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Abstract

This research, entitled "Local Culture's Impact on Branding and Guest Experience at Rosewood Beijing," is
realized by an interpretivist qualitative study design following an inductive approach. In order to achieve a
depth of understanding that could only be brought in by an embedded single-case study investigation, the
strategy of a specific set study has been used. Information was assembled using purposeful semi-structured
interviews with select participants, including frontline staff and hotel guests who could testify to their direct
engagement with the local culture. The method of sampling for the participants ensured that thematic
saturation would prevail effectively. All interviews were carried out and transcribed into Mandarin — meaning
they portray both the authenticity and accuracy of expression. The collected data was examined in thematic
approach as per Braun and Clarke's configurations, which were rolled into both in Vivo and exegesis coding
procedures. This approach allowed key themes as upholding of cultural authenticity, sense of place,
emotional and brand connection to emerge inductively from the respondents' stories.
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Chapter 1. Introduction
1.1 Background information

As seen from the research, this authenticity of the
experience not only can make it more emotional,
but also leads to better customer experience,
brand loyalty, and recognition (Lin, 2019; Getz,
2012). On the other hand, global localization is a
powerful strategy to provide a balance between
the global service standards and the local culture.
This is what is favorable to luxury hotel brands
(Robertson, 1995; Lee and Park, 2020).

This research therefore wuses the Beijing
Rosewood Hotel as a prototype for studying how
the local cultural factors can be guided by the
luxury hotel brand building and customers'
experiences. Also addressed is the way in which
cultural integration serves as the luxury hotels'
brand differentiation and emotional connection
feeding mechanism, within the global framework.
This research is grounded on three basic pillars:

brand values, cultural appeal, and a global
approach. An example lies in the sense of place
thought by the Rosewood group, which stands
for the fact that architecture, interior decoration,
and service details in general represent both the
tangible and symbolic spheres of the brand. The
immersive experience at Rosewood Beijing is a
great example of combining Chinese aesthetic
design with traditional hotel service forms. This
example creates a consistent brand story
wortldwide (Helkkula, Arnould, and Chen, 2023).
And thus, the research will investigate how the
Rosewood Hotel Beijing's lifestyle culture gets
reflected in the guest's experience with a greater
meaning that also affects the customer's
perception of the brand authenticity and brand
loyalty. It will be through architecture, interior
details, and staff uniforms being used as physical
brands as well as through rituals, storytelling, and
service experiences being used as intangible
cultural merging, which will show that cultural
merging is both an ornamental and an



instrumental part of the interaction and the
emotional bond between the guest and the brand.

1.2 Rationale of the study

Research suggests that offering a glimpse of
genuine cultural elements can also improve the
image of the brand as well as the guest's
satisfaction and loyalty (Campelo et al.,, 2014;
Gallarza et al, 2019).Nevertheless, previous
studies have mainly focused on their exploration
of cultural integration at chain hotels, for which
such practices are expected to be common across
different types of hotels (Chen and Peng, 2018;
Johnson, 2020).

Despite this, research has not yet thoroughly
covered many aspects, with significant elements
remaining unknown. Most existing research,
however, emphasizes chain level or overall resort
formation, while neglecting the local level
practices through which cultural blending is
implemented (Chen and Peng, 2018; Johnson,
2020). Also, attention is often paid only to
glocalization, cultural authenticity, and brand
values in  tourists'  cognition  without
understanding the mutual relationships among
these concepts. Besides, the non-Western
contexts such as China constitute an area of little
attention since the literature in most cases focuses
on Western settings (Zhang and Yang, 2021).

A complex of such knowledge gaps can be closed
by choosing Rosewood Beijing to stimulate our
discussion. Global luxury hotel brands are known
for their authentic links to a locality and
adherence to their international standards
recycling Chinese culture consistent into their
design, service rituals, and connection with
guests. Looking into this property provides a
chance to spot the mechanics of how Brand
Values, Cultural Authenticity, and Glocalization
work, allowing such a special intercultural agency
to be explained as both brand differentiator and
customer expetience contributor.

Therefore, the potential for both theoretical and
practical contributions justifies this investigation.
By using an integrated conceptual framework that
links Cultural Authenticity, Glocalization, and
Brand Values in a property level analysis, it
theoretically enhances the literature. Empirically,
it addresses the dearth of non Western case
studies in hospitality research by providing
insights into how Chinese cultural features are
integrated into a luxury hotel's operations. In the
real world, the results will help luxury hotels in
culturally diverse markets like Beijing that aim to
improve their guest experience and brand identity
through careful cultural integration.

