clear that guest satisfaction, that
consequently determines their intention to return or not to one place, ultimately



depends on service perf ormance’ s and p h
perception of quality (Worsfold Kate, Fisher Ron, Mcphail Ruth, Francis Mark, Thomas

Andrew, 2016). This means that service performance, among other things, should

i nclude empl oy e e shich jlso e nlhscandessf aguiesh s’ fi
experience and their intention to repeat their stay (Worsfold et al., 2016).

The first chapter focuses on the basic theme of background music in hotels and its

influenceon guest s’ emotions. Firstly, which o
setting is able to af f e c t guest s’ emotions? And <cont
i nfluence guests’ attitude and final sati s



2. Emotions
2.1 Emotion theory overview
Theoretically overviewing emotions, according to cognitivist emotion theories, it is
stated that it requires beliefs, desires or values to create a feeling, and that feelings are
judgments or even that parts of judgments exist in feelings (Demmerling & Landweer,
2007). How do we feel and act towards an object/service? Do we see it, perceive it and
conceptualize it exactly as it is or do our beliefs and attitude influence our emotions on
these goods/services? Does directedness of physical phenomena, as Brentano
mentioned ‘i mmanent object, apply? Sch
overcome our thought and will (Heidegger, 2006).Others claim that our emotions and
feelings are formed and subjectively experienced within us (Stenger, 2012). Emotions
have some basic characteristics and they can be distinguished from a
phenomenological perspective. Firstly, they express themselves in an embodied way.
They are perceptible. Thus, they cannot be controlled neither by will nor by rationality.
In addition, feelings overwhelm and they are experiences. They decentralize people in
a certain way and show that -in a word of Sigmund Freud-t he eg®@Yi a0 686l3 A Y .
own housé ’ (Freud 1917, p. 7). Examining “’ The
Carroll E. Izard (2004), many vi t al traits oafementived. inons 1 n
the book, it is referenced :QL‘F G KS LINBaSyid lylrfeara Aa az
extraordinary importance in the total economy of living organisms and do not all
deserve being put into opposition with inteligehce ( Mowr er 1960) . Acc
emotions organize and motivate significant aspects of individual behavior, personality,
development, and social relationships (lzard, 2004). Furthermore, regarding types of
motivation, motivation involves stimulation and a type of sensory, such as sight,
hearing. These senses are activated and trigger a certain feedback. Later on his
research, lzard explains that fundamental emotions are subserved in innate neural
programs. However, although they are genetically based mechanisms for the
fundamental emotions, they still can be modified through experience. Moving on to
two of the first scientists having conceptualized emotions as dimensions or states of
consciousness, and hence as dimensions of personality and behavior, Spencer, 1890
and Wundt, 1896, uphold that the sphere of consciousness described by emotions or
feelings could be accounted for by three dimensions: pleasantness-unpleasantness,
relaxation-tension, and calm-excitement. Passi ng to Arnold (1960),
and per sonal istlty from,a sequenget of evants described by the
concepts of perception and appraisal. As previously explained, perception is a simple
apprehension of an object, while emotion is distinct of appraisal, meaning it is the
nonrational attraction or repulsion that follows upon the appraisal of something as
good or bad for the perceiver. In emotion psychology, experience is perceived as a
feeling which triggers an expression, like laughter, crying, etc., and physical change
(pulse, blood pressure, etc.) (Mandler, 1980; Plutchik, 1980; Eckmann, 1981; Holbrook
et al., 1984; Lazarus, 1991; Scherer, 1995; Izard, 2004). Thereby a trigger of experience
can be described as impulse and the experience itself as a reaction to it (Mehrabian
and Russell, 1974; Donovan and Rossiter, 1982).
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Moving on to specifically examine guests and emotions in hospitality sector, a

veri fication of the examined term of

‘ H e m

subject studied: customer emotioRYSygithe
state of readiness with regard to a specific referent, such as an object, @rent,

person ’ (Johnson and Stewart, 2005).
According to a recent study that was applied to guests of upscale luxury hotels
regarding guest satisfaction and emotional response to hotel stays, it was shown that
guests emotionally attached to a place repeat their stays more often than merely
satisfied guests (Sukhu, et al., 2018). Emotional attachment may be achieved through
offering experiences that matter by the hotel to the guests.

Moreover, a physical setti ng cdesipnsas veel

s of

as i nvi si bl e communicati onal attributes S

(Durna et al, 2015). Management teams of upscale hotels should acknowledge the
i mportance of hotel’'s physical e or wdt
guests and contributes to develop positive consumption emotions and price
perceptions among customers and increase their satisfaction levels (Faizan, Muslim &
Kisang, 2016). Thus, in order to achieve that, they should also consider that there are
certain emotional states of hotel guests. Environmental psychologists explain

consumer behavior. Me hr abi an and Russel

environment affects people was adapted by Donovan and Rossiter (1982) who attempt
to reveal this impact. In high-quality hotels guests seek not only for professional
services, but also for personalized experiences. In order to measure customer
satisfaction, it is vital to consider factors regarding their present psychological state,
too, such as subjective personal reactions or feelings experienced by consumers.
Experiences that eventually cause emotions, due to their internal nature, are very
personal (Knutson and Beck, 2003). Each individual has a different reaction and
emotion towards each experience (Graburn, 2001). This reaction depends on the
gender, age, etc. of the individual (Hartmann and Haubl, 1996). For instance, Baker
(1986) indicates three categories of environmental factors affecting the experience:
social factors (e.g. people such as consumers or employees), design factors (e.g. visual
amenities, layout and colors) and environment (e.g. the service encounter facility).

ronmer

23+ NA I 6fSa | FFSOUAyYy3I 3AdzSadtaqQ Syzdaarazya

Besides these theoretical aspects, we may detect a number of empirical analyses using

exper i ment al design approaches such as the

on consumer behavior. It i S proved
emotional state (Csikszentmihalyi, 1992). Momentary emotions in a hotel setting seem
todependonfact ors | i ke for example “’"to

ti me’’ and to become i mmersed in s
t he guest ' s -likd fedingsederingahk serflice delivery process. Also, the
emotional state de-psepredccs fiean ffarcmor s (stag
demographics of the guest when consuming the service. Furthermore, it depends on
the involvement of the guest during the service delivery process and on situational
factors during the service delivery process. Finally, the emotional state depends on
guest’s degree of intuition during

t hat

f eel t

omet hi

i ng g

the se

combined physical setting and empl oyees’ i



sufficient or insufficient service performance. Service performance is considered to be

the core of every service experience (Arnould and Price, 1993; Normann, 1996,

Fitzsimmons & Fitzsimmons, 2007).

As regards to tourism products and services through which guests perceive and

experience a place, innovative experience design and orchestration must be
implemented, as they constitute critical core capability of successful hospitality

companies (Gilmore and Pine, 2002). Moreover, hotel management teams should

make efforts to constantlyt r i gger guest s’ a | oftenfsurpvise s ens e
them (Pine and Gilmore, 1998), so it is required by service managers to achieve high
emotionality i n theirs and personnel ' s !
experiences (Grotsch, 2001).

Furthermore, guests perceive hotels as places that offer them unique experiences, not

only as places to spend the night (Carrington, 2016; Zomerdijk and Voss, 2010).

Elements that create, shape and affect customer experience as stated before are inner

decoration, lobby music, etc. ). Thus, it is proved that servicescape attributes

deter mi ne guest s’ emotions and emoti ona
environment. Hence, these elements must be carefully and methodically implemented

in the hotel, as guests appraise them all the time during their stay (Meyer and

Schwager, 2007). At any rate, it is worth mentioning that it is indeed shown that these

elements in the hotel environment do influence guest satisfaction (Bearden and Teel,

1983; Bolton and Drew, 1991; Mittal et al, 1998; Shankar et al, 2003).

24CKS AYLI OO0 2F 3dzSadaQ o0StASTa FyR FadAidd
To continue with, as regards to guests’ b e
emotions, theory of reasoned action (TRA) and theory of planned behavior (TPB)
(Ajzen,1985, 1991; Fishbein and Ajzen, 1975a, b) explain that people make both
reasoned choices based on logic, as well as choices under involuntary control.

Mor eover, attitude i s c onrslhedatve evaduatibpnof b e a
things, while beliefs are engaged behavior (Ajzen and Fishbein, 1980). In any case, TRA

and TPB can be modified (Ajzen, 1991) . |t
(prior to their emotions) regarding hotel environment play a huge role to their final

experience outcome (Anupama et al., 2018) . Actually, guests

form their emotions. In addition, it is stated that sensory experiences affect highly and

more than the rest types of experiences the cognitive, emotional and physiological
responses that | at er on shape guest s’ be
Therefore, sensory experiences should be carefully incorporated in the hotel areas, so

as to inspire positive feelings to guests, overcome logic and lead to satisfaction.
Ambient elements (including music) have certain purposes. Thus, it is managerial
team’s responsibility to examine guests
them correctly according to these responses in order to reach the desired reactions

and feedback. Hence, it is understood that servicescape is formed by all service
elements put together (Nilsson & Ballantyne, 2014), so it is of great significance to
examine the total servicescape concept, composed of all different elements, and not

only some specific elements of the physical setting. As mentioned before, music
background is considered to be included in the ambient elements which are among the
five most significant categories otfie el eme
hotel (ambience, room, public, social and green elements).



