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Abstract — As public transport services around the globe grapple with differentiating themselves in
increasingly crowded markets, establishing a recognizable and memorable identity becomes paramount.
This article explores the burgeoning area of soundscape branding in public transport settings, emphasizing
its role in crafting a distinctive identity via acoustic design. Utilizing comprehensive case studies from
leading transport hubs, we demonstrate how these entities have used strategically curated auditory elements
to foster a profound sense of place, engender feelings of familiarity, and bolster brand loyalty among their
user base. Through our investigations, we unravel the intricate web of factors that make soundscapes
successful: they should resonate with the cultural, historical, and contextual fabric of their locale, ensuring
that the auditory experience goes beyond mere aesthetics. The overarching positive outcomes observed
include enhanced passenger experience, increased trust in the transportation service, and palpable
differentiation in a competitive market landscape. However, with every innovation comes its set of
challenges. Our research also delves into the complexities of constantly evolving urban environments,
technological shifts, and the dynamic expectations of modern passengers, emphasizing the necessity for
regular adaptation and iteration based on feedback and emerging trends. In conclusion, this expansive study
aims to elucidate the transformative potential and multifaceted implications of soundscape branding in
public transport, laying a foundation for future multisensory brand strategy research and applications.

Keywords — Soundscape Branding, Public Transport, Acoustic Design, ldentity Creation, Auditory Elements.

I. INTRODUCTION of acoustic design, and potential advantages. Its

Soundscape branding uses sound to craft a brand's  INSights  benefit  marketers, designers, and
unique identity. This article delves into its Policymakers aiming to enhance branding and user
application in public transport, emphasizing identity ~ €XPerience in transportation [1]. _
creation through acoustic design. Public transport, ~ Soundscape branding involves designing acoustic
crucial in cities, transports many, offering brands a  €nvironments for a unique auditory experience.
platform for differentiation. By using sound, brands ~ Recently, its become a notable tool for companies
can offer passengers an unforgettable experience, Seeking distinction in a saturated market. Within
boosting brand perception. The article reviews public transport, it can establish an identity for a

soundscape branding in transport, the significance SYstem or its operating company. Key acoustic
elements like announcements, music, and ambient
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sounds convey messages and stimulate emotions,
improving the passenger experience. This method
enhances traditional visual branding, engaging
passengers multisensorily. Grasping soundscape
branding's background offers insight into its role in
crafting distinct public transport identities [2].

Acoustic design is vital in public transport due to
its inherently noisy nature. Excessive noise can
diminish passenger comfort and the overall travel
experience. Acoustic design mitigates noise and
creates a pleasing soundscape. By choosing
materials and planning vehicle/station layouts,
unwanted noise can be reduced. Distinctive sounds
or melodies, as part of acoustic design, reinforce a
transport system's brand. This fosters a passenger-
brand connection and enhances their experience.
Effective acoustic design in public transport is
paramount for a memorable journey [3].

The scientific article delves into soundscape
branding in public transport, emphasizing identity
creation through acoustic design. It merges branding
strategies with acoustic elements in systems like
buses and trains. The study uses literature reviews,
observations, and case studies to gauge sound's
influence on brand perception and user experience.
Acoustic design is underlined as a crucial element
for crafting a unique transport identity and as a
potential marketing tool. The article enriches
branding, acoustics, and transportation knowledge,
proposing insights for future endeavors. Urban
commuters often face stress in crowded transports,
but soundscape branding, through elements like
turnstile sounds or announcements, can foster a
unique sonic identity. Beyond functional design, it
resonates emotionally with commuters. Research
indicates soundscape branding can uplift
satisfaction, well-being, and alter perceptions about
quality and safety. Hence, recognizing acoustic
design's potential is vital for a memorable, positive
public transport experience [4].

A. Problematic:

Public transport, a cornerstone of urban
infrastructure, is challenged by the often-competing
demands of efficiency and user experience. In an era
where branding has expanded beyond visual stimuli,
the auditory environment, or soundscape, within
public transport systems offers a unique yet
underexplored avenue for creating brand identity.
However, the auditory domain is fraught with
complexities. Public transport inherently involves a

cacophony of noises from engine sounds to human
chatter. Amid this, crafting a distinctive auditory
experience that resonates with commuters and
aligns with a transport brand's identity becomes a
significant challenge [5]. Moreover, while
soundscape branding has been embraced in
commercial spaces like retail, its potential and
methodology in public transport remain nebulous.
The problematic then arises: How can public
transport systems effectively employ soundscape
branding to craft a unique acoustic identity,
enhancing user experience while navigating the
intricate soundscape of the transit environment?
Furthermore, what is the tangible impact of such
branding on passenger perception, satisfaction, and
loyalty? This research seeks to dissect these
questions, bridging the gap between acoustic
design, branding, and the realm of public
transportation.