1.3 Aim and objectives

This research aims to explore how the integration
of local cultural artifacts contribute to brand

building and guest experience: a case of
Rosewood Beijing.
The objectives of the study are:

1) To  analyse  Rosewood’s  brand
philosophy and cultural positioning with a focus
on how “sense of place’ guides cultural
integration strategies.

2) To identify and interpret specific ways in
which Rosewood Beijing incorporates Chinese
and Beijing cultural elements in architecture,
interior design, art selection, staff uniform, and
service rituals.

3) To examine the impact of these cultural
elements on brand perception and customer
loyalty.

Chapter 2. Literature review
2.1 Brand values

The creation of brand values is an essential part
of the brand's development and reflects the rules,
views, promises, and interactions  that
characterize this relationship. For luxury
hospitality offers, brand values are not merely and
solely functional setvices, they carry barometric
and experiential value, which is highly
competitive and takes one out-of-the-shelf luxury
hospitality universe. Weidmann, Hennigs, and
Siebels's (2009) theory describes brand values as
multidimensional that emphases on the fact that
economic, functional, social, and personal are
among the parameters attached to the brand.
Alot of brand value theorists in their works spoke
the issue of multiple brand value (Vigneron and
Johnson, 2017; Wiedmann, 2009). In the context
of luxury hotels, all four of these value
dimensions operate in concert to influence
consumer perceptions of brand distinctiveness.
Values are integral to brand identities and
positions and are especially important in the
hospitality context, where the luxury product is
experienced and not only consumed. Research
has shown that brand value influences customer
experiences, creating meaning and future
behavioural intentions, such as revisit or
recommendation, particularly when the consumer
appreciates the cultural context (Jiang, 2022;
Zhou, 2015; Lu and Fine, 2019).

In luxury hotels, all four dimensions of brand
values can be observed in effective brand
differentiation among customers. On one hand,
economic and functional aspects are responsible
for delivering premium- choose excellence
positioning while personal and social values
establish emotional and symbolic attachment
which promotes brand loyalty. Special attention is
required within the hospitality business since not
only do clients consume these services, but also



get the opportunity to remember them and
develop strong emotions. By including both
cultural and local elements such as storytelling,
service mainstays, and design into the imagery
and the communication (marketing tools like
brochures, social media posts), the luxury hotels
reflect their brand values with the guests’ need for
cultural authenticity and connection to the world
around them.

2.2 Cultural authenticity

Cultural authenticity has emerged as a critical
notion in the field of tourism and hospitality,
primarily when brands underscore their local
culture in delivering their services. It stands for
the experienced genuineness and a sense of
credibility about the representation of a culture,
which influences the way consumers form their
brand perceptions and emotional ties. In the
earlier studies, different scholars examine
authenticity from three points of view: an
objective  (preserving heritage), constructive
(socially negotiated meaning), and existential
authenticity (being devoted and reflective). The
objective authenticity refers to the originality of
cultural artifacts and practices, such as
craftsmanship, architecture, or design techniques,
and preservation of the same (MacCannell, 1973).
Constructive authenticity defines authenticity as
the social construct, the dialogue between the
producers and the consumers, and the influence
exercised by the larger cultural natratives and the
power relations (Cohen, 1988). Existential
authenticity ~ underscores the  person’s
involvement in cultural life, such as self-
transcendence, immersion, and identification
with a specific tradition, elevating the emotional
and personal levels (Wang, 1999). For instance,
Rosewood Beijing houses such components as
calligraphy, courtyard design patterns, and
Chinese tea tituals that can be found affordably
throughout the public spaces and guest rooms.
Such characteristics are in line with the objective
authenticity and bring the guest experience to a
real cultural heritage. According to empirical
studies by Lu et al. (2015) and Dominguez-
Quintero et al. (2018), the presence of
authenticity has a positive relationship with
customer satisfaction, loyalty, and affirmative
behaviours; in opposition, the presence of
superficiality tends to lower the level of
credibility.

2.3 Glocalization

The idea taken by it maps out how the global-style
products are modified to fit into the local cultural
settings while retaining the original global style.
The luxury hotel landscape is one area in which
globalization as a symbolic tool that achieves
cultural sensitivity and dysrhythmia has entered

into shape. This happens by giving evidence of all
an international group hotels increasingly utilizes
strategic approaches of cultural integration that fit
the local market and expect from a host culture.
They are thus defined by both subtle and complex
processes.