Satisfactionasitisdet er mi ned by guest s’ atrtagitisude (S
described in the attitude theory of emotion (Bull, 1951), according to which, attitude

leads to emotion and consequently to certain amount of satisfaction. Also, it is shown

that especially in luxury, wupscale hotels
satisfaction (in a positive way most of the times) (Chaiyapun, 2012). Of course, guest

satisfaction is influenced by the quality of the total hotel ambiance (Amin et al., 2013)

which includes background music (Jani and Han, 2014).

259 YLX 28SS4aQ GGAGIdzZRSa YR 0SKIF@GA2NI | FFSOi
One more crucial element that af f ect s guest s’ emotions in
attitude and behavior (Teng and Chang, 2013). An empirical study examined the

interaction between public servants and tourists (Mingqiu et al., 2020). If it was to be

compared with the hotel setting, it would be similar to the respective interaction

bet ween hospitality employees and guest s,
tourists are led to different emotions of experiential value and this value affects their

feedback to employees and their co-creation intentions (Mingqiu et al., 2020).

Actually, the employee-guest interaction is recently considered to be a modern trend

of hospitality industry (Chu and Murrmann, 2006; Kuo et al, 2012), and it is taken into

serious consideration as itis shownthat guest s’ attitude and pel
affected by the service of employees as well (Schneider and Bowen, 1985). Thus, it is

crucial for the hotel and the management team to succeed in developing an emotional

bond and communication among guests a n d personnel . | t S S
experience is deeply improved when engaged employees seem to understand their

emotions, determining their satisfaction and future loyalty (Fairweather, 2013;

Williams, 2013). So, during the past decades there is a tendency from hospitality

managers to invest in engaged employees that are in position to project a positive

emotional state when serving guests (Barsky and Nash, 2002). Also, apart from all the

other characteristics that an engaged hospitality employee is expected to have, the

most important one is empathy. Empathy is referred to as the ability of employees to
comprehend guest s’ expectations, both coi
accordingly (Basil et al, 2008). In order to reach this desirable outcome 0 f empl oyees
performance in position to deliver emotional touched services, hotels apply special

training programs.

Thus, taking into consideration all the above scientific information as regards to which

el ements influence (¢ ltersoh evcke cdrtairt eendtionsantdp r e s s i
certain level of satisfaction, it is clarified that these are elements of physical
environment such as the quality of furni

hospitality, etc. (Torres et al.,, 2014). Always takingint o consi derati on t
impression is initially affected by their beliefs and attitudes.

Research question1: When examiningthe k ey el ement s of a hot el
whichonesareabl e t o affect guest s’ emotions?
Research question2: How dot hese emoti ons influence gue
satisfaction?
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Now, specifically exanfiinkiS gO2uN&s claNFey O AeLdf oS
concept is the creation of an environment thaitl promote and enhance a feeling of
well-being and enjoyment’ (Gee, 2000) . Nowadays, servi
management teams, guest relations managers, frontline employees, etc., make efforts

to identify how to develop and enhance guest satisfaction (Hu, Kandampully &

Juwaheer, 2009; Lee, Back & Kim, 2009; Ryu & Han, 2010; Wong & Dioko, 2013).

Particularly in resort hotels, diligent physical surroundings constitute basic
requirement for guest satisfaction (Han & Ryu, 2009; Jang, Liu & Namkung, 2011; Lee,

Jin & Lee, 2014; Ryu & Han, 2010; Ryu & Jang, 2007; Walsh, Shiu, Hassan, Michaelidou

& Beatty, 2011; Wu & Ko, 2013) and the physical setting of the resort, in combination

with a person’s initial e mo t linniang, 2081f at e,
Rose, Clark, Samouel & Hair, 2012), whereas behavior is divided into avoidant and

approach behavior (Lee & Jeong, 2012; Novak et al, 2010).

27wSadl dzNF yi aLl 0Sa Ay K20iSfta O2y GNARodziAy3
Looking into a specific publ i ¢ space of the hotel’s inte
restaurant areas, warm atmosphere and quality services evoke positive emotions to

customers (Jang and Namkung, 2009). In addition, relaxing music is a basic variable of

creating pleasant setting in restaurants. Therefore, after all these assurances, the

creation of an attractive inner space with quality ambient elements and services has

been the main target for hospitality managers in the past decades, as the high quality

physical setting is considered to be a key element to achieve guest attraction and

satisfaction (Han & Ryu, 2009; Pareigis, Edvardsson & Enquist, 2011).

2.8 Normal and consumption emotions

A discrimination between normal emotions and consumption emotions is necessary
(Han & Back, 2007). Richins (1997) referred specifically to consumption emotions,
meaning emotions being experienced during service consumption, in this case, during
application of hotel services, consumed by guests. Their main difference to normal
emotions is that consumption emotions are most of the times intentional (Lee et al,
2009) and due to the fact that they arise after service consumption, they are followed
by certain responses. The reason why hospitality specialists consider consumption
emotions when examining consumer behavior models is because every time different
guests evaluate the hotel services differently.



3. Hotel Guest Relations

It is highlighted that a hotel guest relations department of an upscale hotel is vital for

the customer satisfaction and it should be supported if the hotel company wishes to

offer high quality services. The report to guest relations services and guest relationship
management 1S necessary, i n order to exam
expressed, as service interactions cause multiple emotions to guests and personnel

during the process (Wu and Yuhui, 2019). A variety of emotions that guests experience

are caused by the physical setting as mentioned earlier (including music), but also by

the service management and human interaction (Wu and Yuhui, 2019). Effective guest

relations management is the most essential part of guest experience and every hotel

ought to take it into consideration.Qual i ty of guest s’ experier
the consistency with which hotel standards of service are applied (service quality).

Guest relations department’s responsibilit
it worthy for the guests. Mor eover, guest
are gaps in the total hospitality operational system of a hotel. This is exactly the point

where successful managerial teams should face these complaints as opportunities to

i mprove hotel ' s operations and procedur e
Repeaters’ n e t w oughkeffeativesamplatnxhgndling dng solting, ras

these guests feel special and treated, having been taken care of. In fact, guest relations

agents should never be complacent about their services, but always improve their
effectiveness omplainitsandl i ng guests’ ¢

3.1 Service quality

In order to examine and further comprehend what exactly service quality is about, it is

needed to mention that service quality is strongly connected with guest relations

services and it is revealed through guest relations, as well, in a hotel. It has a great

impact on guest satisfaction, that leads to guest loyalty (Storbacka, Strandvik,
Grdnroos, 1994) and consequently to hotel
(Rust and Zahorik, 1993). Furthermore, customer relationship economics are of great

importance. Customer relationship economics examine service quality, guest

satisfaction and purchase intentions, as well as what follows after these variables,

meaning purchase loyalty, purchase volume, word of mouth behavior and long term

customer relationship profitability (Storbacka, Strandvik, Gr 6 nr o0 0 s , 1994) .
assuming, regarding t he above, t hat gue
perception of quality and satisfaction, choosing to be loyal guests that make the hotel

profitable. What is certain in any case is that quality leads to profitability and steady
revenues. Adding, guest s’ zone of ttiel er anc
described to be somewhere between adequate and desired level of service (Zeithalm

et al, 1993). As for service quality in combination with customer profitability (Liljander

and Strandvik, 1993, 1994, 1995; Strandvik and Liljander, 1994; Storbacka, 1992, 1993,

1994; Storbacka and Luukinef®a$SKRyddpds it h:
to customer satisfaction, which leads to relationship strength, which leads to
relationship longevity, which leads to customer relationship profitabilisyorkacka,

Strandvik, Gr 6 nr oo s, 1994) . Finally, I bshipshoul d
profitability occurs from relationship revenue minus relationship costs.



3.2 Relationship marketing
As regards to relationship marketing, marketing activities between employees and

hot el guest s seem to seriously af fect

marketing focuses on acquiring and maintaining customers. The past decades it has
become necessary for companies who wish to secure their clientele, to fulfill their
promises, enhance their in-between relationship and have a profitable outcome
(Berry, 1983; Gr 6 nr o0 s, Ut9d8p@nds orl $heé dullity of relationship
marketing delivery whether committed guests will occur, as well as repeaters and
positive word of mouth.

Moreover, hotel companies use marketing tools (background music being one of
them) in order to increase their profits. In fact, hotel managers should give guidelines
for efficient relationship marketing activities. Also, effective use of relationship

marketing strategies keep guests satisfied and the profits constantly rise (Gr 6 nyr o0 s

1990). Thus, nowadays many hotel companies consider efficient guest relationship
management key element for their development (Gruen, Summers & Acito, 2000), as it
creates and multiplies committed guests that are no price sensitive, and consequently
decrease marketing costs and increase profits (Bowen & Shoemaker, 1998). It seems
that committed guests spread positive word of mouth, providing free of charge
marketing and publicity to the hotel (Bowen & Shoemaker, 1998). Additionally, they
spend more to their chosen hotel company and do not switch to a competitor easily
due to small price increase (Reichheld & Sasser, 1990). In fact, it is mentioned that it
costs more to acquire a new customer than retain a loyal one (Kotler, Bowen &
Makens, 1996). So, concluding from the above findings, it is more than important for
the hospitality companies to invest in building long-term relationships with their
guests so as to further build their brand name and improve their profitability. There
are many ways through which marketing strategies can achieve that for hotels. For
example, by offering gifts to repeaters, acknowledging their importance (Bowen &
Shoemaker, 1998). Airline industry came first to adopt relationship marketing plans
which aimed to bond customers to brands through loyalty programs.

