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A B S T R A C T   

Tourism marketing scholars have recently focused on the experiential development of services. As a sensory tool, 
music has not been exhaustively approached from a multidimensional perspective. The goal of this paper is to 
understand the role of music and audio in the development of emotional reaction studies in tourism marketing by 
integrating and summarizing academic contributions during the last 50 years (1970–2021). Qualitative Sys-
tematic Literature Review and Bibliometric Analysis are used to show historical overview and academic ten-
dencies, relevance, relations, and methodological developments. There is an increasing interest in the scope that 
relates music and emotions, with exponential growth in the last 10 years. Retailing, branding and environmental 
studies are the most common research areas of application, and SOR and causal models are the theoretical and 
methodological trends. This approach offers significant insights as it combines theoretical bases proceeding from 
complementary areas to tourism marketing, such as psychology or psychophysiology.   

1. Introduction 

As a service sector, tourism has evolved in recent years into the 
experience economy (Bastiaansen et al., 2019). The tourism market 
increasingly demands affective experiences that help create lasting and 
memorable experiences (Coudounaris & Sthapit, 2017). Within the 
development of tourism experiences, practitioners face the challenge of 
including added value to services with emotional elements that en-
hances memorable outcomes and drives positive tourists' behaviour and 
intentions (Lajante & Lux, 2020; Tuerlan, Li, & Scott, 2021). Different 
marketing tools have been applied in the search for this emotionality. 
However, sensory marketing is one emotion inducer that provides direct 
and effective results through creating environments and consumer im-
mersion in experiences (Podoshen, 2005). 

The development and management of the senses as emotional ele-
ments have been widely studied in the literature (Agapito, Mendes, & 
Valle, 2013). In the retail sector, very positive results have been ob-
tained in consumer behaviours and intentions through the application of 
sensorial stimulation (Podoshen, 2005). However, not all the five senses 
have received the same attention and application in scientific research. 

Due to its natural characteristics, the auditory sense is ideal for its use in 
the service sector and tourism in particular. Music and sounds represent 
a direct and involuntary stimulus, like visual and olfactory stimuli, 
which do not require active participation on the receiver's part (Juslin, 
2013). 

Moreover, it has the added characteristic of being a non-denotative 
language, i.e. it is not associated with semantic referents or languages 
and is therefore interpretable by the receiver without the need for prior 
knowledge (Juslin, 2013; Juslin & Västfjäll, 2008). On the other hand, it 
is an accessible resource for everyone because of the ease of access and 
because of the aesthetics and variety of the music itself, adapting to 
personal tastes and preferences (Siles, Segura-Castillo, Sancho, & Solís- 
Quesada, 2019). Finally, the music itself is an element that induces 
activation (neuronal and psychophysiological), being emotions an 
intrinsic element of music (Koneĉni, 2008). Because of these charac-
teristics, it is an element that is challenging to be developed in research 
because it is susceptible to individual interpretations according to 
preferences, experiences or likes (Apaolaza-Ibantildeez, Zander, & 
Hartmann, 2010). However, at the same time, it is of great interest due 
to its capacity to induce emotions (Juslin, 2013). Authors such as Juslin 
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and Västfjäll (2008) point out six ways of inducing emotions through 
music. The first is a physical phenomenon in which noises and sounds 
lead to unconscious bodily reactions. Secondly, emotion is a condition of 
music itself, associating elements of music such as tempo or mode with 
specific emotions. Thirdly, through feelings linked to melodies via the 
implicit association of melodies with previously experienced feelings. 
Fourthly, music is associated with visual images, e.g., landmarks or 
destinations. Fifthly, emotions are induced through episodic memory 
that connects memories of places or moments with specific music. 
Finally, emotions are created through the receiver's expectations at the 
moment of listening. 

Music has been studied in different fields and perspectives, consid-
ering all the options for emotional interaction between the receiver and 
the auditory elements. As a language and communication tool, it has 
been developed in various scientific fields (Vieira, 2013). The various 
lines of study focus on the relevance of music and its induction capacity 
from different approaches. 

Due to the great variety of research that has been developed in the 
science of music and emotions, it is necessary to make an approximation 
of the lines, procedures, methodologies and results obtained in recent 
years in the fields adjacent to tourism. These will allow for identifying 
trends and study techniques for their application in tourism. This 
research line has acquired relevance and interest in recent years, and its 
development has led to new theoretical contributions, ways of 
approaching studies, and measurement techniques. Although some 
studies have been identified in tourism, there is little development in 
areas such as consumer behaviour or tourism marketing, despite being a 
highly relevant topic (Min et al., 2019) with significant practical 
implications. 

This study focuses on music and emotions in tourism and how these 
issues have been addressed in the different research areas complemen-
tary to tourism. This study offers a compendium of methodological, 
theoretical and areas of application ideas that could be useful for 
developing environmental music studies in tourism. To this end, an 
analysis of the scientific production in recent years, its progress and new 
trends is carried out by a systematic literature review (SLR) and bib-
liometric analysis. The following research questions are proposed: 

RQ1: What are the publication outputs and trends for studying music 
and emotion? 
RQ2: How have emotions and music been conceptualized and 
measured in the literature? 
RQ3: What are the relations and variables linking music and 
emotions? 

