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Abstract: Though the mid-scale hotel business is still in its infancy in China, it has become a new 
growing competitive market attracting a variety of international hotel brands. Moreover, from the 
academic perspective, mid-scale hotel business is seldom discussed in the Eastern context. This 
study attempts to examine whether there are some latent brand positioning issues affecting the 
development of mid-scale brands. Taking the example of four Hyatt Place properties in China, 
it firstly examined whether there is a gap between corporate perspectives and guest perception. 
Additionally, taking into account regional differences, the variation among guest perceptions in 
various city destinations were then explored. A total of 9127 online guest reviews were retrieved 
for analysis from two widely used travel sites around China (Ctrip) and the world (TripAdvisor). 
The content analysis of the online reviews demonstrate the consistent relationship between 
company brand positioning and guest perceptions toward the Hyatt Place in general. However, it 
also reveals that discrepancies exist in the perceptions of hotel customers from different Chinese 
cities.
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Introduction

With the adoption of the “open-door” policy in 1978, China’s hospitality market 
has been steadily developing and attracting huge investments from international hotel 
groups (Gu, Ryan, & Yu, 2012). As a way of maximizing returns while minimizing 
risks, many hotel firms implement their brand portfolio strategy (Connell, 1992). 
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By taking  advantages of its parent brand’s values, culture, operation procedure and 
policy, the sub-brand could be easily introduced to the new market (Bhat & Reddy, 
2001). Additionally, with increasing fierce competition in the luxury segment, 
developing a mid-scale brand would be an alternative way to aggregate market share. 
However, while mid-scale hotel business models has been well established for several 
decades in the US, this industry is still in its infancy stage in China (Gu et al., 2012). 

From the academic perspective, a majority of past research (Hsu, Liu, & Huang, 
2012; Kim & Kim, 2005; Knutson, Stevens, Patton, & Thompson, 1993; Mattila, 
1999; Xiao, O’Neill, & Wang, 2008) have been primarily interested in the general 
branding issue, specifically focusing on either luxury or economy hotels. There have 
been limited studies conducted on mid-scale hotel brands. Hence, this study aims to 
fill this literature gap and examine if there are some latent branding problems with 
relatively new but rapidly developing international mid-scale hotel businesses in the 
China market, with a case study of the Hyatt Place.      

Hyatt Hotels Corporation (HHC) has long noticed the huge potential of the 
China market. As such, the Hyatt Place brand was first transplanted into China in 
2013, with the purpose of quickly grabbing market share from competitors such 
as Courtyard by Marriott and Holiday Inn by Intercontinental Hotel Group. This 
mid-scale brand aims to create a place that offers 24/7 convenience, stylish spaces 
and modern comforts. The guiding principle of this brand is to build a stylish, 
comfortable, seamless experience for customers, focusing on purposeful service and 
business casual. Generally, as the core strategy asset of HHC, the Hyatt Place is very 
much at its early stage of development in China market, with currently five properties 
only. This study takes a look at the HHC and Hyatt Place brand as examples, and 
examine whether there is a gap between the hotel group’s branding strategy and guest 
perceptions of the same brand when entering into a new market like China. Further, 
as the China market is extensive and scattered, the variations in guest perceptions 
towards the same brand that operate in different city destinations become another 
focus point. In addition, customers’ brand perception is based on the content analysis 
of online reviews retrieved from the two widely recognised online travel sties which 
are Ctrip and TripAdvisor.

Theoretical Background

Brand Extension 

Brand extension is an efficient and economical marketing development strategy. 
Related studies recognise that a successful brand extension relies on a variety of factors 
including the reputation of the original brand (Hem, De Chernatony, & Iversen, 
2003), the perceived quality of parent brand (Völckner, Sattler, Hennig-Thurau, & 
Ringle, 2010), marketing support from parent brand (Völckner & Sattler, 2006), 
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perceived fox fit between parent brand and extended product category (Sunde & 
Brodie, 1993) and previous experiences of parent brand (Swaminathan, Fox, & 
Reddy, 2001). Generally, it concludes that the equity of parent brand may be the 
most vital factor influencing the success of brand extension. In addition, from the 
consumers’ perspective,  their evaluation of brand extension is significantly affected 
by parent brand attributes (Bhat & Reddy, 2001), and previous experiences with 
parent brand as well (Swaminathan et al., 2001). Hence, as parent brand is dominant 
in brand extension and consumers’ evaluation, it is assumed that the perception of 
consumers on extended brands may be affected by the parent brand to a large extent.        