Il. MATERIALS AND METHOD

The research focuses on understanding the role of
soundscape branding in public transport and how it
influences identity creation through acoustic design.
Two methodologies are adopted: a Literature
Review, sourcing from diverse databases like
JSTOR and Google Scholar to frame a theoretical
base; and a Comparative Case Study Analysis,
drawing data from field observations, reports, and
passenger feedback, emphasizing the variety in
acoustic designs, geographical considerations, and
transport system scales. This analysis evaluates the
effectiveness of design, passenger experiences, and
the uniqueness of a sonic identity in alignment with
the brand strategy. During the data analysis phase,
themes from the literature and specific soundscape
elements from case studies are thoroughly
examined. To ensure accuracy, preliminary findings
are validated with industry expert insights. The
culmination of the study synthesizes these findings,
offering conclusions on soundscape branding's
potential in public transport and suggesting
directions for future research.

I11. RESULTS AND DISCUSSION:

A. Definition and Concept of Soundscape
Branding:

Soundscape defines the overall auditory
experience of an environment. Soundscape
branding designs this acoustic environment to create
a brand's unique identity. It aligns sound choices
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with brand values and target audiences. Sound
influences emotions and perceptions. Through
specific tones and melodies, brands establish a
unique auditory signature, enhancing their identity

[6].

1. Defining soundscape branding:

Soundscape branding is the intentional use of
sound to convey brand identity in public transport.
It creates a unique sonic environment aligned with
brand values. Specific sounds, like music or
voiceovers, evoke desired emotions and resonate
with passengers. This approach gives public
transport a distinct identity, strengthening branding
and enhancing passenger connection [7].

2. Exploring the concept of acoustic design:

Acoustic design manipulates sound to achieve a
specific auditory experience. For public transport,
it's pivotal in shaping brand identity through
material ~ choices, architecture, and sound
placements. A curated sonic environment enhances
the passenger experience and can guide behavior.
Specific sounds, like jingles, evoke emotions and
foster familiarity. Thus, it's essential in public
transport branding strategies [8].

3. Linking acoustic design to branding and
identity creation:

Acoustic design is pivotal in forging a unique
brand identity for public transport. When transport
authorities curate a specific soundscape, it forms a
brand image that resonates with passengers. Sounds
and melodies trigger distinct emotions, which can
emphasize brand values. An upbeat subway melody
might imply energy, while a tranquil bus terminal
suggests relaxation. By intertwining sound and
branding, public transport systems stand out and
bond with users. Soundscape branding, through
understanding the sonic environment and its
audience, reshapes brand perceptions. Distinct
soundscapes aligned with brand values build
commuter loyalty. Beyond branding, pleasant sound
designs can counteract unwanted noise, reducing
stress and boosting satisfaction. This branding
approach enhances the overall passenger journey in
public transport [9].

B. Importance of Soundscape Branding in Public
Transport:

Soundscape branding in public transport fosters a
distinctive identity. Specific sounds and music
trigger emotional responses, shaping brand

perception. In public transport, this differentiates
systems, promoting passenger loyalty. By aligning
auditory elements with brand values, transport
companies offer a unique sonic experience,
enhancing customer satisfaction and loyalty [10].
1. Enhancing user experience and satisfaction:
Soundscapee branding in public transport boosts
user experience and satisfaction. Acoustic design
establishes a unique identity, connecting with
passengers. Using music, announcements, and
ambient noise enhances the auditory experience,
reinforcing the brand. Proper soundscapes can
increase  safety and  efficiency, aiding
communication and reducing stress. Investing in
soundscape branding thus significantly improves
the passenger experience [11].
2. Differentiating public transport services:
Differentiating public transport through the
adoption of technology is essential. As
transportation innovations continuously evolve,
they enhance the quality of services. Implementing
smart ticketing systems and mobile apps notably
boosts efficiency and enriches the passenger
experience. Furthermore, real-time updates and
GPS tracking foster greater reliability and expedited
commutes, underlining the importance of staying
abreast with tech trends to position public transport
as a modern and dependable choice for commuters
[12].
3. Creating a unique
transport companies:
Soundscape branding and acoustic design provide
an innovative avenue for public transport to carve a
unique identity. By curating specific sonic
environments, transportation companies not only
make journeys memorable but also reflect their
brand values. Sounds, especially unique jingles,
bolster brand recognition and loyalty, while regional
auditory elements can cultivate pride and belonging
among passengers. It's vital to choose sounds that
enhance the user experience, align with the brand,
and avoid becoming intrusive. The overall ambiance
created by these sound choices plays a pivotal role
in shaping the positive perceptions and experiences
of commuters in public transport settings [13].

