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in an cffort 10 altract 2 certain segment of the
apparel-buying public (e.g. young, fashion-
€ONSCious Women), purvey a certain image
(e.g. modern, fashionable), and/or
differentiate their retail offerings from those
of their competitors.

Background Music and the Shopping
Experience

Because a shopper's first-hand experience
wilh a retailer partly determines whether or
nol he or she will return Lo the store, relailers
should be aware of the imponance of shopper
evaluations. Three specific dimensions of
shopper evaluation are considered: fulfilling
purchase needs, overall affective evaluations;
and service cvaluations.

“How can buckground music help
customers Lo fulfill purchase needs?” The
answer: by playing the ripht type of music!
Therc is some evidence to suggest that
background music can have a direct impact
on shopping behavior. Research on the use of
background music in retail settings indicates
that retailers can influence the amount of
time, and somelimes the amount of money, a
shopper spends by manipulating the volume
(Smith and Curnow, 1966) and 1empo
(Milliman, 1942, 1986) of music. Playing the
right type of music may influence shoppers to
buy more expensive brands (Agmon, 1990)
and purchase more merchandise (Yalch and
Spangenberg, 1950).

Attempts to explain such musical cffects
typically lead to discussions of the models of
hutnan-eavironment interaction (also known
as environmental psychology models) which
asserd that individuals (shoppers) respond
both voluntarily and involuntarily to
environmenta) stimuli (i.e., sights, sounds,
scents) (Mchrabian and Russell, 1974}, In
short. this theory suggesls that environmenial
slimuli, in this case background music, elicit
certain cmotional responses, namely pleasure,

arousal, and dominance (PAD) which in tum
mediale a variely of “approach-avoidance”
behaviors, In the context of retail settings,
approach-avoidance behaviors can be
characterized as a general liking of the retail
cavironment, shopping enjoyment, attitudes
toward returning lo the relail environment,
attitudes toward others in the environment,
spending behavior, shopping time, and
exploration of the retail environment
{Donovan and Rossiter, 1982).

Based on the human-environment theory,
1wo possible explanations of musical effects
can be offered. The first possible explanation
would be thal the combination of
cnvironmental stimuli which an individual
cncouniers in an enviropment provides a
certain level of information (Mehrabian and
Russell, 1974). An increase in the complexity
and/or number of environmental stimuli in
any given situation will lead to an increase in
the level of information provided by the
environmen! which in tum leads to an
increased level of arousal. Potentially, both
volume and 1empo contribute informaticn io
an environment. Tt would follow that higher
volume levels and faster tempos contribute
higher amounts of information which in wm
lead to increased levels of arousal. Several
studies tend to support the relalionship
between music and arousal (see Caspy er al.,
1988: Holbrook and Anand, 1990; Rohner
and Miller, 1980} and arousal and shopping
behavior (Donovan and Rossiter, 1982). A
second possible explanation relates to the
pleasure dimension of environments. More
specifically, the tempo and/or volume of
background music add to or detract from the
pteasantness of an environment. which in turn
influences approach-avotdance behaviors
(Holbrook and Anand, [990). Given the
Jimited evidence to support this explanation,
additional rescarch in this area is needed.

An alternative explanation for musical
effects would be that individuals adjust their
walking pace, either voluntarily or
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involuntarily, to match the tempo of music
and/or walk faster in the presence of loud
music. The research conducted in this area
provides some measure of support for this
explanation (Milliman. 1982, 1986; Smith
and Cumow, 1966). In addition, diners have
been observed to ea faster in the presence of
fast-tempo music {Roballey eral., 1973).
However, other related research efforts
dealing with the relationship between the
tempo of music and physical output (Coutts,
1965) and work output (Newman ¢! al., 1966)
have failed to establish a link between
musical tempo and pacing or performance.

“How can buackground music help a
shopper to have a favorable shopping
experience?” The answer: through its impact
on mood and by reducing psychological
costs! Another important contribution of
background music would be to facilitate
positive shopping experiences. Gardner
(1985) suggests that consumer behavior at the
point of purchase is moderated by mood.
Mood state at the point of purchase, and
ultimately in-store shopping behavior, can be
influenced by a number of personal and store-
related factors including antecedem
psychological siates, retail personnel
(Gardner, 1985}, time constraints, shopping
motives (Bellenger and Korgaonkar, 1980)
and crowding (Eroglu and Machleit, 1990).
Background music is one element of the
physical environment that may pravide for an
effective methed of influencing mood states
(Bruner, [990).

Several studies indicate thal music can
effectively reduce anxiety (Peretti and
Swenson, 1974; Stratton, £1992), increase
positive mood ratings (Fried and Berkowitz,
1979), alleviate depression (Pignaticllo ef al.,
1986), and decrease {rustration (Caspy ef al.,
1988). Background music can influence
shoppers’ perceptions of time and money
spent {Chebat cf al., 1993; Yalch and
Spangenberg, 1993) and reduce the stress

associated with waiting in linc (Stratton,
1992).

Perhaps the best indication of the impact of
background music on the shopping
experience has been provided by shoppers
themselves. A survey of supermarket
shoppers (Linsen, 1975) revealed that
supermarket patrons like hearing music when
they shop. In addition, many shoppers fecl
that by providing music the store cares about
its customers. Many also perceive spending
less time standing in fine at the checkout
counter when music is played (Linsen, 1975).
Supermarket shoppers also feel thal music
makes shopping a more relaxing experience
and that they spend more time in the store
when they listen to music (Keenan and Boisi,
1989).

In terms of service evaluations a retailer
could ask "“How can background music be
used to improve my service ratings?” The
answer; through its impact on employee
performance and shopper service evaluations!
Consumers evaluate shopping experiences
partly on the basis of customer service
(Bitner, 1992). The quality of service
provided by service personnel can be
important in determining whether or not a
shopper has a favorable experience. Music
can serve 10 improve employee performance
and demeanor.

The literature is replete with reports citing
improvements in worker productivity and
performance associated with the introduction
of background music. [n general, these
studies suggest that the use of background
music can increase employee output
{(Podolsky, 1965} and reducc employee
absentecism (Kirkpatrick, 1943). Equally
imporiant, employees report that they enjoy
their job more and do better work when
listening to background music (Newman ef
al.. 1966) which can result in higher sales
(Shimp and Rose, 1993). These findings
should be tempered by the fact that
background music may also distsact an
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employee from his or her duties (sce Smith
and Morris, 1977} or detract from the quality
of task performance. [n general, the more
complex the task, the more likely it is that
music will serve to distract the employec
(Jacoby. 1968).

