
Sound Branding as marketing tool 

Only music gives the 
very own touch 
Hotel acoustics go beyond mere sound insulation and cover anything from live music to 

permanent music installations. Agencies like amp Sound Branding develop holistic music 

concepts and distinctive acoustic identities for brands. For hotels this results in emotional 

access to guests beyond boring elevator music and uninspired lobby pianists.

PROXIMITY
narrow melodic patterns 
and small sound 
dimensions 

CASTLE & ZURICH" 
wide dimensions, elevated, 

celebratory 

TRADITION & FUTURE
traditional elements put in 

a new context 

LIFE BALANCE
Beauty, Relax, 

Detox and Vitality 

The Five-Star-Luxury-City-Resort, "The Dolder Grand " in Zurich, did not leave its 

music concept to chance, but rather, relied on the expertise of experienced 

sound branding experts.

amp Sound Branding developed four musical themes for "The 

Dolder Grand". These serve as guidelines for music research 

and help tailor music playlists to the individual requirements of 

each space on the premises.

T The words Hotel music, often 
prompt us to think of those ocean 
sounds heard in spas, bland elevator

music or the occasional jazz-piano player 
in the hotel lobby: each is realized by 
sound providers with relative ease. 
Beyond these three contact points, 
however, are a myriad of missed 
opportunities for integrating 
multisensory concepts. These, in turn, 
can support a Hotel’s identity through 
Sound Branding, a process that is 
becoming more and more popular other 
industries. A hotel is an overall concept: 
an expression of style and attitude. The 
right music will contribute to a hotel’s 
image, imbuing it with originality and 
refining the brand emotionally. 
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Sound Branding vs. On-Property Music 
Strategic Sound Branding goes beyond 
your typical, every-day, on-property 
music. In the hospitality industry, music 
is often used to set the mood or mask 
silence. Sound Branding, however, is not 
purely functional: it has proven itself an 
effective marketing-tool for brands 
looking to position themselves in a 
competitive tourism market. 
A hotel brand can communicate on a 
variety of different channels, not only 
on-property, but also on digital channels 
and TV. A holistic sound identity conveys 
brand values on all communication 
channels effectively, in a subconscious, 
immediate and enduring fashion.
Customers can better relate to and

identify with brands that use Sound 
Branding to support their brand 
identity. Holistic Sound Branding not 
only generates better brand recall, but 
also helps to present a consistent 
brand image to the world. As one of 
the world's leading sound branding 
agencies, the German agency,
amp Sound Branding, based in 
Munich, Zurich and Miami, equipped 
the Five Star Luxury City Resort 
Dolder Grand in Zurich with a holistic 
music-concept. 
 

� contact 

amp Sound Branding 

www.ampsoundbranding.com 
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amp Managing and Creative Director, 

Michele Arnese, said of the Dolder Grand, 

“(they have) recognized and used the 
potential of Sound Branding. We created 

a holistic sound identity for the hotel, in 

the form of a music concept, one which 

captures the essence of the brand and 

reinforces the brand’s connection with 

its target group.” 
Thorough analysis of the brand led to the 

development of this music-concept one 

which outlines the input parameters for 

“The Dolder Grand Music Library” in all 
open areas of the Hotel, and 

simultaneously defines what music 

choices suit brand communication on 

digital channels. Music is very personal: 

musical taste can be extremely variable 

and different. Given this fact, how does 

one translate a brand into music? 

Is that even possible, or do we need to 

rely on our gut feeling? "Our work has 

nothing to do with gut feeling, "says 

Karolina Namyslowski, amp Sound 

Branding Consultant and Music Editor, 

"we translate the brand values  and the 
brand positioning into musical 

parameters. Using these parameters, we 

generate different playlists that are 

divided into themes. These are then 

assigned to the respective areas of the 

hotel, as they are tailored to the individual 

requirements and needs of each space." 
For the Dolder Grand’s Gourmet 

Restaurant ,"The Restaurant", awarded 

with 18-Gault Millau points and two 

Michelin stars, an individual music 

concept was developed to counterpoint 

the the culinary art of unconventional 

Chef Heiko Nieder. Michele Arnese said of 

The Restaurant, "the culinary experience 

in The Restaurant is characterized by 

those innovative, surprising moments, 

which capture the full attention of the 

guest. Our music concept for The 

Restaurant is focused on diversity, 

familiarity and convergence to the 

gourmet cuisine of Heiko Nieder, setting 

the perfect stage for your meal.”
The holistic music-concept is also 

implemented and heard in the Dolder 
Grand’s award-winning luxury spa. It is 
divided into four themes, Relax, Vitality, 
Beauty and Detox, each with its own 
particular application. While Detox 
Treatments are accompanied by very 
reduced music, amp also compiled 
activating music for invigorating Vitality 
treatments. 

- As is the case in other areas of the 

hotel, these themes were translated 

musically and the playlists were curated  

with special care, ensuring audible 

support for all of the luxury spa’s various 

treatments. “We consciously stayed away 

from ocean-sounds, pan-flutes and other 

obsolete spa music concepts”, says 

Karolina Namyslowski.  

Curated Playlists as a Reminder 

The Dolder Grand’s holistic sound 
identity can also be heard outside of the 

premises: Films that are part of the 

Dolder Grand's brand communication, 

such as documentaries on the culinary 

festival "Epicure", are also accompanied 

by music that adheres to the music-

concept. In this way, the sound identity 

is also heard on digital contact points. 

Top Topic 

The sound identity reminds guests of the 

“Dolder experience” and leaves a lasting 
impression. The implementation of 

themes such as “Proximity”, “Castle and 

Zurich” and “Tradition and Future”, on the 
hotel premises, allow guests to experience 

the Dolder Grand musically and take 

these impressions home. All themed 

playlists are curated by amp and can be 

heard on the Dolder Grand’s Spotify 
account, so that guests and fans around 

the world can bring the “Dolder 

experience” into their digital home. 1 

THREE QUESTIONS TO MICHELE ARNESE, AMP 

Michele Arnese is Managing and Creative Director at 
amp sound branding – founded in 2008 together with 
composer Rudi Mauser in Munich, with offices also in 

Switzerland (Zurich) and USA (Miami).

Hotel+Technology: Can you summarize, for us, why sound branding for Hotels is 

so important? 

Michele Arnese: Hotels sound anyway. Most hotels sound generic and often their 

sound doesn’t match the brand, both on the premises and in their communication. 

Sound Branding offers the possibility to shape these channels with brand identity in 

mind. This not only pleases guests in a purely functional sense, but also adds value 

to your brand positioning. We offer individual, modular strategies that are flexible 

and can be adapted to the needs, budget and size of the brand. Currently, given 

the ever-changing tourism industry, hotel brands should try to differentiate 

themselves and connect with their guests emotionally. What better way to do this, 

than with music? 

Do you have any other examples of sound branding in the hospitality industry? 

The Hilton Hotel group chose us as the leading sound branding agency for two their 

brands - Hampton by Hilton and Hilton Garden Inn. Our goal is to use Sound 

Branding to differentiate the brands, increasing brand awareness and brand loyalty. 

Kann ich mir für mein Unternehmen auch eigene Musik komponieren lassen? 

Naturally. At Hampton, for example, we have, in addition to on-property playlists, 

developed and composed a Sound DNA. The music is designed and composed to 

contain enough elements for all audible touchpoints. This means it contains material 

for use in film soundtrack edits and digital brand communication. The Sound DNA 

even provides a basis for the development of functional sounds, for use in digital/
mobile apps. Currently this music is being aired in the United States in Hampton TV 

commercials.