identity for public

C. Strategies and Techniques for Soundscape
Branding:

To successfully integrate soundscape branding in
public transport, careful strategies are essential.
Sound selection, which should resonate with the
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brand's identity, combined with brand-associated
elements like jingles, can significantly elevate the
overall atmosphere. Moreover, strategic placement
of sounds can guide passengers, creating a flow of
movement within the transit environment. Sound
zoning or assigning specific sounds to different
transport areas based on function, is another pivotal
technique. Together, these methods forge a unique
and recognizable auditory environment, optimizing
the passenger experience through deliberate
soundscape branding [14].
1. Selection of sound elements:

For successful soundscape branding in public
transport, the meticulous selection of sound
elements is paramount. This process involves
weighing considerations such as cultural relevance
to resonate with the local audience and
appropriateness to ensure suitability within the
transit context. Furthermore, it's vital to ensure that
the emotional responses evoked by these sounds
align with both the desired brand image and the
anticipated passenger experience [15].

1.1.Evaluating sounds that resonate with the
target audience:

When targeting an audience, it's essential to
recognize the emotional response that sounds can
evoke, as specific sounds have the power to trigger
emotions such as happiness or relaxation. A deep
understanding of the audience's emotional
connection to sounds is paramount for an effective
soundscape branding strategy. Additionally,
integrating the cultural background of the target
group ensures that the chosen sounds are both
relevant and culturally appropriate. Through
meticulous and sound evaluation, public transport
systems can both bolster their brand identity and
elevate the passenger experience [16].

1.2.Incorporating soundscapes that reflect the
desired identity:

Soundscapes are pivotal in shaping a unique
identity for public transport branding, helping a
system stand out in a competitive landscape. By
meticulously selecting elements like
announcements, music, and ambient noise, a
transport system can curate an atmosphere that
resonates with its audience. For instance, while a
transport system seeking a calm ambiance might opt
for soft instrumental tunes, one targeting a younger
audience could favor upbeat tracks and spirited
announcements. This underscores the significance

of soundscapes in both defining and emphasizing

the distinct identity of public transport systems [17].

2. Placement and composition of sound
elements:

Sound element placement and composition are
vital for effective soundscape branding in public
transport. Strategic positioning, like near entrances,
fosters a welcoming ambiance. The right choice of
music or announcements evokes desired emotions,
enhancing brand identity. Together, these aspects
create an immersive auditory experience,
reinforcing a system's brand image [18].

2.1.Considering physical and architectural
aspects of the public transport environment:

The physical design of public transport areas
significantly influences soundscape branding. The
station's layout affects the acoustic ambiance; open,
hard surfaces amplify sound, creating vibrancy,
while enclosed, soft areas offer calm. Architectural
elements convey identity: modern designs suggest
efficiency, whereas traditional ones evoke nostalgia.
Thus, architecture and design choices are paramount
for desired acoustic branding [19].

2.2.Balancing sound levels and avoiding
overwhelming or unpleasant auditory
experiences:

To ensure a pleasant public transport soundscape,
it's vital to balance sound levels, preventing
discomfort or stress. Excessive noise can harm
passengers' hearing. Acoustic design, involving the
choice of sound sources and volume, is paramount.
Utilizing sound-absorbing materials and strategic
speaker placement can control sound spread and
unwanted echoes. Such a balance enhances brand
identity and atmosphere [20].

3. Novel technologies and innovations in
acoustic design for soundscape branding:

Innovations in acoustic design are revolutionizing
soundscape branding in public transport. Advanced
sound systems like directional speakers offer
precise control over sound quality. Immersive tech,
such as virtual and augmented reality, offers
customization of sonic environments. These
technologies help transport authorities establish a
unique sonic identity, emphasizing the importance
of acoustic advancements for branding [21].

