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Exploring and Revitalizing the Cultural Memory of
Tianjin’s Cultural Brands: A Case Study of the Astor Hotel

Tianyi Liu, Yiling Ma, Shutong Zhang, Xinyue Zhang

Tianjin University of Finance and Economics, Tianjin

Abstract: As a century-old hotel that has remained in operation to the present day, the Astor Hotel has accumulated
cultural capital that constitutes a distinctive field of cultural memory. The core issue of its brand activation lies in
how to transform the accumulated historical resources into perceivable and participatory contemporary consumption
symbols. This study examines the experience logic and meaning construction of consumers in heritage hotels from
four dimensions: spatial facilities, service experience, brand symbols, and emotional identification. It proposes
an activation strategy centered on releasing memory resources, reshaping brand narratives, deepening immersive
experiences, and strengthening emotional identification.
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