Firstly, the theoretical background of this research on the topic of 
emotions, music, tourism and the underlying themes of the combination 
of these concepts are identified. Through a systematic analysis, 664 
contributions have been identified from different scientific fields. Their 
theoretical bases, methodologies, development variables and applica-
tion trends have been the object of a thorough study. Afterwards, a 
bibliometric study is also carried out to understand this field's key 
themes and relate them to the lines of research applicable to the tourism 
sector. The conclusions provide ideas and study approaches of relevance 
in the field of tourism marketing in order to establish research insights 
that help to understand tourist behaviour and reactions through the use 
of emotional musical elements in promotion and marketing. 

2. Theoretical background 

2.1. Emotions research in tourism marketing 

Tourism marketing is evolving and focusing on creating tourism 
experiences and emotions that are essential elements for the develop-
ment and enjoyment of these tourism experiences (Bastiaansen et al., 
2019). These are caused by tourists looking for emotional experiences 
that provide engagement and unique memories (Volo, 2021). Thus, to 

turn tourist proposals into experiences, it is necessary to take advantage 
of and manage emotions throughout the consumption process. The 
emotional component of the experiences may result in better marketing 
results, such as higher tourist satisfaction and positive future intentions 
(Lajante & Lux, 2020). 

Emotions could be responses to stimuli and situations, sometimes 
associated with the psychophysiological body or mental changes that 
lead to certain behaviours or decisions (Volo, 2021). They are evaluated 
as antecedents (Bastiaansen et al., 2019) but also as consequences of 
environmental elements capable of arising them (Morrison, Gan, 
Dubelaar, & Oppewal, 2011). Different theories support the importance 
of emotions in the decision-making consumer process and the creation of 
intentions. Tourist Gaze Theory by Urry (2002) highlights the emotional 
interaction that exists between the destination environment and the 
tourists' reactions and it was applied in emotional tourism experiences 
studies (Agapito et al., 2013; Kim & Fesenmaier, 2014; Wood & Kin-
nunen, 2020). SOR Model by Mehrabian and Russell (1974) from 
environmental psychology explained the physical and cognitive process 
of experiencing and reacting to certain stimuli and how emotions affect 
evaluations. This psychological theory has a huge development in the 
tourism emotional research (Tuerlan et al., 2021). Hadinejad, Moyle, 
Kralj, and Scott (2019) support the relevance of analysing the emotional 
process across different psychological spheres of the tourist to better 
understand the decision-making and behavioural process. 

Some literature reviews on emotional issues are already performed 
and published. Li, Scott, and Walters (2015) developed a review based 
on emotional methodological tools in marketing, and Bastiaansen et al. 
(2019) also did this methodological revision focused on the tourism 
area. Tuerlan et al. (2021) carry out a theoretical literature review on 
emotions in tourism, identifying the most prominent theories, lines of 
research, scales, and trends in studying emotions in tourism. Thus, 
theoretical studies through literature reviews in tourism marketing in 
the field of emotion are a scientific tool useful for framing trends and 
concepts. 

2.2. Music in tourism marketing research 

In tourism marketing, experiencing different senses is part of the 
enjoyment, development and remembrance of the tourism experiences 
(Volo, 2021). The way to enhance the emotional results could be by 
adding and designing more effective stimuli, including environmental 
attributes that could better induce the elicitation of emotions (Tuerlan 
et al., 2021). Juslin and Västfjäll (2008) define music as the most rele-
vant emotional inductor and behavioural driver in the enjoyment and 
development of sensory experiences. Some studies developed Service-
scape Theory (Bitner, 1992) where music is a relevant condition for the 
creation of a quality environment (Hul, Dube, & Chebat, 1997). Also, a 
trip is a sensory interaction of the place with the tourist and some the-
ories, as Tourist Gaze of Urry (2002) have evolved by giving greater 
value to non-visual interactions (Wood & Kinnunen, 2020).The appli-
cation of music in tourism has been studied from the effectiveness of 
background music (Loureiro, Roschk, & Lima, 2019), to music as a 
destination communication tool (Min et al., 2019), or even music events 
as a tourism product itself (Hudson, Roth, Madden, & Hudson, 2015). 

The emotional nature of music makes it an interesting element in 
promoting and creating tourism experiences. Authors such as Trompeta, 
Karantinou, Koritos, and Bijmolt (2022) show discrepancies in the re-
sults of a meta-analysis of music in tourism studies and raise the need to 
learn new ways of approaching the gap in the application of music in 
tourism. Waitt and Duffy (2010) use a more sociological and psycho-
logical approach that underlines the need to deepen our knowledge of 
music's affective and emotional processes in tourism. 