Background nmusic may influence
shoppers® feelings about service personne!
also. One survey revealed that a majority of
shoppers felt that their own attitude toward
storc employees improved as a result of
background music (Linsen, 1975). Therefore
relailers may be able to enhance employee-
customer relationships through the proper use
of background music.

In summary. background music can
influence the amount of time and money, both
rea) andfor perceived, which a shopper spends
in & retail establishment. Background music
may ilso serve to reduce counter-productive
psychological states (e.g. frustralion, anxiety.
depression, negative mood), thereby
enhancing positive evaluations of the
shoppinp experience. Employee-customer
relationships and service encounters can
benefit from the use of background music
also. All these findings indicate that
background music can influence a shopper's
evaluations of the shopping experience,
which in turn can increase the probability of
repeal palronage.

The Relevant Characteristics of
Background Music

Given the potentia) benefits of background
music, it retailer might be prompted fo ask
“What type of music should I be playing?”
The answer (o this question is not
straightforward. Given the potential for
influence and profitability, it is important o
understand the nature of music and the
specific musical characteristics which are
purported io elicil behavioral responses. More
specifically, retailers need to be aware of the

specific manipulable characteristics of music
and how these factors can influence shopping
behavior. However, of all the things we know
about background music we probably know
the least about characterizing effeclive
background music., From the music litcrature
two gencral categories of musical
characteristics can be ideatified: structural
(physical) and affective {emolional). In
addition (o specific characteristics of music,
retailers should be aware that scveral faclors
may moderate the effects of any one of the
structural or affective characteristics on
behavior.

Structural Characteristics of Musie
The structural charactenstics of music are the
objeclive and observable qualities of a
musical compaosition. Six of the prinary
structural dimensions of masic are lempo,
volume, mode, pitch, rhythm, and harmony
(Bruner, 1990). There is some evidence to
suggest thal any one of the various structural
components. in isolation. is capable of
eliciting specific musical effects. Research
conducied in retail eavironments indicates
that shoppers spend less time, bul nol less
money, in a retail establishment when the
volume of the background is relatively loud
(Smith and Curnow, 1966) and that shoppers
spend more lime and sometimes more money
in a retail establishment when the teinpo is
relatively slow (Milliman, 1982, 1986).
Higher tempos and high rhythmic content
also lead o an increase in physiological
arousal (Vanderark a?d Ely, 1993) which is
associated with approach-avoidance
behaviors (Mehrabian and Russell, 1974).
There appears to be a gencral range of
acceptability for musical tempo. Therefore
the degree to which tempo éan be reasonably
manipulated is limiled. Listeners icnd to
prefer tempos that fall within a range of 68 to
178 bpm (Kcllaris and Altsech, 1992). A
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musical composition with a tempo falling
below or above this range tends to be
cvaluated in negative terms regardless of the
acceptability of the other structural
characteristics. Preference for a given musical
composition tends 1o increase with tempo up
to approximately 147 bpm (Kellaris and
Altsech, 1992). Listeners tend to prefer tunes
composed in major rather than minor modes
also (Kellaris and Alisech, 1992; Kellaris and
Kent, 1991).

Affective Characteristics of Music

While the effects of such musical
characteristics as tempo, volume, and mode
on consumer behavior would seem to be
widely supported, one importani musical
dimension is often overlooked: the listener’s
affective evaluations of the music. Typically,

- only the musician is cognizant of the precise
tevels of the physical characteristics (c.g.
tempo. volume) of a musical composition.
Listeners must provide their own evaluations
of the music. To the average listener, music is
not an objective fact. Insiead, music is
defined in terms of the meaning assigned to it
by the listener, which is determined in part by
the observer’s musical culture (Wright, 1975).
As a resull, listeners describe music simply in
terms of its cognitive characteristics (Agmon,
1990) and/or its affective qualities (Bruner,
1990).

A listener assigns meaning (o a song,
regardtess of structural characteristics, on the
basis of his or her musical culture which
refers Lo a collection of musical experiences
(Wright, 1975). These musical experiences
are infuenced by members of society - more
specifically, and perhaps more significantly,
by family members, pecrs, and the mass
media. Because of the significance and
impac1 of social approval on an individual’s
values of all types, it stands to reason that
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peer and reference groups may have the most
influence on musical 1astes.

While a musical composition has a
measurable physical reality in terms of its
structural characteristics (e.g. fempo, volume)
it has a cognitive reality also which is the
listener’s perception of the physical
characteristics of a composition. Music can
be interpreted in emotionat terms also
{Agmon, {990). One of the most fundamental
dimensions of a musical composition is its
emotional tone which is determined in part by
the physical characteristics of the
composition (Bruner, 1990). Musical
compositions composed in major modes
played at a fast lempo and medium volume
are generally rated as “happy” songs: unes
written in minor modes played at a slow
tempo and soft volume are generally
considered 1o be “sad” songs {see Bruner,
1950).

An individual may evaluate a musical
compasition in more general emotional terms
such as liked or disliked or some alternative
measure of preference (Vanderark and Ely.
1992) The degree to which an individual
likes a musical composition is dependent on a
number of factors inctuding the physical
characteristics of the music (Kellaris, 1992;
Kellaris and Kent, 1991; Kellaris and Rice,
1993), familiarity with the music (Davies,
1991; Fontaine and Schwalm, 1979; Rohner
and Miller, 1980; Zissman and Neimark,
1990), age of the listener (Holbrook and
Schindler, 1989; Yalch and Spangenberg,
1990), complexity of the music {Burke and
Gridley, 1990), and the listener’s cultural
background (Yalch and Spangenberg, 1993).
While the cffects of the structural elements of
music remain somewkat ambiguous and
tentative, lisieners’ response 1o music that
they prefer is generally favorable {see
Vanderark and Ely, 1993). As a result,
musical preference may be the key factor
influencing behavior.
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Factors that Moderate the Effects of
Background Music

Several factors serve to moderate the effects
of music on behavior, These factors are not
inhecent or perceived characteristics of
music, bt rather situational characteristics
which develop separately from any given
musical composition. These moderating
factors include an individual’s gender
{Peretti and Swenson, 1974), musical
training (Vanderark and Ely, 1993), personal
associations (Baumgartner, 1992), age
(Holbrook and Schindles, §¥989), the match
between the background music and the
store’s image (Macinnis and Park, 1991),
and level of shopper involvement (Bruner,
1990).