Brand Consistency

Based on branding literature, brand strategy and execution are supposed to be 
explicitly matched well across time and different locations (Keller, 2008). A distinct 
brand understanding and consistent delivery of its core values among different 
stakeholders are regarded as some of the key factors impacting the development of 
service brands (De Chernatony & Segal-Horn, 2003). More importantly, brand 
consistency can create higher brand awareness and generate a stronger and closer 
relationship with customers, as well as persuasively align them together from various 
parts of world (Bengtsson, Bardhi, & Venkatraman, 2010). From the consumers’ 
perspective, consistency and continuity of a brand can contribute to forming a 
better brand image and enhancing perceived value (Schallehn, Burmann, & Riley, 
2014),  cost lesser time in processing brand information and generate more trust 
and reliance towards the brand (Erdem & Swait, 1998). Similarly, consumers could 
feel uncomfortable and disturbed when brands are not consistent across time and 
space (Bengtsson et al., 2010). In the context of hotel brands, it is a known fact 
that international hotel groups concentrate on maintaining brand and service 
standardisation around the world (Whitla, Walters, & Davies, 2007). For instance, 
Tepeci (1999) highlighted that Holday Inn strives to provide a consistent experience, 
a uniform service standard and adopts the same brand strategy worldwide to attract 
repeat customers. Based on the above considerations, it can be seen that international 
chain hotels strive to maintain consistency of each sub-brand across time and 
location. In addition, Aaker (1996) suggests that the brand’s meaning to consumers 
could be referred as brand image. Therefore, in this study, it is assumed that hotel 
customers would perceive the same brand image towards a specific brand.  

Country-of-Origin and Country/City-of-Operation Theories

According to Roth and Romeo (1992), the definition of Country-of-Origin (COO) 
image is described as “the overall perception consumers form of products from a 
particular country based on their prior perceptions of the country’s production and 
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marketing strengths and weaknesses “(p. 479).” Specifically, Country-of-Origin 
refers to customers’ perceptions about the country from which the product originates 
(Lee, Oh, & Hsu, 2017). Drawing from the literature of consumer behaviour, it 
emphasises the influence of “made in country” cues on consumers’ perceptions and 
preferences, which can significantly affect their evaluation and purchase decision 
toward the product (Legohérel, Hsu, & Daucé, 2015). In addition, the Country/
City-of-Operation image refers to an attitude formed based on the characteristics of 
a specific destination. Customers’ hotel experiences are based on both tangible and 
intangible attributes. Country/City-of-Operation images are related to the intangible 
aspects of the customers’ hotel experience, since the hotel stay occurs in a specific 
country/city (Winit, Gregory, Cleveland, & Verlegh, 2014). Since international 
hotel groups face challenges in the form of cross-cultural environments around the 
world, hotel managers are required to continuously evaluate their hotels’ service 
performance in the context of the location (Sun, Tong, & Law, 2017). Especially 
when it is common that developed cities have stronger human resource and human 
capital than smaller cities, which may also lead to dramatic differences in hotels’ 
service performance. In this sense, in terms of a hotel brand product, it is argued that 
location plays a more important role than the made-in label because the hotel’s brand 
can be perceived differently, depending on where the hotel is managed. 

Methodology

Drawing from preceding discussions, China has emerged as one of the most 
promising market for the global hospitality industry and mid-scale international 
brands have recently started to spring up. The Hyatt Place brand is chosen for this 
study for two main reasons. Firstly, it made an entry into the Chinese market in the 
last five years and remains at an early stage of development, and therefore this study 
expects to explore more interesting facts on customers’ perceptions of this relatively 
young brand. Secondly, the parent brand Hyatt itself. Among all the sub brands of 
Hyatt, Hyatt Place is the first and only mid-scale brand in the China market whereas 
all the others belong to the luxury hotel segment. Hence, it may provide a more 
visible case study to evaluate the influence of master brand on customers’ perception. 
In addition, there are currently seven properties of Hyatt Place in China but only five 
have started operations. The Hyatt Place Foshan is newly opened and very limited 
guest reviews on branding issue can be found online. Hence, for this study, only four 
operating hotels including Hyatt Place Shenzhen Dongmen, Hyatt Place Shenzhen 
airport, Hyatt Place Luoyang, and Hyatt Place Yinchuan were covered and regarded 
as the major objectives. 