2.3. Music as an emotional trigger 

Music arouses emotions in about 55–65% of situations (Juslin, 
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2013). Following theoretical environmental psychology basis on SOR 
Model (Mehrabian & Russell, 1974), in the pre-consumption and con-
sumption stage, music works as sensorial stimuli that engage emotion-
ally and have effects on different behavioural and physiological 
responses or reactions (Errajaa, Legohérel, & Daucé, 2018; Klepzig et al., 
2020). These reactions result in personal evaluations as value (Wood & 
Kinnunen, 2020; Yüksel, 2007) or perceptions (Kantono et al., 2019). 
Authors such as Morrison et al. (2011) analyse reactions in the post- 
consumption stage, concluding that music causes behavioural con-
sumer changes that affect marketing outcomes as satisfaction, but also 
buying and behavioural intentions (Jang & Namkung, 2009; Sayed, 
Farrag, & Belk, 2004) that could benefit tourism marketing managers. 

Explained by Imagery Processing Theory, some researches highlight 
that music helps to evoke imaginative and emotional reactions through a 
mental process that impacts individual evaluations (Berthold-Losleben 
et al., 2018; Juslin, 2013). This Imagery Processing Theory by MacInnis 
and Price (1987), explains the emotional, physical and cognitive re-
actions through sensory information that would result in memories. In 
some ways, these emotional music tools can also transform the con-
sumer's personal sphere (Kirillova, Lehto, & Cai, 2017) through memory 
(Apaolaza-Ibantildeez et al., 2010; Wood & Kinnunen, 2020) and by 
affecting psychological variables such as mood (Alpert & Alpert, 1990; 
Lehrner, Marwinski, Lehr, Johren, & Deecke, 2005; Siles et al., 2019; 
Taylor & Friedman, 2015) and attitudes (Stewart & Koh, 2017). Both 
terms are related to long-term psychological changes: mood is referred 
to an emotional state of mind (Siles et al., 2019) and attitudes to change 
of mind (Stewart & Koh, 2017). 

This relationship between music and emotions has been conceptu-
alized (Juslin, 2013) and reviewed in marketing from the behavioural 
(Koneĉni, 2008), branding (Argo, Popa, & Smith, 2010) or retailing 
(Vieira, 2013) fields. Music application in tourism areas has also been 
studied (Trompeta et al., 2022) but the relationship between music and 
emotions requires further attention (Min et al., 2019; Trompeta et al., 
2022; Waitt & Duffy, 2010). 

3. Methodology 

A qualitative SLR was conducted at the beginning of 2022 to syn-
thesize the research production based on music and emotions in tourism 
and marketing. This procedure aims to show the outputs and trends of 
the research line (RQ1). The SLR is a reproducible and rigorous analysis 
method for identifying the existing academic body of a research line 
(Fink, 2014). 

Following the steps proposed by Fink (2014), a SLR was developed to 
explore and evaluate the existing studies on emotions elicited by music 
elements in tourism marketing. A systematic literature review focuses on 
reproducibility, detailing the search, exclusion, summary procedure and 
minimising bias (Chang, Moyle, Dupre, Filep, & Vada, 2022). In tourism 
research, some authors have recently developed SLR methods for un-
derstanding multidimensional tendencies in the study of emotions 
(Tuerlan et al., 2021). The research protocols proposed by Fink (2014), 
Mulet-Forteza, Lunn, Merigó, and Horrach (2020) and Tuerlan et al. 
(2021) are followed in this research in order to perform a proper SLR 
(Fig. 1.). 

The databases Web of Science (WOS) and Scopus were queried. As 
Fig. 1 shows, the process has four steps following the PRISMA method 
(Andronie et al., 2023) and begins in the identification phase, where 
keyword quest in the title, keywords and abstract was made with the use 
of research equations. It is necessary to restrict the query to English 
article document type to limit these issues with the aim of a properly 
bibliometric keyword analysis (Chang et al., 2022). This research pro-
duced a total of 807 articles. The second step, screening, was to narrow 
the duplicate articles inserted in both databases. This document's 
screening resulted in 702 articles. In the “eligibility step”, the charac-
teristics of the articles are reviewed and checked that text is available. 
The last phase labelled the “included step” was the selection of the 
relevant journals for the analysis as judged by the researchers. To focus 
on study propose, some authors have selected the scope of the journal, 
intending to target the objective state of the art. The target categories 
selected were the areas related to communication, social science, man-
agement, tourism, geography, behavioural science and business. In this 