3.1.Use of interactive elements and customized
soundscapes:
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Acoustic design in public transport uses
interactive elements and customized soundscapes
for identity creation. These engage passengers,
enhancing their transit experience. Interactive
displays offer real-time data and entertainment.
Tailored soundscapes can echo a region's culture
and history, promoting belonging. Together, they
boost public transport branding and improve the
passenger experience [22].

3.2.Integration of modern audio technologies
for maximum impact:

Acoustic design in public transport requires
modern audio technologies to build a robust brand
identity. These technologies enhance passengers'
soundscape experience, fostering brand connection.
Surround sound systems immerse passengers in a
brand-aligned audio environment. Integrating
technologies like Bluetooth and personalized audio
elevates individual engagement. Thus, leveraging
audio technology in public transport strengthens
identity and leaves a lasting impression. Soundscape
branding is a strategic approach to crafting identity,
emphasizing sonic choice, spatial distribution, and
cultural relevance. Further research could focus on
specific sound impacts on passengers to refine
soundscape branding [23].

D. Case Studies: Successful Implementation of
Soundscape Branding in Public Transport:

Case studies highlight successful soundscape
branding in public transport for identity creation. In
a major city's underground station, a customized
soundscape aligned with the system's brand was
introduced, incorporating urban-inspired musical
and ambient elements. Passengers linked the
soundscape with both the transport system and the
city, underscoring the potency of thoughtful
acoustic design in branding and identity
establishment [24].

1. Subway system Overview of the soundscape
branding strategy:

Soundscape branding in public transport is a rising
trend, aiming to craft a unique brand identity
through acoustic elements. By incorporating music,
announcements, and ambient sounds, transport
organizations can offer a memorable auditory
experience that mirrors their brand. This approach
elevates the passenger experience, fostering deeper
brand connections and loyalty [25].

1.1.Results and impact on user perception and
identity:

Soundscape branding in  public transport
significantly influences user perception and
identity. Research indicates that strategic acoustic
elements, like melodic jingles, improve user
experience and reinforce brand association. Such
soundscapes are perceived as pleasant, eliciting
positive emotions and strengthening  users'
connection to the transport brand. This highlights
the importance of acoustic branding in crafting a
distinct identity in transportation [26].

2. National railway branding through acoustics
and Description of the acoustic design
elements employed:

To foster a unique identity in public transport,
specific acoustic designs are used. Distinctive
background sounds, such as city bustles or bird
chirps, represent the brand and its location.
Soundscapes, chosen for their emotional resonance,
are strategically placed within the transport setting.
This design evokes targeted responses, setting a
specific ambiance and elevating the passenger
experience [27].

2.1.Public response and company's identity
development:

Public response shapes a company's identity,
especially in soundscape branding for public
transport. Positive reactions boost a company's
image, while negative ones can harm its reputation.
Companies must design soundscapes that reflect
their brand values, fostering loyalty and connection
with passengers. Given the noisy urban context,
distinct acoustic branding helps public transport
stand out. Elements like train chimes or bus playlists
leave lasting impressions, enhancing the user
experience. This auditory differentiation attracts
more commuters in the competitive transport
market [28].

E. Challenges and Limitations:

Soundscape branding in public transport offers
benefits but faces challenges. Designing
soundscapes for a diverse passenger base is complex
due to varied sound perceptions. Implementing new
acoustic designs may demand significant changes
and investments in existing infrastructures.
Maintaining branding continuity can be challenging
with technological shifts or maintenance changes.
Regulatory and safety concerns restrict the
introduction of new sound elements. These
challenges must be addressed to harness the full

172



International Journal of Advanced Natural Sciences and Engineering Researches

potential of soundscape branding in public transport
[29].

1. Potential negative effects of soundscape
branding:

Soundscape branding in public transport risks
overstimulation and sensory overload for
passengers. Constant branded audio can cause
commuter fatigue and stress, especially during rush
hours. It may decrease attention and cognitive
performance due to distracting branded sounds.
Uniformity of sounds across transport systems
might erode distinctiveness, weakening the identity
of specific systems [30].