According to the study carried out by Okumus,
Késeoglu, and Ma in 2018, a global hotel
restaurant that incorporates the dishes and
culinary techniques that represent the authentic
traditions of the area not only gains guests’
appreciation but also helps them to be more
immersed in understanding different cultures.
Kizildag et al. (2019) show that as loyal patrons of
luxury setvice operations are being aware that the
highest standards of international services are
being integrated along with local cultural
elements. This indicates that glocalization
transcends cultural authenticity and directly
shapes travelers’ expectations in terms of
intention to return and positive brand
recommendations.

First of all, glocalization has been a way for
emotional connections of diverse guest segments,
and as a result, it strengthens brand equity. Yet,
for domestic guests, the hotel is the reminder of
the foundation of their cultural identity in a global
luxury context. The researchers also note that
including glocalization as something totally
embedded within the culture generates a higher
premium and mass loyalty (Kizildag, 2019,
Helkkula, Arnould, and Chen, 2023). Therefore,
glocalization does not only represent the cultural
alteration method but is an intercessor as well that
manages the association between the brand values
and cultural authenticity. It gives the brand such
an ability to compete globally and still remain
locally resonant for high class hotels like
Rosewood Beijing.

Chapter 3. Methodology
3.1 Research design

This pathway is useful for the topic because it
starts with context specific meaning at Rosewood
Beijing and then opens a road to broader testing
in other hotels or cities.By combining an
interpretivist paradigm, inductive approach,
interpretive description, and an embedded case
study of Rosewood Beijing, this research can
explore in depth how local cultural artifacts shape
brand building and guest experience. This
research yields insights into human behaviour
across diverse contexts, offering guidance for
luxury hotel branding and service practices in
Beijing and similar cities. The study will be
structured as a case study to address its research
objectives and goals. Conversely, individual life
natratives and experiences limit the breadth of
contextual analysis. In contrast, a case study
enables a comprehensive examination of The



Rosewood Beijing, integrating theoretical and
empirical data across architecture, design, art,
uniforms, and service etiquette.

According to Yin (2022), case studies are well
suited for addressing real world “how” and “why”
questions (Yin, 2022). Therefore, employing a
case study approach better supports the research
objective of linking cultural integration strategies
with brand building and guest experience.

3.2 Sample and data collection

The subjects of this research are the people who
have direct experience of the service environment
at the Beijing Rosewood hotel, that is, the ones
who have participated in or shaped the hotel’s
culture and brand experience. This group consists
of the frontline staff and the guests who have
stayed at the hotel or interacted with it. Focusing
on these two groups enables the research to gain
insights from both the service provider and the
customer experience side, thus having a more
comprehensive understanding of how the local
culture elements affect brand perception and
customer satisfaction. As Yin (2014) noted, the
qualitative case study participants should provide
“contextual and experiential insights related to
the research phenomenon.”

In this research, a purposive sampling technique
was used to recruit participants that could give
valid and representative feedback concerning the
cultural dimensions of the rosewood Beijing hotel
area. The participants basically belong to two
groups: on the one hand, there are front-line
employees (such as security guards, restaurant
wait staff, and hotel receptionists) who directly
express the culture of the hotel to the guests; on
the other hand, the guests themselves are also one
such group, as they have the opportunity to
experience the hotel's culture and give feedback
on the authenticity and quality of the hotel.

The sample size was determined using the guide
principle of theoretical saturation(Guest, Bunce,
and Johnson, 2006). The sample size of this study
was around 5 participants, which was expected to
be enough to represent various views while
simultaneously conducting in-depth qualitative
data analysis.

Participants who do not meet the critetia given in
previous paragraphs, that is, having the
experience necessary, will be left out of the
research. More specifically, this tresearch will
exclude only those employees who have worked
at The Rosewood Beijing for 3 months or less. In
similar circumstances, guests who have come only
for dining or events and not stayed over may also
be excluded from the interview.

The means of data collection was led putely by
the semi-structured interviews, which are perfect
for studying complex reality. The semi-structured
interview is a very flexible technique that allows
you to pay extra attention to the interviewees'

answers and their opinions, which more rigid
kinds of interviews are likely to ovetrlook (Ayres,
2008). All interviews were offered in Mandarin so
that the participants could be relaxed and respond
as authentically as possible. Each interview was
scheduled for half an hour, but if the participant
offered consent to voice recording, it was
extended to 1 hour. Different opinions emerged,
which will enable the study to maintain data
authenticity. The interview guide included open-
ended questions covering various aspects of
cultural integration, such as service etiquette,
interior design, and guest experience, and made
space for exploring emergent categories.