Fig. 1. Technical details of the query procedure adapted from PRISMA Method. 
Source: Own Elaboration based on Chang et al., 2022 
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paper, educational, sports and language journals were removed. 
The final corpus for bibliometric analysis led to target literature made 

of 664 articles resulting from the adequacy procedure, published from 
1970 to 2021, in 270 journals, by 1490 authors. The bibliometric 
analysis has been developed using SciMat, software commonly used in 
tourism, to offer an exhaustive analysis of state of the art and tendencies 
in some specific research fields such as restaurants research evolution, 
post-covid-19 insights in tourism research or ITC in tourism (Casado- 
Aranda, Sánchez-Fernández, & Bastidas-Manzano, 2021; Molina-Col-
lado et al., 2022; Rodríguez-López, Alcántara-Pilar, Del Barrio-García, & 
Muñoz-Leiva, 2020). SciMat can develop an analysis of the bibliographic 
relations among the units of analysis selected, named nodes that refer to 
variables (RQ3). The bibliometric analysis is limited to the following 
condition proposed by Cobo, López-Herrera, Herrera-Viedma, and 
Herrera (2012), Rodríguez-López et al. (2020), Casado-Aranda et al. 
(2021), and Molina-Collado et al. (2022): author's words, source's words 
and added words as a unit of analysis and data reduction method limited 
to two units; the co-occurrence matrix where the nodes are the words 
selected and the Equivalence Index and the Clustering algorithm used 
was Simple Centre Algorithm. All the analysis was measured by docu-
ment count, h-index and sum citations as quality indicators. 

For the SLR corpus, only articles related to tourism and comple-
mentary areas such as marketing and customer behavioural science are 
selected (n = 102). These articles are analysed, reviewed and cited, 
emphasizing the research lines and application fields with the aim of 
highlighting the primary research, analysis and results applied in 
tourism marketing. The analysis of these articles provides insights into 
the methodologies, measurement and conceptualisation of the research 
line (RQ2). 

4. Results 

4.1. Outputs evolution and trends 

4.1.1. Publications per year 
The number of articles found per year shows the increasing relevance 

of the studied issue. It can be noticed that, since 2010, the scientific 
production about the application of emotions in tourism has experienced 
a significant increase (Fig. 2). During the last ten years, it can be 
observed a clear trend upwards, as 79% of the total of papers published 
between 2011 and 2021 show. 2021 has been the most productive year, 
with 117 articles, followed by 2020 with 72 articles and 2019 with 59 

articles. This trend shows the growing interest in music in tourism 
marketing research. 

4.1.2. Development of the theoretical concepts 
In order to perform a proper analysis, contributions have been 

divided into three periods: the first from 1970 to 1999, labelled as the 
initial period, the development period from 2000 to 2010 and the 
growth period from 2011 until 2021. 

The initial period (1970–1999) shows a conceptualization of terms 
like music, song, store music or soundscape. Dunbar (1990) defines 
music as “a complete language which can communicate very powerfully 
with the senses and the emotions” (p. 197) and songs as the tools that 
materialize this language. Already from the beginning, the musical term 
is conceptualized with its emotional affectations (Juslin, 2013). Store 
music is defined as a specific tool developed in a place (Yalch & Span-
genberg, 1993). Smith (1994) established the concept of soundscape in 
reference to the relation between landscape and sensory elements. So, 
the relevance of music in the ambience and as environmental tool is 
highlighted (Tuerlan et al., 2021), as well as the development of specific 
terms related to servicescapes (Bitner, 1992). The studies developed in 
this stage try to find results on intentions (Alpert & Alpert, 1990), 
emotion or memory (Baumgartner, 1992), focusing the research aims at 
zoning (Yalch & Spangenberg, 1993), waiting (Hul et al., 1997) and time 
spent in spaces, or the uses of music in advertising (Dunbar, 1990). The 
behavioural responses of SOR Model (Mehrabian & Russell, 1974) are 
included in terms, above all, of flow. 

The development period (2000− 2010) hosts 17% of the contribu-
tions and brings forward new research environments, focused on envi-
ronmental psychology and behaviour proposed by Mehrabian and 
Russell (1974). New terms appear, such as background music (Chebat, 
Chebat, & Vaillant, 2001), physical surroundings (Sayed et al., 2004) or 
environmental elements and atmosphere (Chebat et al., 2001; Uhrich & 
Koenigstorfer, 2009). There is a significant research trend studying the 
context and in-store atmosphere related to music and sounds. In the 
tourism area, specifically, some tourism experiences, such as music 
festivals, started to be analysed (Matheson, 2008). 

Moreover, some relevant contributions are made in the field of 
methods and theoretical frameworks. First, it developed the dual anal-
ysis of emotion in cognition vs affective (Sweeney & Wyber, 2002) or 
valence vs arousal (Carpentier & Potter, 2007; Gorn, Pham, & Sin, 2001; 
Mattila & Wirtz, 2006). These researches are in line with what has been 
proposed by different evaluation theories that establish this dual 

Fig. 2. Evolution of the number of articles per year. 
(Source: Own Elaboration) 
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processing pathway (MacInnis & Price, 1987; Mehrabian & Russell, 
1974). In addition, authors start using the fusion of sensory elements, 
combining olfactory (Chebat & Michon, 2003; Lehrner et al., 2005) and 
visual (Chebat & Morrin, 2007) items with sounds. 