2. Overcoming technical and logistical
challenges:

Soundscape branding in public transport faces

technical and logistical challenges. Acoustic

design's complexity demands an understanding of
each transport mode's soundscape characteristics,
requiring thorough research for contextually
relevant auditory identities. Integration across
different systems calls for coordination among
transport authorities, sound designers, engineers,
and marketing teams. Effective communication
ensures  consistency in  acoustic  design.
Technological infrastructure, like audio systems,
must be efficiently installed and maintained.
Overcoming these challenges is crucial for creating
immersive auditory experiences in public transport
[31].

3. Ensuring compatibility with regulations and

safety requirements:

Ensuring soundscape branding in public transport
aligns with regulations and safety is paramount.
When incorporating sound elements, existing
guidelines and safety standards, such as volume
limits, should be observed to ensure passenger
comfort and safety. It's essential to ensure sounds
don't distract drivers and meet transportation safety
standards. Properly implemented soundscape
branding, combining sound engineering and
targeted sonic elements, creates a unique auditory
identity that enriches the passenger experience,
fostering a sense of connection to the brand while
ensuring safety and adhering to industry norms [32].

F. Case Study 1: London Underground:

In the London Underground's case study,
soundscape branding has notably improved

passengers' experience, establishing a distinct
identity for the transit system. Recognizable sounds
like the "mind the gap" announcement and its
accompanying chime play dual roles: ensuring
safety and fostering a sense of identity.
Furthermore, the unique music and ambient
environmental noises found at individual stations,
like the lively commotion at Piccadilly Circus or the
charm of Covent Garden's ambiance, distinctly
characterize the feel of each unique place within the
network. Ultimately, the Underground has
masterfully blended practical alerts with soundscape
branding to enrich passenger experiences [33].

1. Overview of the London Underground

soundscape branding:

Despite originating in the Victorian era, the
London Underground, still affectionately known as
the "Tube," has become universally synonymous
with efficient urban transit, holding its place as a
transportation trailblazer revered across continents.
Integral to London's persona, the Tube has recently
embraced the role of sound in shaping its brand
experience. Their soundscape strategy interweaves
unique auditory elements like the renowned "mind
the gap" alert and the door-closing chimes. Beyond
safety, these sounds evoke familiarity and nostalgia
for its daily users. Through this soundscape design,
the Tube has crafted a standout acoustic brand
identity enhancing the passenger experience [34].

2. Analysis of the impact of acoustic design on
the brand identity:

Acoustic design plays a pivotal role in crafting
brand identity in public transport, as demonstrated
by successful soundscape branding instances. The
London Underground's renowned "Mind the gap"
announcement epitomizes how sound becomes
synonymous with a brand. Sound elements, like
announcements and melodies, provide both
essential information and a distinct passenger
experience.  Airports, too, utilize calming
soundtracks and clear announcements, underscoring
their values of efficiency and professionalism.
When public transport entities strategically choose
acoustic elements, they create an auditory signature,
bolstering brand loyalty and recognition,
emphasizing the immense influence of sound on
brand identity [35].

3. Success factors and lessons learned:

The integration of acoustic design with other
branding tools is crucial for a cohesive brand
identity. Helsinki  Metro's acoustic  design,
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combined with its visual branding like the yellow
and black color scheme, reinforces the brand image.
Such multi-faceted branding approaches offer
passengers a memorable experience. Continuous
improvement, as seen with Metro Roma, is vital;
their design evolved based on passenger feedback,
ensuring long-term relevance. Tokyo Metro's
melodic jingles and announcements have fostered a
unique sonic identity, enhancing system
functionality. Likewise, Transport for London's
"Mind the Gap" announcement ensures safety and
establishes familiarity. Overall, these case studies
underline that soundscapes, when well-designed,
can significantly elevate the transit experience and
brand identity [36].

G. Case Study 2: Tokyo Metro:

Tokyo Metro, amidst its bustling environment,
enhanced its passenger experience through
soundscape branding. They partnered with a music
company to craft custom jingles for each station,
reflecting each station's unique identity. This
created distinct audio branding for commuters.
Moreover, platform doors were introduced,
significantly reducing noise and establishing
tranquility. These measures improved passenger
satisfaction, making daily commutes more
enjoyable. Tokyo Metro's approach underscores the
power of acoustic design in fostering identity and
elevating the public transport experience [37].

1. Examination of Tokyo Metro's approach to
soundscape branding:

Tokyo Metro has effectively used soundscape
branding to establish a unique identity, capturing the
city's culture and history. The meticulous choice of
sounds for each station underscores their thorough
research and attention to detail. Incorporating music
reflecting local heritage and culture enhances brand
identity. Their commitment to acoustic design
ensures a pleasant experience for passengers,
evident in station designs and ongoing innovation
efforts. Overall, Tokyo Metro exemplifies
successful identity creation through acoustic design
in public transport [38].