3.3 How to achieve relationship quality between guests and employees

t

Rel ationship quality derives from customer

services and communication skills and assessment of their behavior whether it is
performed with respect, courtesy, empathy, helpfulness, etc. ( Gr 6 nr 0 0 The
above also includes feelings and emotional states during customer-employee
interaction (Bowen & Shoemaker, 1998). It is observed that greater guest confidence
and communication results are given in higher relationship quality, while higher
relationship quality results apply in greater commitment, repeated purchase and
positive word of mouth (Bowen & Shoemaker, 1998). As it is clear, relationship
marketing is very important for a hotel, although there is no academic study of the
cause-effect model of relationship quality in the hotel industry. Hotels that use more
relationship marketing efforts such as guest confidence, effective communication and
guest contact, are more likely to adjust higher relationship quality among service
providers and guests (Berry, 1983). When relationship quality is increased and

devel oped, guest s’ behavior is affect

to achieve through relationship marketing is a long-term, trusting, mutually beneficial
relationship with valued guests.

1990

ed
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3.4 How to create long-term relationships with guests

The most important variable to build strong, long-term relationships, is to ensure that

the hotel is capable of keeping their promises, as this is the key attribute for mutually
beneficial bonding among hot el compani es
trustworthiness, meaning employees’ pr omi
basic element to create a relationship, as trustworthiness between employees and
guests affect guest s’ attitudes and behav
t hat when a guest’s confidence is increas
apart that it enhances relationship quality, uncertainty and doubt regarding services

applied are decreased (Crosby & Stephens, 1987). Also, relationship quality depends

on guest contact behavior as well, meaning the ability of employees to contact with

guests and their capability level of complex, ill-structured problem solving (Crosby,

Evans & Cowl es, 1990) . Addi tionall vy, it
willingness to repeat their stay is affected by their overall and final perception of an
organi zati(8ntsegualbdp) . Hence, the physi

service providers present and perform with are significant in creating stable
relationship quality. Adding, effective communication is another important and
necessary attribute. To present quality physical elements and adequate service
performance is one thing to create a relationship quality. The other is to be able to
effectively communicate them. On time communication, that contributes to problem
solving, is positively evaluated by guests and creates trust (Moorman, Deshpande &
Zaltman, 1993). So, whatever has to do with communicational activity reinforce the
purchase decision, provided that feedback between employees and guests as stated
above has a positive effect on repeaters (Dichter, 1989). Moreover, as it is mentioned,
“integrated marketing communication str al
and personal communication tools. Mass communication tools generate awareness
from broad audiences and personal communication translates this awareness into
positive attitudes and trust’™  ,)(Wagner, F

3.5 Guest commitment

Guest commitment is very similar to the concept of brand loyalty. Guest commitment
was used as an intervening variable that has a time-dimensional effect on repeat
purchase and word of mouth. Commitment is the outcome of relationship quality
( Moor man, Zal t man, & Deshpande, 1992) . A
hotel could influence his or her commitment to the hotel. Word of mouth is another
important performance measure. Word of mouth is the interpersonal communication
between two or more individuals, such as members of a reference group or a customer
and a salesperson. It could be delivered through Trip advisor, official website of the
hotel, at the rating section or the customer support section, or even Instagram and
Facebook. All of these people exert purchase influence through such communication.
Guests nowadays actively seek information and reputation of the place they are about
to visit or the experiences of other guests, or they overhear from other visitors their
experiences regarding certain service situations. It is pretty clear that in the hospitality
industry, the most powerful form of communication is word of mouth. This is
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especially true of many independent hotels and restaurants that do not formally use

any portion of the communication mix (Lewis, Chambers, & Chacko, 1995).

36 ¢ KS AYLIOG 2F SyYLX2eSSaQ Sy3arasSySyid 2y
profitability

Another i mportant matter regarding guest
personnel’ s engage wWerkdommitmedt is inkethwith & hoteln t .
company’s success (Strom et al, 2014) , | e

increase, behavior improvement, managerial efficiency and increase of guest

satisfaction (Blomme et al, 2015), while on the contrary, costs are being increased

when personnel leaves and productivity levels drop. If employees are satisfied by their
employment conditi o n s , working environment and the
mostly perform to the maximum and this of course affects guest relations. So, it is of

high importance employees to be honestly happy and pleased in their work, so as to

make guests happy as well, because if they just pretend to happily serve their

customers, it is subconsciously perceived by guests and block their satisfaction. As

st atQFAdNR Yt AyS K2GStf SyYLXz2eSSa FL{1Ay3a Syz2i
heightened exhaustion anhcynicism and the ones trying to invoke the proper feelings

(deep acting) are faced with less cynicism and have high levels of professional’efficacy
(Kim, 2008). The same study also demonstrated that the display rules to show positive

emotions are significantly and positively related to higher professional efficacy.

As regards to the variables that affect employee engagement, one remark is made by

Pienaar and Willemse (2008) regarding employees in South Africa, mentioning that

‘QFSSt Ay3a (p&rsodal agconmptighiderd Bidl Wedication, the availability of
avoidant coping strategies, and favoring the addressing of symptoms in coping could
predict general health for a sample of frontline food and beverage employees in South

Africa ' . Fur t hgearsample ef emplayses in both supervisory and non-
supervisory positions in quick-service restaurants, Kim et al. (2009) demonstrated the
‘“Big Five’ personality vari abl es: extr

conscientiousness, and openness to experience. Neuroticism increased burnout and
reduced work engagement, while conscientiousness enhanced work engagement.
Managers could | earn how to increase empl
application of learned skills to challenging work situations (Xanthopoulou et al., 2008)
and create a proper environment for healthy competition among employees. A
malfunction emerging is that managers are not always capable of retaining the current
competitive and self efficacious frontline employees in their organization. Such
individuals should be offered more attractive career opportunities in the workplace, as

they constitute key el ement of a hotel’' s f
positive word of mouth and emerging happy repeaters.
Research question 3: Can t he hot el achieve guest s’ a

satisfaction and consequently hot el
customer relationship management and marketing practices?

s pr

37 SF RSNEKALI FI O0 2 pérforlhdhdd OG Ay 3 SYLX 28SSaQ
Furthermore, a crucial variable worth mentioning and focusing on, is the impact of

| eadership on employees’ |l oyalty and by
functioning and hot el compani es’ or,gani z a
2020). It is proved that the lack of strategic and effective leadership leads to profit
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decrease. In order to maintain profitability and productivity, the implementation of

efficient leadership is necessary (Lussier & Achua, 2010). Additionally, due to the fact

that empl oyees’ overall behavior, attitud
guests, it is vital to control and sustain their engagement to the company through
transformational and transactional leadership (Xanthopoulou, Karampelas, 2020).

Speci fically, It i's seen that mostly tran
commitment and long-term effort, as well as to the increase of their creativity and

productivity (Xanthopoulou, Karampelas, 2020). In fact, leadership styles the past

decade s ar e considered significant vari abl
performance in businesses (Wu, 2009). More importantly, efficient leadership that

| eads t o empl oyees’ commi t ment creates
motivation and higher work efficiency (Yousef, 2000; Riketta, 2002; Abdul Rashid et al,

2003; Samad, 2012; Chen et al, 2006) . Il n &
affects employees’ motivation and satisfa
environment (Xanthopoulou, Karampelas, 2020). Leadership is not one-sided, but

involves leader-employee interaction, so as to achieve organizational goals (Hersey &

Blanchard, 1974; Hsu, 2002; Yukl, 2010). Thus, it is presumed that leadership

significantly influences guest relations services, as through effective and strategic

| eader shi p, empl oyees’ productivity, mot i
controlled and increased, thereby guest s’
What is concluded is, that with the use of various leadership tools (with an emphasis

on transformational leadership attributes, such as idealized influence, inspirational

motivation, mental stimulation and personalized examination), leaders are in position

to create higher levels of work engagement and satisfaction in employees (Walumbwa,

2005).