In general. males and females respond
differently 1o similar environmental stimuli
(Mehrabian and Russell, 1974). With respect
to music, there is evidence to suggest that
males and females differ in response 10
music in general {Pereiti and Swenson,
1974) and more specifically volume
(Kellaris and Altsech, 1992). Other rescarch
provides evidence that behavioral response
to music varies by the level of the listener's
musicat training (see Vanderbilt and Ely,
1993}

Personal associations with a musical
composition refers to the degree to which
people can bring to mind personal
experiences (hat have become associated
with a piece of music so that hearing the
song evokes memories of the original
episode and the mood(s) associated with the
event (Baumgarner, 1992), For instance, a
musical composition heard at an individual's
graduation, wedding, or some other
significant life event can, on later exposure,
cvoke memories {either positive or negative
or both) of the event as well as the emotional
states expericnced. When this relationship
between the music and an episode is formed
the aflfective characieristics surrounding a

personal experience tend to correspond to
the feelings induced by hearing the piece of
music.

Musical prefercnce tends to vary by age
of the listéner as well. One study revealed
that individuals tend to show the highest
level of preference for musical compositions
that were popular when they were
approximalely 24 years of age (Holbrook
and Schindler, 1989). Songs which were
popular during carlicr or later stages in life
are not favored so highly. This would
explain the nostalgic musical tastes of the
baby-boom and elderly segments and the
popularity of “oldies" radio formats.

Another moderating factor may be the fit
(match) between the background music and
the retail/service environment (Macinnis and
Park, 1991). The term “fit,” used previously
in terms of assessing the effects of
background music in advertising (Bozman et
al.. 1994), refers to the degree 1o which the
characteristics of a musical composition are
consistent with the characteristics of the
environment. For instance, Beethoven’s
(1802) “Moonlight” Sonata, while fitling the
image of an upscale bookstore, may not fit
with the atmospheric scheme of 2 Walmart
or Kmart. In a related vein, individuals may
tend 1o be prejudiced against certain styles
of music. For instance, older individuals can
be somewhat prejudiced against
conlemporary rock-and-roll music despite
the quality with which the song is performed
or any of the composition’s structural
characteristics.

Level and type of involvement as well as
shopping motives may moderale the effects
of background music. Background music is
more likely to be influential for shoppers
with a high level of affective or tow leve! of
cognilive involvement with a retaiter’s
product offesings (Bruner, 1990).
Additionally, owing to the varying nature of
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motives, some shoppers may be more readily
influenced by background music than others.

Determining the Appropriate Background
Music

Table [ is an attempt to summarize the
previously discussed literature in a simplified
grid organizational patiem. Little is known
about the structural characteristics of music
and their influence on the behaviors of retail
customers, with the exception of tempo and
volume, and many gaps exist in the extant
literature dealing with musical effects in
general. Consequently, owing lo the limited
volume of research on background music at
the point of purchase, selecting the
appropriaie background music can be
difficult. However, some general guidelines
can be offered. Bul first a word of waming.
Retailers should resist the temptation to elicit
specific shopping behaviors by manipulating
single characteristics (¢.g. tempo, volume) of
background music. Previous research dealing
with the structural components of music (e.g.
lempo, volume) may not have provided

adequate controf for other, perhaps more
influential, characteristics of the music. For
instance, Milliman (1982, 1986) manipulated
tempo by selecting different musical
compositions originally recorded at either
slow or fast tempos. The remaining
characteristics, other than volume (e.g. mode,
timbre, pitch, familiarity, preference), were
not controlled, thus making it difficult to
isolate true tempo effects. As a result, the
observed cffects may have occurred owing 1o
uncontrolled changes in the other struciural or
affective characieristics of the music. More
extensive rescarch in this area is nceded
before reaching any specific conclusions
about the effects of any individual structural
component. However, musical preference
does appear to provide some empirical basis
for arriving at tentative conclusions.
Consequently, we would suggest basing
choice on general musical prefercaces of
target customers rather than individual
characteristics of music.

As a first step in determining the most
appropriate background music, a retailer must

Musical factors

Structurat Affective

Shopper behaviour Tempo  Volume

Store image

Shopper mood

Employee performance

Employcc/service
evaluations

Psychological costs

Time spent

Purchase amount

Patronage

Key:

+ Positive relationship

~ Negative relationship

x Tested but no refationship

Empty cell - no known tesi of relationship

Mode Pitch

Preference
+
+
+

Rhythm Harmony

+
+

Table L
Summary of Empirical Testing of Retail Music and
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carefully define the selected target market and
the specifics of this market including age,
income, educalion, gender, marital status.
ethnic background, and familiarity with the
music. Mosl of this information can be
obtained by examining customer records
andfor by conducting customer ahd market
surveys. Desired retail position through
atmosphere and image must be defined and

the product offerings and type of storc

decision.

personnel and level of service also need to be
considered in the store music selection

Table 11 illustrates the musical prcferences,
expressed in terms of types of music (c.g.
country, adult contemporary, golden oldies),
of several demographic segments. People in
the 35 and older age groups mostly prefer
country music followed by adult
contemporary. Similarly, people in the 25-i0-

Demographic characteristics Most preferred* Least prefemed
Age 45 or older 1.2 4
54 1.2 1
2513 13 7
181024 43 7
Income $50k or more 2.} L]
$49,999 or below 1.2 7
Education Graduated college 2.1 8
Graduated high school 1,2 4
Gender Female 1,2 4
Male 13 9
Marital Single 34 7
status Married 12 9
Ethnic White 1,2 8
background African-American 8.4 4
Spanish-speaking 4.1 7
Food slore Gourmet food slore 2.4 4
Supermarket 12 9
Frozen yogurt shop 2,1 4
lce-cream shop 12 9
Pizza restaurants 12 9
Chinese restaurants PR 9
Restaurants Shoney's 1.2 6
Big Boy 4,1 8
Sizzler 21 9
Westemn Sizzlin’ 12 7
Ponderosa 2,1 9
TG Friday's 2.1 ¢ 7
Notes:
* |In order of preference
| = Country; 2 = Adult contemporary; 3 = Contermporary rock: 4 = CHR/rock; 5 = Golden oldies
6 = Classical: 7 = Nostalgia; 8 = Religious; 9 = Urban contemporary; 10 = Easy listening
Source: Simmon's Market Research Bureau {159%1).