2. Evaluation of the effectiveness of acoustic
design in creating identity:

In evaluating soundscape branding in public
transport, acoustic design's role in shaping identity
is crucial. Various case studies showcase transport
systems effectively using sound to enhance brand
identity and passenger experience. Thoughtful

acoustic design strengthens a transport company's
brand image. Distinctive soundscapes evoke
positive emotions and foster passenger connection.
Integrating acoustic elements into transport
infrastructure reinforces brand values and ensures
consistency. Collectively, these cases underscore
sound design's transformative impact on public
transport branding [39].

3. Key takeaways and implications for future

efforts:

The case studies examined underscore the
significance of soundscape branding in public
transport. Successful acoustic design is pivotal for
brand identity, achieved through careful sound
element selection. Sound can elicit specific
emotions, enriching the passenger experience.
Future work in soundscape branding should focus
on sound's psychological impact. Collaborative
efforts involving designers, engineers, and
marketers will ensure cohesive soundscapes. The
Naperville Train Station's acoustic strategy
enhanced satisfaction and ridership, while the Oslo
Metro's distinct sounds provided guidance and built
identity. Cultural context and audience preferences
must guide soundscape designs. Studying the long-
term impacts of soundscape branding remains
essential for future investigations [40].

H. Case Study 3: New York City Subway:

The New York City Subway serves as a standout
example of Soundscape Branding in public
transportation. With its extensive station network, it
uses acoustic design to forge a unigue identity. The
subway's distinct announcement chimes, signaling
train movements, are instantly recognized by both
regulars and tourists. Stations also offer a curated
musical selection, elevating the ambiance and
entertaining waiting passengers. Through sound, the
subway has crafted a sonic identity, enriching the
city's heritage and passenger experience [41].

1. Description of the soundscape branding
initiatives in the NYC subway system:

The sprawling subway system serving New York
City, overseen by the Metropolitan Transportation
Authority (MTA), has notably sought to shape its
auditory identity through deliberate efforts in
designing its sonic profile. To give each station a
unique identity, the MTA has enriched their
acoustic environment, aiming to enhance the
commuter experience and provide a distinct sense of
place. In collaboration with sound designers and
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musicians, they created unique audio signatures for
each station, blending music, ambient sounds, and
announcements to mirror the local neighborhood's
character. For example, an artistic area's station
might have vibrant tunes, while a business district
could feature more reserved sounds. This approach
highlights acoustic design's potential in branding
public spaces [42].

2. Discussion of the role of acoustic design in

shaping brand identity:

Acoustic design is pivotal in crafting brand
identity in public transport. By fine-tuning the
soundscape, transport entities can offer unique
experiences, shaping passengers' brand perceptions
and evoking emotions. For instance, the London

Underground's chimes and announcements
resonate with commuters, symbolizing city life and
transport efficiency. Similarly, the Tokyo Metro's
unique jingles for its lines promote familiarity and
belonging. Thus, beyond improving functionality,
acoustic design can imprint a lasting brand identity
in users' minds [43].

3. Experiences and outcomes from the New
York City Subway's efforts:

The New York City Subway exemplifies the
successful use of soundscape branding in public
transport, leveraging specific sounds for actions like
door closing or train arrivals. This sonic branding,
beyond improving efficiency and safety, has
become emblematic of the city's cultural identity,
creating a unique subway identity and enriching
passenger experiences. Soundscapes in public
transport can significantly influence brand
recognition and passenger satisfaction. For instance,
the London Underground's iconic sonic cues evoke
nostalgia and connection, while the Hong Kong
Tramways utilizes background music to uplift
moods. Similarly, Vancouver SkyTrain's branding
strategy enhances rider satisfaction. Overall,
acoustic design has vast potential in shaping unique
identities in public transport [44].

. Comparative study:

Table.1l. Comparative study

London
Underground

Criteria/Case
Study

Tokyo Metro

New York City
Subway

Brand ldentity

- Iconic "Mind the
Gap" announcement
emphasizes brand
history.

- Distinctive jingle for
each line provides
uniqueness and
familiarity.

- Iconic chimes for train
arrivals/departures and
curated station music
enhance brand heritage.