Moving on to the final chapter, background music in hotels has a great impact on

guests and it constitutes a widely known
that it is being used to further satisfy guests, create a quality atmosphere and a certain
ambiance. Music is vividly present in al/l peopl e’

significant moments in life, it brings memories, evokes emotions, connects people of
different cultures, it is even used in medical therapy. Thus, a challenging goal for
hoteliers is to smartly use background music in order to invoke the correct emotions
(music use for emotional regulation purposes) to guests-listeners (Chamorro-Premuzic
and Furnham, 2007; Saarikallio, 2011).
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4. Background music in hotels

4.1 The contribution of music in physical environment

Clearly, music adds value to guest s’
it (National Restaurant Association, 2018). An interesting case regarding a restaurant
located in London, describes how the restaurant serves its signature seafood dish with
music accompaniment of sea sounds (Wallop, 2016). Moreover, hospitals use live
music to facilitate the healing process, leading to fewer stressed patients and visitors
(Routhieaux and Tansik, 1997). Many hotels as well adapted live music in their
marketing plans in order to attract younger market segments in their premises
(Mcintyre, 2015). Therefore, the selection of music background is essential for each
company and hotel, as it reflects their mindset and culture. The hospitality industry, by
using appropriate music, is able of creating memorable experiences and a pleasant
at mosphere (Blackmon, 2001), a-beingfdaseyj
2013; Thayer et al, 1994).

According to Music Works, many guests in hotels enjoy listening to music in the
lobbies, bars, restaurants and public spaces, many more admit that they relax by
listening to music in their hotel, while some state that when visiting hotels, they
regularly consume more food and drinks when listening to good background music.
Others admit that they schedule their business appointments to hotel restaurants with
more quality music. Thus, it is assumed, that when used strategically, the hotel

background music that i s Dbleandidgntitp buaake d

has a positive effect on customers and creates repeaters, as well as excellent word-of-
mouth. So as to achieve this, managerial teams should first name and recognize their
target groups, like in any marketing analysis, by following basic steps to thoughtfully
choose suitable hearings. Additional
inner spaces and facilities, meaning spa, gym, bars and other establishments, as it
constitutes key element in making guests feel comfortable enough to stay, rather than
visiting other premises. To be precise, different styles of music address to different
hotel areas. In reception, background music should be more quite, calm and pleasant,
with a sense of welcoming. For themed hotels, reception music should be able to
present the hotel’s concept from th
encourage socializing, depending on the hotel. It might be from generic pop to even
more sophisticated lounge music that enhances luxurious atmosphere, always
encouraging conversation. Lastly, in spa areas, music background should keep up with
relaxation and calmness, being simultaneously comforting and still, with no
unexpected changes in style, so as t

4.2 Why is the selection of proper background music in hotels so important?

As regards to the benefit of valuable sound to a hotel setting, the first attribute worth
mentioning S soundscaping, meani ng
harmful, unwanted sounds,f ocusi ng on valwuable and
Before deciding on the kind of proper music for the hotel (usually by the
management/marketing team), it is important to firstly focus and strategically
implement other daily hotel sounds that exist anyway in the hotel but can also be
guided for a perfect result. These sounds come from vacuum (better implemented
when there are no guests in spaces), lobby phones (better on quiet mode), doors and
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windows (better remain open so as not to cause noise on their opening every time), air
conditioners and appliances (ideally silent devices), etc. (Rightsify Group LLC, 2018).
When all of the above sounds are carefully adjusted, a significantly more pleasant
atmosphere occurs for guests, and the working environment is relaxing for more

productive employees. Addi ng, c from

the presence of background music causes patrons to linger longer because the music
blocks any potential negative background noise (e.g. the clanking of pots and pans)
and the background music creates the
(Areni, 2003). By providing to guests proper music that represents the hotel, guests
better understand the hot el 'Ths coatdbutds &oi
cement desired image from the very first moment of entry, until checkout.
Furthermore, as many elements in a hotel point out its personal and unique character,
the more it becomes clear and pleasant for the guests, as they receive one clear
message from all hotel attributes as if they were one sense. For instance, if the
decoration, personnel, and music backdrop stand for the same message, guest
satisfaction and experience maximize (Matilla & Wirtz, 2001).

In addition, what is of great importance to point out is that the perception of quality
significantly matters to sales and brand image. Quality is not actually the same with
guest s’ perception of quality. Musi c
perceive quality. When music is sophisticated in a certain place, customers tend to
perceive greater quality of the place and its services. This is proved in a variety of
different settings, for example customers tend to buy more expensive wines under
classic music sounds (Areni & Kim, 1993), because the style of music being played
affect customer s’
observed that the absence of music, and on the contrary the presence of it, applied in
different sound styles (easy listening, popular, classical, etc.) each time, determine
purchase intentions (Wilson, 2003). For instance, when a restaurant chooses classical
or jazz music, people tend to spend more on main meals (Wilson, 2003). Thus, hotel
managers need to find exactly the music that fits in the hotel mentality and concept,
and simultaneously music styles that are influential and preferred by guests, so as to
create the desirable ambiance that will differentiate the hotel company from its
competitors (Vitera, Keresztes, 2012). Choosing the appropriate music that fits to the

a

s

per c

c

perception and choi

at

an

11

ces

correct representation of a hotel compa

cul ture, i's call ed
classic hotels, while contemporary pieces of music best fit in design hotels.
Concluding from the above information, the basic about acoustic strategy in hotels, is

musi cal fit’ (Hert z

t o remove any unnecessary sound, adapti

experience and to the indoor ambiance. Also, it is vital to choose the ideal music, best

suitable to the brand’s i mage. l nsomuch,
empl o)

management tactic, which targets at

4.3 Impact of hotel background music on guests

Examining musicasa key attri bute of hotel ' s i
power to manipulate emotions and lead behavior in customers without their becoming
aware of it (Blackmon, 2001; Blazer, 2006). When referring to the use of music for
emotion regulation purposes (Kemp, Williams, Min, Chen, 2018), it is mostly associated
with positive emotion regulation strategies (Chin and Richard, 2012; Saarikallio, 2008),
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since background music hearings in a hote
affect guests. Guests that are exposed to music usually improve their mood and
positively evaluate the service received and the service quality (Kemp, Williams, Min,
Chen, 2018).

To continue with, background music provides pleasure to customers (Garlin and Owen,
2006; Bruner, 1990; Turley and Milliman, 2000) and increases profits (Areni and Kim,
1993; Chebat et al, 2000). Hence, it is used by management teams of hotels (and other
businesses) to help customers regulate their emotions and improve their mood,
enhance their experience and simultaneously make effort to attract new customer
segments through specific music options (Kemp, Williams, Min, Chen, 2018). In
addition, guests perceive waiting service time as shorter when listening to familiar
music (Bailey and Areni, 2006) and this leads to decrease of negative behavior and
attitude during the process (Magnini and Thelen, 2008).

There is a great report regarding the influence of subcognitive elements of the physical
environment, as, even guests are not aware of their significant influence on them, they
strongly and directly affect their emotions (Namasivavam & Lin, 2008). Music is
considered to be one of these attributes that guests experience it rather than just
listen to it, and through which they can emotionally attach to a certain place.
Regarding how music influences customer behavior, some certain elements need to be
analyzed. It is proved that music in many ways affects the working environment,
guests and their experience. When proper volume and style of music is being played,
guests feel comfortable and part of the physical environment (Blazer, 2006).

Furthermore, it is stated that background
perception and attitude (Chebat et al, 1993; Grewal et al, 2003) and variables of their

behavior (Garlin and Owen, 2006; Andersson et al, 2012). Gu e st s’ percepti or
and attitude regarding the overall quality may easily change through music without

them noticing. Wh a t i's being musically played in
settings (reception, lobby, bars, restaurants, spa, gym, etc.), strongly characterizes its

i mage and affects guests’™ opinion about it

its guests and guides their experience.

4.4 Impact of hotel background music on employees

Furthermore, as regards to whether the selection of music affects hotel employees, it
is undoubtedly proved that it does. A repeated music playlist may cause productivity
reduction, negative attitude towards guests, and lack of creativity (Rightsify Group LLC,
2018). One of the key ingredients for successful hospitality marketing is to keep the
staff motivated, as they are the front face of the hotel. In order to achieve that, music
playlists must be updated so as both personnel and guests enjoy fresh hearings during
their day. Additionally, the management team should regularly ask their staff whether
they ffeel the music stildl mat ches the hot
the most suitable to answer knowing the hotel better than anyone (Rightsify Group
LLC, 2018).

In order to conclude, it has been clear that background music constitutes an influential
environmental factor, significantly affecting perceived characteristics and quality of the
physical setting in which it is being played (Vitera, Keresztes, 2012). Moreover, it is
shown that the character of music being played creates certain atmospherics within an
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environment and serves management and marketing processes (Vitera, Keresztes,
2012).

To continue with, as regards to the methodological part of the research about guest
relations services and background music al
to their overall experience, netnography (Szu-Hsin Wu and Yuhui Gao, 2019)will be

used, meaning the application of ethnographic research of online culture and

community (Kozinets, 2010).