Table .

Sample Listing of Musicat Preference by Demographlc Segment and Store Type
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34-year age group lend to prefer country
music but like contemporary rock second.
Pcople under the age of 25 prefer to listen to
conlcmporary rock than to any other type.
The 45 and older age group tends to listen to
contemporary rock and urban contemporary
music least and those in the 18-t0-44 age
range least prefer nostalgia and easy listening
music,

With respect to income and education,
people with incomes of $50,000 or more
and/or collcge educations tend to prefer adult
conlemporasy first and country music second
and least prefer urban contemporary. People
with hossehold incomes below $50,000
and/or only high school educations are just
the reverse, preferring country first and adult
contemporary second. Other research
indicates that preference for classical music
tends to increase with income {Cutler, 1989).
Both males and females prefer country music
most. Males, however, show the next highest
level of preference {or contemporary rock,
while females prefer adult contemporary to
contemporary fock. Married individuals
prefer country music. while singtes listen to
contemporary rock most often.

The information provided in Table If, while
highly aggregated, allows for some general
recommendations regarding the most
appropriate type(s) of background music.
Retailers catering primarily {0 customers over
the age of 25 should play country or adult
contemporary music or some combination of
the two. Upper-income, college-educated
individuals tend to prefer the Top 40 above
the other types, although classical music may
be acceptable in some retail settings. Retailers
catering primarily to consumers under the age
of 25 should play classic or contemporary
rock music and avoid nostalgia and casy
listening music. In addition, retailers who
wish {o attract younger single individuals
may wish to provide some conlemporary
rock.

Sclecting the most appropriate type of
background music is somewhal straight-

forward for retailers with narrowly defined
larget markets. However, mass merchandisers
cater to multiple, often diverse, market
segments. Consequently, mass merchandisers
must determine the type(s) of music which
will have the broadest appeal. Based on the
information provided in Table IT the type of
music with the mos! universal appeal scems
to be adult conlemporary music, as most of
the demographic segment groups mentioned
above named popular music as one of the two
most preferred types of music. Consequently,
retailers who tend to draw from a rather broad
and diverse consumer base should play adult
contemporary music primarily. However.
country is rapidly becoming the music ol
choice for the majority of Americans
(Goeme, 1992), thus making it increasingly
acceptable for use by mass merchandisess or
any relailer who draws from a diverse
populalion.

Efforts should be made to delermine the
cthnic characteristics of target segments also.
Musical tastes vary by culture (Wright, 1975),
and culture ofien varies by ethnic
background. Therefore background music
should also reflect the ethnic backgrounds of
shoppers. One of the fastest-growing ethnic
groups in the USA is the Hispanic population.
Many retail markets, especially those in
larger metropolitan areas, are witnessing
substantial growth in the number of people of
Spanish onigic. Retailers in such markets or
any other market where large segments of the
population are of diverse ethnic backgrounds
should try to find music thal appeals to the
rusical tastes of their market. Table II
illustrates the diversity of musical preference
among three of the most prominent ethnic
groups in the USA: Wﬁitﬁ. African-
Americans, and Spanish-speaking cultures.
African-Americans mostly prefer urban
conlemporary music, while Whites prefer
country music and Spanish-speaking

individuals prefes contemporary rock,
However, retailers catering predominantly to
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African-American or Spanish-speaking
clicnteles may wish to play music of special
interest to these groups (e.g. R&B, soul,
salsa, merengue, latin rock).

it should be noted that musical preferences
can vary by store type. For instance, Table II
shows that the majority of people who shop at
gourme! food stores and visit frozen yogurt
shops prefer listening to adult contemporary
music and like CHR/rock least, while those
who shop primarily at supermarkels and visit
ice-cream parlors prefer country most and
easy listening least. Table H also shows that
people who frequent Shoney's restaurants
prefer country music most and classical leasw,
while those who frequently dine at Big Boy
restaurants, a similar restaurant format, prefer
CHR/rack most and urban contemporary
least. Table I illusirales several other notable
differences among the musical preferences of
restaurant patrons.

Retailers must also ensurc that the
background music selection “fits” the image
of the store. While a Bar-b-que restavrant’s
clientele may be primarily white, upper
income, and college-educated, classical or
adult contemporary music may not match Lhe
atmosphere or image which the restaurant is
trying to convey. Rhythm and blues or soul
may provide a better fit with the product
offering and the desired image of the retailer.

Afler determining the most appropriate
type of music to play based on customer and
store characteristics, retailers must then select
specific musical compositions. There are
several things 1o consider when selecting
musical compositions regardless of the type
or style of music played. First, preference for
any given tune tends 10 be closely related to
familianity: the more familiar the listener is
with a tune, the more probable it is that ke or
she will like it (Zissman and Neimark, 1990).
Conscquently, retailers should always play
tunes with which shoppers are likely to be
farniliar, Second, there tends Lo be an inveried
U-shaped relationship between familiarity

with a tune and preference for the tune
(Heyduk, 1975). More specifically, a
listcner's preference for a musical
composition tends to increase with the
number of exposures up to a point after which
preference begins to decline with each
successive exposure, Therefore relailers
should vary their background music
alternating between one set of tunes or type
of music and another on a regular basis. Little
evideace exists to indicate the optimal
number of exposures. However, research
dane in this area indicates that preference
tends to decline substantially after six or
seven exposures (Davies, 1991).

Third. musical response tends 1o vary by
sex. Females 1end 10 prefer slower, softer
music (Stipp, 1990) and males tend to prefer
faster, touder music regardless of the type.
Consequently. the background music should
also reflect the pender compoesition of larget
segments. Finally, retailers should
periodically conduct formal or informal
customer surveys to monitor the efficacy of
their musical selections.

It is imporiant to define what is meant by
the term “popular” music. What is popular to
one individual or group of individuals may
not be popular to another. This is why we sec
a wide variety of “popular™ radio music
formats. Typically, the term popular is applied
to all tunes which are accepted by the bulk of
the populalion at any given point in fime:
such as Bilthoard magazine's Top 40). Each
month/year a new set of contemporary
popular tunes emerges. After a period of time,
a “‘popular” tune ceases to be contemporary
and is moved into the!'oldies™ category of
popular music. Tunes that were popular in the
1940s and early 1950s are referred (o as
“adul¢ standards.” “QOldies” formats generally
consist of tuncs popular from the mid-1950s
10 the 1970s or some intermediate runge
therein and “classic rock™ refers to music
popular in the 1970s. Current popular music
is usually referred 10 2s “contemporary™ or
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“Top 40." Therefore "popular” music
includes both contemporary and “oldies™
popular music. Preference for one or more of
these “popular” formats varies by age of the
listener. For instance, fans of “oldies” and
“classic rock™ music tend to be between the
ages of 35 and 44 (Stipp. 1990).