3.3 Data Analysis

Under this methodological framework, the
patterns and insights, which were aimed at
exploring the connectivity of cultural elements
and their effects on brand perception and
customer loyalty, were discovered.

The entire set of semi-structured interviews was
recorded and transcribed verbatim to ensure that
the words and the phrases used by the
participants accurately and completely reflected
their viewpoints (Nowell et al., 2017). Through
the review of

each transcript several times, the researcher
became familiar with the content. Towards
protection of the rights of the participants, the
original names of the interviewees were replaced
with pseudonyms, which were named as follows,
e.g., Guest 1, Staff 2. Besides, the information
offered by the interviewees and the contextual
observations was also included in the analysis to
make the inferences more accurate.

The latent way of analysis was chosen, which
indicated that the codes and themes wete
constructed on the data without the interference
of the previously established theoretical
assumptions (Braun & Clarke, 2013). The
patticipatory research method of this “bottom
up” approach in this context especially
emphasized the role of participants’ lived
experiences as a significant resource to identify
the cultural elements of Chinese culture and the
service design of Rosewood. Nevertheless, the
main concepts carried from the literature review,
for example, brand values (Wiedmann, Hennigs,
and Siebels, 2009) and cultural authenticity
(Wang, 1999; Lu & Fine, 1995), were also guiding
the analysis of this experiential data, which
ensures respectfulness of the participants’ voice
and the validity of the inferences.

Coding data were executed manually by the
combination of the in vivo coding as well as
values coding (Saldafia, 2021). The use of in
coding captured the participants’ own words by
guaranteeing that the respondents’ cultural
knowledge was intact.The assembled transcript
was then coded at the stage of the initial coding



followed by pattern coding, which was
responsible for the classification of similar ideas
along with their overarching and ultimately the
key themes. The categories were then merged and
redefined into themes, which represented the
perception of the participants regarding the
integration of Chinese culture at Rosewood
Beijing.

3.4 Ethical Issue

This research is conducted following ethical
standards of confidentiality, free-willingness,
right to reverse, and closure of information
(Bryman, 20106). The participants of the study
wete given all the information needed about their
rights to withdraw from the study at any time
without any consequences. The attributing of
personal identifiers was done to protect and in
building up the trust. Besides that, where personal
accounts of cultural identity and brand petrception
are concerned, culture sensitivity should be used
to avoid misinterpretation or insensitivity (Tracy,
2010). The collection and storage of data were
done safely according to the institutional ethic
standards. The researcher also allowed reflexivity
when throughout the process since some
personal assumptions could as well be an
unavoidable influence on the interpretation
(Saunders, Lewis and Thornhill, 2019). The study
takes up the standard of responsible hospitality
research and respects both the participants and
the cultural landscape by following the identified
ethical standards.

3.5 Research Limitations

To begin with, the size of the sample for this
research is relatively small. The topic being
researched is based on semi-structutred interviews
with a small number of participants, such as
guests and employees of Rosewood Beijing.
Although qualitative research focuses on depth
rather than breadth, the small number of research
patticipants can impact the generalisation of
research results. The insights gained reflect
complex, in-depth experiences but may not
embody the full variety of impressions held by all
guests or hotel personnel.

Second, all of the participants interviewed in this
study were Chinese. Therefore, the outcomes
mainly show whether they are cultural
interpretations,  expectations, and  value
perceptions influenced by a Chinese cultural
background. Since international guests might
have different perceptions on things like
authenticity, sense of place, and luxury setvice,
these may be influenced due to their cultures and
the reasons for traveling that vary from use to use.
This, therefore, reveals that an overarching of a
particular cultural group might as well hamper the
ability to widen the generalisation of the research

findings to the entire international luxurious hotel
customer group.

However, this research study uses an embedding
single-case study approach whereby Rosewood
Beijing is the subject of study. Despite this,
serving therefore as to give an in-depth and an in-
context-oriented view of the effect of authenticity
in culture and sense of place within one luxury
hotel, these results cannot be used with other
luxury hotel brands, other destinations or other
cultures. Different cities or brands handle their
visual culture in diverse ways, for instance, culture
integration and guest experience design

At last, the process builds on the interview data,
which could possibly have recall bias or social
demands bias. Participants may knowingly or
unknowingly accentuate the good patts of their
service supplied, especially in a luxury hospitality
climate.

However, the experiment enables us to explore
the hypothesis that there is a link between cultural
integrity and the sense of place for the brand
loyalty of guests at a Chinese luxury hotel. The
scope of the research results serves as a
framework for the future studies that have
increased samples, cross-cultural comparison,
and multi-case study designs that not only verify
the result of this research but also extend the
conclusions.