Research question 4: | s music a strong el ement of h
i nfl uences guests’ perception of qualit
Research question5:Can musi ¢c be used by hotel’s ¢
team (stress management) to achieve milder attitudes by guests and employees, more
relaxed procedures, reaching in this way better levels of satisfaction and profitability?
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5. Methodology
5.1 Why emotional customer experience is important and better examined through
netnography
Firstly, it is necessary to mention that netnography, which originates in ethnography,
examines social interaction in contemporary digital communications contexts and
focuses on data collection types of research via participant observation. It is stated
that netnography is the ideal method to examine customer experience, since most of
the times customers write reviews after the end of their stay, thus their experience has
not been affected by observation (Kozinets, 2002). Netnographic methods consist of
‘T entering’ one <culture/group, col |
commentary is trustworthy (Kozinets, 2001; 2002).
Emotional customer experience is significant for the hospitality industry (Szu-Hsin Wu
and Yuhui Gao, 2019). Most of the times, the focus lies only on the cognitive aspect of
customer experience and traditional customer behaviors (loyalty, satisfaction).
Thereby it is of highimpor t ance to concentrate on
experience (Szu-Hsin Wu and Yuhui Gao, 2019). Guest experience causes multi-
dimensional guest responses, including emotional and cognitive responses, during
their interaction with service providers (Lemon and Verhoef, 2016). The three most
common ways of guests expressing these emotions is either in person while they are
still in the hotel premises (by addressing to the hotel manager, guest relations
manager, front desk manager, receptionist, etc.), by spreading positive or negative

word of mouth, or eventually by writing reviews (t 0 Tr i p Adabdits or ,
Booking, l nstagr am, etc.). It I's vital

relations services and background music, through their personal reviews, describing
and capturing the emotions experienced during their stay, as they constitute a way for
the hotel to find their weaker points in their services and functions, improve them and
increase profits. Thus, the netnographic data that will be examined constitute of 244
guest reviews that are categorized in four subcategories; the first two (Table 3 and 4)
categorize reviews through which guests describe emotions that occurred to them
during their stay and are related to positive or negative incidents of music
experiencing. The second two (Table 6 and 7) categorize reviews that consist of
emotions occurred to guests after interacting with employees, while in Table 5 reviews
are listed that apply to feelings as they occurred after the experience of certain sounds
in the hotel premises.

Emotional customer experience is expressed after or duringgu e st s

n

h
0

i nteract

hotel’' s services and physical environment

understood, emotional customer experience examination is necessary to hospitality
management, and hotels must greatly consider it to reach desirable outcomes (Crosby
and Johnson, 2007). Additionally, constant attention and follow up to Trip Advisor
reviews is of great importance, in order to improve service performance, achieve
positive appraisals and efficient advertisement, and consequently reach maximum
profitability, since prospective guests attach great importance to online reviews (e.g.
Trip Advisor), relying on them, most of the times, their purchase decision (Solnet et al,
2010) . Thus, guest s’ out c o me aotfasiteffacst
their consequent word of mouth that future guests will rely on.
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5.2 Emotion categories

As it i1s stated, g U eesetminéd byenmaltipte vadables,Isuche X p e r i
as physical environment and(Wgly 2083). Shis i nt er
emotional customer experience may be positive or negative. Research has been made

on positive emotions triggered by the physical setting and total ambiance (Lin and

Liang, 2011; Jani and Han, 2015), as well as positive emotions triggered by staff

interaction, like empathy or reliability on personnel (Bastiaasen et al, 2019; Torres and

Kline, 2013). As regards to negative emotions caused by variables of the physical
environment or employees’ I mpr o pteingoper f or |
avoidance, several studies have been focused on the matter by de Hooge (2017), Roos

et al (2009) and Wen et al (2018).

What is important to be categorized so as to reach some conclusions regarding the

guest reviews that have been tested, is emotion categories that differentiate positive

and negative emotions which will be connected with certain words. This board will

lead to further understanding emotional customer experience and its impact on

guest s

! sati

sfact.

on

and separated by certain words to positive and negative meanings:

right amount

leaving/most
attentive staff |
have
experienced

Emotion Positive Positive Emotion Negative Negative
classification | words/phrases words/phrases classification words/phrases words/phrases
regarding regarding guest regarding regarding guest
music/other relations music/other relations
sounds /employee sounds /employee
performance performance
Joy fun atmosphere Inconvenience unnecessary uncomfortable
noise/
uncomfortable/
inconvenient/ni
ggle
Pleasure real pleasure/ quality/never Embarrassment Uneasy
warm atmoshere intrusive
Love we love The memory Boredom repetitive music
will stay in our / mainstream
hearts
forever/loved it
Gratitude Touched/felt Irritation extremely loud/ | Awful/absurd/y
like we were not conducive ou don't treat a
the most loyal customer
important
guests/making
your holiday
memorable
Enthousiasm Captivates you/ WOWS you Disappointmen It is shame could be better/
Party atmosphere t ruined my first
day
Relaxation Relaxing/chill/soft Disgrace No Advantage
was honored
Satisfaction Enjoyed/ Just the Sad to be Annoyance no tranquil disagreeable

Tablel: Emotion classification
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5.3 Data analysis

A netnographical qualitative thematic analysis will be applied through the collection
and examination of online guest reviews on Trip Advisor regarding the experiences and
emotions caused to guests during their interaction with the physical environment
(background music, other ambiance elements and personnel) and the expression of
these later on their reviews (customer emotion data collection). The intended goal is
to reach an understanding regarding the influence of guest relations services, as well
as the background musicimpact on guest.s’ emotional
The sample of the research constituted the reviews made for eleven European luxury
top-rated in Tripadvisor hotels within the last three years (2018-2020). 244 online
guest reviews were analyzed, as it appears in Figurel (list of the hotels used) and
Figure 2 (how many reviews address to which hotel). Luxury hotels were selected since
high quality of guest services, ambiance elements and minor details in hotel service
matter greatly for the customers since they pay extra for personalized services (Szu-
Hsin Wu and Yuhui Gao, 2019). Trip Advisor is selected as the means of this
netnographical research, because it constitutes one of the biggest and most popular
online gl obal travel communities (O’
use all the time to share their experiences or advise to select a destination. Moreover,
Trip Advisor is chosen for this study, as it has been significantly used already in other
scientific hospitality studies as well (Xie et al, 2016; Yu et al, 2017). Furthermore, the
quality of the sample was assured, as only recent reviews were examined, not
exceeding |l ong time distance bet ween

st at

Conno

gues

since this would affect reviews’ accuracy

11 luxury, Trip Advisor's top-rated, European hotels: 1)Bank Hotel (Stokholm,
Sweden), 2)Hotel 41 (London, UK), 3)Lara Barut Collection (Antalya, Turkey),
4)Shangri-La Bosphorus (Istanbul, Turkey), 5)Conrad Istanbul Bosphorus (Istanbul,
Turkey), 6)The Montcalm London Marble Arch (London, UK), 7)Royal Hideaway
Corales Suites (Tenerife, Spain), 8)The Hari (London, UK), 9)Elysium Hotel (Paphos,
Cyprus), 10)The Killarney Park (Killarney, Ireland), 11)Royal Lancaster (London, UK)

Figurel: Hotels used

TOTAL SAMPLE OF GUEST REVIEWS OF THE 11 HOTELS EXAMINED: 244

(1 SWEDISH HOTEL-4 REVIEWS, 4 ENGLISH HOTELS -20 REVIEWS, 3 TURKISH
HOTELS -136 REVIEWS, 1 SPANISH HOTEL -25 REVIEWS, 1 CYPRIOT HOTEL -53
REVIEWS, AND 1 IRISH HOTEL -6 REVIEWS)

Figure2: Distribution of reviews per hotel

-19-



6. Results
The guest reviews that were used are written mainly by European visitors that in most
cases travelled as couple or with family for more than 5 days of stay. There are some
cases of single (solo) travelling as well.
In Table 4, some of the most important (among the 244) guest reviews are shown
regar di npgsitivg feeirgd asd personal experience of background music in
their visited hotels, while in Table 5 some of the most important negative reviews
regarding music and overall experience are quoted:

Positive reviews about hotel music

I Our Room. | can picture it so clearly - 9 just a fun atmosphere. Music was
all the striking blacks and whites, the generally a mix and some new chart
shine and the polish, the songs. Really had a good night. The same
soft music from the sound system, goes for the stargate party. Lots of drinks,
more fresh flowers, two ridiculously games and strobe lighting. One night there
comfortable beds (screaming to be was an excellent band called Drifters, the
bounced on - no Master 11!), the lead singer (women) was really good. It
magically soft lighting of the got everyone up singing and dancing.
bathroom with warm fluffy fluffy Excellent night.
towels and a huge soaking bath...... 1 They did little things, like preparing your

I The Executive Lounge really added room for night by lightning some (fake)
that extra touch of luxury and the candles and putting on relaxing music,
Friday night live music in the even giving you a weather prognosis for
Summit Bar was really special. the next day.

 You may have nice drinks at bars that 9 There was live music every night on the
also well-ambiance/decoration with terrach which was very relaxing,very
nice music. romantic and warm atmoshere.

I Very elegant interior offers great 9 The rooftop poll is out of this world,
ambiance and some live especially in the late afternoon with the
classical music which captivates you chill out music Dj.
in the lobby.

I relaxing with classical music. 9 brilliant saxophone player

I soft background music is left playing 9 BRING BACK THAT SAXOPHONIST!

