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Abstract

Universities are realizing more and more that branding is a strategic management function that goes beyond institutional promotion to build deep connections with students via common identity, experiences, and values. Integrating indigenous heritage into wellness programs offers a chance to bolster institutional identity and promote increased student involvement in culturally diverse higher education institutions. Despite the expanding importance of cultural branding in organizational marketing, limited study has studied how indigenous cultural features influence consumer behavior toward university wellness programs, particularly within Philippine state universities situated in culturally rich regions. This study studied the influence of culture branding on student involvement in university wellness programs at Ifugao State University and established a culture Branding Model built in participants' lived experiences.
The study used a qualitative phenomenological research design to investigate how staff and students saw and experienced the incorporation of indigenous culture into the branding of wellness programs. Purposive sampling was utilized to choose individuals who had direct involvement with university wellness activities and institutional promotional programs. Data were acquired through semi-structured interviews and processed using Braun and Clarke's (2006) six-phase theme analysis. The trustworthiness of the findings was established through member checking, peer debriefing, audit trails, and adherence to Lincoln and Guba's criteria for qualitative rigor.
The results showed that students' opinions and involvement in university wellness initiatives are greatly influenced by cultural branding. The following six major themes emerged: (1) students' connection to university wellness initiatives is strengthened by cultural identity; (2) indigenous dances, traditional games, and local traditions create authentic wellness experiences; (3) cultural authenticity enhances institutional trust and credibility; (4) emotional attachment to cultural heritage motivates participation in wellness activities; (5) culturally branded wellness programs distinguish the university from other higher education institutions; and (6) participants advocate for stronger integration of indigenous knowledge and customs into institutional branding strategies. These themes illustrate that cultural branding extends beyond visual identification by generating emotional involvement, enhancing institutional pride, and encouraging ongoing participation in university wellness initiatives.
Based on these findings, the study established the Cultural Branding Model for University Wellness Programs, which frames indigenous culture as a strategic branding asset that promotes brand perception, emotional attachment, consumer behavior, and long-term engagement. By applying Cultural Branding Theory to the promotion of university wellness, the study advances the domains of Brand Management, Consumer Behavior, Educational Marketing, and Higher Education Management. Higher education institutions looking to create culturally sensitive branding strategies that encourage student involvement while conserving and honoring regional cultural heritage might also benefit from the findings.
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CHAPTER 1

THE PROBLEM AND ITS BACKGROUND

Introduction

In today's highly competitive educational climate, universities are pushed not merely to offer great instruction but also to build a distinctive institutional character that resonates with students and other stakeholders. As higher education institutions increasingly compete for student engagement, institutional branding has become an essential strategic management role. Branding extends beyond logos, slogans, and commercial efforts; it involves the ideals, experiences, and emotional ties that stakeholders associate with an institution. Universities are starting to realize that branding has a big impact on students' views, actions, and involvement in their programs.

Contemporary branding literature stresses that effective businesses develop meaningful relationships with consumers by matching organizational identity with consumers' own beliefs and cultural experiences. Holt (2004) claims that by incorporating cultural symbols, customs, and shared meanings into their corporate identity, cultural branding helps businesses create stronger emotional bonds. Unlike conventional branding tactics that focus primarily on functional qualities, cultural branding portrays a business as a manifestation of collective identity and societal ideals. Higher education institutions situated in culturally diverse communities, where local heritage is a distinctive institutional asset, might benefit greatly from this viewpoint.

Research on consumer behavior also acknowledges that people's choices are impacted by emotional attachment, cultural identification, and social membership in addition to logical assessment. Students are increasingly seen as consumers of educational services, and their opinions about the university's legitimacy, ideals, and image influence how they participate in institutional activities. Therefore, universities that effectively convey a culturally significant institutional identity may enhance students' emotional attachment, boost organizational pride, and promote increased involvement in university-sponsored initiatives.

One area in which institutional branding has become increasingly relevant is the promotion of university wellness initiatives. Students' academic progress and general well-being are greatly aided by wellness initiatives, which include physical fitness activities, recreational sports, cultural events, mental health campaigns, and holistic development programs. Many institutions still see differing degrees of student involvement in health initiatives, despite their advantages. Previous research have revealed that involvement is driven not only by program availability but also by how students view the relevance, authenticity, and value of such initiatives.

In response to national laws supporting inclusive education and cultural preservation, universities in the Philippines are increasingly incorporating indigenous knowledge systems, regional customs, and cultural heritage into institutional curricula. State colleges situated in indigenous communities have a special chance to set themselves apart by integrating local culture into their branding campaigns and institutional identity. This strategy improves student involvement while coordinating educational goals with cultural preservation.

Located in one of the most culturally significant regions in the Philippines, Ifugao State University is in a unique position to show how indigenous culture may enhance institutional branding. Traditional dances, indigenous games, community festivities, and culturally inspired activities are all part of the university's regular wellness initiatives. In addition to fostering mental and physical health, these programs strengthen respect for Ifugao identity and tradition. There is, however, little empirical data on how faculty and students view these culturally grounded activities as parts of the university's identity and how these perceptions affect wellness program participation.

Relatively few studies have looked at the connection between cultural branding and student involvement in wellness programs in higher education institutions, despite the fact that prior research has thoroughly examined institutional branding, consumer behavior, and educational marketing. Existing investigations have generally focused on institutional reputation, student recruitment, or academic program branding, while providing comparably little attention to culturally embedded branding methods aimed to increase engagement in student development programs.

Moreover, research conducted inside Philippine higher education has focused mostly on digital marketing, social media communication, and institutional image. There remains a scarcity of qualitative investigations addressing how indigenous culture operates as a strategic branding resource that impacts students' emotional attachment, consumer behavior, and engagement in university activities. This difference is particularly noticeable in rural and indigenous colleges where cultural identity constitutes one of the institution's best competitive advantages.

Recognizing these limitations, the present study analyzes the influence of cultural branding on student involvement in university wellness initiatives at Ifugao State University. Specifically, it tries to examine how students and faculty perceive the integration of indigenous cultural features into school branding and how these perceptions affect consumer behavior and involvement. The study intends to create a Cultural Branding Model for University Wellness Programs using a qualitative phenomenological approach. This model could help higher education institutions create branding strategies that are genuine, culturally sensitive, and able to increase student involvement while maintaining local heritage.

Ultimately, by showing that cultural heritage is not only a historical resource but also a strategic branding asset capable of fostering institutional differentiation, emotional connection, and long-term student engagement, the study advances the fields of brand management, consumer behavior, educational marketing, and higher education management.

Statement of the Problem

This study aimed to explore the influence of cultural branding on student participation in university wellness programs at Ifugao State University. Specifically, it sought to answer the following questions:

1. How do academics and students view the university's cultural branding in connection to its wellness initiatives?
2. How can indigenous cultural features, such as traditional dances, indigenous games, local traditions, and cultural values, influence students' opinions of university wellness programs?
3. What is the impact of cultural branding on students' behavioral intentions and emotional attachment to engaging in health activities?
4. What aspects of branding support students' favorable opinions of university health initiatives?
5. What difficulties do instructors and students see in incorporating cultural branding into wellness programs at universities?
6. What Cultural Branding Model might be created to increase student involvement in university wellness initiatives based on the study's findings?

Research Objectives

A. General Objective

This study aimed to explore the influence of cultural branding on student participation in university wellness programs and develop a Cultural Branding Model that may strengthen institutional branding and consumer engagement at Ifugao State University.

B. Specific Objectives

Specifically, the study sought to:

1. study students' and faculty members' perspectives of cultural branding in university wellness programs; 
2. examine how indigenous cultural features influence students' perceptions of university wellness initiatives;
3. Explain how cultural branding influences students' involvement in wellness initiatives, institutional identification, and emotional attachment;
4. identify branding strategies that enhance the university's reputation through culturally sensitive wellness programs; 
5. ascertain the difficulties in putting cultural branding strategies for wellness promotion into practice; and 
6. create a Cultural Branding Model that could act as a strategic guide for higher education institutions in promoting culturally grounded wellness initiatives.

Significance of the Study

The findings of this study are expected to benefit various stakeholders in higher education, marketing, and cultural development.

A. University Administrators

The results will give university administrators important information about how cultural branding can improve institutional identity and boost student involvement in wellness initiatives. The suggested Cultural Branding Model could be used as a tactical manual for creating branding campaigns that support cultural preservation and student involvement.

B. Office of Student Affairs and Services

The Office of Student Affairs and Services may employ the findings to improve the planning, promotion, and implementation of wellness programs by integrating indigenous cultural elements that resonate with students' identities and experiences.

C. Marketing and Public Information Offices

The study may assist university marketing people in establishing branding strategies that move beyond standard advertising efforts by stressing authenticity, local identity, and cultural storytelling. Such measures may boost institutional prominence while improving interactions with students.

D. Faculty Members

By incorporating culturally appropriate wellness activities into academic and extracurricular programs, faculty members can enhance students' learning experiences and promote holistic development.

E. Students

Students are expected to benefit through wellness programs that represent their cultural history, values, and community identity. Such programs may improve institutional pride, strengthen cultural appreciation, and inspire more engagement in university activities.

F. Indigenous Communities

By showing how ancient dances, games, rituals, and community values may become significant elements of institutional branding without sacrificing cultural authenticity, the study helps to preserve and promote indigenous knowledge systems.

G. Future Researchers

Future research on cultural branding, consumer behavior, educational marketing, indigenous knowledge systems, and higher education management may use the findings as a guide. Future researchers may use mixed-methods or quantitative techniques to further validate the suggested model.

Scope and Delimitation of the Study
The purpose of this study was to investigate how cultural branding affected students' involvement in Ifugao State University's health initiatives, specifically at the Lagawe Campus.

The survey explored participants' perspectives and experiences regarding the incorporation of indigenous cultural elements—including traditional dances, indigenous games, local traditions, cultural symbols, and community values—into university health efforts. The study also evaluated how these cultural branding methods influence students' emotional attachment, institutional identity, and involvement in wellness activities.

The participants consisted of purposively selected students and faculty members who had direct involvement with university wellness programs and institutional promotional initiatives. Semi-structured interviews were used to gather data, and Braun and Clarke's (2006) methodology was followed for theme analysis.

The study did not intend to assess statistical relationships, compare demographic data, or evaluate the performance of specific marketing initiatives using quantitative indicators. Similarly, the results may not apply to all higher education institutions because they are restricted to the experiences of individuals from Ifugao State University. Rather, the study offers context-specific insights that could guide similar institutions looking to improve student engagement and cultural branding.

Definition of Terms

For clarity and consistency, the following terms are operationally and conceptually defined as used in this study.

A. Branding. The strategic process of developing, promoting, and maintaining an organization's identity, values, and image in order to build significant connections with its stakeholders is known as branding. The university's initiatives to promote wellness programs through culturally significant events are the focus of this study's branding.

B. Consumer Behavior. The attitudes, perceptions, feelings, and behaviors that affect people's choices to engage in university wellness initiatives are referred to as consumer behavior. In this study, it explicitly describes students' responses to culturally branded wellness activities.

C. Cultural Branding. The deliberate incorporation of indigenous culture, customs, values, symbols, language, dances, and community identification into the university's branding initiatives is known as cultural branding. It is the main factor affecting students' perceptions and involvement in this study.

D. Emotional Attachment. The psychological and emotional bond that students have with the institution as a result of significant cultural experiences that are mirrored in health initiatives is known as emotional attachment.

E. Institutional Identity. The unique traits, beliefs, customs, and cultural perception that staff and students connect with Ifugao State University are referred to as institutional identity.

F. Indigenous Culture. The traditions, rituals, beliefs, dances, games, language, and cultural practices of the Ifugao indigenous communities that are integrated into university wellness programs are referred to as indigenous culture.

G. University Wellness Programs. University wellness programs refer to institutional activities aimed to promote students' physical, mental, emotional, social, and cultural well-being. These include physical fitness activities, recreational sports, cultural events, mental health programs, and community engagement projects.

H. Student Participation. Student involvement refers to the extent to which students willingly engage in university wellness programs as influenced by their perceptions of the institution's cultural branding.

I. Cultural Branding Model. The study's findings led to the development of a strategic framework known as the Cultural Branding Model, which describes how culturally grounded branding affects consumer behavior, institutional identity, emotional attachment, and involvement in university wellness initiatives.

Theoretical Framework

The main foundation of this study is Douglas B. Holt's (2004) Cultural Branding Theory, which is reinforced by Consumer Culture Theory, Self-Congruity Theory, and Brand Equity Theory. Collectively, these ideas explain how cultural identity, symbolic meanings, and institutional branding impact consumer views, emotional connection, and engagement in university wellness programs.

A. Cultural Branding Theory

Douglas B. Holt's Cultural Branding Theory serves as the main theoretical framework for this investigation (2004). Holt stated that the most successful brands do not only transmit product features or organizational attributes; rather, they become cultural icons by embodying shared values, traditions, beliefs, and identities that appeal with customers. According to the notion, corporations develop deeper relationships with their consumers when their brands include true cultural narratives and symbolic meanings that reflect the lived experiences of the communities they serve.

In contrast to conventional branding strategies that prioritize logos, slogans, or visual identity, Cultural Branding Theory acknowledges culture as a strategic asset that sets businesses apart and forges enduring emotional bonds with customers. Consumers are more likely to build trust, loyalty, and affiliation with businesses that reflect their cultural background, social identity, and collective goals. Organizations turn commonplace goods and services into emblems of pride, community, and shared identity through culturally significant branding.

By incorporating indigenous heritage, regional customs, community values, and cultural practices into their institutional programs and branding activities, higher education institutions can enhance their institutional identity, according to Cultural Branding Theory. Rather than promoting health programs purely as extracurricular activities, universities may portray them as representations of cultural identity and communal tradition. Activities incorporating traditional dances, indigenous games, local festivals, and culturally relevant customs become symbolic representations of the university's identity, thereby strengthening students' emotional attachment and willingness to participate.

Cultural branding theory discusses how students' attitudes, institutional pride, and involvement are affected when Ifugao cultural heritage is included into university wellness programs in the setting of this study. The hypothesis serves as the main lens through which to view the relationship between culturally grounded branding and increased participation in wellness initiatives.

B. Consumer Culture Theory

Consumer Culture Theory (CCT), which studies how consumers create meaning through culture, social connections, and symbolic consumption, also lends support to the study. Consumer Culture Theory contends that cultural values, identity formation, and shared social experiences influence consumer behavior rather than considering purchase or participation decisions as solely rational.

Customers actively perceive brands according to the meanings they give them in their cultural contexts, claim Arnould and Thompson (2005). As a result, brands turn into symbols that people use to convey their identities, social connections, and moral principles. Consumer decisions are impacted not just by practical benefits but also by the extent to which brands reflect consumers' cultural origins and aspirations.

Applied to higher education, Consumer Culture Theory says that students evaluate university activities depending on how well these programs connect with their personal identities and cultural experiences. Wellness programs embracing indigenous traditions, local customs, and community values may consequently encourage increased engagement since students consider them as significant expressions of their cultural identity. The notion further supports the view that cultural branding influences consumer behavior by providing experiences that are socially relevant and emotionally significant.

C. Self-Congruity Theory

Another theoretical foundation of the study is Self-Congruity Theory, initially created by Sirgy (1982). The hypothesis claims that consumers prefer organizations, products, or brands that are compatible with their self-concept or personal identity. People are more inclined to support brands that represent their identities, aspirations, or desired public perceptions.

Self-congruity improves emotional attachment because customers experience psychological satisfaction when they see harmony between their personal values and the ideals communicated by a brand. This alignment supports favorable attitudes, trust, loyalty, and behavioral intentions.

Students are more likely to engage in wellness initiatives at universities when their cultural identity, personal beliefs, and community customs are reflected in the institution's branding. Because they see these projects as genuine representations of themselves and their communities, students' sense of belonging may be strengthened by programs honoring indigenous history. Therefore, more involvement in university wellness initiatives is a result of cultural congruence between students' identities and institutional branding.

D. Brand Equity Theory

The study is further reinforced by Brand Equity Theory, introduced by David A. Aaker (1991, 1996). Aaker described brand equity as the collection of assets connected with a brand that increase its worth in the minds of consumers. These assets include brand awareness, perceived quality, brand associations, and brand loyalty.

Brand Equity Theory highlights that consumers are more likely to engage with firms owning strong, positive, and distinctive brand identities. Trust, positive views, and long-lasting customer relationships are all facilitated by positive brand connections.
Strong institutional brands in higher education are associated with better levels of student engagement, organizational identity, and commitment. By setting the university apart from rival establishments, wellness initiatives that represent genuine cultural identity enhance favorable brand connotations. Indigenous dances, customary games, regional celebrations, and cultural values become symbolic brand components that improve the institution's reputation and fortify students' emotional bonds.

Therefore, the theory describes how cultural branding helps build institutional brand equity through significant cultural experiences that support organizational identity and foster sustained student involvement.

E. Theoretical Integration

Together, the four ideas offer a thorough explanation of the phenomenon this study looked into. Cultural Branding Theory serves as the fundamental framework by explaining how indigenous culture operates as a strategic branding resource capable of building emotional ties between students and the university. Consumer Culture Theory supplements this perspective by illustrating that students interpret institutional branding via the prism of cultural meanings, social identity, and shared experiences. Students are more inclined to take part in health programs when institutional branding reflects their own identities, beliefs, and cultural heritage, according to Self-Congruity Theory. Finally, Brand Equity Theory explains how culturally meaningful branding boosts institutional image, generates positive brand associations, and cultivates loyalty and continuing engagement.