The growth period (2011− 2021) is the most productive, with 527 
articles out of 664. Fields of application evolve based on Information 
and Communication Technologies (ICT) development. Most scientific 
production revolves around new technologies: online sources (Anwar, 
Waqas, Muhammad Zain, & Mui Hung Kee, 2020; Krämer, 2018; Wu, 
Tao, & Lin, 2017), virtual reality (Hwang, Yoon, & Bendle, 2012; Molet, 
Billiet, & Bardo, 2013; Skulmowski, Bunge, Kaspar, & Pipa, 2014) or 
social media (Hudson et al., 2015; Kemp, Francisco, Siew, Turri, & 
Smith, 2013), particularly Facebook (Hoksbergen & Insch, 2016; 
Mogaji, 2016) and Twitch (Ruberg & Lark, 2021) as a social tools or 
Spotify (Eriksson, 2020; Siles et al., 2019) as a musical tool. 

Some researchers had introduced the use of musical elements for 
detailed studies in the previous period (Carpentier & Potter, 2007), but 
these lines were not developed enough. In this last period, those ele-
ments become relevant. Beat (Baird, Walker, Biggs, & Robinson, 2014), 
genre (Apaolaza-Ibantildeez et al., 2010; Fiegel, Meullenet, Harrington, 
Humble, & Seo, 2014; Istók, Brattico, Jacobsen, Ritter, & Tervaniemi, 
2013; Siles et al., 2019; Strobin, Hunt, Spencer, & Hunt, 2015), tempo 
(Ding & Lin, 2012; Stewart & Koh, 2017) or tone (Centanni, Halpern, 
Seisler, & Wenger, 2020) are some of the music element isolated studied. 
Being of great significance in the development of congruency studies 
(Ausín, Bigne, Marín, Guixeres, & Alcañiz, 2021; Garaus, 2017; Hel-
mefalk & Hultén, 2017; Lee, Andrade, & Palmer, 2013) caused of the use 
of multisensory tool management. 

The methodological innovations implemented during this period 
include the use of psychophysiological measures through face-reader 
(Invitto et al., 2017), piloerection (Benedek & Kaernbach, 2011), eye 
tracking (Skulmowski et al., 2014), cardiovascular measures (Fair-
clough, van der Zwaag, Spiridon, & Westerink, 2014), electrophysio-
logical responses (Kantono et al., 2019) or electroencephalogram (EEG) 
(Revuelta, Ortiz, Lucía, Ruiz, & Sánchez-Pena, 2020); and brain re-
sponses through functional magnetic resonance imaging (fMRi) (Bert-
hold-Losleben et al., 2018), neuron activity (Hill et al., 2013) or 
amygdala and cortex responses (Liégeois-Chauvel et al., 2014). In line 
with the physiological study of emotional reactions to music, the 

development of Autonomous Sensory Meridian Response (ASMR) 
auditory tool as a new field of study stands out (Ruberg & Lark, 2021; 
Sakurai et al., 2021) as a response to theories that state the need to study 
the elements in isolation to see how they affect the tourist or consumer 
(Mehrabian & Russell, 1974). 

Trends over the last year (2021) also provide new research focusing 
on the Covid-19-induced social and health care crisis and the behav-
ioural changes that have emerged (Fink et al., 2021; Wulf, Breuer, & 
Schmitt, 2021). 

4.2. Music and emotions methodology and publishing scope 

4.2.1. Scientific journal outputs and quality characteristics 
Regarding the publishing format, only journal articles were selected 

to know the publication areas for the target issue (Tuerlan et al., 2021). 
Out of the total sample, 97 academic journals have at least two pub-
lished articles. Table 1 shows the top 20 journals sorted by the number of 
published articles; they cover 34% of the total. Almost all have a quality 
impact factor index associated with WOS or Scopus. It is worth noting 
that these top journals belong to diverse categories. Some tourism 
marketing authors highlight the relevance of psychology in the research 
on emotion, a key area for a better understanding of the affective 
changes that tourists may experience during tourism consumption and 
its subsequent behaviours (Coudounaris & Sthapit, 2017). 

4.2.2. Most cited articles and most used theoretical and methodological 
framework 

Some theoretical models and theories are developed in different 
studies. TAM Model (Ding & Lin, 2012) for online researches, SOR 
Model in environmental studies (Eroglu, Machleit, & Davis, 2001; Jang 
& Namkung, 2009), Actor-Partner Interdependence Models in 
hormonal-emotional analysis (Abad-Tortosa et al., 2019) or PAD Model 
in emotional tracking articles (Kim & Fesenmaier, 2014) are some of the 
models used. Also, theoretical basis as the Critical Social Theory applied 
to environmental studies (Waitt & Duffy, 2010), the Consumption Value 
Theory (Wu et al., 2017) or the Aesthetic Trinity Theory (Koneĉni, 2008) 
coming from behavioural and social science are applied. Some other 
authors, as Chebat and Michon (2003), take as reference the combina-
tion of two theoretical bases, PAD Model and the Cognitive Theory of 

Table 1 
Quality indexes of the most productive and relevant journals.  

Journal N. 
doc. 