Conclusion
In summarizing the available information
regarding the use of background music
several points stand out. First, background
music can be used as an aid to defining or
enhancing retailer image {Langrehr, 1991).
The magnitude of the impact of background
ynusic on retailer image and store selection is
likely to vary samewhat by the nature of the
retail or service sciing. Atmosphere may play
a key role in the sclection of a full-service
reslaurant, but play only a minor, if any. role
in the selection of a supermarket. Second.
therc is limited evidence to suggest that
specific characteristics of background music
can be manipulated so as to influence such
behaviors as shopping time and expenditures,
There is more extensive evidence to suggest
that background music can be used 1o offset
detrimental anlecedent mood states and
influence shopper mood states at the point of
purchase. Under certain conditions
background music may serve (o improve
employce performance and demeanor and
shoppers’ evaluations of service personnel.
Several musical characteristics may act
either singly or in combination to elicit
behavioral responses. Tempo, volume, pitch,
mode, harmony. rhythin, and affective
evaluation serve as key musical
characteristics. A listener’s overall preference
for a given musical selection or collection of
songs may contribute more to behavioral
response than the other factors and, as such,
may provide the most logical bases for
background music seiection. Musical
preference appears (o vary by age, income,
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education, gender, manital status, and ethnic
background. The suggestions for selecting the
appropriate music provided above should be
considered simply as general guidelines.
Retailers are strongly encouraged 1o survey
the musical preferences of their customers, as
this will provide more accurate decision
ralionale.

The importance, impact, and applications
of background music are certainly not limited
to traditional retail settings nor are thesc
concepls limited to the uses prescribed above.
These concepts apply equally to many
different 1ypes of retail setting as well as
many scrvice settings. Wailing-rooms in
medical offices, customer service areas in
dry-cleaners, service queues at sporting
events and entertainment parks can also
benefit [rom the use of appropriate
background music.

Today's retailer is better equipped in terms
of varicty and technology to provide the
appropriate music at the appropriate place.
For instance, retailers subscnbing 1o satellite
music services, such as those offered by
Muzak or AEL can select from a wide range
of different musical formats including
environmental background music {also
known as “elevator music"), rock-and-roll.
and classical. To further the sclection. some
business music services also offer on-location
tapes which provide a wide variety of less-
popular musical formats (e.g. European
popular, salsa, rhythm and blues). Store PA
systems can even be sel up to broadcast
different formats simultaneously in different
departments or arcas of a store to appeal to
distinct shopper segments. Dayparting allows
retailers to vary the formhat of the background
music by time of day to conform to the lastes
of different demographic segments. A rock-
and-roll format can be broadcast in the
afternoon hours to appeal to the after-school
crowd and changed to an “oldies™ or country

format for an older evening crowd.
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Suggestions for Future Research

Research on the effects of music on consumer
behavior at the point of purchase is in its
infancy. The handful of studies conducted on
this topic provides some useful information
for retailers and service providers, yet does
not come close to providing the level of
information needed to use background music
to its fullest potential. Several arcas need
addressing. First, background music can
figure prominently in consumers’ perceptions
of retailer image. More specifically,
consumers develop images of a retailer based
in part on atmosphere. Consequently,
background music, a somewhat readily
manipulable atmospheric variable, may
influence retail image. Despite the potential
for influence, no studies have been conducted
on the link between background music and
retailer image or the leve! of influence which
a retailer’s background music sclection would
have on store selection decisions. Musical
effects on image and consumer location
decision would, in zll probability, vary in
magnitude by the nature of the retail service
offered and the relative importance of retail
atmosphere. These issues need additional
research.

Second, consumer research indicates a
direct relationship between lwo specific
structural characteristics of music (i.e., tlempo
and volume) and behavior. Additional
research is needed to confirm the findings of
previous research and to explore the
relationships between the remaining four
structural characteristics of music (e.g. pitch,
mode, harmony, and rhythm) and shopping
behaviors.

The psychology lilerature provides
evidence that music influcnces mood.
However, the role of mood at the point of
purchase has not received substantial
atiention (Bruner, 1990). Future research
should include analyses of the relationship
between mood and shopping behavior, and

also the impact of background music on
mood at the paint of purchase. Background
music appears to have a positive effect on
service personnel and shoppers' evaluations
of service. However, more research is needed
in this area also.

Retailers need (o know more about how to
select the appropriate background music for
their establishment(s). More specifically,
research is needed to determine the optimal
combination of musical characteristics for
any piven retail environment. Another issue
to be resolved is the relative contribution of
musical preference toward delermining relail
behavior. Fulure research should also seek o
identify similarities in musical prefercnces
among specific demographic/psychographic
shopper segments. Finally, research is needed
1o determine the relationship betwecn
background music and shoppers’ tendency to
retum to the relail establishment {long-term
patronage). The issue to be examined is the
role of background music in determining
whether or not a shopper will return Lo any
given retai) establishment.

O
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RESTAURANT MANAGER CONTRC

Study Shows, Music Tempo can Affect Profits.

This detailed study, independenily conducted by the well-known marketing
specialist Dr. Ronald E. Milliman shows that music tempo variations can and do
significantly control the pace of restaurant patrons and dollar sales velume. The
results are conclusive; Music tempo. in non-academic terms, significant)y
affects the pace at which restaurant patrons consume foed and drink...and how
much they will order. And since music is an almospheric variable rcadily
controlled by restaurant management. the moral for modern managers is clearly
this: You can tailor the lempo of vour operation's background music to be
carefully keved to vour business goals! You may wish. for example to:
* Speed up patrons, especially during lunch-or dinner
hour peak periods to maximize profit and turnover.
.Gr-
* You may wish to slow down patrans with a scothing
tempo in situations {or in a different room) that sets the

mood for ordering another cocklail or after-dinner drink
. (bath high-margin items.)

So you can, with music, favorably influence patron's behavior. You can in effect
set the pace at which dollars flow into your pocket with music... . ItUs like making
money out of thin air!