Together, these theories demonstrate that cultural branding is a strategic way to creating institutional identity, influencing consumer behavior, and increasing student involvement in university wellness programs rather than just an aesthetic or promotional tactic. In order to help higher education institutions create genuine, culturally sensitive, and long-lasting branding strategies that support both wellness and cultural preservation, the current study aims to create a Cultural Branding Model based on these theoretical viewpoints.

Conceptual Framework

The foundation of this study is the idea that cultural branding is a strategic organizational resource that can affect students' attitudes, emotional attachment, purchasing habits, and involvement in wellness initiatives at their universities. Guided by Cultural Branding Theory, Consumer Culture Theory, Self-Congruity Theory, and Brand Equity Theory, the study proposes that integrating indigenous cultural elements into university branding strengthens institutional identity and creates meaningful experiences that encourage active student participation.

The integration of indigenous dances, traditional games, local customs, cultural symbols, community values, and indigenous knowledge systems into health programs is how Ifugao State University operationalizes cultural branding. These cultural components serve as symbolic representations of the university's distinct identity and its dedication to protecting regional heritage while fostering all-encompassing student growth.

The study posits that when students notice these culturally important branding aspects, they create more favorable impressions of the university's health programs. Positive brand views subsequently build emotional attachment by boosting students' sense of belonging, cultural pride, institutional affiliation, and trust. These emotional linkages have an impact on consumer behavior, motivating students to actively engage in wellness initiatives and strengthening their allegiance to the school.

Rather than exploring statistical cause-and-effect linkages, the study tries to analyze participants' lived experiences of how cultural branding influences their perceptions and engagement. The themes that emerge from participants' narratives will serve as the foundation for developing a Cultural Branding Model for University Wellness Programs, which may guide higher education institutions in designing culturally responsive branding strategies that strengthen institutional identity, preserve indigenous heritage, and promote sustainable student engagement.
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Figure 1 Conceptual Paradigm


The conceptual paradigm shows how cultural branding affects students' involvement in wellness initiatives at universities.

The first component, Cultural Branding, reflects the deliberate integration of indigenous cultural elements into the university's health activities. These resources include traditional dances, indigenous games, community traditions, local language, cultural symbols, indigenous ideals, and other heritage-based behaviors that distinguish the university from other higher education institutions. These branding aspects embody the institution's identity and communicate its dedication to cultural preservation and student development.

Based on these cultural branding initiatives, students' interpretations and assessments of the university's identity are reflected in the second component, Brand Perception. Exposure to culturally meaningful wellness initiatives adds to perceptions of authenticity, improves good institutional image, reinforces cultural identity, and creates pleasant brand connections.

Positive views then contribute to the third component, Emotional Attachment. Students who regard health activities as true manifestations of their culture are more likely to generate feelings of pride, belonging, trust, and personal affiliation with the university. Students are more inclined to support university projects when they have a stronger psychological bond with the institution due to emotional attachment.

The fourth component, Consumer Behavior, which describes how students behave in relation to university wellness initiatives, is influenced by these emotional experiences. More curiosity, active engagement, participation intentions, favorable peer referrals, and sustained participation in wellness activities are all expected of students who have a stronger emotional attachment.

Increased student participation in university wellness programs is the result of consumer behavior, demonstrating the effective conversion of branding into significant behavioral effects. Long-term dedication to university activities, ongoing involvement, cultural advocacy, and a deeper sense of university identity are all characteristics of institutional brand loyalty, which is further enhanced by sustained participation.

Lastly, the Proposed Cultural Branding Model for University Wellness Programs will be developed using insights from participants' lived experiences as the empirical foundation. The approach is intended to give university administrators, marketing practitioners, and student affairs professionals with a culturally responsive framework for boosting institutional branding while fostering student welfare and safeguarding indigenous cultural heritage.



CHAPTER 2
REVIEW OF RELATED LITERATURE AND STUDIES
Introduction
This chapter summarizes the literature and empirical studies pertinent to the present investigation on cultural branding and consumer behavior in university wellness programs. The paper provides the theoretical and empirical groundwork for understanding how branding techniques anchored on indigenous culture influence students' views, emotional attachment, involvement, and institutional loyalty. It also outlines existing knowledge, defines the significance of branding within higher education, and reveals research gaps that warrant the conduct of the present study.

Discussions of branding and brand management, cultural branding, consumer behavior, brand equity, institutional branding in higher education, wellness programs as institutional brand experiences, international and Philippine literature, international and Philippine studies, synthesis of literature and studies, and the research gap comprise this chapter.

Branding and Brand Management

Branding has grown from being a marketing tool used simply to distinguish items from competitors into a comprehensive strategic process that impacts how enterprises are viewed by their stakeholders. According to modern academics, a brand is more than just a name, logo, or visual identity; rather, it is a combination of meanings, experiences, values, and connections that consumers have. Effective branding enables firms to create trust, communicate their unique identity, and cultivate long-term loyalty among their target audiences.

Kotler and Keller (2016) define branding as the process of developing a unique identity that sets a company apart from its rivals while fostering positive customer views. Strong brands decrease uncertainty, promote trust, and give symbolic value that extends beyond the functional aspects of products or services. In highly competitive situations, firms increasingly rely on branding as a strategic asset that contributes to organizational sustainability and competitive advantage.

Strong brand identification, favorable brand connections, perceived quality, and customer loyalty are all key components of successful brands, according to Aaker (1996). He stated that branding is a long-term investment needing consistency in communication, organizational ideals, and customer experiences. A great brand enables enterprises to develop emotional ties with consumers, making them more inclined to support and remain loyal to the organization over time.

According to Kotler, Kartajaya, and Setiawan (2021), branding has evolved into a more human-centered strategy in which businesses establish connections by exhibiting genuineness, purpose, and common values. In the age of Marketing 5.0, customers are choosing businesses that offer meaningful experiences, cultural awareness, and social responsibility above those that only sell goods and services. As a result, branding is now strongly linked to value co-creation, trust, and emotional involvement.

The strategic planning, execution, and ongoing assessment of initiatives intended to improve a brand's identity, reputation, and connections with stakeholders are collectively referred to as brand management. According to Keller (2013), companies must continuously provide experiences that uphold favorable opinions and fulfill brand-related commitments in order to manage their brands effectively. Every interaction between a business and its stakeholders helps to establishing brand meaning.

In order to improve stakeholder involvement, draw in students, cultivate alumni loyalty, and bolster institutional reputation, universities in higher education are increasingly implementing branding tactics. Universities, in contrast to businesses, provide educational experiences rather than material goods. As a result, campus culture, student services, community involvement, leadership, and extracurricular activities all influence institutional brands in addition to academic quality. As a result, wellness initiatives are now a crucial part of institutional branding since they show a university's dedication to the overall growth and well-being of its students.

In higher education, brand management goes beyond advertising. It includes all of the experiences that students enjoy while attending the school, such as involvement in wellness, sports, cultural, and intellectual pursuits. While discordant experiences can damage an institution's reputation, positive experiences build students' emotional attachment to the school and maintain its identity. This perspective coincides with service marketing principles, which highlight that consumers judge firms based on their complete experiences rather than individual promotional activities.

Branding offers institutions located in culturally varied regions a chance to highlight unique cultural resources that set them apart from rivals. Indigenous customs, cultural history, local knowledge systems, and community values may become important components of institutional identity. Rather of depending simply on conventional advertising techniques, colleges should portray themselves as stewards of cultural heritage while simultaneously increasing student participation through culturally significant activities.

In the context of Ifugao State University, branding extends beyond academic success by representing the institution's dedication to preserving indigenous heritage and supporting culturally sensitive education. Wellness programs that mix traditional dances, indigenous games, local festivals, and community traditions contribute to a particular institutional identity that cannot readily be imitated by other universities. Such culturally grounded branding may boost students' emotional attachment, enhance institutional pride, and inspire continued engagement in university wellness efforts.

The research mentioned above shows that branding is now a crucial strategic role in higher education and is no longer limited to businesses. Universities can express their identity, establish trust, cultivate deep connections, and produce unforgettable experiences that impact students' attitudes and actions through effective brand management. These ideas offer a crucial basis for comprehending how consumer behavior and involvement in university health initiatives may be influenced by cultural branding.

Cultural Branding

The growing globalization of markets has prompted companies to look for unique ways to set themselves apart from traditional marketing tactics. While many firms compete through pricing, quality, or technological innovation, a growing number recognize that culture provides a tremendous source of competitive advantage. As a result, cultural branding has become a crucial strategic tool that helps businesses build deep connections with their customers by incorporating cultural identity, customs, values, and shared experiences into their brands. Rather than simply expressing utilitarian benefits, cultural branding develops symbolic connotations that allow consumers to identify emotionally with a business and its services.

The notion of cultural branding was extensively expanded by Douglas B. Holt (2004), who suggested that famous companies achieve long-term success because they embody cultural ideals rather than merely advertising items or services. According to Holt, people are naturally drawn to businesses that reflect their identities, goals, and shared cultural experiences. When brands embrace genuine narratives, customs, and values that connect with the people they serve, they become successful. Consequently, branding should not be considered only as a communication activity but as a cultural process through which firms develop relevance and emotional significance.

Cultural branding presents organizations as cultural symbols that can reflect collective identity, in contrast to standard branding strategies that place an emphasis on visual identity, slogans, or advertising. Organizations build deeper emotional connections with customers through meaningful storylines and genuine cultural representation, which leads to increased trust, loyalty, and sustained engagement. According to Holt, the hallmark of successful cultural brands is authenticity. Consumers are increasingly adept of discerning between organizations that genuinely respect cultural heritage and those that merely appropriate traditional symbols for promotional objectives. Authentic cultural branding consequently involves true partnership with communities and a serious commitment to maintaining cultural values.

The idea of cultural branding in modern marketing has been further developed by recent research. According to Kotler, Kartajaya, and Setiawan (2021), modern branding increasingly concentrates on developing human-centered experiences that match company ideals with the social, cultural, and emotional expectations of customers. In the era of Marketing 5.0, customers are active players who look for businesses that exhibit social responsibility, inclusion, and authenticity rather than passive recipients of marketing messages. Therefore, brands that embrace cultural variety and local identity have a greater chance of building deep connections with their target audiences.

In a similar vein, de Mooij (2019) highlighted that customer perceptions, decision-making, and behavioral reactions are greatly influenced by culture. Because consumers receive messages through the lens of their cultural ideas, traditions, and social experiences, marketing efforts that fail to acknowledge cultural diversity frequently experience diminished efficacy. On the other hand, companies can communicate in ways that customers find recognizable, reliable, and personally significant through culturally responsive branding. This perspective underscores the need of integrating indigenous heritage into branding initiatives, particularly among culturally diverse societies.

Cultural branding has grown in importance in higher education as institutions try to stand out in a more competitive academic environment. Academic excellence, research output, amenities, and graduate employability have historically been highlighted in institutional branding. However, contemporary higher education institutions increasingly understand that students also rate universities based on institutional principles, campus culture, inclusivity, and possibilities for personal development. Universities with distinctive cultural identities may consequently build their institutional brands by infusing local traditions, indigenous knowledge systems, and community heritage into educational programs and student activities.

Cultural branding offers colleges situated in indigenous communities the chance to turn their local tradition into a valuable institutional asset. Indigenous dances, traditional games, oral traditions, community festivities, local languages, and customary values collectively contribute to an authentic institutional character that cannot readily be duplicated by other universities. Rather than considering indigenous culture exclusively as historical history, colleges may frame cultural practices as current manifestations of institutional ideals that encourage inclusivity, belonging, and community participation.

Because wellness programs inherently incorporate physical activity, social contact, emotional well-being, and cultural expression, they offer a particularly suitable platform for cultural branding. Traditional dances, indigenous sports, community games, and local festivals promote holistic wellness while simultaneously reinforcing cultural identity. In addition to experiencing psychological and physical advantages, students who engage in culturally based wellness activities also develop a greater understanding for their cultural background. Such experiences lead to favorable institutional associations and increase students' emotional attachment to the university.
Cultural branding affects how students perceive institutional identity and assess their time at university from the standpoint of consumer behavior. Because these activities foster a sense of familiarity, belonging, and authenticity, students are more inclined to engage in programs that reflect their cultural values and personal identities. Therefore, cultural branding serves as a technique for enhancing organizational commitment and promoting ongoing engagement in institutional activities in addition to being a promotional approach.

Additionally, research indicates that cultural branding has a major role in institutional distinction. Authentic cultural identity becomes a key source of competitive advantage as universities compete more and more for institutional recognition, stakeholder support, and student enrollment. Businesses that effectively incorporate indigenous history into their branding strategy may build better reputations while also carrying out their societal duty to protect and advance regional culture. Such branding efforts signal that the university promotes not only academic performance but also cultural continuity, community engagement, and holistic student development.

Because the Philippines is home to several indigenous communities, each of which is distinguished by its own customs, dialects, artistic manifestations, and knowledge systems, cultural branding takes on even more importance there. State institutions located in these communities are crucial in providing culturally relevant education and protecting indigenous heritage. Therefore, including regional customs into university branding promotes national initiatives for sustainable development, inclusive education, and cultural preservation.

Cultural branding offers Ifugao State University a chance to establish itself as a place where modern education and indigenous history coexist. A unique institutional identity based on cultural authenticity is communicated through wellness programs that incorporate Ifugao dances, traditional games, community rituals, environmental stewardship, and indigenous principles. Such branding tactics have the ability to deepen students' emotional attachment, enhance institutional pride, increase involvement in university activities, and cultivate long-term loyalty among students and alumni.

Cultural branding is a strategic management method that can affect consumer perceptions, emotional engagement, institutional identity, and behavioral intentions, according to the studied research. Through authentic representation of indigenous culture, universities can create meaningful educational experiences that strengthen both student participation and institutional reputation. These views provide a good conceptual platform for evaluating how cultural branding impacts consumer behavior toward university health programs at Ifugao State University.

Consumer Behavior

Consumer behavior has long been acknowledged as one of the essential topics of marketing because it explains how individuals select, assess, use, and respond to products, services, organizations, and events. Understanding customer behavior enables firms to build strategies that satisfy consumer requirements while fostering long-term relationships and loyalty. In higher education, where students are seen as consumers of educational services whose choices are impacted by psychological, social, cultural, and emotional aspects, consumer behavior—which has historically been connected with commercial markets—has grown in significance.

Consumer behavior, according to Schiffman and Wisenblit (2019), is the study of the steps people take to find, buy, use, assess, and discard goods and services they believe will meet their requirements. Personal motives, cultural values, societal influences, emotions, attitudes, and prior experiences all interplay intricately during these processes. Consumer decisions consequently transcend beyond rational evaluations of quality or price and are greatly impacted by symbolic meanings and emotional ties connected with brands.

Similarly, Solomon (2020) noted that customer behavior is complex, involving cognitive, emotional, and behavioral responses to marketing stimuli. Customers look for experiences that represent their identities, lifestyles, goals, and personal values in addition to functional benefits while making purchases or using services. Organizations that successfully develop emotional and symbolic ties with consumers generally attain higher levels of satisfaction, trust, advocacy, and loyalty.

The growing significance of experiential consumption is highlighted by recent advancements in consumer behavior research. Consumers are becoming more interested in meaningful experiences that lead to social connection and emotional fulfillment rather than just material results. Lemon and Verhoef (2016) claimed that every interaction between consumers and a business contributes to the entire customer experience, which subsequently impacts attitudes, behavioral intentions, and long-term loyalty. Good experiences boost customers' opinions of an organization's quality and promote ongoing involvement.

The idea of consumer behavior has changed significantly in higher education. Universities are no longer considered only as suppliers of academic teaching but also as service companies accountable for giving meaningful educational experiences. In addition to academic programs, students assess institutions based on their reputation, campus culture, extracurricular activities, student support services, and wellness programs. As a result, involvement in academic programs is indicative of consumer decision-making processes that are comparable to those found in other service sectors.
This viewpoint is further supported by the service-dominant logic put forth by Vargo and Lusch (2016), which emphasizes how interactions between businesses and customers co-create value. Universities add value by involving students in activities that foster social interaction, cultural appreciation, and personal growth in addition to providing wellness services. Instead than being passive consumers of institutional services, students take an active role in creating value. Their inclination to engage in university activities is thus greatly influenced by their perceptions, feelings, and experiences.

Motivational variables also influence consumer behavior in higher education. When students believe that institutional programs meet significant cultural, social, or personal requirements, they participate in them. Desires to improve one's physical well-being, fortify friendships, cultivate leadership abilities, express cultural identity, lower stress levels, or boost academic achievement can all serve as sources of motivation. Students are more likely to continue participating in wellness programs that effectively meet these reasons.

Perception is another significant factor that influences consumer behavior. Perception refers to the process by which individuals perceive information and attribute meaning to their experiences. Based on their opinions, expectations, past experiences, and contacts with teachers and classmates, students continuously assess university activities. Positive impressions of institutional quality, authenticity, and inclusion lead to favorable attitudes toward university programs, whereas unfavorable perceptions may discourage participation regardless of the objective quality of the activities.