This study adopted the qualitative approach and collected data from online 
reviews generated by customers in  Ctrip.com and TripAdvisor.com, which are two of 
the most popular online travel websites in China and Western countries, respectively. 
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These two websites stand out for a very good reason: more than 260 million monthly 
visitors provide more than 100 million reviews about 2.7 million accommodations, 
restaurants and tourist attractions (Bengtsson et al., 2010). Especially so TripAdvisor, 
which is the largest travel site in the world and offers customers a platform where 
they can express their thoughts on hotel service, such as lodging, transportation 
and dining (TripAdvisor, 2013). Similarly, Ctrip.com International Ltd (Ctrip) is 
the largest travel website in China (Ye, Law & Gu, 2009). It mainly serves as an 
online travel agency providing aggregated information about hotel accommodations, 
airline tickets, and tour packages in China, and enabling customers the convenience 
of reservation. Apart from routing the travel plan and booking rooms and tickets, 
another significant function of Ctrip is to enable and encourage customers to 
write down their opinions regarding hotel stays and their travel experiences, and 
rate various aspects of tourism products as well as their overall experience (Ye et al., 
2009). In this study, the guest reviews in both domestic and international travel 
websites were collected, selected and classified in an objective way. Moreover, the 
purpose of this study is to examine and identify different customer perceptions, and 
more importantly, the original online reviews were presented in contents. Hence, it 
would be more suitable to adopt a qualitative method.

As of December 2017, the study found that the two travel sites generated a 
total of 9127 online reviews regarding the four properties of Hyatt Place. From this 
total, about 300 online reviews that were generally related with any information 
about branding were then subjected to content analysis. Specifically, each review was 
read word for word and sentence for sentence, and then compared and validated 
independently. Only those comments that contained information specifically 
about perceptions of the Hyatt Place brand were selected for further investigation. 
Moreover, some useful and helpful contents originally written in simplified or 
traditional Chinese were correctly translated into English by two bilingual authors. 

Findings and Discussion

The analysis is mainly constructed on two main aspects. Firstly, it examined the 
similarities and differences between branding strategy of Hyatt Hotels Corporation 
and guests’ perception towards the Hyatt Place brand. Secondly, the similarities and 
differences of guest perception towards the location of the Hyatt Place hotels ie four 
Chinese cities were then discussed and compared. The results of this study have been 
categorised according to the subtopics discussed in the literature review.

Brand Extension 

As demonstrated above, Hyatt Place is a newly introduced brand in the Chinese 
market and presents an important strategic asset of Hyatt Hotels Corporation. The 
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company’s brand storybook describes Hyatt Place as a convenient, stylish, casual, 
modern and comfort mid-scale hotel. Essentially, Hyatt Place is highly devoted 
towards promoting a sense of “host of home”. In addition, based on the discussions 
in the literature review, the master brand has significant influences on the extended 
brand, and therefore consumers’ evaluation toward sub-brands may receive strong 
implications from the original brand. Hence, it firstly attempts to examine if guests 
experience this brand in China with the same feelings as they would the parent 
brand. The contents are presented and discussed next. 

“It is a superb modern hotel with nice clean and quiet rooms. Also a fabulous 
breakfast is included.” (Comment A on TripAdvisor for Hyatt Place 
Shenzhen Dongmen)
“Since its opening, Hyatt Place has been a value for money & comfortable 
hotel! Located in a very easy access to the MTR station LoaJia, moving around 
Shenzhen is so convenient, be your visit be business, leisure or both (including 
shopping)!!!” (Comment B on TripAdvisor for Hyatt Place Shenzhen 
Dongmen)
“It is the young brand in Hyatt family so the price is affordable, of course, the 
service is limited. Free breakfast is a good market attraction, room size is big 
enough, they even sell the thing that you need on traveling, a very clever strategy.” 
(Comment C on TripAdvisor for Hyatt Place Shenzhen Dongmen)
“Not bad, very clean. It is a sub-brand of Hyatt. Seems an express business 
hotel.” (Comment D on Ctrip for Hyatt Place Luoyang)
“It is Hyatt’s simple, modern style. I like it very much. Very convenient 
and close to airport. It is the best choice for early morning flight catcher.” 
(Comment E on Ctrip for Hyatt Place Shenzhen Airport)