JCR category Ranking* SJR Category Ranking* 

Neuropsychologia 34 Behavioral Science Q3 Behaviotal Neuroscience Q1 
Journal of Business Research 21 Business Q1 Marketing Q1 
Cortex 20 Behavioral Science Q1 Neurology Q1 
Biological Psychology 12 Behavioral Science Q2 Neuropsychology Q1 
Journal of Retailing and Consumer Services 11 Business Q1 Marketing Q1 
Frontiers in Behavioral Neuroscience 9 Behavioral Science Q2 Behavioral Neuroscience Q1 
Cognitive Affective and Behavioral Neuroscience 8 Behavioral Science Q2 Behavioral Neuroscience Q1 
Media Psychology 8 Communication Q1 Communication Q1 
Journal of Psychology 7 Psychology Q2 Business Q1 
Psychology and Marketing 7 Business Q2 Marketing Q1 
Emotion Space and Society 7 Social Science Q3 Social Psychology Q2 
Journal of Consumer Behaviour 6 Business Q3 Social Psychology Q2 
Behavioural Brain Research 6 Behavioral Science Q2 Behavioral Neuroscience Q2 
European Journal of Marketing 6 Business Q2 Marketing Q1 
Advances in Consumer Research 6 Business Q4 (2005) Marketing Q4 (2019) 
Physiology and Behavior 5 Behavioral Science Q1 Behavioral Neuroscience Q2 
International Journal of Contemporary Hospitality 

Management 
5 Hospitality, Leisure, Sport and 

Tourism 
Q1 Tourism, Leisure and Hospitality 

Management 
Q1 

Leisure Studies 5 Hospitality, Leisure, Sport and 
Tourism 

Q4 Tourism, Leisure and Hospitality 
Management 

Q2 

International Journal of Hospitality Management 5 Hospitality, Leisure, Sport and 
Tourism 

Q1 Tourism, Leisure and Hospitality 
Management 

Q1 

Tourism Management 5 Hospitality, Leisure, Sport and 
Tourism 

Q1 Tourism, Leisure and Hospitality 
Management 

Q1  

* Quartiles of journals according to the ranking based on the impact index calculated in the year 2021 Source: Own Elaboration. 
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Emotions, with the aim of explaining the combined nature of emotions. 
The study of emotions and the difficulty of approaching complete 
emotional analysis, including affective and cognitive elements, make 
essential the use of combined theories. 

To understand the most relevant research lines, it is also essential to 
analyse the updated most cited publications (Molina-Collado et al., 
2022). There are differences between the numbers of citations recorded 
in the two databases considered due to the different counting protocols 
employed (Table 2). 

Most of the articles try to evaluate the environmental conditions 
while trying to understand customer responses. The SOR Model is one of 
the most relevant and developed theoretical frameworks used in 
emotional studies (Tuerlan et al., 2021) and also the most frequently 
used in the top 20 most cited articles in this study (Table 2). This theory, 
stated by Mehrabian and Russell (1974) and based on environmental 
psychology, suggests that the stimulus in the space strongly conditions 
emotions. These relations between the environment, the customers' re-
actions and behavioural intentions have been strongly developed by 
some authors in research areas such as retailing (Vieira, 2013) or 
tourism (Tuerlan et al., 2021). Table 2 shows that the most used method 
is the survey through structured questionnaires analysed with a struc-
tural equation model. Nevertheless, also, it has been developed in case 
studies and experiments. Some other papers studied hormonal and 
emotional responses by testosterone tests (Abad-Tortosa et al., 2019), 
neural and cerebral responses (Centanni et al., 2020; Halko, Mäkelä, 
Nummenmaa, Hlushchuk, & Schürmann, 2015; Istók et al., 2013) and 
physiological and psychological responses (Egermann, Pearce, Wiggins, 
& McAdams, 2013; Li, 2019). Such methodologies improve data 
collection, allowing consumer reactions and behaviours to be fully un-
derstood (Hadinejad et al., 2019; Volo, 2021). 

4.3. Bibliometric and content analysis 

Among the 664 articles identified and used in the bibliometric 
analysis, SciMat established 38 clusters, known as nodes, classified by 
Callon's centrality and Callon's density in 4 different themes shown in a 
strategic diagram (Fig. 3). Centrality is defined as “the degree of inter-
action of a network with other networks”, and density as “the internal 
strength of the network” (Cobo et al., 2012, p. 9). 

Some motor themes are reviewed in detail because of their relevance 
(high density and centrality) (Cobo et al., 2012). That means that these 
nodes have relevance in the research field but also have internal 
developed links. These themes include conceptualization nodes as sound 
or physical surroundings that show the auditory elements used in studies 
and related to environmental tools. These terms have been studied in 
different areas related to branding (Argo et al., 2010; Klepzig et al., 
2020), quality of experience (Klimmt et al., 2019), retailing (Biswas, 
Lund, & Szocs, 2019; Hynes & Manson, 2016; Sayed et al., 2004), ge-
ography (Duffy, Waitt, & Harada, 2016) and tourism management 
(Gale, Ednie, Beeftink, & Adiego, 2021). Also, there is a motor node 
related to ambient scent that shows the multisensory uses of the stimuli. 
This variable has been used in the tourism field (Anguera-Torrell, León, 
Cappai, & Antolín, 2021), but, above all, there are also substantial ac-
ademic contributions in the retailing field that include sensory ambient 
as a flow tool that provides more sensory immersive atmospheres (Bis-
was et al., 2019; Chebat & Michon, 2003; Jha & Singh, 2013; Lehrner 
et al., 2005). 