University students' purchasing habits are significantly shaped by social influence. Family members, classmates, faculty mentors, student clubs, and peer networks often impact students' decisions regarding participation in institutional activities. Social acceptance, group belonging, and shared experiences stimulate higher involvement in wellness initiatives, particularly when participation becomes associated with positive institutional identity and community engagement.

Emotions are another key component of customer behavior. Contemporary marketing researchers increasingly understand that emotions profoundly influence decision-making, frequently exceeding the impact of rational examination. Positive emotions such as pride, belonging, enjoyment, enthusiasm, and inspiration boost students' attachment to university activities and raise the likelihood of sustained participation. Programs that are viewed as impersonal or culturally irrelevant, on the other hand, might not be able to elicit significant emotional connection.

Additionally, cultural variables have a significant impact on consumer behavior. Customers use their cultural ideas, customs, values, and social identities as a prism through which to see goods, services, and organizational experiences. According to De Mooij (2019), culture influences how customers interpret corporate messaging, assess experiences, and build trust. Therefore, marketing methods that are in line with the cultural backgrounds of consumers typically result in more positive behavioral outcomes and greater emotional reactions.

Within the setting of indigenous societies, cultural identity becomes an especially crucial predictor of consumer behavior. Because these initiatives promote their cultural identity, students who participate in university programs that acknowledge their traditions, language, beliefs, and heritage may feel more emotionally connected to the institution. Wellness activities integrating traditional dances, indigenous games, community festivities, and local customs give chances for students to engage with their culture while engaging in institutional life. Such encounters build a sense of belonging that transcends beyond physical participation to embrace institutional pride and cultural appreciation.

Consumer behavior is very directly connected with corporate trust. Trust emerges when consumers sense consistency, sincerity, competence, and integrity in company behavior. Genuinely incorporating indigenous culture into wellness programs shows respect for local people and cultural heritage, which boosts students' trust in the university. Trust consequently supports continuous engagement, positive word-of-mouth communication, and long-term organizational commitment.

Additionally, a significant predictor of actual engagement is behavioral intention. The literature on consumer behavior claims that before engaging in visible conduct, people first form positive attitudes and intentions. Students are more likely to actively participate in wellness activities and suggest them to others when branding tactics effectively convey cultural authenticity, inclusivity, and institutional principles.

The process via which students view, understand, and react to culturally branded university wellness programs is considered consumer behavior in this study. Their decisions to engage are impacted not just by the availability of activities but also by emotional attachment, cultural identity, institutional trust, peer influence, and perceived authenticity. Understanding these behavioral processes provides vital insights into how colleges may build culturally responsive branding strategies that enhance student engagement while maintaining indigenous cultural heritage.

Overall, the examined literature shows that psychological, social, emotional, and cultural elements interact in a complex way to influence consumer behavior in higher education. When students believe that university wellness programs are genuine, culturally significant, and personally relevant, they are more likely to participate in them. These viewpoints promote the creation of a Cultural Branding Model based on students' real-world experiences and offer a crucial theoretical framework for investigating how cultural branding affects involvement in campus health initiatives.

Brand Equity

Brand equity is usually regarded as one of the most valuable intangible assets of a business because it symbolizes the value that people associate with a brand beyond its practical features. In marketing, firms holding great brand equity have higher levels of consumer trust, preference, satisfaction, and loyalty. Organizations constantly spend in building brand equity as a way to gain a lasting competitive advantage as industry rivalry grows more fierce.

Brand equity was initially defined by David A. Aaker (1991) as a group of assets and liabilities associated with a brand that either increase or decrease the value offered by a good or service. Brand awareness, perceived quality, brand associations, and brand loyalty are the main components of these assets, according to Aaker. When taken as a whole, these factors affect consumers' views, judgments about what to buy, and long-term connections with businesses.

The ability of people to identify and remember a brand is known as brand awareness. Organizations with high brand awareness occupy a stronger position in consumers' thoughts because familiarity frequently boosts confidence and lowers uncertainty during decision-making. Institutional brand awareness in higher education makes it easier for students to identify university initiatives, services, and programs, which increases participation and engagement opportunities.

Perceived quality is consumers' overall assessment regarding the excellence or superiority of an organization's products or services. Rather than representing objective quality alone, perceived quality is determined by consumers' experiences, expectations, and interactions with the organization. Students' opinions of an institution's quality and reliability are strengthened by universities that continuously provide worthwhile educational experiences, efficient student services, and interesting wellness initiatives.

Brand association is a crucial aspect of brand equity. According to Keller (2013), brand associations are the concepts, feelings, experiences, symbols, and memories that customers associate with a specific brand. Strong, positive, and distinctive associations set an organization apart from its rivals and contribute to a strong institutional image. Academic achievement, campus culture, student support services, extracurricular activities, and institutional principles are among ways that higher education establishes brand connections.

Because it indicates consumers' dedication to sustaining long-term relationships with an organization, brand loyalty is the greatest component of brand equity. Despite having other options, loyal customers stay emotionally attached to the company, support it, and refer others to it. Loyal students at universities frequently continue to support the institution as alumni after graduation, actively participate in institutional programs, and recommend the university to potential students.
Recent marketing literature stresses that brand equity extends beyond customer identification to cover emotional and sensory value. Kotler, Kartajaya, and Setiawan (2021) suggested that modern customers increasingly evaluate companies based on authenticity, organizational purpose, and meaningful experiences. Consequently, firms capable of delivering memorable experiences that match consumers' beliefs create better brand equity than those relying exclusively on promotional communication.

This approach is particularly pertinent to higher education institutions, since students' experiences considerably influence institutional reputation. Universities no longer compete merely via academic programs but also through the quality of student experiences, campus environment, community participation, and institutional culture. Every engagement that students have with the university adds to the building of institutional brand equity.

Within the context of cultural branding, indigenous heritage becomes an essential source of good brand connections. Universities that incorporate regional customs, indigenous dances, community celebrations, traditional games, regional languages, and cultural values into their health initiatives convey a unique institutional identity that sets them apart from rivals. These cultural encounters turn into enduring emblems that students identify with the university, boosting institutional distinctiveness and brand awareness.

Building brand equity also heavily relies on authenticity. Businesses that show a sincere dedication to their declared beliefs are drawing more and more customers. Compared to universities that use culture only as a marketing tool, those that really appreciate and maintain indigenous history through educational programs and wellness initiatives have greater institutional legitimacy. Authenticity fosters positive brand views among students and other stakeholders, increases trust, and fortifies emotional attachment.

Emotional experiences also enhance brand equity. Positive feelings created at university events turn into enduring memories that affect students' perceptions of the school. Enjoyment, pride, a sense of belonging, and a respect for local tradition are all fostered by involvement in culturally significant wellness initiatives. These sentimental encounters develop into beneficial brand connections that boost students' propensity to take part in next events and refer others to the university.

By highlighting the fact that value is co-created through interactions between businesses and customers, service-dominant logic further promotes the growth of brand equity (Vargo & Lusch, 2016). Students actively generate brand meaning by their engagement in academic, social, cultural, and wellness experiences; universities do not only build brand equity through institutional messaging. Every positive interaction strengthens views of quality, trust, and organizational dedication while also reinforcing institutional identity.

Brand equity also influences consumer behavior through risk minimization. Students are more likely to participate in university wellness initiatives when they see the school as trustworthy, culturally authentic, and committed to their holistic development. Strong institutional brands eliminate uncertainty regarding the quality and value of university activities, so encouraging more participation and ongoing involvement.

In culturally varied universities such as Ifugao State University, indigenous heritage represents a unique branding advantage capable of producing enormous brand value. Other colleges find it difficult to replicate the unique institutional image that is created by traditional dances, indigenous sports, local festivals, community rituals, environmental stewardship, and customary values. Students' emotional attachment and organizational loyalty are strengthened by these cultural assets, which also serve to establish the university's identity.

Additionally, institutional sustainability is aided by strong brand equity. Universities boasting favorable reputations, emotionally engaged students, and authentic cultural identities are more likely to attract prospective students, improve alumni relationships, establish community partnerships, and enhance stakeholder confidence. Consequently, investments in cultural branding provide benefits that extend beyond wellness program participation to embrace broader institutional development and long-term competitiveness.

For the present study, Brand Equity Theory provides an important explanation of how cultural branding contributes to favorable institutional outcomes. It is anticipated that incorporating indigenous culture into wellness programs will increase students' awareness of their institutional identity, establish positive cultural associations, improve their perceptions of authenticity and quality, encourage emotional attachment, and eventually strengthen their institutional loyalty. Together, these factors clarify why cultural branding is a wise investment that can affect consumer behavior and boost student involvement in wellness programs at universities.

Overall, the examined literature shows that brand equity is a strategic organizational resource created through genuine experiences, deep connections, and unwavering institutional beliefs rather than just a marketing result. Universities that effectively incorporate indigenous cultural history into their branding initiatives develop unique institutional identities that boost long-term loyalty, customer trust, and emotional involvement. These ideas offer a crucial theoretical framework for comprehending how students' behavioral reactions to university wellness initiatives are influenced by cultural branding.

Institutional Branding in Higher Education

The way universities position themselves in an increasingly competitive educational environment has changed dramatically as a result of the fast transformation of higher education. Higher education institutions are being judged not only on their academic performance but also on their reputation, institutional identity, student experiences, community involvement, and total value to stakeholders. Consequently, institutional branding has arisen as a strategic management function that enables universities to express their distinctive character, strengthen stakeholder relationships, and ensure long-term sustainability.

The intentional process by which universities create, convey, and uphold a unique institutional identity that sets them apart from rival educational establishments is known as institutional branding. Unlike commercial branding, which primarily promotes items or services, institutional branding focuses on articulating an organization's goal, values, educational philosophy, culture, and dedication to stakeholder development. It represents how the university's identity and reputation are seen collectively by students, faculty, alumni, parents, employers, government organizations, and the general public.

According to Hemsley-Brown and Oplatka (2015), higher education branding has developed from a solely promotional activity into a holistic institutional strategy that influences organizational reputation, stakeholder trust, student recruitment, and institutional competitiveness. In addition to communicating academic excellence, successful university brands also convey the ideals, customs, culture, and experiences that characterize academic life. Branding is now a crucial part of strategic university management as students have more options when it comes to educational institutions.
According to Temple (2011), colleges have distinct organizational traits that set them apart from businesses. Educational institutions provide intangible services typified by long-term interactions between students and the institution. As a result, students' experiences both inside and outside of the classroom contribute significantly to the construction of institutional branding. Every interaction with academic members, administrators, student clubs, wellness initiatives, and community events adds to developing the university's brand image.

The fact that institutional branding goes beyond visual identity is further highlighted by recent research. Logo designs, university colors, slogans, and promotional materials contribute to brand identification; nonetheless, they represent only a tiny component of institutional branding. Authentic university brands, according to modern researchers, are developed by responsive student services, inclusive campus culture, high-quality educational experiences, meaningful engagement opportunities, and consistent corporate ideals. Instead of focusing on discrete marketing activities, students assess colleges based on the sum of these experiences.

The role of branding in higher education has also changed as a result of the growing emphasis on student-centered education. Instead of being viewed as passive consumers of educational services, students are increasingly acknowledged as active participants and co-creators of institutional value. This viewpoint is consistent with Service-Dominant Logic, which holds that value is created through ongoing interactions between businesses and customers. Therefore, universities build their brands by developing meaningful experiences that promote involvement, teamwork, personal development, and community involvement.

One of the most crucial aspects of university branding is institutional identity. The mission, vision, traditions, culture, academic philosophy, and social duties that set one university apart from another are all included in institutional identity. A clearly defined institutional identity gives direction for strategic decision-making while improving stakeholder confidence and organizational legitimacy. Strong institutional identities are frequently associated with better levels of community support, alumni participation, organizational commitment, and student satisfaction.

For colleges situated within culturally diverse communities, institutional identity may be improved by the integration of local heritage and indigenous knowledge systems. Cultural traditions, indigenous values, local languages, historical narratives, artistic manifestations, and community connections become significant components of institutional identity that separate the university from rival institutions. Because it is difficult for other businesses to imitate, this kind of distinction is especially significant and helps create a long-term competitive advantage.

In the Philippine environment, public universities and colleges play a key role in safeguarding cultural heritage while delivering accessible and inclusive education. Through teaching, research, extension, and production, higher education institutions are encouraged by the Commission on Higher Education to support indigenous knowledge systems, local culture, community involvement, and sustainable development. In addition to displaying the university's dedication to cultural preservation and national development, institutional branding that reflects these values enhances public trust.

One example of a university whose identity is strongly linked to indigenous culture and community development is Ifugao State University. Located in one of the country's most culturally significant provinces, the university functions not just as an academic institution but also as a guardian of Ifugao cultural legacy. Through instruction, research, extension operations, and student development programs, the institution consistently supports indigenous knowledge systems, traditional practices, environmental stewardship, and cultural respect.

These institutional traits offer a solid basis for branding that is sensitive to cultural differences. A unique institutional image that reflects both academic brilliance and cultural authenticity is communicated through wellness programs that incorporate indigenous dances, traditional games, cultural festivals, local music, community rituals, and customary values. Such efforts reinforce the university's identity while simultaneously enhancing students' physical, emotional, social, and cultural well-being.

Students' organizational affiliation is also influenced by institutional branding. The degree to which people believe they are a part of an organization and share its goals and values is known as organizational identification. Stronger emotional attachment, better organizational commitment, higher levels of engagement in institutional initiatives, and a greater desire to advocate for the institution are all indicators of students who strongly identify with their university. By validating students' cultural identities and producing experiences that align with their personal beliefs, culturally meaningful branding enhances this identification.

The growth of institutional trust is another significant result of successful institutional branding. Trust develops when students repeatedly experience organizational competency, authenticity, justice, and commitment to their welfare. Universities that truly integrate indigenous culture into wellness programs exhibit respect for local people while reinforcing institutional legitimacy. Students who see the university as culturally authentic are more likely to acquire trust in institutional initiatives and actively participate in university-sponsored events.

Institutional branding also contributes to long-term organizational sustainability. Strong institutional branding attract new students, develop alumni relationships, foster stakeholder alliances, increase community support, and enhance institutional reputation. Universities with unique cultural identities have a competitive edge because their brands convey experiences and values that other institutions find difficult to replicate.

In the current study, institutional branding offers a crucial framework for comprehending how cultural branding affects consumer behavior with regard to university wellness initiatives. In addition to the availability of wellness programs, students' decisions to participate are influenced by how these programs support organizational trust, cultural authenticity, institutional identity, and emotional attachment. Students encounter and assimilate the university's identity and values through wellness programs, which become strategic branding experiences.

Overall, research shows that institutional branding has emerged as a crucial strategic role in higher education. By developing genuine educational experiences that represent organizational principles, cultural legacy, and stakeholder demands, universities enhance their institutional brands. Indigenous legacy is a unique branding resource that may promote institutional identity, increase student engagement, cultivate organizational loyalty, and support sustainable institutional development for culturally rich schools like Ifugao State University. These viewpoints offer a solid conceptual basis for investigating how cultural branding affects involvement in wellness initiatives at universities.

Wellness Programs as Institutional Brand Experiences

Over the past 20 years, the role of wellness programs in higher education has changed significantly. The promotion of students' physical health through sports, exercise activities, and leisure activities has historically been the main focus of university wellness initiatives. Contemporary higher education institutions, however, increasingly regard health as a multidimensional notion comprising physical, mental, emotional, social, cultural, environmental, and spiritual well-being. Consequently, wellness programs have become vital components of the overall student experience and important manifestations of institutional ideals.

According to recent advancements in higher education marketing, student experiences encompass all of their interactions with the university and go beyond what they learn in the classroom. These encounters impact students' impressions of institutional excellence, organizational culture, and university identity. From a branding standpoint, every student interaction—including involvement in wellness programs—offers colleges a chance to share their mission, reaffirm their core values, and build stronger bonds with their student body.

Experiential marketing experts contend that customers are looking for more memorable experiences than just useful offerings. Pine and Gilmore (1999) created the notion of the Experience Economy, highlighting that firms produce better value when they design experiences that engage consumers emotionally, intellectually, socially, and individually. Wellness programs are experience opportunities in educational institutions that allow students to actively engage with the university and create positive memories related to campus life.

The experience economy perspective correlates closely with Service-Dominant Logic provided by Vargo and Lusch (2016), which claims that value is co-created through interactions between firms and consumers. Universities actively engage students in developing meaningful educational experiences rather than only offering wellness services. Participation in recreational sports, cultural festivals, leadership camps, fitness activities, and community outreach initiatives helps students to become co-creators of institutional value while simultaneously developing their emotional relationship to the university.

Brand experience has likewise evolved as an essential notion within contemporary marketing. Brakus, Schmitt, and Zarantonello (2009) define brand experience as the sensory, emotional, cognitive, and behavioral reactions that customers have when they interact with an organization's goods, services, surroundings, and activities. Positive brand experiences create enduring emotional connections that go beyond practical advantages, strengthening consumer satisfaction, trust, commitment, and loyalty.

Within higher education, wellness programs give several chances for students to have positive brand experiences. Instead of just reading about the university's ideals in academic publications, students who take part in recreational competitions, cultural performances, wellness initiatives, environmental activities, leadership training, and community engagement programs see them in action. These encounters affect opinions of the university's dedication to student development, diversity, and community participation.