Many reviews reveal customers’ perception regarding the simple and modern 
design style of this brand. Generally, it is described as energetic and convenient and 
is very suitable for the young generation. Guests warmly accept the seamless services, 
friend and family concept, value for money and exceptional quality. Moreover, HHC 
always highlights the nine key elements of the Hyatt Place brand such as, “Roomy 
Rooms, Comfortable Bed, Hot Breakfast, Free Wi-Fi, Social Gallery Space, 24/7 
Gallery Kitchen, Coffee to Cocktails Bar, 42-inch Smart TV and Cozy Corner” 
which are all covered in the reviews in both TripAdvisor and Ctrip. It shows that 
guest perception of this brand concept is aligned closely with the brand position 
that HHC originally set out to do. However, there are still some customers who 
felt uncertain between Hyatt’s master brand and Hyatt Place. As most Hyatt 
brands currently operating in China fall into the luxury hotel category, people may 
automatically regard all Hyatt brands including Hyatt Place as at least an upscale 
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hotel. That is why these people expect high quality services and products from Hyatt 
Place. In this case, there were many mismatched expectations as can be seen in the 
following comments:  

“As a Hyatt member, price and service are all not very good. 5 star hotel 
does not provide room service.” (Comment A on Ctrip for Hyatt Place 
Shenzhen Dongmen)
“Use Hyatt name but a small hotel. The service and quality is so poor. Cannot 
compare to other Hyatt hotels.” (Comment B on TripAdvisor for Hyatt 
Place Luoyang)
“5-star hotel but no mini bar. Could not believe this is belong to Hyatt” 
(Comment C on Ctrip for Hyatt Place Shenzhen Airport)
“As a Hyatt hotel, the hardware is poor cannot even match to 4-star hotel level. 
There are limited services provided. Won’t stay here next time.” (Comment D 
on Ctrip for Hyatt Place Shenzhen Dongmen)

In addition, it can be argued that people organise objects or information into 
categories that enable them to process and understand their environment efficiently 
and if a person perceives an object to be a member of a category, the components of 
the category are transferred to the object (Klink and Smith, 2001). In other words, the 
degree of perceived fit between current and new service category affects consumers’ 
evaluation of the new service under the current brand name (Boush and Loken, 1991; 
Boush et al., 1987). Similarly, Park, McCarthy and Milberg (1993) indicated that 
if consumers perceive a high similarity between current services and new service, 
the chances of their acceptance may increase. Thus this assumption can explain why 
guests feel confused between the Hyatt Place brand with other Hyatt master brands. 
Furthermore, Anderson (1983) argued that brand image association comes from the 
hierarchical network system in consumers’ memory. Specifically, when consumers 
confront a new situation, they tend to extract prior knowledge from their memory. In 
the case of brand extension, consumers are more likely to assess a new service based on 
their past hotel experiences. Hence, it is suggested that the corporate image that formed 
consumers’ prior experience and knowledge provides some clues about the new service 
to consumers (Barone, Miyazaki & Taylor, 2000; Park, Milberg & Lawson, 1991; 
Pina, Martinez & Drury, 2006; Salinas & Perez, 2009). Since the first Hyatt Regency 
opened in Hong Kong back in 1969, Hyatt has been maintaining a competitive 
edge in luxury markets, and Chinese consumers used to regard the Hyatt brand as a 
full service and 5-star hotel product. Therefore, it is possible that some guests might 
associate all Hyatt family brands including Hyatt Place with high quality hotel service, 
such as Grand Hyatt and Hyatt Regency. In addition, Hyatt Place is a new mid-scale 
brand which recently penetrated the Chinese market and many consumers may still 
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be unfamiliar with this brand. In this sense, customers or consumers would rely on 
their prior knowledge and/or hotel experience to evaluate this relatively new brand 
from Hyatt family. Based on this inference, a certain degree of brand confusion and 
consumers’ misled perception would be expected.  

Brand Consistency and Country of Origin versus Country/city of Operation 
(COO)

In another aspect, many international hotel brands strive to maintain brand consistency 
through standardisation in order to quickly convince the market. However, the issue of 
cannibalisation has always been a concern to international hotel groups when extending 
their hotel brands around the world (Jiang, Dev, & Rao, 2002). In other words, it 
may be difficult to maintain the same brand-specific service quality standard in each 
destination. Especially, in China, owing to the geographic complexities and economic 
imbalances between eastern and western cities, it is quite possible that consumers or 
customers could perceive Hyatt Place brand differently in different city destinations. 
Some interesting insights are explored and presented in the following web texts. 