{ we arrived to soft music 9 The Drifters Tribute Band was the highlight

1 soft music in the background and we were fortunate to hear them twice

9 classical music on after the turn during our stay. David, the DJ, played
down is to be mentioned too some excellent chill out music from 4.30

9 Everything from our rooms to the p.m. at the Beach Bar
food to the music (we love DJ 9 The entertainment was fabulous especially
Davut!) was amazing! the ibiza night was amazing and also the

1 The indoor pool with live music was great we even had a great
ducted music is sublime time at the beach disco

I The spa atmosphere itself was 9 experience unexpected touches like
so0000 relaxing - from the plush turning the TV on to a station that
bathrobes and towels to the room featured relaxing music
temperature to the music to the I 5STAR hands down the BEST
aromatherapy elements throughout. entertainment we have ever experienced
From beginning to end, it was a very in any resort and we have travelled! From
thoughtfully-designed experience. . the entertainment in the amphitheatre, to

And the music was a real pleasure the beach bar, the acts and selection of
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everyone should try it !

amazing live music was awesome

Great music, superb atmosphere 9 hotelis pretty quiet. There is music but

and wonderful service not too loud. Just the right amount.

live music and wonderful service are 9 This time,, it is the relaxing,

the norm chilling music in most public areas.

very stylish interior design with 9 After a full day shopping .... it was great to

live music. drop into the bar for a cocktail which has
such cool music...

Ezgi Dperdform@riceuwiths 9 lovely chill experience in the rooftop bar

saxophone was enjoyable and where | even enjoyed live music on my

relaxing and it also provides magical last evening.

harmony 9 The atmosphere, Jazz music, service,

A mixture of music and people.
Party atmosphere but families
enjoyed themselves too.

food, wine etc., shortly everything was
super.

Table4: Positive reviews about hotel music

Negative reviews about hotel music

We only had a small inconvenient 9 If you enjoy listening to the loud thump,
that even tho we were staying 3 thump thump bass beat of

floors up from the underground bar dance music from your bed in your hotel
the music was extremely loud and room, then the Bank Hotel is for you. We
we could hear it late in the night from were on the 6th floor, the bars are on the
our room, so we had to go to 8th floor and in the basement, but the
reception where they could change us thumping beat was loud in our room. We
to another room to sleep and then had asked for a quiet room, but this is
the next morning change to a way what we got. We were told it was the
more quiet room, so if you want to only room available when we checked in,
get a quiet room you should try to tell so we could not move

them in advance your preference

On the sixth floor, we heard dance I If there was the tiniest criticism its that
music from the 8th floor bar. Lower the pool lacks atmosphere and this leads
floor might be better to folk conversing quietly. Can't help

It is shame there is nothing to feeling that some chill out music would
play music on in the rooms - either a solve this

dock or ability to connect to the TV

The repetitive music in the lounge Y However, because of the location of the

seems unnecessary
The food was excellent but the
surroundings and atmosphere were
so different from Hotel 41 that it felt
like | had just been kicked out of a
first class suite on a plane to be put
at the back in economy class

The only slight niggle was that

the music they played through the
speakers by the pool clashed with the
lunchtime live DJ

lounge and that there seemed to be no
"doors" to the Curry Room the noise
(she was a good singer however) carried
so much that It was practically
impossible to have a conversation
without significantly raising your voice.
| did ask if they could turn the PA down
but it was a significant distraction
throughout the evening. If | had known
that it wasn't simply mood music |
would have gone somewhere much
more in keeping with the style and
tranquillity of Hotel 41.
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T Spa was ok, | felt that this may be the
only thing that let the hotel down as

there was no tranquil music playing
in the spa area nor when our
treatment was carried out therefore
it did not have that serine relaxed
atmosphere.

I Where are the quality offerings,
Dance lessons: Tango, Salsa, Jive,
Instructors could extend these to the
night club in the evenings with
appropriate music for patrons to
practice and dance to. This way they
would not need to herd you to the
Night club if they linked activities
better. We would have attended
every evening....

= =4

I There is no music nor any activies on the

pool and it was boring

Piped music in a 5 star European hotel?
Music was the only downside, we felt it
was the same playlist all the time. By the
third day we could guess the sequence
of songs

9 The beach bar plays a lot of

Techno music in the evenings not sure
why they don’t play just the main
stream music, that we would have been
more pleasant, even when they had a
Latin night, the music changed after 3-4
songs

I There was no music or entertainment
games at the main pool, which was a

shame, would have been nice to
have some family games.

1 The quality of the live music is generally

ok, although the music is all a bit
mainstream for my personal taste.

{ the volume of the music and DJ was
extremely loud (excessively in my
opinion), playing alongside the easy
listening pool music made it

uncomfortable for the duration of the

pool party

 Relaxing vibes, just wish there was
some live music to improve the
atmosphere

I Music while eating - | am not sure who

books the music acts but they need to
cast their net wider and book some acts
that have at least a modicum of talent!
Someone screeching unintelligibly while
you are eating is not conducive to a good
eating experience

Table5: Negative rgiews about hotel music

Forming an opinion from the Tables 4 and 5, adding to the literature review already

gi ven
affects
deducts quality. | t

above, it i
their

S

exper.i
s h ap e s esgon ang desly affdctsntpeir decision in the

cl

t hat musi c

out come.

ear
ence

end whether they will be returning to the hotel. The whole perceived setting may
change simply with the adjustment of background music. Guests tend to spend more
time in hotel areas that are filled with quality music and they seem to enjoying

themselves more.

In addition, there were some reviews regarding other sounds in the hotel premises,
other than music, which, as mentioned in the literature review referring to the

importance of valuable soundscape, greatl y

outcome, too. In Table 6 this is proved:
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Guest reviews about hotel sounds
I The hotel’s interior is quiet, despite its 9 Noissues with noise from other
location near Buckingham Palace. But residents, soundproofing is great.
keep the windows closed to keep out 9 hotelis pretty quiet. There is music but
the traffic noise! not too loud. Just the right amount.

Inotice a recent review say its quiet. |
thought it was noisy. [ . hjgh levels of
road noise and you could hear plates
and kitchen noise almost all day from
the buffet restaurant. Then
there's music around the pool which
isn't great and is another layer of
unnecessary noise making it difficult
to relax. We also heard the people
above walking around the room each
day and any furniture that moved.

Table6: Guest reviews about hotel sounds

Furthermore, as regards to the other examined attribute of this research, which

“"col ors ultinatedy satisBes them,onakds them feel important and may

easily lead to the climax of their overall experience, the influence of guest relations
services and employees’ overal/l perf or mar
examined below through testified online reviews in Table 7 (positive reviews regarding

staff’' s perform@amegat iavned rTeavbileews8 o f gues
personnel):

Positive reviews on Guest Relations employees’ performance

I the people was more than helpfull, 9 feels like a home. The staff is amazing,
they did and think everything extremely services minded and friendly.
instead of us and also they were very

friond They did little things, like preparing your

riendly . room for night by lightning some (fake)
 We absolutely felt like we were the i ] .
. candles and putting on relaxing music,
most important guests that had ever o )
even giving you a weather prognosis for
stayed there. The staff remembered
. the next day
our names, drink preferences, places . .
. 9 The staff was helpful without being
we had planned to visit . . i ]
) intrusive. Always with a smile, they are
I Foodis prepared well, but the ) )
L. quickly catching on all your needs and
service is what wows you. )
habits, even after only one day

I The staff is available 24 hours a day;  Umit and Sait made me feel special and

ready to provide anything you need, had everything prepared just the way |
like, every morning without fail.
Wonderful cheerful guys and a great way
to start the day!

and yet they were absolutely never
intrusive at all.
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The Guest Relations at this hotel
were exceptional., could not do
enough for me as | had a few
problems eating, they provided
special meals, which were delicious!
Worked hard with some guests being
quite nasty and impolite | felt.
Answered all questions and dealt
with my needs promptly and
efficiently.

Sabrina and Totti went above and
beyond to entertain and help our
party. | highly recommend playing
darts with Totti and boules with
Sabrina - this was always one of the
highlights to my day

I would like to thank Sabrina red hair
for her energy she is just perfect

What makes this place shine is the service
and quality in everything they do. Staff
service style was very level set and
consistently good, not depending on how
much you tip or who you are. Guest
relations was a truly empowered guest
relations unit, not symbolic like in other
places. They are accessible 24/7 on
WhatsApp and they keep you up to date
on what'’'s happenin
the day. We only had a few hiccups and
requests, which were promptly and very
effectively dealt with. Thank you Valentina
and all others, whose names i
unfortunately <can
my birthday and our anniversary during

our stay here and staff made our days
special.

| messaged them to tell them that it
was my wi f.endthey b i
planned it so well. At midnight
exactly not even a second delay | had
somebody knock on my door, a
bottle of champagne and a plate of
fruits.

They really get you so involved in the
activities that you want to get up early or
adjust your plans around the activity
hours just so you can be there and enjoy
all the fun they bring to every activity!

but it’s the staff that makes this place feel
so special.

As for your staff, WOW! Everyone
from the front reception to your
waiters and waitresses were so
polite and extremely helpful! [ ...]
mean | was honestly more sad to be
leaving my vacation because |

wo ul d gekirtg thdmeanymore!
Sabrina and Leo are absolutely
WONDERFUL people, | looked
forward to seeing them everyday
They are all a credit to the hotel.