Auditory Elements

- Repetitive chimes,
- Iconic warning
announcements.

- Distinctive line-specific
jingles.

- Announcement
chimes,

- Curated music in
stations.

Passenger
Connection

- Strong emotional
bond due to historic
announcements.

- Fostered a sense of
belonging due to line-
specific jingles.

- Sonic elements
contribute to city's
character, enhancing
overall experience.

Cultural Elements

- Auditory elements
that represent
bustling city life and
efficient
transportation.

- Jingles possibly
represent various aspects
of Tokyo culture.

- Sonic identity aligns
with NYC's dynamic
and diverse character.

Outcome/Impact

- Reinforced brand

- Strong brand loyalty, -

- Established sonic

identity, Enhanced passenger identity,

- Enhanced experience. - Enhanced overall
passenger experience for
experience. passenger

The comparative study provides a concise and
organized comparison of three significant public

transport systems in terms of soundscape branding
and its impact on creating identity through acoustic

175



International Journal of Advanced Natural Sciences and Engineering Researches

design. A few observations and insights can be
drawn:

1. Distinctive Brand Identity: Each system has its
own unique sound element that stands out,
signifying the system's individuality. London's
"Mind the Gap,” Tokyo's line-specific jingles, and
New York City's chimes showcase how different
systems can use soundscape branding to embed
themselves in the cultural and daily life of their
users.

2. Cultural Significance: The acoustic elements
selected for each transport system seem to align with
the cultural ethos of their respective cities. For
instance, London's emphasis on historical sounds
resonates with its rich history, while Tokyo's
differentiation for each metro line may resonate
with the city's blend of tradition and modernity.

3. Passenger Connection: An interesting takeaway
IS how each system uses soundscape branding to
foster a connection with its passengers. Whether it's
the familiarity of the jingles in Tokyo or the iconic
announcements of London, there's a clear intent to
use sound to enhance the passenger experience and
evoke certain emotions or memories.

4. Impact on Branding: All three transport systems
have successfully utilized soundscape branding to
reinforce or redefine their brand identity. This
underscores the importance of sound in shaping
perceptions and experiences in public transport.

5. Scope for Further Exploration: While the table
provides a comprehensive overview, diving deeper
into each case study could yield insights into the
challenges faced during implementation, passenger
feedback, and how soundscape branding has
evolved over time for each transport system.

In conclusion, the table aptly demonstrates the
potential and significance of soundscape branding
in public transport. It serves as a testament to how
auditory elements, when thoughtfully curated and
implemented, can play a pivotal role in crafting a
unique and memorable brand identity.

J. Comparative Analysis:

Soundscape branding in  public transport
significantly transforms passenger experiences, as
evident from various success stories. Common
strategies include integrating cultural elements for
identity: Berlin S-Bahn's use of classical music
mirrors the city's musical heritage, whereas Mumbai
Metro employs local instruments and melodies for
regional pride. Brands also prioritize passenger

needs, using calming or energetic sounds as
required. Crucially, these success stories underline
the wvalue of comprehensive research and
collaboration  with  sound design  experts,
emphasizing the investment in creating a resonant
and enriching soundscape for travelers [45].

1. Similarities and differences between the

case studies:

Sound is pivotal in forging a unique brand
identity, as showcased by various case studies. The
London  Underground effectively  employs
recognizable sounds, like the "Mind the Gap"
announcement, to establish a brand connection.
Similarly, Tyne and Wear Metro's distinctive
sounds, such as the rolling stock noise, act as an
audible brand logo. Although these instances
highlight sound's role in brand identity, the case
studies also differ. For instance, while London
Underground and Tyne and Wear focus on audio
branding, Yellow Buses adopts a broader branding
strategy blending both visual and auditory elements.
This last case also stresses the importance of
collaborative efforts in shaping a sound identity
aligned with local culture [46].

2. Evaluation of the overall impact of
soundscape branding on public transport:

Soundscape branding offers public transport
systems the opportunity to create a unique identity,
enhancing passenger experiences. Tailored sound
elements can differentiate companies from
competitors, potentially boosting ridership and
profits. Positive soundscapes can elevate passenger
moods, making journeys more enjoyable. However,
successful soundscape branding hinges on thorough
research, collaboration with sound experts, and
understanding of cultural contexts. Continued
research is needed to grasp the long-term impacts
and nuances of soundscape branding in public
transportation [47].