“Don’t expect the Hyatt experience. This is a new hotel for business traveller 
and tourist groups. So new that no taxi driver knows where it is. The rooms 
were clean and the staff were nice. The hotel lobby is on the 16th floor and 
there is a restaurant on the same floor where they serve breakfast. The facilities 
and decor is definitely not your impression of a Hyatt.” (Comment A on 
TripAdvisor for Hyatt Place Luoyang)
“This hotel is about 3.5 star. I really do not know the Hyatt is becoming worse 
and worse. Though it was open in a second-tier city, it cannot provide that 
poor service quality. The room is not well cleaned, the bed is too small and 
the variety of breakfast is very limited.” (Comment B on Ctrip for Hyatt 
Place Luoyang)
“It is the only international hotel in Luoyang possessing a quite good location 
in the city center, but it cannot be compatible with other five-star hotels, 
especially in service. There are no doorman greeting guests, and the front desk 
staff is obviously lack of training and service awareness.” (Comment C on 
Ctrip for Hyatt Place Luoyang)
“The breakfast is just soso. There is no 5-star hotel standard.’ (Comment D 
on Ctrip for Hyatt Place Yinchuan)
“I ordered in-room service, and the answer was: there’s no in-room service so 
if you want you can come down and order it ... that in a supposed to be 5 star 
hotel.”  (Comment E on Ctrip for Hyatt Place Shenzhen Airport)
“Among The Best 4 Star Hotel in Dongmen District” (Comment F on Ctrip 
for Hyatt Place Shenzhen Dongmen)
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“Hyatt makes us feel like at home. All the staff very helpful and really like our 
friend. We can see the smile and the shine face from them. Smiling and their 
polite can become a trademark for this Hyatt brand. Good job for the Team 
and great place to stay. Believe and absolutely MUST TRY!!!!” (Comment G 
on TripAdvisor for Hyatt Place Shenzhen Dongmen)
“Great Value with unbeatable location. Dongmen proved to be a very 
pleasant surprise.. the decoration was simple but elegant enough to pass as a 
Hyatt regency (by US standards), The gym was a very good size, on par even 
with the Hyatt regency in Tsim Sa Tsui HK I would say.” (Comment H on 
TripAdvisor for Hyatt Place Shenzhen Dongmen)

Furthermore, it is suggested that customers’ hotel experiences are based on both 
tangible and intangible attributes. Country/city of operation images are related to the 
intangible aspects of the customer’s hotel experience, since the hotel stay experience 
occurs in a specific country or city (Winit et al., 2014). Hotels face challenges of 
cross-cultural environments, which require hotels to continuously evaluate their 
service performance in light of the hotel’s location. Thus, the hotel’s location might 
influence customers’ perceptions toward the hotel even if the hotel operates under 
the same brand (Sun et al., 2017). Country of origin refers to customers’ perceptions 
of the country from which the product originates, while country/city of operation 
refers to which country or city the service is provided (Lee et al., 2017). The location 
of the hotel plays a more important role than the made-in label because the hotel’s 
brand can be perceived differently, depending on where the hotel is managed. 
Based on the reviews in different Hyatt Place hotels in various locations, the results 
correspond with this inference. 

In general, most of guest reviews discussing the core essentials for the Hyatt 
Place brand are classified as location, service quality, room, breakfast and value for 
money. Chinese consumers tend to use the 1 to 5 star rating system in evaluating 
a hotel brand. In response to the total online reviews, a majority of them place the 
Hyatt Place brand at the 4-star business hotel level relatively. Interestingly, most 
customers indeed accept the brand style and personality that represents young, 
modern, comfortable, business, home style and simplicity. In addition, the study also 
found that irrespective of the city it is located in, all experienced guests recognise well 
the reputation and quality of Hyatt master brands. However, in some cases, there 
were some different perceptions towards the Hyatt Place brand in different cities, 
especially, the Luoyang and Yinchuan. There were still many guests in these two 
cities who perceived Hyatt Place as a 5-star luxury brand and they were significantly 
confused about the brand concept and service standardisation provided by Hyatt 
Place. This could be attributed to the hotel markets in Luoyang or Yinchuan 
undergoing the initial stages of development, and therefore, lack of international 
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hotel brands may lead to inadequate brand knowledge and reference of hotel brands. 
In this case, the local guests may recall their previous hotel experience and perceive 
Hyatt Place as a 5-star luxury hotel brand. Yu, Byun and Lee (2014)  suggested that 
hotel chains should design their business strategies to fulfil customer tastes in specific 
locations to fit in multicultural markets. Moreover, it is interesting that in certain 
locations such as Hyatt Place Shenzhen airport, people may care more about the 
convenience of the hotel location rather than the Hyatt Place brand itself. 