Chapter 4. Findings
4.1 Introduction

The present chapter highlights the main
observations from the exploration of interview
data of guests and personnel appearing in
Rosewood Beijing. A three-stage thematic
analysis has been used to understand and identify
four central themes, which portray the impact of
cultural design, service practices, and place-
oriented experiences on the way guests view or
picture a hotel. These concepts are evident in our
data, revealing common pattetns in our
patticipants’ stories and a basis for their
discussion, explained in the further chapter.

The four themes identified are:

(1) Cultural Authenticity and Design Expression

(2) Sense of Place and Beijing Identity

(3) Brand Values and Guest Centred Luxury

(4) Emotional Connection, Loyalty and
Memorability.

4.2 Cultural Authenticity and Design Expression

Participants repeatedly talked about cultural
authenticity embodied in the physical and visual
aspects of Rosewood Beijing. Guests often
discussed traditional Chinese paintings and
artworks as well as architectural details when
describing their impressions and emotional
responses to the hotel. Aspects such as ink



paintings, stone sculptures, porcelain displays,
cloisonné (or “glass enameling”) exhibits as well
as courtyard-inspired room designs and layout
came out of the interviews.

Some interview participants drew attention to
certain  cultural  aesthetic  featutes  that
communicated to the viewer an immediate feeling
of heritage. One participant said that he was often
impressed by the “large landscape painting at the
front entrance” of the lobby, and another
participant mentioned that statues of lions and
porcelain decorated the outside of their guest
room as part of the cultural symbol. People also
mentioned how décor heavily converged
traditional symbolism with modern designs, and
therefore the hotel ornate features were described
as where the “ancient Chinese characteristics and
modern design are perfectly combined.”
Employees’ perceptions, such as the sense of
cultural expression intentionally conveyed in the
hotel and its intetior design through screens of
ink-painting, palace-style street lights, and
traditional garden designs, further support the
previous observation. Members of the staff went
ahead to say that cultural authenticity was visible
and able to be sensed in so many different aspects
of the hotel environment, hence making it a
constant particle of the participants’ experiences.

4.3 Sense of Place and Beijing 1dentity

Through the description of the location during a
patticipant’s  description of their time at
Rosewood Beijing, a strong sense of place
emertged in his/her observation. Several visitors
felt that the hotel’s atmosphere accentuated the
patticular locality of the place they were in, as
opposed to their being in a mere luxury hotel that
could be located anywhere. Giving a sense of
place involves the joining up of a visual, spatial,
culinary, and physical cues.

The interviewees frequently mentioned symbols
and contrasts unique to Beijing such as the view
of the Forbidden City shimming alongside the
clean  skyline of Beijing, hutong-style
photography, classic local delicacies, and
structures commonly designed to reflect the city’s
geographical history. One guest said how the
stone sculpture of “Jiaotu” blended very well with
the site and esoterically evoked the imitation of
the Forbidden City, while another pointed to
Beijing-style breakfast cuisines that made some
people realize where they were.

The discussion of emotional attachment to places
was not missed either by the participants as they
talked about reminiscing about their old jobs,
daily lives, or childhood in reference to a warm
and homely feeling. Members of the service staff
also emphasized taking guests through a Beijing-
based culture and providing warm service as part
of the overall ambiance they created. The above
natratives collaborated together to show that the

environment in the hotel conveyed an overall
strong message of Yang’s distinction point of
view: Beijing within those who participated in the
study.

4.4 Brand V alues and Guest-Centred Luxury

The participants defined Rosewood Beijing
mostly through the lens of their observations and
founded their brand philosophy or principles by
means of impressions of  service-type,
atmosphere, and personal relationships. The
guests most of the time used phrases such as
“high-end, but not pretentious” or “luxury
without ostentation” to define the luxury tourism
philosophy of the hotel. Most of the guests used
exquisite words to associate the brand with
elegance, warmness, and carefulness instead of
vulgar ostentation.

These perceptions were to a large extent formed
through interactive service encounters. The
patticipants showed appreciation for services that
wete  characterized by  respectfulness,
responsiveness, and non-intrusiveness as the
hallmarks of the brand experience. Several guests
mentioned that the employees understood their
customers. However, the workers were too
formal but rather made them feel comfortable
and free by not getting hold of them the whole
time during their stay.