Research Df_;sig}}

Dr. Milliman’s study, Bockground Music As It Affects Restaurant Patrons, was
conducted in an up-scale, medium-sized (112 seats] restaurant over a period of
eight consecutive weekends, with maximum control of variables.

A pre-tes! of music variables, both slow and fast tempa, make it clear that the
definitions of “slow" and “fast” are highlv relative, primarily ta age of patron
but also 1o other demographic and geographic characteristics of the patrons. It is
because of these subtle factors, and other reasons, that professional music selec-
tion for clear business reasons is best left to professionals in the field....1f not.
the results can often be disasterous. and cleariv counterproductive! Additional
control factors. for lest purpases included:
‘ - The use of instrumental music selections only.
- Random assignment of the order of musical presentation.
-and-
« A constanl volume level throughout the experimental
period. (The volume level. though clearly audible from
all parts of lhe restaurant. was perceived by patrons as
being soft, background music) y

The experimental treatments of this study. in simple terms of slow tempo or fast
tempo music were found to have significant effect upon these restaurant busi-
ness situations:
1. Tlll)ti.' walting time, priar to seating patrons at an available
taole.
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S GROSS MARGINS WITH...MUSIC!
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2. The amount of time required by restaurant employees to
take, prepare and serve patron’s orders.

3.Classic turnover: The time taken by patrons 1o finish
their meals and relinquish their tables ance they've been
served.

4. The dollar amount of food served per itemized statement.

5.The dollar amount of bar purchases per itemized
slatement.

6. The number of people (or groups) who leave the restau-
rant before being seated, rather than waiting for a table,

-and-

7. The estimated gross margin (gross sales minus food and
beverage cost} of the restaurant during the test period.

Key Results of the Study

* Slow tempo music tended to increase wailing time to be seated by as much as
 one-third,

* Once served, table turnover was slowed by slow tempo music...and was
significantly improved (speeded up) by fast tempo music.
-however-

* In the bar area, slower tempo music encouraged the ordering and consump-
tion of more than three additional (and hi ghly profitable!) drinks per group.

-and-

* Gross sales could be punched up for an average extra $7.21 per customer
group with the right musical controls,

Conclusions: What the Study Means for You

It means that you can profit from carefully selected background music. i
means that you, loo, can literally make money out of thin air. In this specific
study, background music reduced waiting time before being seated (if that was
the business objective!). In this study, it was shown thal significantly more
dollars were spent on bar orders with slow tempa background music. And that
the slow tempo music could produce a higher estimaled gross margin. In the
bar area, slow tempo music generated more high-profit drink orders... While
faster tempo music promoled more rapid turnover at the dining tables, and
could be used accordingly. Thus, Dr. Milliman's independent study clearly
demonstrates how the proper music and fempo selection can dramatically
elfect restaurani/bar efficiency and gross profits in such a significant way that
it ought 10 be used as a management tool. By expertly malching the music to

business objectives, you can—and will—increase the net profits in your
operation,

FCC2A000000937
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Music on the Menu

here is very little published

empirical research on the

effects of background

music upon behavior,

though many claims are
made, especially by the firms mar-
keting programmed background
music systems. For a partiat list of
the alleged attributes of background
music, see Figure 1.

There are, however, two empirical
studies that employed experimental
designs under reasonably controlled
conditions, and that examined the
effects of background music on
consumer behavior. The first of these
studies used “"music loudness” as
the independent variable. Music
was varied from loud to soft in eight
counterbalanced experimental ses-
sions in two large supermarkets, It
was ‘found that significantly less
time was spent in the stores during
the loud sessions and the rale of
spending was also greater during the
loud sessiops (Smith and Curnow
1966).

Another study conducted by Milli-
man {1982} used music tempo as
the independent variable, slow
tempo {72 or tewer beats per min-
wie) and fast tempo {94 or more
beats per minute). The experimental
seiting was a medium-sized super-
market. It was found that the slow
tempo background music produced
a significantly slower pace of in-
store traffic flow and a significantly
greater sales volume when com-
pared with the fast tempo music.

Dr. Milliman is Associate Pro-
fessor of Marketing, College of
Business Administration,
Loyola Universily, New
Orleans, Louisiana. The author
wishes to acknowledge the val-
uable suggestions and encour-
agement given by the Loyola
University College of Business
Facully and the contributions
of his wonderful wife, Palma,
who serves as his tireless
assistant, critic, and eyes.
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The findings also revealed some- -

thing less than a total con-
sciousness of the music, implying
possible subconscious motivational
effects.

Efiecls of Background Music on
Restaurant Cuslomess

From the foregoing studies, it is
apparent background music can sig-
nificantly influeace the in-store
shopping behavior of consumers. It
was also suggested by these studies
that the background music must be
carefully maltched to the objectives
of the business; that is, the type of
music that works for one business
may be counter productive in
another.

A restaurant, for instance, might
want to speed people up during the
tunch hour rush, especially if its
seating capacity is quite limited. In
still other situations, such a busi-
ness may prefer to slow people
down, making it appear busier than
it might otherwise appear, or per-
haps for some other reasons.

Hence, the cooperation of a res-
taurant’s management was sought in
order to investigate the possible
effects of background music upon
its customers. The owner/manager
of a medium-size, 112-seal restau-
rant was approached about sponsor-

ing the experiment. He accepted
enthusiaslically, Based upon the
researcher’s observations, the res-
taurant appeared as a high quality,
attractively decorated, above aver-
age priced business that appealed to
mostly middle-aged people who
were in the upper middle income
brackets. It is crowded every eve-
ning but packed beyond capacity on
Friday and Saturgay nights, requir-
ing a wait of from thirty minules to
over an hour before being seated.
Management's patron analysis dis-
closed that most of the customers
came in small groups, averaging
4.25 people; 77% drank alcoholic
beverages. The objective of this
study, therefore, was to determine if
background music could be manip-
ulated to affect the behavior of
restaurant customers in a way that
wauld contribute to the atlainment
of management's objectives, i.e., to
maximize profits.