Conclusion

In short, this study first examined the effectiveness of the Hyatt Place brand positioning 
between HHC and guest perceptions in the China market. Based on the analysis 
of nearly 10,000 guest reviews, it can be concluded that most of guests’ perception 
on Hyatt Place brand is well matched to the branding strategy that Hyatt Hotels 
Corporation aimed for. Generally, brand attributes and core elements of the Hyatt 
Place brand are consistent with guest expectations of this brand. On the other hand, 
different guest perceptions of the Hyatt Place brand in different cities of China was 
another focus point. The findings concur with the literature on brand consistency and 
Country/city of operation, and suggests that indeed, some localisation practices in 
different markets should be applied by considering different scenarios. The “One-size-
fits-all” strategy does not work in different city destinations and the mismatch of guest 
perceptions was founded in several underdeveloped Chinese cities.

Theoretical Implications

On one aspect, the vast literature regarding branding issues are mainly conducted 
and discussed within the context of the global environment, especially in the 
Western world. As such, there is hardly any research on guests’ perception gaps 
among different domestic city destinations that are focused only the Chinese market. 
Hence, the theory of country-of-origin can also be applied at the level of cities (i.e. 
city-of-origin). On another aspect, many research were based on general brand 
strategies or theories. Studies on specific branding segments such as mid-scale brand 
development are often neglected and are still developing in the Eastern context. This 
paper is particularly interested in the current situation of a mid-scale hotel brand 
which may contribute to filling up the gaps in the existing research literature. 

Practical Implications

The findings of this study may provide several practical implications for promoting 
the hotel industry in China. Starting with branding issues, hotel management should 
recognise there are various perceptions amongst customers and put in more effort to 
maintain standardisation and localisation for the same brand that operates in different 
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city destinations (Mossberg & Kleppe, 2005). Moreover, the findings also highly 
suggest that the core value of the hotel brand should be captured and standardised, 
while allowing flexibility and customization depending on the external environment 
in local markets. Furthermore, customers would easily relate to a hotel brand with 
reference to other similar international brands already operating in local hotel markets. 
In this case, it is argued that when entering into a developing market (e.g. Luoyang and 
Yinchuan), due to limited international hotel brands, a comparative brand (e.g. Hyatt 
Regency) may be more suitable to initially connect with customers.

Secondly, it should be noted during the data collection stage, Hyatt Place Luoyang 
and Yinchuan were still ranking themselves as 5-star hotel in the Ctrip website. This 
can negatively lead to consumers misunderstanding the Hyatt Place concept and 
overestimating its service quality.  More importantly, this could heavily damage 
satisfaction levels when consumers experience limited service and facilities below 
their expectations. Hence, hotel management teams should prevent themselves from 
inaccurately positioning hotel brand in terms of service design and service concept. 
Thirdly, the Hyatt Place property in Yinchuan provides 5-star services and facilities 
but is priced as a 4-star hotel level, which is undervalued. By contrast, Hyatt Place 
Luoyang provides 4-star services and facilities but charges as high as local luxury 
hotels. In this sense, hotel management should price their services and facilities 
carefully based on the local market and allow customers to accept experience with 
hotel brands as value for money. 

Limitations and Future Research

This study is not without limitations. The biggest challenge is that customers’ 
profile may cause dramatic influences, which was not considered in this study, such 
as gender, income and education. Moreover, as the Hyatt Place brand in China 
is still relatively very young with only five properties in operations, the number 
of  guest reviews analysed was limited, which may lead to an unfair comparison 
and incomplete analysis for the brand perception in general. Additionally, the 
online reviews were only retrieved from Ctrip and TripAdvisor, which may not be 
comprehensive enough to represent all customers.  Hence, it is suggested that future 
studies should firstly consider the impact of customer background as an important 
factor when examining the differences of brand perception. Additionally, future 
studies on branding strategies can be expanded to adopt city-wise pricing strategies, 
which may be the most efficient method to solve the inconsistent perception towards 
the same international brand operating in different destinations. 

Open Access: This article is distributed under the terms of the Creative Commons Attribution 
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provided the original author(s) and the source are credited.
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