A bit of a reflection was evident from the staff
interviews as employees described the employed
concept of the brand philosophy as “grounded in
culture and guided by service.” Daily interactions
involve codes and messages such as sincerity,
professionalism, warmness, and understanding
the local culture. By means of interviews, the unit
of the brand values was felt not as values
represented in the form of abstract signs, but as
qualities expressed through the important service
behaviours and the overall mood in the hotel.

4.5 Emotional Connection, Loyalty and Memorability

The emotional outcome of experiences at
Rosewood  Beijing became a  common
phenomenon in several stories. Guests reported
sharing their best memories with other people,
having a very strong emotional connection that
stays with them even beyond the hotel’s
departure. Some participants affirmed having
their memories becoming “unforgettable,” while
others projected certain scenes, artworks, ot types
of specific experience related to the hotel that will
forever remind them of the property. Such
emotional responses were also linked to
observable behavioural impulses. Most guests
expressed their wish to revisit the property
and/or to shate what they felt with others, which
some even went ahead to say that at some point
they had already referred their friends or family to
the hotel. Participants were also considered



pondering on the fact that the absence of the
hotel’s cultural element would only contribute to
dullness to their stay, as everything about the
presence of the hotel’s unique cultural and place-
based features is most memorable, especially
about the new culture they were just introduced
to.

In addition to guests’ and staff’s observation, the
emotional connection was evidenced as the
product of their experience. To strike a chord,
cultural integration, serve warmness, and a unique
sense of place all come to play and yield an
experience that is perceived as meaningful and
everlasting.

Chapter 5. Discussion

This chapter discusses the essential findings of
the study by offering an analysis of the
interviewees in terms of their description of the
cultural assurance, sense of location and affective
experience and the relationship among all these
categories in the loyalty of the guests to
Rosewood Beijing brand. Reflecting and building
from both guests’ and employees’ interviews, the
major findings of this study have been discussed
while placing them in the context of the existing
scholarship of hospitality and tourism to explicate
to the audience the existing theoretical and
practical meanings of these findings.

5.1 Cultural Authenticity, Brand Philosophy and Sense
of Place

Recognizing that hotel brands, such as Rosewood
Beijing, rely on a unique philosophy for
communicating elevated cultural sensibilities,
which is called brand philosophy or brand
individuality, our study had an aim to explore the
hotel’s brand philosophy and its cultural
positioning strategy, with a special focus on how
the idea of ‘sense of place’ steers the integration
of cultural elements into the entire hotel vibe. The
results indicated that sense of place is more than
just an artistic ideal that stands on the periphery,
but it actually shapes how cultural elements are
being chosen, sensitive to the tone of the subject,
and integrated into the overall brand image of the
hotel in a structural and intentional way. From the
analytical side of things, sense of place at
Rosewood Beijing is thus a guiding logic that
informs different kinds of operations rather than
being applied after the brand design.

Compared to other hotels, such as just placing
some isolated symbols of certain culture in a
given environment, Rosewood Beijing, in our
opinion, tends to follow a place-led branding
method, wherein cultural authenticity is fully in
line with the brand’s idea of subtle luxury and
immersion in localization. This backs up Relph’s
(1976) view that the idea of place comes about
through meaningful relations between space,

identity, and experience. Within this connection,
cultural authenticity does not work merely as
visual representation but rather as an organizing
system where messages of brand authenticity are
made into spatial and experiential elements. This
therefore means instead of understanding cultural
authenticity as reflective of the ultimate outcome,
it is viewed as a tool for ensuring the wholeness
and unity of brand.

From the branding perspective, these findings
enhance the current literature of hotel branding
by proving that sense of place could work as a
rationale for historical integration within a global
luxury brand. Although previous studies
underscore the value of cultural authenticity in
destination and heritage tourism (Wang, 1999;
Chhabra et al.,, 2003), this examination displays
how the mnarrative based on place can
nonchalantly channel the brand expression
without guiding the brand into a sort of cultural
standardization. The brand is not positioned into
a single molding but instead the Beijing culture is
turned into a unique setting that reveals the key
identity of an agent of brand of Rosewood Beijing
Hotel.

This comes together in giving a sense of place the
strategic resoutrce to be connected with a global
luxury brand, but not just like an a priori thinking
of a schematic labeling in the branding theme, but
a strategic resource for differentiation without
sacrificing the local specificity.

5.2 Integrated Cultural Expression Across Design and
Service

The other part involved recognizing and
experiencing the ways that sightlines, inside
spaces elements, art choices, staff uniforms, and
other guided services were used. Ceci showed that
the whole system worked together and not just a
visual effort by one or two elements. In reality,
cultural expression was not restricted to the visual
aspect only, but the interaction of tangible things
and intangible elements worked together to create
the whole atmosphere of the hotel and the guest
experience aspect. Putting these analytical
findings into a proper perspective, it is possible to
say that the cultural authenticity of Rosewood
Beijing is well thought off and studied.