Research Design
" Towards this objective, a repli-
cated, randomized block experimen-
tal design with controls was
employed to investigate the effects
of two ditferenl wreatments (inde-
pendent variable} upon the behavior
of restaurant custorners:
1. Slow tempo background music

Reduces turnover (Roberts 1959)

ALLEGED ATTRIBUTES OF BACKGROUND MUSIC

Makes the work environment more pleasant (Davies 1978)
Stimulates customer purchaiing (Davies 1978)

Improves store image (Burleson 1979}

Makes workers happier (Uhrbrock 1961}

Increases quantity of worker oulput (Ross 1966}

Impreves quolity of worker oulput (Ross 1968)

improves employee aftiludes {Brayfield ond Corckett 1955)
Reduces obsenteeism (Roberts 1959)

Helps to level out noise psoks (Wolter 1971)

Reduces employee {aligue and boredom (Roberts 1957}

Cools down 1emperomental workers (Walter 1971)

Improves milk and egg produciivity of caws and chickens {Arndi 1964)

Figure |
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{desipnated M,).

2. Fast tempo background music
(desinnated M,).

Music tempe was chosen as the
independent variable of this study in
order to build a more in-depth body
of knowledge extending from this
author's previous study, cited earlier
in this paper {(Milliman 19B2).

In the research, the days, Friday
and Saturday, form the “experimen-
tal block” to which the two treat-
ment levels were randomly
assigned. All observations and data
were recorded in the evenings of
these two days and over eight con-
secutive weekends, making sixteen
days in all. Additionally, all
exogenous factors that might effect
the results of this study were kept as
constant as possible (i.e.,
atmospheric conditions, employee
assignments, etc.). As a matter of
policy, only experienced employees
were allowed to work during the
peak traffip periods, such as Friday
and Saturday nights, thus, eliminat-
ing the possibility of inexperienced
workers affecting the data. As a
{urther precaution, only the restau-
rant's management knew of the
research project, thereby minimiz-
ing "observer intervention bias.”

Definition of the Independent Variable

A pre-test of the music variables,
slow tempo and fast tempo, made it
clear that the definitions of these
terms are highly relative, primarily
to age but also to some other
demographic characteristics of the
perceiver. Therefore, prior to the
beginning of the experiment, itsell,
a survey of the restaurant’s custom-
ers was taken, in an attempt to
define these variables, 227 ran-
domly chosen diners were used.
These were individuals selected
inside the restaurant on Friday and
Saturday evenings, representing the
type of customers that would subse-
quently be used as the subjects in
this experiment. Severa! instrumen-
tal musical pieces were played dur-
ing the evenings, each of which have
a different tempo, ranging from
approximately 50 to over 100 beats
per minute (BPM). The subjecls
selected were asked: “Do you con-
sider the music playing right now as
slow tempo, fast lempo, or in
between slow and last tempo
music?"”

From these responses, it was
determined that the type of people
patronizing this parlicular reslay-
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rant perceived slow tempo music as
having 72 or fewer BPM, with an
average of 63. In like manner, they
perceived fast tempo music as hav-
ing 92 or more BPM with an average

of 107. The “in between slow and-

fast tempo” category was used only
1o help isolate and refine the defini-
tions of the two levels of the inde-
pendent variable,

it should also be pointed out that
tn this experiment only instrumental
selections were employed, It was
believed that using exclusively
instrumental pieces would allow for
greater control over the music varia-
bles, as no consideration had to be
given lo female versus male vocalist,
to well known or popular verus lesser
known or less popular artists, etc.
Bath M, and M, consisted of 40
difterent instrumental musical
selections. The order of presentation
for the different pieces was ran-
domly assigned. In addition, the
music setected tended to accentu-
ate the rhythm or cadence enough
so that, while not dominant, it was
easily discerned. Further, as a resuit
of the findings of previously cited
research (Smith and Curpow 1966),
the volume of the music was main-
tained at a constant level throughout
the sixteen-day experimental period.
The music's volume level was set 1o
be perceived as soft background
music, though clearly audible trom
all parts of the restaurant. Each of
the experimental treatments was run
through its entire assigned evening

{from opening to closing, 5:00 PM ;

te 11:00 PM), without intermission.

Research Hypotheses

After defining the relalive param-
eters of the experimental treat-
ments, seven dependent variables
were selected 1o study, around
which the fellowing hypotheses were
formulated. These hypotheses are
stated in positive form for reader
convenience and ease of under-
standing of the research findings
preserled later in this paper. The
experimental treatments of this
study, slow tempo and fast tempo
background music, will have a sig-
nificant effect vpon:

1. the waiting” time before cus-
tomers are seated al an available
table;

2. the amount of time consumed
by restaurant employees to lake,
prepare, and serve customers’
orders;

P ——

3. the time it takes customers to
finish their meals and relinquish
their tables once they are served;

4. the dollar amount of food pur-
thased per itemized statement;

5. the dollar amount of bar pur-
chases per itemized statement;

6. the number of people (or
groups of people who are obviously
together) who leave the restaurant
before being seated, rather than
waiting for a table;

7. the estimated gross margin
(gross sales minus food and bev-
erage cost) of the restaurant for the
sixteen day expertimental period.
Data Collection

As part of management's regular
information system, the host or
hostess was required to note the
time when first putting a customer’s
name on the waiting list and the
time when the customer was seated.
In like manner, the employee made
2 notation indicating if a customer
left before being seated. Thus, from
these records it was quite easy lo
collect the required data for hypoth-
eses 1 and &—waiting time before
being seated and number of cus-
tomer groups leaving before being
seated.

Data required for hypotheses 2
and 3 were obtained by placing
observers in the restaurant. These
observers, all university graduate
students, appeared as regular cus-
tomers accompanied by a spouse,
date, or friend. While dining, how-
ever, they inconspicuously recorded
how long it took all custmers o be
served (including themseltves), and
how Jong it took all customers
between 7:00 and 9:00 PM lo
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compiete their dinners and relin-
quish their tabies once lhey wete
served.

For hypotheses 4, 5, and 7, data
were obtained directly from the
mized statements which listed a
gaspaiate total for food and bar

-farges along with a grand tolal,

On Friday and Saturday nights,
the restaurant's hours were from

3:00 PM to 11:00 PM. All “wailing

time before seating” data and all

itemized statements were used in

the analysis for each of the sixteen

nights of the experiment. This
vielded a total of 1,392 customer
groups. The .observers, however,
recorded their data from 7:00 PM to
9:00 PM each Friday and Saturday
evening for the eight weekends of
the study, yielding 644 observed
customer groups,

The procedure used to analyze the
data coliected for hypotheses 1, 2,
3, 4, 5 and 7 was the test. It was
both adequate and appropriate,
given the type of data. However, for
hypothesis 6, it was necessary to
use the chi-square test, due to the
different nature of the data (ire-
quencies). The 0.05 level of signifi-
cance was used as the “acceptance
criterion” for all tests, though, for
eritical reader, the actual proba-
es are also reported.
rwidings of this Research

Over the eight days the slow
tempo music was played, the aver
age waiting time per group before
being seated was 47 minutes
(N=558). This is compared to a
waiting time of 34 minutes over the
eight days the fast tempo back-
ground music was played (N = 456),
This average difference of 9 min-
utes tested highly significant
{P=0,0086). Thus, it is concluded
that the average waiting time associ-
ated with treatment M, was signifi-
cantly less than for M,, and
hypothesis 1, therefore, was
accepted.