Additionally, research on experiential marketing indicates that consumers' decisions are greatly influenced by their emotional experiences. Schmitt (1999) claimed that successful firms purposefully build experiences that stimulate consumers' emotions, sensations, and personal identities. Experiences defined by fun, excitement, belonging, pride, and achievement are more likely to develop favorable views and long-term organizational loyalty. Therefore, by developing wellness initiatives that are significant, entertaining, and personally relevant to students, universities enhance their institutional brands.

Cultural experiences are particularly potent forms of brand experiences because they blend emotional involvement with identity creation. Students can engage with the university while personally experiencing their culture through traditional dances, indigenous games, cultural festivals, local music, storytelling, community rituals, and heritage celebrations. The institutional ideals of cultural preservation, inclusivity, diversity, and community partnership are communicated through these culturally grounded wellness initiatives. As a result, children form emotional bonds with both the activities and the organization that supports them.

For institutions located in indigenous communities, the idea of institutional brand experience is particularly important. Universities could create wellness programs that honor indigenous knowledge systems and local cultures instead of depending just on traditional leisure activities. These programs set the school apart from other universities while also fostering a sense of cultural awareness among students and maintaining local customs.

Additionally, studies show that important contributions to organizational identification come from relevant student experiences. Participating in memorable university events increases the likelihood that students will feel a feeling of emotional attachment, institutional pride, and belonging. Long-term institutional loyalty, positive word-of-mouth communication, alumni engagement, and sustained participation are all encouraged by organizational identity. Thus, wellness programs serve as both strategic branding experiences that influence institutional reputation and student development activities.

In the context of Philippine higher education, wellness initiatives are increasingly supporting national educational agendas pertaining to community involvement, cultural preservation, mental health promotion, holistic student development, and environmental sustainability. Universities are urged to offer educational opportunities that foster students' intellectual growth as well as their physical and mental well-being, social responsibility, and cultural understanding. Wellness projects embracing indigenous traditions directly assist these objectives by connecting educational growth with cultural identity and community participation.

For Ifugao State University, wellness programs provide a unique platform for expressing institutional identity through culturally meaningful experiences. Activities including Ifugao dances, indigenous sports, traditional music, local festivals, customary values, environmental stewardship, and community participation transform wellness programs into real representations of the university's mission and vision. Students who take part in these activities report better wellbeing, a greater understanding of indigenous culture, and a stronger sense of belonging to the school.

These experiences also help to the establishment of institutional trust and authenticity. Organizations that regularly uphold their declared ideals are drawing more and more students. Universities that actively integrate indigenous culture into health projects exhibit true dedication to cultural preservation rather than considering local heritage solely as a commercial symbol. Authenticity promotes institutional credibility and encourages students to regard wellness activities as important expressions of the university's identity.

Additionally, wellness initiatives foster connections between students, teachers, administrators, alumni, and local communities. These social connections strengthen the university's position as a learning community rather than simply an instructional institution. Increased student satisfaction, organizational engagement, and institutional loyalty are all correlated with the development of strong interpersonal relationships through wellness activities.

Because wellness programs meet several personal needs at once, they have an impact on students' judgments of value from the standpoint of consumer behavior. Participation fosters community involvement, leadership development, social belonging, emotional health, cultural appreciation, and physical fitness. Programs that effectively incorporate these elements offer more comprehensive educational opportunities than those that only emphasize recreational engagement. As a result, students place more significance on campus wellness programs that represent both cultural identity and personal growth.

The values, culture, and identity of the university are encountered, interpreted, and internalized by students through wellness programs, which are defined as institutional brand experiences within the framework of the current study. By incorporating indigenous heritage into wellness programs, cultural branding improves these experiences and fosters emotionally significant relationships that boost student involvement, institutional image, and long-term organizational loyalty.

Overall, the evidence suggests that wellness programs extend far beyond their typical position as extracurricular activities. They serve as strategic institutional experiences that convey company values, strengthen brand identification, create a sense of attachment, and develop customer loyalty. Universities that purposefully create culturally sensitive wellness programs enhance student growth and institutional branding, generating long-term competitive benefits while supporting the celebration and conservation of regional cultural heritage.

A. International Related Studies

University Brand Image, Student Satisfaction, and Behavioral Responses

Higher education institutions increasingly acknowledge that branding extends beyond enticing prospective students and plays a significant role in shaping students' experiences and long-term behavioral responses. Alwi, Che-Ha, Nguyen, Ghazali, Mutum, and Kitchen (2020) investigated how university brand image affects behavioral outcomes and student satisfaction among Malaysian students studying in the UK. The study indicated that students' opinions of a university's brand image considerably affect their overall satisfaction, good word-of-mouth communication, and loyalty toward the school. The results also showed that favorable brand impressions are reinforced by positive educational experiences, which in turn motivate students to promote their universities to others and uphold positive institutional relationships.

Because it shows that institutional branding is created through students' lived experiences and goes beyond promotional communication, the study is very pertinent to the current inquiry. It acknowledges students as active consumers whose opinions and experiences add to the total worth of the institution brand, much like the current study does. However, whereas Alwi et al. focused primarily on university brand image and satisfaction, the present study specifically investigates how cultural branding, particularly the integration of indigenous traditions into wellness programs, shapes students' perceptions, emotional attachment, and participation.

University Branding and Brand Equity in Higher Education

Pınar (2020) investigated the measurement of consumer-based brand equity in higher education institutions as well as the philosophical underpinnings of university branding. The study stated that universities should be considered as complex branding ecosystems constituted of numerous interacting variables, including institutional reputation, academic excellence, student experiences, stakeholder connections, and organizational identity. The results highlighted that effective university brands must continuously provide relevant experiences that enhance students' opinions of the institution's caliber and legitimacy rather than depending only on marketing initiatives.
The study also emphasized the significance of implementing comprehensive branding strategies that incorporate administrative, academic, and student development roles. This strategy bolsters the claim that because university wellness initiatives affect students' experiences outside of the classroom, they may have a major impact on institutional branding.

The present analysis builds upon these findings by evaluating cultural heritage as an additional dimension of university brand equity. The current study investigates how indigenous cultural identity enhances institutional brand equity through culturally grounded wellness experiences, whereas Pınar's work concentrated on institutional branding from a strategic management perspective.

Consumer-Based Brand Equity in Universities

A comparative study of consumer-based brand equity in higher education institutions operating in developed and emerging educational markets was carried out by Mourad, Meshreki, and Sarofim (2020). Their studies demonstrated that brand equity in universities is influenced by institutional reputation, perceived educational quality, organizational credibility, and students' emotional commitment to the school. The study equally stressed that cultural context greatly affects how students perceive university brands, recommending that branding initiatives should be flexible to local cultural situations rather than depending on standardized marketing tactics.

These results show that institutional brand equity is influenced by cultural characteristics, which makes them extremely important for the current study. However, the prior study adopted a largely quantitative methodology and concentrated on quantifying elements of brand equity. By examining how students encounter culturally grounded branding in their regular involvement in university wellness programs, the current qualitative study enhances previous work and offers deeper insights into the mechanisms via which cultural identification influences consumer behavior.

Brand Equity Dimensions in Higher Education

Through an empirical analysis of the connections between consumer-based brand equity aspects in higher education, Pınar and colleagues made another significant contribution to the literature on university branding. The study showed that university brand equity is strengthened through dynamic interactions between brand awareness, institutional reputation, perceived quality, and emotional attachment. Students who had higher levels of institutional satisfaction likewise indicated stronger organizational commitment and more readiness to engage in university-related activities.

The study validates the concept that institutional branding should be understood as a multifaceted process comprising both rational evaluations and emotive experiences. Nevertheless, the analysis focussed primarily on assessing correlations among brand equity characteristics using quantitative methodologies.

By analyzing how indigenous dances, traditional games, cultural festivals, and community customs influence students' opinions of the institution, the current study, on the other hand, investigates the lived experiences that contribute to those characteristics. Through a qualitative phenomenological method, the study tries to explain the underlying experiences that strengthen institutional brand equity.

University Brand Identification and Student Well-Being

Lee, Ng, and Bogomolova (2020) explored the association between university brand identification, electronic word-of-mouth behavior, and students' psychological well-being. The researchers discovered that students who strongly identified with their university were more likely to engage in positive electronic word-of-mouth communication and reported better levels of psychological well-being. The results imply that institutional identification enhances students' overall university experiences in addition to supporting marketing goals.

This study provides vital support for the present investigation since it indicates that emotional attachment to the university extends beyond academic performance and effects larger elements of student life. However, unlike Lee et al., whose focus centered on digital communication and online activism, the present study analyzes how cultural branding leads to institutional identity by integrating indigenous customs into wellness programs. It is predicted that culturally meaningful events will similarly increase students' emotional attachment and encourage continuous engagement in university activities.

University Branding, Student Experience, and the Consumer Journey

Chen (2025) explored the relationship between university branding, student experience, value perception, and the consumer journey among overseas students enrolling in Japanese higher education institutions. Using qualitative focus group interviews, the study indicated that students develop opinions of university brands through cumulative educational experiences rather than through promotional communication alone. The findings demonstrated that positive student experiences boost views of institutional worth, improve overall satisfaction, and inspire stronger affiliation with the university throughout the student journey. In order to be competitive in the global higher education market, the report also stressed that colleges should incorporate relationship-building, consumer experience, and value perception into institutional branding initiatives.

The study supports the idea that university branding is mostly experiential, which makes it extremely pertinent to the current inquiry. The current study makes the assumption that students create institutional meanings through their involvement in university activities, which is consistent with Chen's findings. However, while Chen focused on the broader student experience and international student mobility, the present study specifically examines how culturally grounded wellness programs become institutional brand experiences that shape consumer behavior and emotional attachment within an indigenous university context.

Experiential Branding in Higher Education

Kuriakose (2023) used a mixed-method study approach to investigate experiential branding techniques in an Indian university. The study analyzed students' views of numerous institutional brand features and determined the components that most strongly influenced the university's experiential brand identity. The results showed that students value real-world learning experiences more than traditional marketing campaigns. Students' judgments of institutional value and brand choice were found to be greatly influenced by meaningful interactions with instructors, campus services, learning settings, and institutional culture. The study suggested that colleges should establish differentiated brand identities by building experiences that reflect students' expectations and institutional capabilities rather than depending exclusively on advertising and promotional initiatives.

By proving that students' lived experiences shape institutional branding, this investigation bolsters the current study. Nevertheless, Kuriakose largely explored experience branding within the framework of educational service delivery. By examining cultural experiences—specifically, indigenous dances, traditional games, community customs, and local cultural values—as unique experiential branding components that affect consumer behavior toward university health programs, the current study expands on this viewpoint.

Brand Image and Enrollment Intentions in Higher Education
Li, Quan, Xiao, Ren, and Abinova (2025) investigated how social media communication and institution brand image affected the enrollment intentions of foreign students. The study indicated that institutional brand image strongly affects the association between communication tactics and students' preferences for higher education institutions. In addition to academic reputation, student support, institutional principles, internationalization, and perceived social responsibility all had an impact on brand image. Students who had good impressions of university brands exhibited higher desire to enroll and better confidence in the institution's ability to provide relevant educational experiences.

The study contributes to the present analysis by emphasizing the strategic value of institutional brand image in determining customer decision-making. While Li and colleagues focused primarily on enrollment intentions among prospective international students, the present study investigates branding after enrollment, specifically examining how cultural branding strengthens existing students' emotional attachment and participation in university wellness programs. This distinction broadens the knowledge of branding beyond recruitment by stressing its significance in sustaining engagement among current students.

Student Experience and University Brand Equity

Students' experiences have a big impact on university brand equity, according to recent studies on higher education branding. Studies have indicated that favorable interactions with institutional programs, campus surroundings, student services, and extracurricular activities correlate to greater institutional reputation, higher perceived value, and improved organizational commitment. Students are more likely to develop trust, loyalty, and positive behavioral outcomes at universities that purposefully create meaningful student experiences.

These findings confirm the conceptual foundation of the present study, which views university wellness programs as institutional brand experiences rather than discrete extracurricular activities. Universities offer experiences that both build institutional identity and foster student growth by incorporating indigenous culture into wellness efforts. Positive emotional reactions that promote long-term involvement and organizational loyalty are anticipated to result from such encounters.

Consumer Experience and Institutional Loyalty

Contemporary higher education research increasingly considers customer experience as a fundamental factor of institutional loyalty. Students who see colleges as delivering authentic, meaningful, and personally relevant experiences display greater organizational commitment, better advocacy, and higher levels of continuing participation. Long-term loyalty and positive word-of-mouth communication are significantly influenced by experiences that promote emotional attachment, a sense of belonging, cultural appreciation, and shared institutional ideals.

The present study builds upon these findings by claiming that cultural branding constitutes an important method via which colleges create meaningful consumer experiences. The study specifically investigates how cultural heritage, traditional games, indigenous dances, and community customs enhance institutional identification, promote emotional attachment, and affect students' behavioral intentions to engage in university health initiatives. The study adds to our understanding of how cultural branding strengthens institutional loyalty in higher education by qualitatively analyzing these lived experiences.

B. Philippine Related Studies

Institutional Branding and Student Choice in Philippine Higher Education

Recent research in the Philippines have demonstrated that institutional branding strongly influences students' preferences, satisfaction, and loyalty toward higher education institutions. In a study published in 2023, Malang and colleagues investigated the connection between students' decision-making and the institutional image of private higher education institutions in the Philippines. The findings demonstrated that university reputation, academic quality, campus environment, and institutional legitimacy strongly influence students' evaluations of educational value and their willingness to remain enrolled. The researchers concluded that institutional branding should be considered as a long-term strategic investment that enhances stakeholder trust and organizational competitiveness.

The study is pertinent to the present analysis since it identifies branding as a key factor of student behavior. However, the research focused mostly on institutional image and enrollment decisions. By examining how cultural branding—more especially, the integration of indigenous heritage into health programs—influences students' emotional attachment and involvement following enrollment, the current study expands on this viewpoint.

Indigenous Knowledge and Higher Education

Research conducted by Filipino scholars has increasingly stressed the necessity of incorporating Indigenous Knowledge Systems and Practices (IKSPs) into higher education. Incorporating local customs, cultural practices, indigenous languages, and community knowledge improves students' cultural awareness and increases institutional relevance, according to studies looking at state colleges situated in indigenous communities.

Several investigations involving colleges in Northern Luzon indicated that culturally responsive educational efforts boost students' appreciation of local heritage while fostering stronger community engagement. These studies also highlighted universities' roles as partners in community development and guardians of indigenous culture in addition to being educational establishments.

Because they imply that indigenous culture is an institutional resource that can build organizational identity, these findings offer significant support for the current study. Nevertheless, past Philippine studies have mostly concentrated on curriculum development and cultural preservation rather than evaluating indigenous culture as a strategic branding advantage. By examining cultural branding from a commercial and marketing standpoint, the current study fills this gap.

Student Engagement Through Cultural Activities

In the Philippines, student engagement has grown in importance as a field of study in education. Recent studies demonstrate that participation in cultural events contributes greatly to students' sense of belonging, leadership development, interpersonal relationships, and institutional commitment. Universities that provide opportunities for students to engage in cultural festivals, traditional performances, heritage celebrations, and community outreach programs report better levels of student participation and organizational involvement.

Researchers also found that culturally significant activities foster social connection, teamwork, and confidence while enhancing students' understanding of their local identity. Because institutional programs reflect their cultural backgrounds and local customs, students who engage in heritage-based activities frequently express higher pride in their university.

By analyzing cultural activities from the standpoint of branding and consumer behavior, the current study expands on these conclusions. The study investigates how cultural events convey institutional identity and affect students' opinions of the university's brand, rather than seeing involvement only as a student development consequence.

Wellness Programs and Holistic Student Development

In order to address students' physical, emotional, social, and psychological well-being, Philippine higher education institutions have been expanding their wellness programs. According to recent studies, involvement in community service projects, leadership camps, mental health programs, recreational sports, and fitness activities all have a good impact on students' academic motivation, interpersonal connections, stress management, and general satisfaction.

Researchers equally note that wellness initiatives increase students' relationship with the university by creating opportunities for meaningful contact beyond the classroom. Students that actively participate in wellness activities indicate better levels of engagement, organizational commitment, and pleasure with campus life.

Despite these contributions, most Philippine research analyze wellness initiatives largely from educational, psychological, or health-related viewpoints. Very less attention has been dedicated to wellness programs as institutional branding experiences capable of promoting university identity and consumer loyalty. By examining wellness efforts from the perspective of brand management, the current study aims to overcome this constraint.

Cultural Heritage and Institutional Identity

Several Philippine studies have underlined the critical significance of cultural legacy in strengthening institutional identity, particularly among state colleges located within culturally significant areas. Scholars contend that incorporating regional customs into university operations enhances institutional uniqueness while fostering cultural preservation. The visual manifestations of institutional identity that set colleges apart from rival establishments include indigenous dances, traditional music, regional celebrations, handicrafts, oral traditions, and customary behaviors.

These research further show that students develop deeper emotional attachment to institutions that celebrate their cultural heritage because such initiatives enhance personal identification and communal pride. Universities that continuously support cultural preservation are likewise viewed as socially responsible institutions devoted to inclusive and community-responsive education.

The present study enriches this body of literature by studying cultural heritage as a strategic branding resource. In particular, it explores the ways in which culturally grounded wellness initiatives affect consumer behavior, institutional image, emotional attachment, and student involvement, offering a marketing viewpoint that has not gotten much scholarly attention in Philippine higher education research.