Findings show that architectural layouts, interior
aesthetics, and curated artworks are closely
aligned with setvice rituals, staff presentation, and
culturally informed guest interactions. This
reflects Pine and Gilmore’s (1999) experience
economy theory, which emphasizes that
meaningful experiences are created through the
orchestration of  multiple experiential
touchpoints. For luxury hospitality, such
orchestration allows the assembling of a set of
coherent and immersive cultural stories, making
it possible for the authenticity to be understood



in a holistic way rather than just perceived as an
exhibition of symbolic cultural objects.

Crucially, the findings suggest that Rosewood
Beijing is unlike what Timothy and Boyd (2003)
call “symbolic stacking,” wherein culture symbols
are used interchangeably without a good
natrrative. Instead, cultural components are
carefully chosen to depict Beijing’s unique
identity while still keeping the pace with modern
international luxury standards. This corresponds
to Mkono’s (2012) idea that the truthfulness in
contemporary  hospitality —consists of the
experiential depth and the inner cohesion instead
of the multiplicity of cultural symbols. Thus, the
definition of cultural integration has been altered
from the idea of thin localization into the mindset
of utilizing cultural integration as a mechanism of
brand integrity.

The finding also revealed that Rosewood Beijing
exhibits both universal luxury standards and local
cultural representation; hence, they show that
cultural glocalization strategy is taking place. The
participants stated that the hotel was “high-end
but not pretentious,” meaning that luxurious
global expectations were accomplished without
hindering  local cultural copyright. This
corresponds to Robertson’s (1995) notion of
glocalization and demonstrates those practices in
the two Chinese luxury hospitality brands,
namely, HUALUXE under the InterContinental
Hotels Group (Fong et al., 2019).

Moreover, it was emphasized that one’s relations
should be considered the other side of cultural
integration. As was shown in previous studies,
encounters with the culture allow the customers
to bond with the brand and enhance their loyalty,
determination of trustworthiness, and intention
to recommend future purchases (Chen & Phou,
2013). Here, local service experiences represent
the efficient channel through the cultural identity
is passed to the consumers in The Local brand
identification.

5.3 Cultnral Experience, Emotional Attachment and
Brand 1oyalty

The third objective examined the impact of
culturally embedded elements on brand
petrception and customer loyalty. The discussion
identifies a clear experiential pathway linking
cultural design and service practices to emotional
attachment and, ultimately, brand loyalty. Rather
than treating them as separate forces, the result
demonstrates that each cultural item has a chance
to consciously or unconsciously shape a guest’s
perception of the hotel, first providing a basic
geographical area, and later the hotel’s brand
value.

This concurs with the place attachment theory
which presupposes that the emotional touch to an
environment conveys a sense of belonging and
leads to caring that translates into tangible actions

(Kyle et al., 2004). Similarly, genuine cultural
experiences were found to improve perceived
value and customers’ gratification, directly
resulting in improved customer loyalty and
customer recommendations (Chen & Chen,
2010). This study expands on these previous
arguments by providing evidence that, when in a
context of luxury hotel, sense of place becomes
the place where the authenticity of the culture is
being transferred into the results related to the
brand.

Furthermore, the study proposes that the
emotional bond setves as a mechanism that
mediates the relationship between cultural
authenticity and brand loyalty, and thus, it
improves both of the two constructs. Guests’
similar experiences and sights of Beijing provided
value to the brand beyond an interesting
atmosphere. This agrees with Zhu and Chang
(2020) that in the hospitality context of China,
both the perceived authenticity and the brand
image work together to boost brand loyalty of
guests. From an analytical point of view, the study
can be considered as further proving the idea that
emotional connection is not just a good outcome
of a stealthy luxury service, but rather a cleverly
constructed strategy that is largely influenced by
the cultural specifics of the concept and the way
services are delivered. In this way, involving
culture at the base of the brand is not just a short-
term investment, as expressed in the example of
Rosewood Beijing, but a long-term investment
that builds emotional bonds that transcend the
instant experience.

Chapter 6. Conclusions

This study argues that cultural authenticity and
sense of place are the main strategic factors which
affect guests’ experience and brand loyalty against
the backdrop of luxury hospitality. While
reflecting on the previous sections, it can be
inferred that the separation of the cultural
integration approach of Rosewood Beijing into an
experiential system instead of collection of
disconnected senses of one of the aesthetics.
These studies submit that through the embedding
of the culture in the infrastructures, the services
protocols and the processes of helping the
connection between the guests and the place
becomes emotional and stronger. This subjective
identification with the place can therefore be
translated into a strong sense of feelings and
attachment to the place, distinguishing the hotel
from similar standard global luxury offerings.