Further, once the customers were
sealed, il look an average of 29
minutes to be served wilh treatment
M, (N=594) compared to 27 min-
utes under treatment M, (N =494).
This difference of 2 minutes tested
quite insignificant {P=0.820).
Thus, a diflerence of such smali
itude is Jikely to be by chance,
dypothesis 2 was rejected as
From this finding, it would
appear the background music had
no significant influence on the res-
tauianl’s emplayees.
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However, once the faod was
served, the customers eating while
the slow tempo music was playing
took significantlty more time to com.
plete their dinners and. leave
(P=0.0023). For treatment M, the
average time was 56 minutes
(N=594) compared with 45 min-
utes for M, (N=499) Therefore,
based upon these findings, it was
concluded that the slower tempo
background music slowed the diners
while the faster tempo music signifi-
cantly quickened their eating time,
Thus, hypothesis 3 was accepted.

When analyzing the data recorded
fram the itemized statements (total
N=1,392), it was determined that
the average dollar amount spent on
food per customer group under
treatment M, was $55.81 (N =764)
compared with an average of
$55.12 for M, (N=628). This dif-
ference is not, however, statistically
significant (P=0,841). Therefore,
hypothesis 4 was rejected as stated;
that is: the background music had
no significant effects upon the dollar
amount spent on fooed in this spe-
cific research situation.

However, when analyzing the
expenditures, for “bar goodies, " the
findings were quite different. it
seems that with treatment M,, the
average dollar amount of bar
charges per customer group was
$30.47 (N=590) compared with
$21.62 for those under treatment
M, (N=482), This is an average
difference of $8.85, which is highly
significant (P=0.0013). Theretore,
it was concluded that the slower
tempo background music encour-
aged customers to drink an average
of 3.04 drinks more per customer
group. Therefore, hypothesis 5 was
accepted.

Over the duration of the experi-
ment, with treatment M,, a total of
854 cuslomer groups entered the
restaurant; 764 stayed while 90 |eft
before being seated. In comparison
with treatment M,, a lotal of 714
customer groups entered the restau-
rant; 628 stayed white 86 left
before being sealed. When compar-
ing the number that slayed with
each treatment variation, and the
Aumber that lefl with each treat-
ment variation, no significant dif-
ferences were found (P=.333 chj-
square = _BBO4 with 1 df). There-
lore, the slightly shorter wailing
time before being seated associated
with the faster tempo background
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music exhibited no significant
effects upon the decision to wait for
a table or leave the restaurant. With
this finding, hypothesis 6 was
rejecied.

Again, from the itemized state-
ments, the gross sales for both food
and the bar were recorded for each
treatment, From this data, the esti-
mated gross margins were calcu-
lated. Management figured their
food cost (as a percentage of sales)
al 42% with their beverage cost at
23%. With these figures, the esti-
mated gross margin per itemized
statemen! averaged $55.83 for M,
(N=764) and $48.62 M,
{N=628B). This is an average dif-
ference of $7.21 per itemized state-
ment or customer group, which was
highly significant (P=0.025).
Therefore, hypothesis 7 was
accepted. It might also be pointed
out that the estimated total gross
margin for both treatments com-
bined was $73,187.48. However, it
would also appear that if the 628-
customer groups recorded for treat-
ment M. had, instead, received
treatment M,, the total gross margin
then would have approximated
$77,715.36 or a 3$4,527.88
increase over the obtained figure.
This is an impressive amount if the
dominant objective of the business
is to maximize the bottom line of the
income statement,

Summary and Conclusions

To summarize:

L. The faster tempo background
music significantly reduced the
waiting time before being seated
to a table.

2. The tempo of the ' background
music exhibited no significant
influence on the speed with
which customer's orders were
handled by the employees.

3. The slower tempo background
music was associated with cus-
tomers taking more time to com-
plete their meals and teave their
tables,

4, The tempo of the background
music ‘exhibited no significant
effects on the average dollar
amount of food ordered.

9. Significantly more dollars were
spent on bar orders with the slow
lempo background music. _

6. There was no significant dit-
ference found in the number of
persons leaving the restaurant
before being seated.

7. A significant difference was
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data;- that is, the slow tempo
background music produced a
significantly higher estimated
Eross margin.

It can be concluded that while both
experimental treatments produced

- favorable results, depending upon the

T T e e

objectives soughl by management,
slow tempo background music gener-
ated the largest gross margin in this
specific situation. The Jonger waiting
time ‘before being seated associated
with the slower tempo music had no
apparent effect on the number of
people that left the restaurant rather
than wait for an available table.
However, those who stayed (89%) i2d
an average of almost one drink more
per person. With a relatively high
profit margin on beverages, the addi-
tional drinks consumed contributed
significantly to the income position of
the business,

ft should be pointed out that the
fast tempo music sped customers
up. They took significantly less time
to finish their dinners, increasing
table turnover and decreasing wait-
ing time before being seated. In this
specific situation, it worked in the
management'’s favor to slow custom-
ers down, but if this were a lunch
hour rush time, rather than an
evening dining hour, the effects on
gross margin would probably be
quite different. Ina lunch hour rush,
people haven't the time to wait for
tables; therefore, the emphasis is
upon speed and table turnover.
Thus, this paper clearly demon-
strates that background music can
significantly eifect the behavior of
restaurant customers, and for that
very reason, it is important to care-
fully match the type of background
music to the dominant objectives of
the business. Otherwise, there is 2
risk of the music used being counter
productive,

The purpose of this paper is to
critically review the limited litera-
ture available on the topic and to
present an empirical study which
examines the effect of background
music on the behavior of restaurant
customers. It was found that music
lempo variations can significantly
effect purchases, length of stay, and
other variables examined. [J

This article is derived from a
presentalion at the Inlema-
tional Background Music
Association Convention.
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