Corporate Branding and Student Institutional Loyalty

In a private higher education institution in Oroquieta City, Philippines, Buta and Ilusorio (2025) examined the connection between a school's corporate branding, marketing tactics, and students' institutional loyalty. Using a descriptive-correlational approach, the study indicated that strong corporate branding and well-executed marketing initiatives greatly increased students' institutional loyalty. Consistent brand communication, campus accessibility, and institutional reputation were among the best indicators. The researchers came to the conclusion that branding in higher education should involve meaningful student participation and relationship-building initiatives that strengthen institutional identity, in addition to promotional activities.

The results, which show that institutional branding directly influences student loyalty, provide significant support for the current study. However, corporate branding and marketing communication were the main subjects of the earlier study. By looking at cultural branding as a specialized branding approach and highlighting indigenous heritage and wellness programs as ways to increase students' emotional attachment and involvement, the current study broadens this viewpoint.

Higher Education Reputation and Student Loyalty

Lacap and Cortez investigated the connections between institutional reputation, student satisfaction, and student loyalty in municipal colleges, state universities, and private higher education institutions in the Philippines. Their findings suggested that institutional reputation greatly influences student loyalty both directly and indirectly through student pleasure. Students who evaluated their universities as renowned and trustworthy displayed stronger organizational commitment and more desire to recommend their schools to others. The study also showed that the links between reputation, satisfaction, and loyalty are moderated by institutional type, underscoring the significance of context in higher education branding.

The study offers significant proof that students' behavioral intentions are influenced by the reputation of the school. Nevertheless, it concentrated on institutional reputation as the key branding determinant. By examining how culturally grounded wellness experiences affect institutional reputation and commitment through students' lived experiences rather than only through quantifiable perceptions, the current study expands this conversation.

Intangible Cultural Heritage and Filipino College Students

Pastera (2024) studied Filipino college students' awareness of the country's intangible cultural heritage using a qualitative research approach. Through thematic analysis of students' narratives, the study identified several recurring themes, including exposure to traditional art forms, interactions with indigenous communities, appreciation of local values and practices, misconceptions regarding cultural heritage, and recognition of the need to safeguard indigenous traditions. The results showed that students' participation in cultural events, local communities, and educational experiences all influence their understanding and enjoyment of cultural heritage.

This analysis is particularly significant since it reveals that colleges play an essential role in enhancing students' respect of indigenous history. However, the prior study focused mostly on cultural awareness and heritage education. The present study expands previous work by analyzing how indigenous heritage may also operate as a strategic branding resource capable of influencing customer behavior, emotional attachment, and engagement in university wellness programs.

Indigenous Students' Experiences in Higher Education

Gaite (2025) evaluated the educational experiences of Indigenous Filipino students in higher education using a qualitative case study. The results demonstrated how resilient indigenous students were in the face of discrimination, cultural identity concerns, financial difficulties, and academic adjustment. Despite these challenges, participants said that their sense of participation and belonging at the university was improved by culturally sensitive learning environments and institutional recognition of indigenous identity. The study underlined how crucial it is to establish higher education settings that enhance student achievement while acknowledging and respecting indigenous culture.

Because the results highlight the significance of cultural identity in influencing students' university experiences, they are directly pertinent to the current study. Unlike Gaite's study, which focused on educational problems and coping techniques, the present study analyzes how universities might proactively build institutional identity and student participation through culturally grounded branding and wellness activities.

Indigenization in Philippine Higher Education

From a relational and community-centered standpoint, Claros (2025) examined indigenization in Philippine higher education. According to the study, indigenization should be seen as an ethical commitment to fostering respectful partnerships between universities, indigenous populations, knowledge systems, and locations rather than just as adhering to institutional norms. The author stressed that actual collaboration, as opposed to symbolic representation, should be used by higher education institutions to incorporate indigenous perspectives into institutional operations.

This perspective provides considerable theoretical support for the present inquiry since it underscores the relevance of authenticity in incorporating indigenous culture into institutional endeavors. The current study investigates how genuine cultural integration might enhance school branding and impact students' purchasing behavior through wellness initiatives, whereas Claros concentrated mostly on educational policy and indigenization.

Synthesis of the Philippine Studies

The analyzed Philippine studies consistently show that key factors influencing student involvement in higher education include institutional branding, organizational reputation, student satisfaction, indigenous knowledge systems, and cultural identity. Research has demonstrated that students acquire higher institutional loyalty when universities establish reputable reputations, provide meaningful educational experiences, and display real dedication to their mission and values. Likewise, research on indigenous education and cultural heritage emphasize the need of preserving local traditions and integrating Indigenous Knowledge Systems and Practices into university programs to improve cultural identification and student belonging.

There is still a big gap in Philippine literature despite these important contributions. Previous research has typically looked at indigenous education, cultural legacy, student loyalty, and institutional branding as distinct fields of study. Few studies have looked at cultural branding as a strategic brand management strategy in higher education to investigate how these ideas connect. Furthermore, little empirical study has been done on wellness programs as institutional brand experiences that convey cultural identity, encourage emotional attachment, and affect students' purchasing decisions.

By combining consumer behavior, branding theory, and indigenous cultural heritage into a single qualitative study, the current study fills these gaps. Specifically, it explores how culturally grounded wellness programs at Ifugao State University function as branding experiences that strengthen institutional identity, encourage student participation, and contribute to the development of a culturally responsive branding model for higher education institutions.

Synthesis of the Literature and Studies

The examined literature and empirical research jointly illustrate that branding has developed from a typical marketing function into a holistic strategic process that impacts organizational identity, customer perceptions, emotional connection, and long-term stakeholder relationships. Across numerous disciplines, experts continually underline that powerful brands are formed not only via successful communication but also through meaningful experiences that represent organizational values, authenticity, and purpose. These viewpoints are particularly pertinent within higher education, where colleges increasingly compete on the basis of institutional reputation, student experience, community participation, and organizational identity.

According to research on branding and brand management, modern businesses can gain a long-term competitive edge by developing unique identities that appeal to customers. Brand management extends beyond visual identity and advertising efforts to embrace every connection consumers have with a firm. Academic experiences, student services, extracurricular activities, wellness programs, cultural initiatives, and community engagement are examples of these connections in higher education. Collectively, these encounters affect students' opinions of institutional excellence, trustworthiness, and overall brand value.

The studied literature on cultural branding further indicates that culture constitutes an important strategic branding resource capable of creating emotional connections between firms and customers. According to cultural branding theory, companies can create symbolic meanings that connect with the identities of their customers by accurately portraying regional customs, indigenous history, and community values. When an organization's branding reflects genuine cultural narratives rather than flimsy advertising messaging, consumers are more likely to establish trust, loyalty, and positive behavioral intentions.

Consumer behavior literature similarly reveals that individuals' decisions are influenced by psychological, emotional, social, and cultural aspects. As consumers of educational services, students assess universities based on their experiences, institutional ideals, sense of belonging, and emotional attachment in addition to academic quality. Positive behavioral reactions, such as active involvement, institutional dedication, positive word-of-mouth communication, and organizational loyalty, are encouraged by positive educational experiences.

The relevance of authenticity, trust, good brand connections, and emotional engagement in enhancing institutional reputation is further supported by the literature on brand equity. Stronger brand recognition, a positive institutional image, organizational credibility, and student loyalty are all developed by universities that continuously provide valuable educational experiences. Cultural branding contributes greatly to brand equity since indigenous traditions and cultural heritage establish distinctive institutional identities that cannot readily be reproduced by competing colleges.

Institutional branding literature likewise highlights that universities serve as service organizations whose identities are established via students' cumulative experiences. In addition to academic achievement, campus culture, inclusivity, student development programs, and chances for meaningful engagement all have an impact on an institution's reputation. Wellness initiatives consequently provide significant institutional touchpoints via which institutions promote their ideals and establish relationships with students.

The literature further reveals that wellness programs have evolved into intentional institutional experiences encouraging holistic student development while also articulating company values. Contemporary scholarship indicates that recreational activities, cultural festivals, traditional games, leadership programs, and community engagement efforts contribute to students' physical, emotional, social, and cultural well-being. When purposefully created, these encounters boost students' emotional ties to the university and cement institutional identity.

International research consistently shows that university branding affects long-term engagement, consumer behavior, organizational identification, institutional loyalty, and student satisfaction. They likewise reveal that favorable student experiences contribute greatly to institutional reputation and brand equity. However, institutional image, brand equity, service quality, student satisfaction, or enrollment behavior are the main subjects of the majority of worldwide investigations. Relatively few studies address the function of indigenous cultural heritage as a strategic branding resource within university wellness programs.

In a similar vein, research from the Philippines shows that institutional reputation, higher education branding, student loyalty, indigenous knowledge systems, cultural preservation, and student participation are all receiving more scholarly attention. Existing findings suggest that culturally responsive educational environments promote students' appreciation of indigenous heritage and enhance institutional relevance. Nevertheless, these studies often study branding, indigenous education, wellness, and cultural preservation as discrete topics of inquiry rather than combining them into a single branding framework.

Collectively, the examined literature and studies indicate that institutional branding, cultural identity, consumer behavior, student involvement, and wellness programs are intimately interconnected. However, the incorporation of these principles remains limited, particularly within higher education institutions situated in indigenous communities. Therefore, this synthesis promotes the creation of a culturally responsive branding model for higher education institutions and offers a solid theoretical and empirical basis for investigating how cultural branding affects consumer behavior toward university wellness programs.

Research Gap

The analysis of relevant literature and empirical research identifies a number of significant gaps that support the current investigation.

First, although various studies have investigated branding within higher education, most have centered on institutional reputation, service quality, student satisfaction, university image, and enrollment decisions. The majority of current research assesses branding using quantitative metrics related to customer perceptions and institutional performance. Comparatively little work has been spent to understanding how students subjectively experience branding through their participation in university programs and activities.

Second, while Cultural Branding Theory has been widely implemented in commercial marketing, tourism, hospitality, and consumer goods industries, its application within higher education remains limited. Existing investigations hardly address how indigenous cultural heritage operates as a strategic branding resource capable of influencing students' views, emotional connection, consumer behavior, and institutional loyalty. Consequently, there remains limited awareness of how colleges may strategically employ local culture to build their institutional reputations.

Third, past research about indigenous culture in Philippine higher education largely focus on curriculum creation, Indigenous Knowledge Systems and Practices (IKSPs), cultural preservation, community extension, and culturally responsive instruction. These studies offer important educational insights, but they seldom look at indigenous heritage from the standpoint of consumer behavior or strategic brand management. As a result, little is known about the marketing potential of indigenous culture in university branding.

Fourth, current research on university wellness initiatives typically focuses on student growth, leadership, mental health, physical health, or academic achievement. Few studies view wellness initiatives as institutional brand experiences that can convey organizational identity, uphold cultural values, and increase students' sense of loyalty to the university. As a result, little scholarly research has been done on the branding potential of wellness initiatives.

Fifth, most branding studies involve quantitative research methodologies that analyze connections among preset factors. Although these studies offer useful statistical information, they frequently fall short of capturing the personal interpretations, meanings, and lived experiences that explain how branding affects student behavior. Therefore, qualitative studies that delve deeper into students' experiences and produce context-specific insights on culturally grounded branding are required.

Lastly, research on universities situated within indigenous communities in the Philippines is noticeably lacking. Institutions with distinctive cultural resources, like Ifugao State University, have the potential to make a substantial contribution to organizational difference, student engagement, and institutional branding. However, brand management, customer behavior, and experiential marketing have rarely been included when analyzing these resources.

In order to fill these gaps, the current study investigates how cultural branding affects faculty and student involvement in university health initiatives. It specifically looks at how students' views, emotional connection, consumer behavior, and institutional loyalty are influenced by indigenous dances, traditional games, cultural customs, community values, and local heritage. The project aims to create a Cultural Branding Model for University Wellness Programs using a qualitative phenomenological method. This model could help higher education institutions create genuine, culturally sensitive, and long-lasting branding strategies.

This study advances our understanding of Brand Management, Consumer Behavior, and Higher Education Marketing by combining Cultural Branding Theory, Consumer Culture Theory, Self-Congruity Theory, and Brand Equity Theory. Additionally, it offers useful suggestions for lawmakers, marketing experts, student affairs professionals, and university administrators who want to preserve indigenous cultural history through wellness programs while bolstering institutional identity.












CHAPTER 3

RESEARCH METHODOLOGY

Introduction

This chapter provides the research methods adopted in investigating the influence of cultural branding on student engagement in university wellness programs at Ifugao State University. The research design, research location, research participants, sampling strategy, research instrument, data collection methods, data analysis, study reliability, and ethical considerations are all described. These methodological approaches were carefully designed to guarantee that the study systematically analyzes the lived experiences, perceptions, and meanings that students and staff members identify with culturally based health initiatives.

The study intends to examine how indigenous cultural elements introduced into university wellness efforts impact participants' impressions of institutional branding, emotional attachment, consumer behavior, and involvement. Because these phenomena entail subjective interpretations, personal experiences, and socially created meanings, a qualitative methodology provides the most appropriate framework for the inquiry.

Rather than measuring specified factors quantitatively, the study emphasizes participants' narratives and experiences to provide detailed descriptions of how cultural branding occurs inside the university context. The findings are intended to lead to the development of a Cultural Branding Model for University Wellness Programs that may serve as a guide for higher education institutions wanting to promote institutional identity while fostering indigenous cultural heritage and student involvement.

Research Design

This study adopted a qualitative phenomenological research design to analyze the lived experiences of students and faculty members about the influence of cultural branding on participation in university wellness initiatives at Ifugao State University.

Because phenomenology aims to comprehend how people interpret and make sense of their experiences with regard to a specific phenomena, it is applicable. According to Clark Moustakas (1994), phenomenology research focuses on describing the essence of participants' experiences by analyzing how they perceive and interpret a shared occurrence. Phenomenology aims to comprehend individuals' realities from their own viewpoints rather than testing theories or quantifying numerical links.

The phenomenon explored in this study is cultural branding, specifically the integration of indigenous cultural elements—including traditional dances, indigenous games, cultural symbols, local traditions, community values, and Indigenous Knowledge Systems and Practices (IKSPs)—into university wellness programs. These programs are evaluated to discover how they influence students' impressions of the university, emotional attachment, institutional identity, involvement, and consumer behavior.

Participants are able to provide detailed accounts of their individual experiences thanks to the qualitative phenomenological design, which enables the researcher to find recurrent themes that define how cultural branding affects university wellness programs. Rich narrative data gathered through interviews provide insights that cannot be captured through quantitative surveys alone.

Additionally, the study's theoretical underpinnings—Cultural Branding Theory, Consumer Culture Theory, Self-Congruity Theory, and Brand Equity Theory—align with phenomenology. A qualitative method is especially suitable because these theories place a strong emphasis on perceptions, meanings, identity, emotional attachment, and lived experiences.

The study ultimately attempts to build a Cultural Branding Model for University Wellness Programs grounded in participants' life experiences. This methodology is designed to give practical assistance for higher education institutions in establishing culturally responsive branding strategies that improve institutional identity while encouraging student welfare and indigenous cultural preservation.

Research Locale

The study will be carried out at the Lagawe campus of Ifugao State University (IFSU), which is situated in Lagawe. Serving students from different towns in the Province of Ifugao and nearby provinces in Northern Luzon, the university is one of the constituent campuses of Ifugao State University.

Ifugao State University is noted for its commitment to quality instruction, research, extension, production, and cultural preservation. Situated within a province internationally recognized for its rich indigenous legacy, the university provides a perfect venue for investigating the interaction between cultural branding and campus wellness programs. Through academic programs, cultural events, extension services, and student development programs, the school actively supports Indigenous Knowledge Systems and Practices (IKSPs).

The Lagawe Campus often conducts wellness-related events like as sports contests, leisure programs, cultural festivals, indigenous dance performances, traditional games, leadership activities, community outreach programs, and student development initiatives. These programs give opportunity for students to experience the university's cultural identity while participating in activities that enhance physical, mental, emotional, social, and cultural well-being.

The selection of the research locale is based on three essential considerations. First, the university's distinct cultural setting makes it possible to include indigenous customs into academic curricula. Second, access to participants and pertinent university activities is made easier by the researcher's familiarity with the institutional setting. Third, the university's dedication to maintaining Ifugao culture provides an ideal setting for analyzing cultural branding inside higher education.

Consequently, Ifugao State University–Lagawe Campus offers a rich setting for examining how culturally grounded health programs influence students' views, emotional attachment, involvement, and institutional loyalty.

Research Participants

Students and teachers from Ifugao State campus's Lagawe Campus who have actively participated in, planned, or led campus health initiatives that include cultural or indigenous components will make up the study's participants. These people are thought to have important first-hand knowledge and experiences with implementing culturally grounded wellness programs at the university.

A purposive sampling strategy will be applied to identify individuals who can contribute rich, relevant, and meaningful information aligned with the aims of the study. Because it allows the researcher to deliberately identify people who are directly involved with the topic being studied, this sampling technique is suitable for qualitative research. Participants will be selected based on established inclusion criteria to ensure that they have appropriate expertise and comprehension of the university's health programs and their cultural components.

The study seeks to involve about 15 to 20 individuals, although the final number will depend on the attainment of data saturation. Data saturation will be considered achieved when more interviews no longer generate new themes, concepts, or important insights related to the research topics.