Significantly, the outcomes of this study reveal
the point that guests’ loyalty towards their stay in
the hotel is primatily not on the quality of service
or the opulence of the hotel, but on individual
brand experience that is intimately tied to the
local place-based identity. An example of this can
be seen in how cultural stories of Beijing are



embossed or engraved into the physical and
human parts of the guest journey, i.e., the room
décor and staff engagement; when followed, this
brand allows the luxury brand to transcend the
uniformity and move toward place-based
differentiation. These ate the key principles in the
process through which the cultural messages
reach the brands’ value and outcomes. Thus, a
roadmap for how existing theories of value and
relationships apply in the context of hotels was
generated. As a result, a section with the research
contributions to theory would be highlighted,
present-day implications for management and
future directions of the luxury hotel market will
be discussed thereafter.

The study from a theoretical point of view
contributes to the areas of hospitality and tourism
literature by integrating in a single causal
framework cultural authenticity and sense of
feeling of particular place of origin, relationship,
and loyalty of brand. While prior studies have
examined these constructs independently, this
research  demonstrates  their  progressive
relationship in practice, showing how cultural
design initiates place perception, which in turn
shapes brand value experience and emotional
attachment, ultimately influencing loyalty-related
behaviours such as revisit intention and
recommendation. Through this point of view, the
paper encourages the expansion of the
exploration of how cultural meaning influences
long-standing brand performance in the field of
luxury hospitality.

Secondly, the study also shows several research
implications for the management of luxury hotels.
First of all, the findings imply that the dimension
of cultural integration in the hotel brands should
be beyond simple textbook style but be replaced
by consistence and rich meaning delivery, which
conform to the space, use of materials, service
staff, and curating displays. Secondly, service
personnel incur the most activity with the cultural
authenticity; thus, staff training, which focuses on
the knowledge of cultural fundamentals, narrative
competency, and responsive service, is to be
considered as an important investment item. And
the study stresses that multilingualism, which
consists of diverse global requirements along with
the local cultural identity and successfully
achieved quality, is vital to differentiate them
from their luxuty competitors without
compromising their brand consistency.

In contribution to knowledge, this study entiches
the limited understanding of the qualitative work
of Chinese luxury hotels through its in-
depth/conceptual analysis of the participants for
the society. It broadens the discussion on the
concept of the authenticity, entertainment
experience economy by portraying how cultural
meaning comes from both a physical setting and
interactions among the staff. Furthermore,
because this paper focuses only on one five-star

hotel in Beijing, this reflects and singularizes of
how the geography-driven identity functions
under the increasing globalization.

Plenty of crystal lifts are given that lead
researchers to stay on the topic of future studies.
Well-being of future studies taps could be reached
to choose wider and more multi-cultural samples
to understand whether individual cultural
dissimilarities are met with in equally vast way and
what will be in different nationality guests. A
multi-case study or comparative research method
would be the best design to get more insights into
whether the nationalities of the luxury hotel are
reflected or the consumers’ minds are impacted
by the luxury and cultural similarities or
differences.

Future research could develop this study's
findings through vatious methods. First, future
studies may be conducted on a larger sample size
with many more participants, comprising a variety
of cultures and conditions, including international
guests. Such an assignment would be feasible
since different cultures uniquely perceive cultural
authenticity and place, and varying mechanisms
drive brand loyalty within the global luxury
hospitality sector.

Secondly, a multi-case study approach would
strengthen the transferability of findings and the
acceptability of the theory. The results of the
comparative analysis among the Rosewood
Beijing and other luxury hotels in various Chinese
cities or even Rosewood and other properties in
foreign countries would be more useful. This
would allow for further insights into the strategies
and the way of targeting different audiences that
different cultural integration strategies are using.
Thirdly, the research that can be carried out will
be mixed methods designs that utilize qualitative
interviews as well as quantitative surveys. The
method combined with the findings in this study,
like the cultural design, emotional connection,
and brand loyalty, can be used for testing the
relationships between these vatiables for larger
samples thus enhancing empirical generalisability.
Longitudinal research could finally turn to study
guests' emotional attachment and brand
containment over the course, especially for repeat
visits and long-term brand loyalty in the ultra-
luxury brand hotel sector.
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