3. Identification of common success factors
and challenges faced:

The literature review on soundscape branding in
public transport highlighted key factors and
challenges. Successful implementation requires a
clear brand identity aligned with transport
objectives, a well-defined auditory experience,
involvement of experts in acoustics and design, and
commitment from top stakeholders. However,
challenges include choosing suitable audio
elements, technical constraints, and addressing
those who might resist the new auditory elements.
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A prime example of successful soundscape
branding is Helsinki's transport system, which
collaborated with sound professionals, enhancing
the passenger experience and strengthening brand
attachment [48].

K. Future Directions and Recommendations:

In conclusion, soundscape branding holds promise
in public transportation, as illustrated by various
case studies. Further investigation into the intricate
details is necessary to properly evaluate the effect
that particular auditory aspects have on both the
brand's image and the experience of its customers.
Larger sample sizes and control groups can
strengthen these findings. Standardized guidelines
are needed for implementing soundscape branding
consistently. Exploring its application in spaces like
airports and malls could be beneficial. Ultimately,
sound branding can elevate the user experience and
strengthen brand identity in public spaces [49].

1. Future Directions:

Soundscape branding in public transport offers
ample research opportunities. Further study is
needed on how different users perceive sound
elements to determine optimal acoustic branding
strategies. Practical challenges, like technical
feasibility and cost, should be considered when
integrating this branding. Future research should
also investigate soundscape design's impact on
passenger behavior and satisfaction. Acoustic
design is crucial for creating a distinctive brand
experience in public transport [50].

2. Opportunities for further exploration and
innovation in soundscape branding:

Further opportunities exist in soundscape
branding. Comprehensive research is needed to
understand sound's impact on brand perception and
consumer behavior. Technological advancements,
including virtual and augmented reality and spatial
audio, promise immersive brand experiences.
Artificial intelligence and machine learning can
personalize soundscapes and adapt dynamically.
Leveraging these technologies can foster stronger
brand connections. Thus, innovation in soundscape
branding could redefine brand-audience
connections in public transport and other sectors
[51].

3. Suggestions for improving the effectiveness
of acoustic design in creating identity:

For effective acoustic design in building identity,
it's imperative to deeply understand the target

audience and their sound preferences, often
achieved through surveys and focus groups.
Engaging experts in sound design and acoustics
ensures that the chosen sounds align with brand
identity and evoke the intended emotions. The
context and specific characteristics of the transport
system play a significant role in shaping the auditory
experience. Therefore, it's crucial to tailor the sound
design accordingly. Regular evaluations and
updates, based on user feedback and emerging
trends, guarantee the ongoing relevance and
effectiveness of the acoustic design in establishing
identity [52].

4. Potential areas for further research and

development:

In the evolving field of soundscape branding for
public transport, it's pivotal to delve deeper into how
varied sound designs shape passenger satisfaction
and experience. The emotional and behavioral
impacts of specific auditory cues, such as music,
warrant exploration. Additionally, understanding
the influence of cultural and demographic nuances
on sound preferences can be enlightening. Merging
visual and olfactory elements could usher in a more
immersive, multi-sensory branding experience.
Moreover, long-term studies could illuminate the
sustained influence of soundscape branding on
passenger loyalty and consistent ridership [53].

5. Conclusion and final thoughts on the topic:

Soundscape branding has a profound impact on
creating identity in public transport, as seen in the

case studies of systems like the London
Underground and Tokyo Railways. Carefully
curated sounds can enhance the passenger

experience, evoke emotions, and establish a unique
brand identity. However, success demands
thoughtful planning, understanding the cultural
context, and continuous evaluation to keep up with
evolving passenger expectations. The London
Underground, with iconic sounds like "mind the
gap,” and Hong Kong Tramways' mobile art gallery
are testament to the strategy's effectiveness. Yet,
challenges like potential noise pollution emphasize
the importance of strategic sound selection in
promoting a positive brand image [54].

IV.CONCLUSION

Soundscape branding in public transport enhances
identity and improves the passenger experience.
Through careful auditory selection, providers can
foster familiarity, trust, and belonging among

177



International Journal of Advanced Natural Sciences and Engineering Researches

customers.  Benefits include better brand
recognition, customer satisfaction, and loyalty.
However, cultural and environmental factors must
be considered in acoustic design. While the impact
of specific sounds on perception needs more
research, soundscape branding holds potential in
redefining how transport services engage
passengers and establish a multisensory brand
identity [55].
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