Some marketing result variables, such as customer satisfaction, are 
also motor themes and have been studied in the service context of 
developing emotions and music in places and environments (Garaus, 
2017; Jani & Han, 2014; Ladhari, Souiden, & Dufour, 2017; Moon, 
Yoon, & Han, 2016; Morrison et al., 2011; Wirtz & Bateson, 1999; Wirtz, 
Mattila, & Tan, 2000). Specifically, it is developed in the so-called 
servicescape, defined as the ambient design with sensory and affective 

Table 2 
Most cited articles and most employed methodologies.  

Title Year Authors Journal WOS Scopus Model and methodology 

Perceived quality, emotions, and behavioral intentions: 
Application of an extended Mehrabian-Russell model to 
restaurant 

2009 Jang, SC 
Namkung, Y 

Journal of Business 
Research 

529 587 Using Stimulus-Oganism-Result (SOR) 
Model for evaluating through Structural 
Equation Model (SEM) 

Atmospheric qualities of online retailing - A conceptual 
model and implications 

2001 Eroglu, SA 
Machleit, KA 
Davis, LM 

Journal of Business 
Research 

523 682 A proposal model is developed based on 
SOR Model 

Impact of ambient odors on mall shoppers' emotions, 
cognition, and spending - A test of competitive causal 
theories 

2003 Chebat, JC 
Michon, R 

Journal of Business 
Research 

363 428 Comparing SOR Model and Emotion- 
Cognition Model through SEM 

When should a retailer create an exciting store 
environment? 

2006 Kaltcheva, VD 
Weitz, BA 

Journal of Marketing 350 – Analysis of the motivational orientation in 
the SOR Model by two experiments 

The impact of music on consumers' reactions to waiting for 
services 

1997 Hul, MK 
Dube, L 
Chebat, JC 

Journal of Retailing 240 291 By five experimental conditions, emotional 
response and perceived wait were studied 

Service clues and customer assessment of the service 
experience: Lessons from marketing 

2006 Berry, LL 
Wall, EA 
Carbone, LP 

Academy of 
Management 
Perspectives 

231 279 A case study based on three experience clues 
that influence customers' perceptions 

Ambient odors of orange and lavender reduce anxiety and 
improve mood in a dental office 

2005 Lehrner, J 
Marwinski, G 
Lehr, S 
Johren, P 
Deecke, L 

Physiology and 
Behavior 

225 281 Statistical analysis of people answer to four 
ambience conditions by questionnaires 

The effects of social media on emotions, brand relationship 
quality, and word of mouth: An empirical study of music 
festival attendees 

2015 Hudson, S 
Roth, MS 
Madder, TJ 
Hudson, R 

Tourism Management 221 263 Evaluating behavioural and emotional 
results in a music tourism context by SEM 

The effects of music in a retail setting on real and perceived 
shopping times 

2000 Yalch, RF 
Spangenberg, 
RE 

Journal of Business 
Research 

213 255 Analysis of customer results in a simulated 
experiment for evaluating environmental 
factors 

Consumer satisfaction with services: Integrating the 
environment perspective in services marketing into the 
traditional disconfirmation paradigm 

1999 Wirtz, J 
Bateson, JEG 

Journal of Business 
Research 

209 276 By a simulation experiment, satisfaction is 
evaluated as a consumption result variable 
in SOR Model 

Source: Own Elaboration. 
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elements (Lin & Worthley, 2012). This relation interacts with involve-
ment (Harmon & Kyle, 2016) and place-attachment (Fu, Yi, Okumus, & 
Jin, 2019; Rajaobelina, Dusseault, & Ricard, 2019). They have been 
studied in conjunction with the opposite variable detachment (Sinclair, 
2015), in leisure activities research, where is analysed the emotional 
results of a music scene (Harmon & Kyle, 2016) and in the branding field 
(Argo et al., 2010; Hepola, Karjaluoto, & Hintikka, 2017). Also, satis-
faction and emotions have been used in experiential research to develop 
ambience relations between arousal, pleasure, and satisfaction in res-
taurants (Wirtz et al., 2000). 

5. Conclusions and future research lines 

This study tries to identify, summarize, clarify and analyse the 
research inputs that link music and emotions during the last 50 years 
(1970–2022). The main implication is the theoretical contribution in 
tourism marketing studies focused on music and emotion. The inter-
disciplinary study of the application of sensory marketing and consumer 
emotional behaviour is carried out through an extensive literature re-
view including business, behavioural and psychological fields. This 
analysis highlights the evolution and trends that could be applied in 
forward tourism marketing research. 