The participants may include student leaders who organize wellness activities, student-athletes and students actively participating in university wellness programs, members of cultural performing groups, faculty members involved in wellness-related initiatives, PATHFIT instructors, Student Affairs and Services personnel, and university officials responsible for planning and implementing student development programs. Including participants from these various sectors of the university community is expected to provide diverse perspectives on the implementation of culturally based wellness initiatives and their influence on student participation, institutional identity, and consumer behavior. Such diversity of opinions will lead to a more comprehensive understanding of how cultural branding might boost the promotion of physical activity and well-being within the academic setting.

Sampling Technique

Purposive sampling, a non-probability sampling method frequently employed in qualitative research, will be used in this study to find individuals who have deep, pertinent, and significant experiences with the topic being studied. According to Patton (2015), purposive sampling enables researchers to purposefully select individuals who can provide precise and insightful information that directly addresses the aims of the study. Because it places more emphasis on depth of knowledge than statistical representativeness, this method is especially suitable for qualitative research.

Because this study aims to investigate the lived experiences of people who have either directly participated in or guided university wellness programs that contain indigenous cultural elements, the use of purposive sampling is suitable. The main goal is to gather detailed reports of how participants' perspectives, emotional attachment to the university, involvement in wellness activities, and sense of institutional loyalty are impacted by culturally grounded wellness efforts. By purposefully selecting individuals with firsthand knowledge of these activities, the researcher can create detailed descriptions that lead to a greater understanding of the phenomenon.

Participants will be selected based on particular inclusion criteria. Eligible participants must be currently enrolled students or faculty members of Ifugao State campus–Lagawe Campus who have actively participated in or facilitated campus wellness programs combining indigenous cultural aspects. They must also have engaged in at least one university cultural or wellness activity during the previous academic year, be willing to participate willingly by providing informed consent, and be able to explain their experiences openly and thoroughly during the interview process. Individuals who have no direct engagement in the university's wellness programs or who choose not to participate will be excluded from the study.

The study intends to interview roughly 15 to 20 participants. However, the accomplishment of data saturation will determine the final number of participants rather than a fixed number. When more interviews yield no new information, themes, or viewpoints pertinent to the research questions, data saturation will be deemed achieved. This guarantees that the information gathered is thorough enough to represent the variety of participant experiences.

The study aims to collect information-rich data from those who are most informed about culturally grounded wellness initiatives through the use of purposive sampling. In the context of Ifugao State University–Lagawe Campus, this sampling strategy will allow the researcher to gain a thorough understanding of how cultural branding affects participation in university wellness programs and contributes to students' engagement, institutional identity, and overall wellness experiences.

Research Instrument

A semi-structured interview guide created by the researcher will serve as the main research tool for this investigation.

For phenomenological research, semi-structured interviews are especially suitable since they give participants enough freedom to share their lived experiences while guaranteeing that all research topics are covered. The interview guide will include general, open-ended questions that are bolstered by follow-up inquiries to elicit further details from participants.

The following key topics will serve as the framework for the interview guide:

Part I. Participant Profile

This section will gather basic demographic information, including:
· Age
· Sex
· Academic Program or Office
· Year Level (for students)
· Position (for faculty/staff)
· Participation in wellness programs
· Number of years involved in university activities

Part II. Experiences in University Wellness Programs

Sample questions include:
· Could you give an account of your involvement in campus wellness initiatives?
· Which activities have you participated in most frequently?
· Which elements of these activities held the greatest significance for you?

Part III. Cultural Branding

Sample questions include:
· What impact do local customs, traditional games, cultural festivals, and indigenous dances have on your impression of the university?
· In what ways do these cultural activities reflect the identity of Ifugao State University?
· To what extent does indigenous culture contribute to the significance of university activities?

Part IV. Consumer Behavior and Participation

Sample questions include:
· What encourages you to participate in culturally oriented wellness programs?
· What impact do these activities have on your desire to take part in upcoming university events?
· Have these encounters altered your perception of the university?

Part V. Institutional Loyalty

Sample questions include:
· Do you feel more a part of the university as a result of these cultural events? Why?
· What impact have these encounters had on your sense of pride in attending Ifugao State University?
· Would you urge other students to participate? Why?

Validation of the Instrument
Prior to the performance of data collection, the interview guide will undergo a rigorous expert validation procedure to confirm its validity, relevance, and suitability for the project. The instrument will be assessed by three specialists with specific skills in Business Administration, Marketing, and Qualitative Research. Their knowledge will assist in determining whether the interview questions may yield rich, significant, and pertinent information in line with the study's goals.

The validators will assess the interview guide based on several criteria, including the relevance of the interview questions to the research problem, the clarity and comprehensibility of the language used, the alignment of the questions with the research objectives, the appropriateness of the instrument for a phenomenological inquiry, and the overall comprehensiveness of the interview guide. Their evaluation will ensure that the questions are rationally constructed, easy to comprehend, and capable of capturing the participants' lived experiences with culturally grounded wellness initiatives.

Following the validation process, the comments, ideas, and recommendations made by the experts will be thoroughly scrutinized and incorporated into the final version of the interview guide. The necessary adjustments will be made before the commencement of the interviews to enhance the quality, credibility, and efficacy of the research instrument in capturing accurate and meaningful qualitative data.

Pilot Interview

A pilot interview will be carried out to evaluate the applicability and efficacy of the interview guide prior to the start of the actual data collecting. Two to three individuals who fit the predetermined inclusion criteria but will not be part of the study's final sample will participate in the pilot interview. Excluding these individuals from the actual participants ensures that their preliminary responses do not influence the final findings while allowing the researcher to examine and develop the research instrument.

Determining the interview questions' clarity and comprehensibility, estimating the average length of each interview session, identifying any unclear or confusing questions, enhancing the interview's overall flow and sequencing, and assessing the participants' comprehension of the questions are the main goals of the pilot interview. This procedure will also enable the researcher to examine if the interview guide effectively elicits comprehensive and meaningful responses that are related to the aims of the study.

In order to pinpoint areas that need improvement, the researcher will carefully examine the participants' comments, observations, and answers after the pilot interview. Necessary adjustments will then be made to the phrasing, arrangement, and sequencing of the interview questions to enhance the clarity, coherence, and efficacy of the instrument. To guarantee that the interview guide can produce rich, accurate, and reliable qualitative data, these changes will be finished prior to the start of the actual data collecting.

Data Collection Procedure
The researcher will follow systematic processes to ensure ethical, credible, and orderly data gathering.

Step 1. Securing Approval
The researcher will first get permission from Ifugao State University's Office of Student Affairs, the Graduate School, and the Dean of the relevant college. Approval from the University Research Ethics Committee shall likewise be sought before the initiation of data collecting.

Step 2. Identification of Participants
Potential participants will be found following the defined inclusion criteria. Invitations outlining the study's objectives will be sent out either in person or online.

Step 3. Informed Consent
An informed consent form outlining the study's objectives, voluntary participation, confidentiality precautions, risks, advantages, and participants' freedom to discontinue participation at any moment without incurring penalties will be given to participants.
Participants will only be included if they willingly sign the informed consent form.

Step 4. Scheduling the Interviews
Interview times will be adjusted according to participants' availability. Interviews can take place in person or, if needed, via safe online platforms.
It is anticipated that each interview will go between forty-five and sixty minutes.

Step 5. Conduct of the Interview
Using the validated semi-structured interview guide, the researcher will assist one-on-one interviews.
With participants' permission, interviews will be audio-recorded to ensure correct transcription.
Field notes will also be maintained to capture non-verbal actions, contextual observations, and reflective insights.

Step 6. Transcription
The audio recordings will be verbatim transcribed immediately following each interview.
The transcripts will be examined alongside the recordings to verify completeness and correctness.
In order to make sure that their statements have been appropriately portrayed, participants may be asked to use member checking to confirm certain parts of the transcripts.

Step 7. Organization of Data
All interview transcripts, field notes, reflective journals, and supporting documentation will be tagged and grouped for thematic analysis.
While paper documents will be safely kept in a locked cabinet that only the researcher may access, electronic data will be password-protected.

Data Analysis
The data acquired in this study will be evaluated using **Thematic Analysis**, following the six-phase framework created by Braun and Clarke (2006). This analytical technique is suited for the present study because it provides a systematic and rigorous process for detecting, analyzing, organizing, and interpreting patterns of meaning that emerge from the participants' narratives. Through thematic analysis, the researcher will be able to acquire a clearer knowledge of how students and faculty see the significance of cultural branding in increasing participation in university wellness programs.

Getting acquainted with the data is the initial step in the analytical process. After conducting the interviews, the researcher will transcribe the recorded discussions verbatim and repeatedly read the transcripts while simultaneously listening to the audio recordings. This technique will enable the researcher to become deeply involved in the participants' experiences and perspectives. During this stage, preliminary observations, thoughts, and analytical notes will be written to provide a full comprehension of the data.

The creation of first codes is the main goal of the second stage. The transcripts will be methodically reviewed by the researcher in order to find important phrases, recurrent themes, and comments that are pertinent to the study's goals. Participants' opinions and experiences regarding cultural branding, wellness involvement, institutional identity, emotional attachment, consumer behavior, motivation, and student engagement will be highlighted through coding. Similar responses will be allocated related codes to organize the data for later study.

The third stage, which comes after the coding process, entails looking for themes by organizing linked codes into more expansive conceptual categories that represent common meanings among participant tales. Cultural identity, institutional pride, genuine wellness experiences, emotional attachment, consumer motivation, student involvement, and institutional loyalty are some possible themes. The basis for comprehending how cultural branding affects involvement in campus wellness initiatives will be these concepts.

The researcher will examine and hone the emerging themes in the fourth phase to make sure they appropriately reflect the data gathered and align with the study's goals. Each theme's coherence will be thoroughly assessed by contrasting it with the entire data set and the coded extracts. Significantly overlapping themes will be combined or improved, while those with insufficient evidence will be eliminated.

Determining and identifying the topics is the sixth stage. Every chosen issue will be succinctly explained to convey its fundamental significance and applicability to the research. In-depth justifications will be created to show how each theme advances knowledge of how cultural branding affects institutional engagement and wellness participation in academic settings.

Creating the research report is the final step in the sixth phase. To increase the findings' legitimacy and authenticity, the selected themes will be combined into a cohesive and thorough narrative that is bolstered by participant quotes. The theoretical foundation of the study and pertinent academic literature will be examined in relation to the interpretations. The proposed **Cultural Branding Model for University Wellness Programs** would be developed based on the overall research, providing insights into how culturally grounded branding tactics might improve student engagement, institutional identity, and involvement in wellness efforts.

Trustworthiness of the Study

To ensure the rigor and quality of the qualitative findings, this study will employ the paradigm given by Lincoln and Guba (1985), which measures trustworthiness through four criteria: credibility, transferability, dependability, and confirmability. These criteria provide an alternative to the quantitative ideas of validity and reliability and are commonly recognized in qualitative research.

Credibility

The degree to which the results correctly reflect the viewpoints and life experiences of the participants is referred to as credibility. To build credibility, the researcher will apply many tactics.

First, during the interview process, enough time will be spent conversing with participants in order to achieve prolonged engagement. The researcher will be able to build rapport, comprehend the context of participants' experiences, and collect rich, genuine data with this method.

Second, following the transcription of the interviews, member checking will take place. Participants will have the chance to go over the transcripts of their interviews and make any necessary clarifications, revisions, or confirmations. This procedure reduces researcher misinterpretation and ensures that participants' intended meanings are correctly recorded.

Third, during the coding and theme analysis process, peer debriefing will be used in consultation with the research adviser and professionals in qualitative research. These talks will help question preconceptions, highlight possible biases, and increase the legitimacy of the emerging interpretations.

Lastly, throughout the study process, the researcher will keep a reflective notebook in which they will record methodological choices, observations, and introspective thoughts. This activity improves reflexivity and helps the researcher be aware of potential influences on data interpretation.

Transferability

Transferability refers to the extent to which the findings may be relevant to similar contexts or locations. Qualitative research allows readers to assess whether the results are applicable to their particular circumstances rather than asserting universal generalizability.

To assist transferability, the researcher will provide thick descriptions of the research location, participants, cultural backdrop, university wellness programs, and the processes via which cultural branding is experienced. Readers and future researchers will be able to evaluate the findings' relevance to other higher education institutions, especially those that serve indigenous people, thanks to the detailed accounts of participants' stories and the institutional setting.
Dependability
The consistency and stability of the research process across time are important aspects of reliability. The researcher will keep an extensive audit trail that details each phase of the study in order to guarantee dependability. The study concept, interview guide, informed permission forms, field notes, interview schedules, verbatim transcripts, coding protocols, thematic development, and analytical memos will all be included in the audit trail.

Throughout the course of the study, the researcher will also keep thorough records of all methodological choices, changes, and thoughts. These documents offer transparency and make it possible for future scholars to comprehend the methods used to arrive at results.
In addition, interaction with the thesis adviser and qualitative research professionals will be undertaken throughout the study process to ensure that methodological techniques stay consistent with acknowledged qualitative research standards.

Confirmability

The degree to which the results are based on participant experiences rather than the researcher's preconceived notions or prejudices is known as confirmability.

To ensure confirmability, the researcher will practice reflexivity by regularly reviewing personal views, professional experiences, and potential biases that may influence data interpretation. Throughout the project, these reflections will be recorded in analytical memos and reflective notebooks.

Furthermore, the researcher shall keep all interview recordings, transcripts, coding papers, field notes, and thematic analyses as part of the audit trail. The findings will include verbatim quotes from individuals to show how interpretations are based on their personal stories.

When combined, these tactics guarantee that the study's findings fairly represent the participants' actual experiences and are backed by open and methodical analytical processes.

Ethical Considerations

Throughout the course of this study, the researcher understands the significance of protecting each participant's rights, dignity, privacy, and general well-being. According to this commitment, the study will follow Ifugao State University's ethical policies, standards, and research guidelines as well as the recognized ethical principles regulating qualitative research.

Prior to the commencement of data collection, the researcher will secure the necessary approvals from the appropriate university authorities, including the Graduate School, the campus administration, and the University Research Ethics Committee or Institutional Ethics Review Board, whenever applicable. Until all necessary institutional approvals have been received, no participant interviews or other research activities will be conducted.

Participation in the study will be fully optional. A thorough explanation of the study's goal, aims, procedures, projected length, potential hazards, and expected benefits will be given to those who are invited to participate. With this information, potential participants will be able to decide whether or not to participate. Participants will be made aware of their freedom to refuse to participate in the study or to leave at any time without facing any penalties, coercion, or negative repercussions.

Each participant will receive an informed consent form in easily comprehensible language to guarantee informed participation. The permission form will outline the study's objectives, interview methodology, confidentiality safeguards, voluntary involvement, audio recording techniques, data storage guidelines, and participant rights. The study will only include participants who willingly give their written consent.

The confidentiality and anonymity of all participants will be rigorously respected during the research procedure. To secure participants' identity, pseudonyms or participant codes, such as "Participant 1," "Student A," or "Faculty B," will be used in interview transcripts, data analysis, and the final research report. No identifiable personal information will be disclosed in any publication, presentation, or distribution of the research findings.

The privacy of the participants will also be respected throughout the interview process. Locations that offer sufficient privacy, comfort, and independence from needless interruptions will be used for interviews. Unless otherwise desired by the participant, only the researcher and the participant will be present during each interview session. Additionally, participants will be informed that they are under no duty to give an explanation if they choose not to respond to any question they feel is sensitive or unpleasant.

Every piece of research data will be handled with the utmost security and secrecy. Only the researcher will have access to password-protected digital storage devices containing audio recordings, interview transcripts, field notes, and electronic data. Printed documents will be securely stored in a lockable cabinet to prevent illegal access. All research data will be preserved for the term prescribed by institutional policy and will thereafter be safely destroyed by the permanent deletion of electronic files and the shredding of printed copies.

The researcher anticipates that the study poses only low danger to participants, as it largely analyzes their experiences and attitudes related university health programs and cultural branding campaigns. However, participants will be informed that if they feel uncomfortable, they are free to refuse to answer any questions or end the interview at any moment. Throughout the data collection process, the researcher will conduct interviews with professionalism, sensitivity, and respect while avoiding questions that may cause unnecessary emotional or psychological pain.

The researcher will practice cultural awareness and respect for local customs, traditions, cultural symbols, and Indigenous Knowledge Systems and Practices (IKSPs) because the study involves indigenous cultural heritage. Discussions connected to indigenous culture will be treated with proper attention for community values and cultural customs. To guarantee accurate and culturally acceptable portrayal, these cultural viewpoints shall be respectfully addressed whenever appropriate in the interpretation and presentation of the research findings.

By guaranteeing that the research benefits the institution and its stakeholders, the beneficence principle will direct the study's execution. The results are expected to offer important information for improving university health activities, protecting indigenous cultural heritage, boosting student involvement in wellness programs, and fortifying institutional branding. Additionally, the findings could be used as a basis for creating student engagement initiatives and culturally sensitive marketing techniques in higher education.

Finally, the researcher will uphold the greatest standards of honesty, transparency, and academic integrity throughout every stage of the study process. According to the most recent version of the American Psychological Association's (APA) reference requirements, all ideas, theories, empirical findings, and scholarly publications used in the study will be appropriately acknowledged and cited. Regardless of whether the results support the anticipated outcomes of the study, the researcher is dedicated to avoiding any sort of fabrication, falsification, plagiarism, or misrepresentation of data and will publish the findings honestly, impartially, and responsibly.