Every member of staff is wonderful from
management to cleaners.

What really sets this place apart is the
staff. They simply cannot do enough to
help you.

All the staff at the hotel are excellent and
are committed to making your holiday
memorable

The service here is amazing, most
attentive staff | have experienced in a
hotel.

Their customer service is
amazing...even before we arrived
this is true homely British
hospitality

consideration, thoughtfulness, generosity
and for me epitomizes the difference
between a big impersonal chain and
staying with ‘friends and family’
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each evening | returned home, to
smiles, warmth, laughter, stories,
pots of tea and perfectly balanced
attention

we were treated like royalty, [ ...]
every single moment during our stay,
every single member of staff very
politely greeted us by name.

Every member of staff we came
across or dealt with went above and
beyond any expatiation which truly
got us touched. This set the tone for
whole trip and it's a big part of why
we keep coming back.

1

We would like to thank every single
member of staff, for making our special
day so utterly fantastic. The memory will
stay in our hearts forever.

We had previously stayed and loved it so
much that we decided to get married at
this amazing hotel.We stayed for nine
nights and could not fault it in any way.
The staff are so wonderful and helpful.
Always smiling and make your stay so
personal.

The quality....the service and the
welcome has already made me decide |
am coming back.

Table7: Positive reviews on employees' performance

Negative reviews on Guest Relations employees’ performance

The Ugly (Needs to be better) - The 9 On the first day | got there it took about 5
Spa Saff - | believe this is a separate hours for somebody to come and fix our
business from the hotel and it shows, fridge as it was not cooling the drinks.
if you're not interested in booking a And On top of that the telephone was
costly massage, they really are not not working.It really ruined my first day.
interested in making your use of the So 3 times | walked down to reception
SPA pleasant or memorable. and asked them to send somebody
As a Barcelo member, you have a 9 No biggie but the service could be better
number of advantages.No Advantage especially in the buffet, water is never
was honored, absurd. Eventually we offered and should be put on the table as
received a suite after 3 1/2 hours of standard, once you ordered drinks, they
waiting, so you don't treat a loyal took the glasses for water away without
customer. asking
Guest relation in hotel is awful, we  Ifl had to mention a downside it would
wanted to reserve the pavillon, they be the constant presence of managers
answered our messages every 8 watching their own staff from a distance
hours, and said they are fully booked it’s quite off put
even though we see at least 2 empty staff are great and very hard working. |
pavillons every day. understand they need to make sure
the staff were always changing, so people are working efficiently and in an
someone different cleaning every appropriate way buy
day, with varying degrees of 24/7. It's uneasy for guests to witness.
professionalism  a constructive feedback about staff,
except at reception | experienced staff
were not smiling
The only thing | would change is the 9 Staff training could also be improved.

fact that guest relations followed us
around the restaurants in the evening

Nearly two weeks and they still couldn't
get my wife’s coffee order correct nor
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to come and ask me questions and
follow up on the incident, each time
our food was arriving and we were
kept from our food and had them
talking in another language for a long
time between themselves. | know
that the hotel were trying hard to
resolve the problem which is fab
although | was made to feel
uncomfortable at times as though |
was compl aining
been dealt with slightly better.

spot an empty cup. Begs the question
what are the roles and responsibilities of
the suited managers seen regularly
floating around the restaurant? Get the
impression they distract from rather
than enhance customer service as they
tend to interrupt normal process plus
they failed to identify let alone address
what was our most disagreeable
experience —a waiter we had rarely seen,
knowing we were leaving that day,
suggested a TripAdvisor posting implying

it should include his name. My guess is

that wasn’t uni que€
Table8: Negative reviews on employees' performance
As it is clear, personnel i n hotels signi
largely responsible for guest satisfaction. It is considered to be one of the key elements
of a hotel’s physical setting that affect

impression of their stay and possible return. It is seen by the above reviews regarding
guest interaction with employees that guests hope to be treated by personnel as
unique and valuable variable of the hotel, minding their desires, paying attention to
their daily habits and surprise them with unique, attentive, yet discrete service. Guests
need to feel that they have constant accesstoe mp| oy ee s’ ser vi
anything they might be facing and dealing with. Moreover, guests wish to witness
personnel being authentic and independent, taking initiatives, rather than being
subdued and constantly controlled by subordinates. Also, the development of a closer
personal relationship between a guest and an employee seems to be a positive
contingency for guests in most cases.
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7. Conclusions
After examipnhiynsgi clabt eelnvsi r onment af fecting
specifically discussing about background music and guest relations services influencing

guest s’ emotions, it i's proved that t hes
removing i t) nblootelgAd i¢ i teen, hosstdlitg yhanagement pays
attention to guests’ emotions and makes

mar keti ng met hods, as It i s each hot el ' ¢
customer loyalty.

It is necessary for hotel companies to deeply comprehend the role of background

music within their establishments, as music in general influences people in their

everyday life and it forms their lifestyle (North and Hargreaves, 1998). Thus, strategic

use of music constitutes a milestone-as it is proved in literature review and
netnographical research,too-i n di recting emotions and gui

company’s |l egitimate target, meaning thei
advertisement and guest loyalty. Moreover, guest relations and generally relationship
mar keti ng, as much or more determines gu

literature review and guest reviews regarding personnel performance. People interact

with people, and this constitutesa bigpar t of t he hospitality pr
experience. Memories that are formed in
empl oyees’ behavi or, as employees are mud
environment towards guests, making them feelimpor t ant , ‘" main chara
stay. The individual remarks per research question are as follows:

Research question1: When examiningthe k ey el ement s of a hot el
whichonesareabl e to affect guests’ emotions?

It i s proved that physical setting and at:
with the use of background music, other hotel sounds, interaction with employees and

total employee performance, as it is shown over this theoretical and netnographical

research.

Research question2: How dot hese emotions iinfluence gue
satisfaction?

The emotions that have occurred during guests’ e X p edndequamtty éorm their

attitude and affect their impression and final satisfaction. This is seen after examining

their revi ews, i n which it i s described
behavior towards the guest can determine their experience outcome, by making them

feel ' ‘o I'ng "dtccanaome db

rel axed’ , wel ‘c'omieldl i
Research question 3: Can t he hot el achieve guests’ a
satisfaction and consequent lthrough efficient * s pr
customer relationship management and marketing practices?

After the study of the literature review regarding guest relations management and the

examination of the guest reviews related to guest relations, it is proved that the
achievement of guest and employee | oyalty to a
practices and efficient use of physical elements. When the hotel takes into
consideration guests’ emotional customer
the use of appropriate background music, suitable in each occasion and hotel space,
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attention to employees’ performance and b
quality in the total setting and services applied and tend to keep returning to this

memor able experience. Moreover, empl oyees
healthy working environments, characterized by beneficial competition among
colleagues, diligentquality envi ronment with quality déco

Research question 4: | s music a strong el ement of h
i nfl uences gues tysndcompsequent satisfhctioa>?n of qual i

As it is repeatedly highlighted through this research, music is a strong element of

hotel’' s physical setting t haytandiconstqueate nc e s
satisfaction since it constitutesa si gni fi cant part of a tot a
determining its quality.

Research question5:Can musi c be used by hotel’ s cust
team (stress management) to achieve milder attitudes by guests and employees, more

relaxed procedures, reaching in this way better levels of satisfaction and profitability?

This is certainly the case here and simultaneously a concluding suggestion, as it is

certified that the variable of background music when applied properly, seems to

influencing g u e ®tmo’'t i on al € X p e thene anat @mployees’ ac wael, mi ng’ ’
affecting their interaction and soothing their attitude. Additionally, the time of the

procedures as perceived changes, according to different sounds.

What could be presumed from all the above findings is that music and guest relations

management constitute two of the most influential var i abl es regardi |
emotions, since, when applied strategically, they create memorable experiences and

repeaters. A suggestion would be, in order to achieve better level of profits, hospitality

management to strategically implement background music in each hotel space

differently aiming to different targets, and consciously dedicate time and sources on

employee training so as to achieve optimal performance.
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Appendix

Emotion Positive Positive Emotion Negative words/phrases| Negative words/phrases
classification words/phrases words/phrases classification regarding music/other | regarding guest relations
regarding regarding guest sounds services/employee
music/other sounds relations performance
services/employee
performance
Joy fun atmosphere Inconvenience unnecessary noise uncomfortable
uncomfortablé
inconvenientniggle
Pleasure real pleasurewarm quality/never intrusive Embarrassment Uneasy
atmoshere
Love we love The memory will stay Boredom repetitivemusid
in our hearts mainstream
foreverloved it
Gratitude Touchedfelt like we Irritation extremely loudnot Awful/absurdyou don't treat
were the most conducive a loyal customer
important
guestémaking your
holiday memorable
Enthousiasm Captivates yoluParty WOWS you Disappointment It is shame could be bettéruined my
atmosphere first day