The trend of scientific production related to the topic shows the 
increasing interest of marketing scholars in the study of music and 
sounds related to emotions. It can be understood in line with the 
growing interest in the knowledge of emotions in tourism (Tuerlan et al., 
2021). The state-of-the-art shows the relevance of the variable emotion 
in conjunction with music elements and tools and an evident growth of 
interest during the last ten years. It could be explained by the long- 
standing use of sensory marketing in service delivery and retailing and 
the application of this knowledge in tourism. But also, it could be 
explained by the new methodologies applied that helps to focus and 
solve the research question from another approach. 

The most used theoretical basis and conceptualizations are explained 
by most cited articles. This emotion and music research line has been 
developed based on different and multidimensional research areas. 
Above all, studies related to this scope are focused on behavioural 
studies, as most productive journals display. As the review settles, 
emotions are conceptualized as reactions to stimuli by behavioural, 
psychological, psychophysiological, or neuronal science of general 
human behaviour. Although the survey methodology is applied, the 
scope of the most productive journals provides an important scientific 
theoretical basis for the application of innovative emotional measures 
methodologies in marketing. These methodologies come from neurology 

Fig. 3. Cluster classified by themes and by document count. 
Source: Own Elaboration, adapted from strategic diagram by SciMat. *The numbers in brackets show the relevance of the cluster according to its document count. 
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science, such as psychophysiological and biometric measures or neuro-
imaging (Bastiaansen et al., 2019) and could help to understand the 
complete decision-making process through the different reaction studies 
(Mehrabian & Russell, 1974). But applying this scientific knowledge is 
also implemented in other fields such as business, communication, 
hospitality and tourism. The numbers and quality of journals that host 
scientific articles in this scope reflect the interest, applicability and 
reliability of emotional music studies. Environmental reactions are the 
most common developed studies in these articles, mainly by the psy-
chological SOR Model. This tendency shows the scholars' interest in the 
eliciting process of emotions through music as sensory communication 
and environmental tool in the development of experiential environ-
ments or servicescapes (Bitner, 1992). 

Music's emotional responses and reactions evolve around experience 
development. Bibliometric analysis displays relevant themes related to 
the tourist decision-making process in the different consumption stages. 
Stimuli are developed by different auditory elements, including 
controllable ones such as sounds or language and even incontrollable 
ones such as physical surroundings that could be combined with other 
sensory elements. These stimuli, through a mental imagery process of 
association and interaction with information (MacInnis & Price, 1987), 
lead to emotional responses that the brain and psychophysiological ac-
tivity could measure. All these processes could have resulted in tourists' 
responses by satisfaction, involvement, decision making or positive 
evaluation through quality, perceived waiting or ambient settings 
explained by Tourist Gaze Theory (Urry, 2002). 

As limitations of the work, articles that are not from complementary 
areas and not included in the analysis may also be interesting. There 
may have been a loss of information. Other areas, such as sport or ed-
ucation, work with variables such as memory or wellbeing, which are of 
increasing interest in the field of tourism. These articles, although not 
specific to the area of study, may serve to contribute theoretical or 
methodological ideas. In the case of articles referring to sports, it could 
be interesting to analyse how the relationship between movement and 
music is studied and how psychophysiology methodologies are applied 
in this field. 

This paper tries to approach a theoretical frame that could be useful 
for developing emotional studies in tourism and marketing. The 
contribution of this paper to the literature is to build a theoretical 
scheme of the most developed research lines that could be useful for 
explaining and understanding the scope of music and emotions. Theo-
retically, a methodological, conceptual and theoretical approach helps 
to highlight the tendencies in music on emotional tourist studies. The 
concepts are clarified and the relevance of the different typologies of 
studies and the essential variables in emotional analysis are presented. 
Some practical implications for involved stakeholders are based on the 
approach to understanding possible consumer reactions and the ele-
ments for tourist music experience design. The variables highlighted in 
this study allow managers to understand the responses and possible 
outcomes of the application of musical tools in their experiences. In 
addition, it provides a series of auditory (genre, rhythm or timbre of the 
music) and personal (consumer tastes, expectations) elements that can 
influence the tourist evaluation and response. The multidimensional 
nature of tourism marketing and emotional scope could be a limitation 
in the approach of theoretical and methodological studies tendency by 
SLR. It could be interesting if more specific studies could be developed 
with the focus on multisensorial tools (touch, taste, or smell) as 
emotional enhancer applied in the tourism field that helps to improve 
tourists' experiences in terms of evaluation and marketing results. For 
future research, it could be interesting to approach the auditory and 
musical studies from an experimental and multi methodological 
perspective. It would help to understand how music tools affect con-
sumer behaviour in isolation. Also, applied studies should be adapted to 
new technological tendencies, trying to apply VR or metaverse studies or 
big data automatization for the analysis of environment perception 
(Andronie et al., 2023). 
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