CHAPTER 4
PRESENTATION, ANALYSIS, AND INTERPRETATION OF DATA
Introduction
The results of in-depth interviews with students, teachers, and university staff about the impact of cultural branding on participation in wellness programs at Ifugao State University (IFSU) are presented in this chapter. Braun and Clarke's (2006) six-phase theme analysis approach was used to analyze the results. A number of recurrent themes that clarify how institutional branding, marketing tactics, and cultural integration affect students' involvement in wellness programs were discovered through repeated analysis of the interview transcripts.

Theme 1

Participation in Wellness Programs is Primarily Event-Driven

One of the most prominent themes that emerged from the interviews was that students' participation in wellness initiatives is largely event-driven rather than sustained throughout the academic year. Participants frequently stated that their participation in health initiatives was mostly connected to university-wide events like College Week, the Intramural Sports Festival, health Week, and required PATHFIT programs. Outside these formal gatherings, students reported limited opportunity to engage in organized wellness activities.

The findings imply that participation in wellness programs is impacted more by institutional scheduling and academic obligations than by constant personal motivation. Rather than regular leisure options, the majority of respondents said that they became physically active because wellness activities were integrated into academic obligations or significant university festivities.

One participant, Vianee Viloria, shared:
"Since everyone participates in intramural sports and college week, I often only take part in those events. There aren't many wellness-related activities available to students on a regular basis aside from those."

Another participant expressed a similar observation:
"Our wellness initiatives mostly happen during huge occasions. After those events conclude, there are very few programs that continue throughout the semester."

Additionally, a number of respondents stressed that rather than university-wide programming, participation frequently rests on the efforts of certain colleges or student organizations. Students loved the enthusiasm around significant events but concluded that these experiences were insufficient to inspire long-term healthy lives.
Another respondent explained:
"There are activities available, although they are seasonal. Sometimes months pass without any fitness activities save our PE classes."

These testimonies collectively suggest that wellness involvement at Ifugao State University is concentrated around institutional activities rather than becoming an integrated component of ordinary campus life. As a result, rather than ongoing involvement, students generally identify wellness with compliance.

From a consumer behavior perspective, this research demonstrates that students' behavioral responses are substantially influenced by external environmental circumstances. Because the institution offers possibilities that momentarily lower obstacles to involvement, participation happens. However, if these structured opportunities expire, engagement also drops. This pattern illustrates the idea of situational influence in consumer behavior, which holds that decisions about participation or purchases are influenced more by the immediate surroundings than by long-term attitudes or internal drive.

The results also corroborate the Consumer Culture Theory, which contends that frequent social interactions within specific cultural contexts help consumers form meanings and behaviors. Because health activities occur only during institutional celebrations, students have limited opportunities to incorporate wellness involvement into their own identities or everyday routines.

According to Brand Equity Theory, opportunities to strengthen institutional brand linkages are also weakened by inconsistent wellness programming. Strong brands are formed through repeated positive encounters that strengthen company identity. Even though significant events produce unforgettable experiences, their uncommon execution hinders their capacity to foster enduring emotional bonds between students and the university.

These results are congruent with the research of Pine and Gilmore (1999), who contended that memorable experiences become significant organizational assets when they are frequently provided as opposed to happening as isolated incidents. Similarly, Brakus, Schmitt, and Zarantonello (2009) emphasized that repeated brand encounters contribute greatly to customers' emotional attachment and long-term loyalty. This implies that colleges should see wellness initiatives as ongoing brand experiences that convey institutional values throughout the academic year rather than just as yearly events.

The current results also support the findings of Chen (2025), who discovered that rather than isolated promotional actions, students build views of university brands through cumulative educational experiences. Kuriakose (2023) also found that students' views of university value and institutional identity are strongly influenced by relevant institutional experiences.

These results are also in line with research showing that, in the Philippine setting, student engagement rises when colleges offer ongoing chances for involvement rather than restricting activities to formal events. Participants in the present study similarly indicated their desire for more regular wellness initiatives that would enable them to remain physically active while deepening their relationship with the university.

The results show that IFSU has a significant chance to transform wellness initiatives from event-based activities into ongoing institutional experiences from the standpoint of brand management. College Week, Intramurals, and Wellness Week might be seen as anchor events backed by regular weekly and monthly wellness programming rather than as standalone festivities. The university's institutional identity would be strengthened and students' behavioral involvement would be strengthened by such continuity.

According to the results, consistency is necessary for wellness branding to be effective. When health initiatives are incorporated into regular campus life rather of being transient institutional events, students are more likely to form long-term participation habits. The institutional brand of the university and the physical well-being of its students may both benefit from the establishment of year-round, culturally grounded wellness initiatives.

Implications for Brand Management

The findings show that Ifugao State University should migrate from an event-centered wellness approach toward a relationship-centered wellness branding strategy. Consistent wellness programming can establish recurring brand touchpoints that reinforce institutional identity, motivate repeated involvement, and increase students' emotional attachment to the university. The university can create a campus culture that emphasizes both health and indigenous history while transforming wellness participation into a unique aspect of its institutional brand through frequent, culturally sensitive wellness initiatives.

Theme 2

Digital Marketing Significantly Influences Student Awareness and Participation

Another prevalent issue that emerged from the interviews was the crucial role of digital marketing in influencing students' awareness of and involvement in university wellness initiatives. Participants consistently selected digital communication platforms as the key mechanism via which they learned about wellness activities. Facebook pages, Messenger group conversations, departmental announcements, and faculty advisories were listed as the most commonly visited means for information delivery. Respondents typically believed that digital promotion was uneven, with heavy publicity reserved exclusively for significant university events, even if they acknowledged these communication efforts.

The data reveal that marketing communication is a major determinant of students' involvement decisions. Students clarified that early dissemination, innovative presentation, and frequent sharing of information across many digital platforms increase the likelihood that they will engage in wellness activities. Conversely, programs getting less publicity generally suffered lower attendance since many students were either ignorant of the schedule or discovered about the activity only after it had already completed.

One participant, Dorothy Beth Chalanag, explained:
"Intramurals and College Week are promoted very well because they are posted everywhere. But for activities like weekly Zumba, I rarely see announcements, so many students do not know when they are scheduled."

Similarly, Blessie Hupalon shared:
"Occasionally, we learn about wellness initiatives after they have actually taken place. I believe more students would enroll if they were promoted sooner."

Additionally, a number of panelists stressed that because students spend a significant amount of time on digital platforms, social media has emerged as the university's most effective communication medium. Information disseminated via student organization pages, Facebook pages, and Messenger class groups was thought to be easier to reach than printed posters positioned throughout the campus.

Another respondent remarked:
"Every day, students check Facebook. If activities are advertised there with interesting posts, practically everyone will know about them."

The most memorable promotional materials, according to the participants, were brief films that featured student participation, dancing performances, fitness demonstrations, and prior health initiatives. Because they allowed students to see the activities before choosing whether or not to participate, these multimedia displays created excitement.

One respondent explained:
"I remember the videos showing students dancing and exercising. Those movies made the activities look pleasurable, and they urged me to join."

These findings imply that digital communication acts not just as an information-sharing mechanism but also as a persuasive marketing tool capable of influencing students' views and behavioral intentions. Exposure to compelling multimedia content enhances students' curiosity, reduces ambiguity around activities, and develops favorable expectations about the wellness experience.

These results emphasize the significance of brand awareness as the initial step in building solid institutional ties from the standpoint of Brand Equity Theory. According to Aaker (1991), consumers cannot establish good opinions toward a brand if they are uninformed of its presence or activity. Effective digital communication raises awareness of institutional activities in the context of university wellness programs, giving students the chance to interact with the university's brand.
The findings also fit with Consumer Behavior Theory, which highlights the importance of marketing cues on consumer decision-making. Marketing communications serve as outside stimuli that influence consumers' awareness, interest, assessment, and final behavioral reactions. Similar behavioral patterns were shown by the students in this study, suggesting that exposure to appealing and easily accessible promotional content is often the first step towards engagement.

Additionally, the findings provide compelling evidence for the Integrated Marketing Communications (IMC) tenets. IMC emphasizes that firms should deliver consistent and coordinated messages across numerous communication channels to reinforce brand identity and maximize audience engagement. The participants' observations suggest that IFSU's communication efforts remain focussed on major events, whereas minor wellness initiatives receive very less exposure. This unpredictability decreases opportunities to create continual contact with students.

The results are also in line with the Hierarchy of Effects Model, which postulates that phases of awareness, interest, desire, and action are necessary for effective communication. Pupils are not allowed to take part in activities they are not aware of. For students to transition from simple awareness to active involvement, consistent, innovative, and timely digital communication becomes crucial.

According to the interview results, students are increasingly choosing interactive and visual communication styles over traditional text-based announcements. This choice is indicative of modern digital consumer behavior, especially among Generation Z college students who often interact with peer-generated content, interactive social media content, and short-form films. When advertising materials highlighted other students instead of static institutional announcements, participants showed more interest in wellness activities.

These results corroborate Schmidt's (1999) claim that experiential marketing starts prior to the actual consumption event. The entire consumer experience is enhanced by promotional materials that can arouse feelings, curiosity, and expectation. Similarly, Kotler and Keller (2022) stressed that by providing individualized, timely, and interesting communication, digital marketing helps businesses build closer relationships with customers.

The results also align with current research on branding in higher education, which shows that students' perceptions of institutional participation and image are greatly influenced by digital communication. According to research, colleges that deploy interactive digital content increase student engagement because it demonstrates institutional creativity, responsiveness, and student-centeredness. In a similar vein, participants in this study saw innovative digital marketing as proof that the university valued student involvement.

From the standpoint of Cultural Branding Theory, digital media likewise give chances to transmit institutional identity through culturally meaningful storytelling. Videos incorporating indigenous dances, traditional games, cultural festivals, and local heritage not only promote wellness activities but also underline the university's dedication to conserving indigenous culture. Promotional materials with a cultural emphasis were very memorable, according to participants, because they represented both community heritage and student identity.

These observations show that digital communication has a dual purpose within institution branding. First, it educates students about planned wellness events. Second, it promotes institutional principles by displaying the university's commitment to cultural preservation, holistic development, and student participation. As a result, digital marketing is no longer only a promotional tool but increasingly an essential part of cultural branding.

Implications for Brand Management

The results suggest that Ifugao State University should adopt a more integrated, consistent, and student-centered communication approach to bolster its digital marketing strategy. Coordinated marketing using Facebook, Instagram, TikTok, Messenger, and official university communication channels should be used to promote wellness initiatives. High-quality photos, brief videos, student endorsements, and culturally significant information that captures the essence of the university should all be included in promotional materials.

Furthermore, wellness marketing should extend beyond promoting significant institutional events. Digital marketing that emphasize ongoing wellness programs, indigenous exercise activities, traditional games, cultural dance sessions, and student success stories on a weekly or monthly basis would increase institutional awareness and promote continued engagement. With this strategy, digital communication would become a strategic branding instrument that strengthens institutional identity and fosters long-term student engagement.

Theme 3

Attractive and Student-Centered Marketing Encourages Participation

Another major issue that emerged from the interviews was that the quality, inventiveness, and student-centeredness of promotional materials greatly affect students' decisions to participate in campus wellness programs. While participants believed that information transmission is vital, they frequently underlined that good marketing extends beyond simply advertising an activity. Rather, advertising materials ought to pique students' interest, generate enthusiasm, and enable them to see themselves taking part in the event.

According to the participants, promotional tactics that were participatory, visually appealing, and focused on students were significantly more compelling than conventional communication techniques. Compared to printed posters or announcements with a lot of text, social media posts with brief films, pictures of past events, student testimonials, countdowns, and interactive content were thought to be more engaging. Students clarified that when promotional materials create joy, excitement, and a sense of community, they are more likely to join.
One participant, Alexander Naddul, shared:

"Because they can already know what the activity will entail, creative videos greatly motivate students to engage. If the promotion piques their attention, more pupils will want to participate."

Similarly, Mia Sarah Calingayan stated:

"Videos on Facebook, Instagram, or TikTok are my favorites since they grab my attention right away. Videos pique my interest in learning more about the event, while posters are easy to ignore."

Several respondents likewise explained that they were more motivated when promotional materials featured fellow students rather than generic institutional announcements. Seeing peers, acquaintances, and student leaders participating in earlier wellness activities enhanced their confidence and enthusiasm to attend future initiatives.

Another participant remarked:

"When I see students like us enjoying the activity, I feel that I can also participate. It gives the occasion a friendly and joyful appearance."

Additionally, participants stressed that incentives like diplomas, awards, recognition, or chances for social interaction increased the effectiveness of promotional activities. These awards were considered not just as external motivators but also as symbols of appreciation that encouraged continuous engagement in wellness efforts.

One respondent explained:

"Students occasionally participate because there are rewards, but soon they come to love the activity itself. All the incentives do is entice individuals to give it a try."

Conversely, respondents repeatedly regarded traditional promotional approaches—such as static posters, long announcements, or poorly designed advertisements—as useless in garnering student interest. Because printed announcements were in competition with so many other campus reminders, many participants acknowledged that they frequently ignored them.

These findings reveal that the appeal of marketing content significantly impacts students' behavioral intentions. Effective marketing is therefore not just decided by the amount of information offered but also by how that information is delivered. Promotional materials that are visually appealing, emotionally compelling, and suitable with their digital media consumption habits are becoming more and more expected by students.

These results show how marketing stimuli affect consumer decision-making from the standpoint of consumer behavior theory. Promotional materials work as external cues that attract attention, generate interest, and induce behavioral reactions. In addition to the activity itself, students assess how appealing the communication promoting it is. Thus, before students ever engage in the health program, smart marketing raises perceived value.

The data also significantly corroborate the principles of Experiential Marketing proposed by Schmitt (1999). According to experiential marketing, customers react better to encounters that appeal to their senses, emotions, intellect, and interpersonal connections. Participants in this study said that before they actually attended health events, they were able to envision the fun and social interaction connected with them thanks to promotional films, photos, and student testimonies. In this way, the wellness experience included the marketing effort itself.

In a similar vein, Self-Congruity Theory offers a significant justification for these results. The hypothesis indicates that consumers are more likely to support brands that represent their self-image and personal identity. Students clarified that compared to generic commercials, promotional materials that highlighted other IFSU students, campus settings, and culturally relevant activities produced a stronger sense of identification. Participation became more relevant to them personally because they saw these efforts as genuine representatives of their campus community.

These results also support the Social Identity Theory, which holds that people get some of their identity from the social organizations they are a part of. Observing peers actively participating in wellness activities increased participants' enthusiasm to engage. Student-centered marketing thereby enhances the notion that wellness participation is a shared campus experience rather than an individual necessity.

The results of the interviews further support Brand Equity Theory, especially the aspect of brand associations. Positive linkages between the institution and pleasurable wellness experiences are produced via appealing marketing. Students start to associate Ifugao State University with originality, innovation, inclusion, and student-centeredness when they come across favorable advertising content on a regular basis. These favorable connections promote long-term involvement and strengthen the institutional brand.

The results align with earlier studies covered in Chapter 2.Brakus, Schmitt, and Zarantonello (2009)emphasized that positive brand experiences begin before consumption through marketing communications that drive customers' emotions and expectations. Similarly, Kotler and Keller (2022) contended that rather than only offering information, modern marketing should add value by emotionally connecting with customers. Participants in the present study demonstrated these principles by reporting that creative advertising materials inspired excitement, curiosity, and anticipation that influenced their participation selections.

The results also align with current higher education marketing research, which show that colleges adopting interactive and student-centered communication tactics produce higher levels of student engagement. Institutions that exhibit actual student experiences through digital storytelling are often seen as more approachable, innovative, and attentive to student needs. These findings are in line with the participants' inclination for advertising efforts that show actual students participating in worthwhile wellness initiatives.

From the standpoint of Cultural Branding Theory, attractive marketing becomes even more influential when it combines indigenous cultural characteristics. Videos including native dances, indigenous games, traditional clothing, and local music, according to participants, were especially memorable since they reflected the community's history as well as the university's identity. In addition to encouraging involvement, these promotional materials enhanced students' understanding of their cultural identity.

These findings show that culturally meaningful promotional tactics communicate more than event information—they also convey institutional values. Students saw commercials with cultural themes as proof of the university's dedication to upholding indigenous culture and fostering all-around student growth. As a result, marketing started to play a significant role in using culture to express institutional identity.

Overall, the results show that innovation, sincerity, and student involvement are essential for effective wellness marketing. Promotional materials that reflect students' interests, embrace digital media trends, and highlight local culture are substantially more effective than standard advertising tactics. Ifugao State University may turn wellness promotion into a dynamic branding campaign that not only boosts participation but also fortifies institutional identity and enduring student loyalty by implementing student-centered marketing tactics.

Consequences for Brand Management

Ifugao State University should implement a student-centered experiential marketing strategy for all wellness activities, according to the findings. The institution should invest in digital storytelling through short-form videos, student testimonials, interactive marketing, and multimedia content with cultural themes rather than depending mostly on printed notifications. Peer-generated content, wellness ambassadors, and student influencers can all help students become more authentic and credible.

To further emphasize the university's distinct cultural identity, marketing campaigns should constantly feature indigenous dances, traditional games, local music, and community customs. Such a strategy not only improves student participation but also differentiates Ifugao State University from other higher education institutions by establishing culture as a major component of its institutional brand.