Relaxation Relaxing/chill/soft Disgrace No Advantage was honored
Satisfaction Enjoyed Just the Sad to be leavirigost Annoyance no tranquil disagreeable

right amount

attentive staff | have
experienced

Appendix 1

11 luxury, Trip Advisor’s top-rated, European hotels: 1)Bank Hotel (Stokholm,

Sweden), 2)Hotel 41 (London, UK), 3)Lara Barut Collection (Antalya, Turkey),
4)Shangri-La Bosphorus (Istanbul, Turkey), 5)Conrad Istanbul Bosphorus (Istanbul,
Turkey), 6)The Montcalm London Marble Arch (London, UK), 7)Royal Hideaway
Corales Suites (Tenerife, Spain), 8)The Hari (London, UK), 9)Elysium Hotel (Paphos,

Cyprus), 10)The Killarney Park (Killarney, Ireland), 11)Royal Lancaster (London, UK)

Appendix 2

TOTAL SAMPLE OF GUEST REVIEWS OF THE 11 HOTELS EXAMINED: 244

(1 SWEDISH HOTEL-4 REVIEWS, 4 ENGLISH HOTELS -20 REVIEWS, 3 TURKISH
HOTELS -136 REVIEWS, 1 SPANISH HOTEL -25 REVIEWS, 1 CYPRIOT HOTEL -53

REVIEWS, AND 1 IRISH HOTEL -6 REVIEWS)
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Below are cited some of the 244 guest reviews advised:

Bank Hotel (Stockholm, Sweden)

1) Good location

We recently stayed and the design is really awesome everywhere you go. We only had a small inconvenient that eventho we were staying 3 floors up from the
underground bar the music was extremely loud and we could hear it late in the night from our room, so we had to go to reception where they could change us to another
room to sleep and thenthe next morning change to a way more guiet room, so if you want to geta quiet room you should try to tell them in advance your preference.

Linnéa from front desk has been extremely helpful and kind :)
Date of stay: September 2020

2) Dance Music Kept Us Awake in our Room, Sheetstoo Small

If you enjoy listening to the loud thump, thump thump bass beat of dance music from your bed in your hatel room, then the Bank Hotel is for you. We were on the 6th
floor, the bars are on the 8th floor and in the basement, but the thumping beat was loud in our room. We had askedfor a quiet room, but this is what we got. We were
told it was the only room available whenwe checked in, so we could not move.

If you enjoy sleeping on the mattress pad rather than the sheets, then the Bank Hotel is also for you. The bottom sheetwas only about 1 inch bigger than the mattress
padand keptcoming untucked to I found myself sleeping on the mattress pad. | assume the mattress pad was used by other guests, so | found that DISGUSTING!, The
only solution was to use two bottom sheets. Housekeeping person spoke too little English to understand the problem. We had to solve it ourselves. Pogar service and

sheetsfora supposedly luxury boutigue hotel,

This is my third attempt at a review of my 2 star review of this hotel, somehow they keepvanishing. You may note that the gushing reviews have no trouble getting
posted. lwonder how many other poor reviews justget deleted?

The breakfast was great exceptfor the other guests. Some overly aggressive fellow keptstepping in front of me to preventme from getting to the juice glasses. His lady
friend was selecting juice, and | guessshe needed the entire 10 foot frontage of the glasses and juice to herself. Neverseen such weirdness at a breakfast buffet, exceptat
the other hotel we've stayed at in Stockholm.

Two of the front desk staff were quite gracious and helpful whenwe had digestive distress after tea at a hipster Sodermalm coffee shop. The plate of plain pasta was just

whatwe needed. Thank you!

Appendix 4
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3) Excéllent

We stayed for 2 nights; the people was more than helpfull, they did and think everythinginstead of us and also they were very
friendly. Their hospitality was unique and awesome.

QOurroom was very clean and comfortable and well-decorated.

Location was wonderfull; just a few stepsto all transportation. Itis just in the middle.
The breakfast was amazing with a very large buffet including delicious special requests.
You may have nice drinks at bars that also well-ambiance/decoration with nice music.

The pricing is very good for such a kind of nice experience.

Highly reconmended.
Read less

Date of stay: April 2019Trip type: Traveled asa couple
4) Beautiful and luxury hotel with perfect location

Anewly opened design hotel with perfect location and interestingart collection, The roomwas quiet, elegant and well
equipped with for exemple a coffe machine. The bathroom magnificent with windows, marble and a gigantic shower. Excellent
breakfast served in the beautiful restaurant with daylight coming from the ceiling in the roof, relaxing with classical music.
Read less

Date of stay: September 2018Trip type: Traveled solo

Appendix 5

Hotel 41 (London)
1) Remembering the best of times

One of my fail proof strategies for a pick-me-up is to daydream about the wonderful experiences | have been fortunate to have.
Like most people around the world | have had to change my plans - perspective and reality check. | should have been packing
for myself and my son to travel to the UK for a very very special birthday party (think 50yrs of life, 18months of planning),
instead lam preparingto be on the medical frontlinein Australia. So | am daydreaming about where | would have been
instead.

About now | would be burningup the last of my adrenaline after our 26 hour commute and about to have the doors opened for
me at Hotel 41, where we would have been greeted with helping hands, warm smiles and open hearts. The foyer would have
smells of fresh bread and coffee, a bright bunch of red carnations wouldn’t be far away. We would be whisked up to check in -
which can only take place within the embrace of an oversized arm chairand with a glass of champagne (yes, champagne at any
hour)and probably a freshly squeezed OJ for Master 11. Even if we've arrived on a ridiculously early flight aroom is available
forawash and a lie down if needed, and breakfast is encouraged to get you through the day. It's hard to find room for more
food after an international flight but somehow the combination of the natural-lightfilled diningroom and the dizzyingly good
smells convince me to at least ‘have a look at the menu’ - of course thisis all a show, they know as well as | do that | cannot say
no to a Hotel 41 breakfast offering.

After a long day of drizzle and occasional sunpatches, dodging puddles and pedestrians, visiting parks, canals and museums (we
have our own Paddington Walking Tour planned - next time) our step would quicken as we approach those glass panes doors to
be welcomed all over agzin, and this time shown to Qur Room. | can picture it so clearly - all the striking blacks and whites, the
shine and the polish, the soft music from the sound system, more fresh flowers, two ridiculously comfortable beds (screaming
to be bounced on - no Master 111), the magically soft lighting of the bathroom with warm fluffy fluffy towels and a huge
soakingbath......

Date of stay: March 2020Trip type: Traveled with friends

Appendix 6

-41-



The Killarney Park (Killarney, Ireland)
1) Loved it!

We enjoyed the welcoming atmosphere of the hotel, especially the lit fireplaces in ourrooms upon arrivingon a cool day. It
was terrific! It has a central location that could be the hub of activities, including some interesting nearby pubs for musicin the

evening.
Date of stay: October 2019
2) Fantastic New Year break

Fromthe moment we stepped into the Killarney Park Hotel it was just superb, the best hotel experience in town and we have
stayed in many over the years. We had a two day stay with our daughter and baby. We were early and our rooms weren't ready
but the staff were so welcoming,we availed of the free tea and coffee service in the library with lovely sweet treats. Our rooms
were super, clean & very comfortable and fitted out to a very high standard including a tea and coffee maker. The hotel looked
very festive, decorated beautifully, there was a lovely band playing off the foyer in the afternoon of New years eve. We had
lunch in the bar which was also lovely, we ate in therestaurant on New Years Eve and it was very special, Patrick as usual was
so attentive, a superb meal, great wine. There was music playingin the bar afterwards with a great party atmosphere. We used
the spa and the pool, Thankyou Caroline, you were great. We honestly couldn't find a fault from beginningto end it was
special, we had a fab time. Definitely a wonderful 5 star hotel..... a great experience, thankyou to all the staff... we will be
back:)

Date of stay: December 2019

Appendix 7

Elysium Hotel (Paphos, Cyprus)

1) Perfect family break, late season

I stayed with my familyin late October for 10 nights. We are a family of 5, 2 adults and 3 children aged between 4&9 and we all
enjoyedita lot.

We were welcomed at the reception and they took our car and cases and had a warm welcome from the staff. It was all pretty
seamless, which was great after an early start that morning!

Felt safe given the pandemicwe are currently experiencing.

Molton brown toiletries in the room are a nice addition.

The pools are lovely, plenty of space and the staff are very helpful finding sunbedsif you can't find one. The beach area s lovely
with daybeds dotted alongthe beach. Recommend for a sunset drink! We had an espresso martini one night which was fab.
Therestaurants offer a lot of choice and the bar is also good with live music each evening.

We found the Angel kids club to be really great, Rachel, the lady runningitis really warm and helped us find sessions each day
and made our children feel really welcome and settled. They didn't hesitate to go each dayand the shortsessions of 1.5 hours
make it flexible for them and us. This made our day that bit more relaxing, being able to enjoy beach walks and a drink together
child free!

We ordered a picnic one day and went to the beach at Lara Bay which is stunning. Beautiful soft sand and clear water and very

quiet. The picnicwas great, which even included a half bottle of Bollinger! Katie organised this for us and even left a blanket
and we had more than enough between us.
Overall, this trip provided a much needed rest and some lovely sun for us. Would not hesitate to recommend to family and

friends and we would definitely like to return.

Date of stay: October 2020

Appendix 8