Theme 4

Cultural Branding Strengthens Institutional Identity and Student Engagement

Perhaps the most significant topic that emerged from the interviews was the realization that integrating indigenous culture into university wellness programs promotes institutional identity while promoting student participation. Participants consistently regarded culturally grounded wellness activities as more meaningful than standard fitness programs because they concurrently foster physical well-being, cultural appreciation, and a sense of belonging to the university community. Students saw these events as genuine manifestations of the university's dedication to conserving and honoring Ifugao's rich cultural legacy rather than just as leisure activities.

The interview results suggested that students highly value health activities combining indigenous dances, traditional chants, local music, cultural dress, and traditional games such as kadang-kadang and uggub. These events were seen as distinctive experiences that set Ifugao State University apart from other universities. Participants indicated that participating in culturally themed wellness programs helped them to celebrate their identity while engaging in physical activity, so making the experience more fun, memorable, and personally significant.

One participant, D'Artagnan Cortez, explained:

"I like activities where we perform our traditional dances and wear our ethnic dress because they make me proud of who we are. We are protecting our culture in addition to exercising."

Another respondent shared:
"Incorporating our customs into wellness activities gives them greater significance as they serve as a reminder of our identity as Ifugao students."

Several students remarked that culturally integrated wellness activities built a closer emotional connection with the university. They felt that rather than just planning leisure activities, these initiatives demonstrated the institution's sincere dedication to conserving indigenous history. Consequently, students perceived the university as an institution that values both holistic wellness and cultural identity.

One participant remarked:
"When the university adds traditional games and dances, it seems different. It demonstrates that the school cherishes our culture, not only athletics or exercise."

Despite these favorable opinions, participants frequently pointed out that culturally themed wellness initiatives were typically limited to special occasions like Indigenous Peoples Month, College Week, or cultural festivals. The fact that these measures were not maintained throughout the academic year disappointed a lot of people.

One respondent stated:
"Although the cultural events are entertaining, they typically only take place once. I wish they were part of our regular wellness programs because many students love them."

Another participant added:
"After the party finishes, we rarely experience those events again. It would be better if they become regular campus programs."

These narratives show that students acknowledge the significance of cultural branding but believe its full potential has not yet been realized because implementation remains predominantly event-based. Participants responded that regular cultural programming would increase both student participation and institutional identity.

These results are especially noteworthy from the standpoint of Cultural Branding Theory. Douglas Holt (2004) asserts that companies create strong brands by integrating genuine cultural narratives that connect with the identities and values of their target customers. Successful companies create emotional connections by portraying significant cultural experiences rather than depending only on logos, slogans, or advertising campaigns. This idea is vividly reflected in the participant narratives, which show how indigenous dances, traditional games, cultural symbols, and regional customs function as genuine branding components that set Ifugao State University apart and foster stronger emotional ties with students.

Consumer Culture Theory, which contends that consumers create social and personal identities through culturally significant events, is likewise supported by the data. Students in this study did not perceive health activities exclusively as opportunities for physical activity. Rather, they saw culturally grounded activities as experiences that validated their identity as members of the university community, improved their sense of belonging, and reinforced their heritage. As a result, engaging in wellness became a cultural expression as well as a health-related activity.

In a similar vein, Self-Congruity Theory offers additional context for these results. According to the hypothesis, customers are more inclined to interact with businesses whose identity and values coincide with their own. Participants said that they felt a stronger connection to wellness programs involving indigenous customs since these activities reflected their cultural heritage and personal identity. This congruence between institutional ideals and student identity improved their motivation to participate and strengthened their emotional attachment to the university.

The results also support Brand Equity Theory, especially the aspects of brand loyalty and brand associations. Participants consistently connected culturally themed wellness activities with authenticity, inclusivity, pride, and community. These positive associations boost the university's institutional image and contribute to stronger emotional loyalty among students. Wellness programs become unique institutional experiences that are challenging for other colleges to duplicate when they regularly reflect indigenous heritage.

The interview data also supports the idea of experiential branding, which highlights that businesses build enduring connections by providing meaningful experiences as opposed to just advertising services. Cultural wellness programs that blended physical exercise with music, storytelling, customs, and community involvement were frequently described by students as memorable. These encounters strengthened institutional commitment by evoking feelings that went beyond the activities themselves.

The current results align with the literature presented in Chapter 2. According to Holt (2004), culturally genuine businesses foster deeper emotional connections since they stand for a common identity and set of values. Similarly, Aaker (1996) contended that long-term brand equity is greatly influenced by unique brand connotations. These ideas imply that colleges with distinctive cultural resources might enhance their institutional brands in higher education by incorporating those resources into the student experience.

The findings are also consistent with studies on higher education branding revealing that students build better institutional loyalty when universities create authentic experiences reflecting their mission, vision, and community identity. Rather of considering branding as solely promotional, participants perceived culturally based wellness initiatives as concrete manifestations of institutional values. Long-term participation, institutional legitimacy, and trust are all strengthened by this perception.
Within the Philippine context, the findings confirm earlier research emphasizing the need of integrating Indigenous Knowledge Systems and Practices (IKSPs) into higher education. However, while much of the previous literature focuses on curriculum development and cultural preservation, the present study expands this understanding by proving that indigenous culture also acts as a strategic branding resource. Thus, by connecting cultural preservation with brand management, customer behavior, and student engagement, the findings add new information.

The persistence of cultural branding is an equally significant finding. Participants frequently clarified that the infrequent execution of culturally grounded wellness programs reduces their efficacy. Despite the fact that students place a high value on these events, they are still centered around yearly festivities rather than being incorporated into everyday campus life. Opportunities for recurring brand experiences, which are crucial for creating enduring emotional attachment and institutional loyalty, are restricted by this inconsistency.

From a brand management viewpoint, our findings imply that Ifugao State University possesses a particular competitive advantage that has not yet been properly used. Unlike many colleges that rely exclusively on traditional promotional techniques, IFSU has access to a rich indigenous heritage that can serve as a compelling institutional differentiator. By incorporating cultural practices within regular wellness programs, the university may build a unique institutional identity that connects with students while encouraging cultural preservation and holistic development.

Implications for Brand Management

The findings imply that Ifugao State University should implement a cultural branding strategy in which indigenous heritage becomes a permanent component of its health efforts rather than an infrequent part of special events. Traditional dances, indigenous games, local music, cultural fitness sessions, and community-based wellness activities should be blended into regular campus programming to generate continuous brand experiences.

Additionally, to strengthen the university's distinct institutional character, digital marketing efforts should regularly include health initiatives with a cultural foundation. Highlighting actual student participation in indigenous customs can boost emotional engagement, separate the university from rival schools, and build stronger institutional loyalty.
Ultimately, the data reveal that cultural branding is not only a promotional method but a strategic resource that connects institutional identity, student involvement, wellness promotion, and heritage preservation. Culturally based wellness initiatives have the potential to become a distinguishing aspect of Ifugao State University's brand through consistent execution, improving the institution's standing with students.

Theme 5

Sustainable Wellness Programming Requires Stronger Institutional Support

The last issue that surfaced from the interviews emphasizes how crucial organizational support and institutional dedication are to maintaining campus wellness initiatives. Participants frequently stressed that the long-term success of these programs depends on methodical planning, sufficient resource allocation, efficient coordination, and ongoing institutional support, even though they had positive opinions of the university's wellness initiatives and valued the incorporation of indigenous culture into particular activities.

Many wellness programs are still irregular and heavily focused on significant institutional events, according to observations made by both students and university staff. Even while these events are successful in getting students involved during implementation, their infrequent occurrence lessens their overall influence on students' wellness practices and undermines chances for long-term engagement. Participants stated that wellness programs should become an essential component of school life rather than isolated annual or semester-based events.

The interviews with university personnel provided useful insights into the organizational challenges affecting wellness initiatives.The Sports Development Office's Jenelyn Cutiyog clarified that because wellness events are typically held during regular class hours, scheduling difficulties often result in lower student involvement. Additionally, she noted that a lot of activities center around a small number of fitness programs, especially Zumba classes, which leaves a lack of diversity to accommodate students' diverse interests.

She explained:
"Since many of our activities fall on the same day as school, scheduling is one of our main problems. Additionally, we frequently repeat the same exercises, which might cause pupils to become disinterested."

In a similar vein, Michelle Bongayon of the Socio-Cultural Affairs Office pointed out that major sporting events and physical education programs continue to be closely linked to health initiatives. Although these programs are beneficial, she stressed that they don't give students ongoing chances to practice holistic wellbeing during the school year.

She stated:
"Most wellness activities occurs during Physical Education sessions or big university events. There are very few shows that continue consistently throughout the year."

The experiences that students reported throughout the interviews are supported by these institutional observations. Participants frequently expressed a strong need for health programs that are accessible to all colleges, provided on a regular basis, and sensitive to the varied interests of students. Many students stated that while they place a high importance on culturally grounded wellness programs, the lack of continuity makes them less inclined to regularly engage.

One participant shared:
"More students would form the habit of participation if there were monthly events rather than just annual ones.."

Another respondent remarked:
"Since different people love different kinds of activities, there ought to be more options. While some like outdoor sports, others like conventional games, and yet others prefer dancing."

These stories show that successful wellness programs need an institutional framework that continuously encourages student participation through inclusive and varied possibilities, not just isolated events.

These results emphasize how crucial it is to provide a consistent brand experience from the standpoint of brand management. Strong institutional brands are developed via consistent encounters that uphold the organization's identity and principles rather than sporadic marketing campaigns. Students have the chance to witness the university's dedication to health, culture, inclusivity, and community involvement through each wellness event. When these events occur consistently, they reinforce students' opinions of the institution and contribute to long-term organizational loyalty.

The findings also correlate with the ideas of Relationship Marketing, which highlight the significance of creating long-term connections with stakeholders rather than focusing simply on single transactions or isolated events. By continuously adding value to the student experience, universities, like service companies, cultivate close relationships with their students. Thus, wellness programs serve as relationship-building activities that promote loyalty, commitment, trust, and satisfaction.

Likewise, Service-Dominant Logic suggests that value is co-created through interactions between firms and their stakeholders. Participants in this study frequently identified wellbeing as a shared experience encompassing students, staff members, administrators, and the wider university community. This suggests that active cooperation between different university stakeholders is just as important to the success of wellness initiatives as institutional design.

The findings further support Brand Equity Theory, notably the premise that good brand associations grow through regular implementation of organizational commitments. Students often underlined that they appreciate the university's commitment to wellness and cultural preservation. They did point out that these favorable judgments are weakened by inconsistent implementation, though. To increase institutional brand equity, wellness initiatives must become reliable parts of campus life rather than infrequent institutional events.

These findings are also in line with Experiential Marketing Theory, which suggests that when memorable events happen frequently and authentically, they become significant organizational assets. Participants perceived wellness activities as opportunities to make connections, celebrate culture, enhance physical health, and increase their connection to the university. Sustaining these encounters over time would enable the university to establish stronger emotional relationships with students.
The findings also accord with prior studies reported in Chapter 2. Research on higher education branding consistently reveals that continual student participation adds to stronger institutional image, student happiness, and organizational loyalty. Likewise, studies on wellness promotion emphasize that persistent programming is more beneficial in encouraging healthy behaviors than isolated treatments. By showing that regular wellness programming also enhances institutional branding through recurring cultural and sensory exchanges, the current study expands on previous findings.

The understanding that organizational support serves as an enabling component for cultural branding is a significant contribution of this study. Although they valued culturally themed wellness programs, participants thought their impact would be significantly higher if they were backed by long-term planning, sufficient funding, interdisciplinary cooperation, and persistent marketing campaigns. To put it another way, cultural branding is insufficient on its own unless it is combined with organizational structures that can maintain significant student experiences.

These results imply that Ifugao State University should take a strategic approach to wellness management from a managerial standpoint. The university should incorporate wellness into its larger institutional branding plan rather than seeing wellness initiatives as discrete duties of particular offices. The creation of a holistic wellness ecosystem that supports students throughout the academic year would be made easier by cooperation between the Sports Development Office, Socio-Cultural Affairs Office, Student Affairs and Services, academic departments, professors, and student organizations.

Regular cultural fitness sessions, indigenous dance classes, traditional games festivals, wellness campaigns, outdoor recreation programs, peer wellness ambassadors, and digital engagement initiatives are a few examples of such an ecosystem. These initiatives would strengthen the university's identity via ongoing execution while also encouraging community involvement, cultural appreciation, and physical well-being.

Consequences for Brand Management

The results show that long-term organizational commitment is necessary for successful institutional branding. Ifugao State University should create a wellness strategy for the entire campus that is backed by well-defined regulations, consistent programming, adequate funding, and cooperative leadership between academic and administrative departments.

Additionally, as each activity affects students' opinions of the institution's overall quality, authenticity, and dedication to holistic education, wellness activities should be incorporated into the university's strategic branding plan. Ongoing wellness initiatives with a strong cultural foundation can improve institutional loyalty, boost brand equity, and establish the university as a pioneer in culturally sensitive higher education.

Ultimately, the data suggest that organizational support is the foundation upon which successful cultural branding and wellness promotion are constructed. Ifugao State University can turn wellness from a collection of discrete activities into a defining feature of its institutional identity by institutionalizing culturally grounded wellness initiatives. This will create long-lasting benefit for students, the university, and the larger community.

Summary of the Emergent Themes

Five interrelated topics emerged from the thematic analysis of the interview data, which together describe how cultural branding affects students' involvement in Ifugao State University's wellness initiatives.

Students typically engage in wellness activities during institutional events like intramural sports, college week, wellness week, and physical education classes, as evidenced by the first theme, Participation in Wellness Programs is Primarily Event-Driven. Students hardly ever participate in wellness programs outside of these planned events, despite the fact that these activities effectively promote involvement. This research implies that present wellness initiatives perform more as isolated institutional activities than as continuous programs that support long-term healthy behavior.

The second subject, "Digital Marketing Significantly Influences Student Awareness and Participation," highlights how important communication is to promoting student engagement. Students rely mostly on Facebook, Messenger group chats, departmental pages, and faculty announcements to acquire information regarding wellness activities. However, participants reported that promotional efforts remain inconsistent, particularly for smaller wellness projects. As a result, there are fewer opportunities for participation because many students only learn about events after they have already occurred.

The third element, Attractive and Student-Centered Marketing Encourages Participation, further illustrates how originality and relevancy are just as important to the success of promotional activities as information distribution. Participants generally chose visually appealing advertising videos, interactive social media campaigns, and student-generated content to conventional posters and text-based announcements. The significance of experiential and peer-centered marketing methods is highlighted by the fact that students reported that witnessing their peers actively participating improved their enthusiasm to get involved.

The study's main conclusion was the fourth theme, "Cultural Branding Strengthens Institutional Identity and Student Engagement." Indigenous dances, traditional games, traditional clothing, local music, and Indigenous Knowledge Systems and Practices (IKSPs) were frequently mentioned by participants as significant elements of university health initiatives. These culturally relevant events increased institutional pride, improved students' sense of belonging, and set Ifugao State University apart from other universities. However, panelists also observed that these activities are often implemented just on special occasions, limiting their long-term influence on student involvement.

Lastly, the fifth topic, "Sustainable Wellness Programming Requires Stronger Institutional Support," emphasizes how crucial organizational commitment is to maintaining wellness programs. Both students and university personnel agreed that effective wellness programming involves systematic planning, regular implementation, diversified activities, enough funds, coordinated leadership, and persistent promotional efforts. For culturally grounded wellness programs to become long-lasting elements of campus life, participants believed that institutional support was crucial.

When taken as a whole, these themes show how communication tactics, commercial efficacy, cultural significance, and institutional commitment combine to influence wellness participation. The results also show that colleges can use cultural branding as a strategic tool to bolster institutional identity and promote ongoing student involvement. However, continuous application, successful digital communication, and ongoing organizational support are necessary for cultural branding to succeed.

The construction of the suggested Cultural Branding Model for University Wellness Programs, which is discussed in the part that follows, is based on the synthesis of these findings.

PROPOSED CULTURAL BRANDING MODEL

Institutional Support and Leadership
│
▼
Consistent Wellness Planning and Programming
│
▼
Integrated Digital Marketing Strategies
(Facebook • Instagram • TikTok • Messenger • Videos)
│
▼
Student-Centered Promotional Experiences
(Creative Content • Peer Influence • Incentives)
│
▼
Cultural Branding Components
(Indigenous Dances • Traditional Games • IKSPs •
Local Music • Cultural Attire • Community Values)
│
▼
Positive Student Brand Experience
(Enjoyment • Cultural Pride • Belongingness • Trust)
│
▼
Increased Student Participation
│
▼
Institutional Loyalty and Brand Advocacy
(Continued Participation • Positive Word-of-Mouth •
Institutional Pride • Strong University Image)

Discussion of the Proposed Cultural Branding Model
The proposed Cultural Branding Model for University Wellness Programs illustrates the process through which institutional support, marketing strategies, cultural identity, and student experiences collectively influence participation in university wellness programs.

The model begins with institutional support and leadership, recognizing that effective wellness initiatives require organizational commitment, strategic planning, resource allocation, and collaboration among university offices. The interviews revealed that without sustained institutional support, wellness activities remain fragmented and largely confined to major university events.

Institutional support enables the implementation of consistent wellness programming, ensuring that wellness initiatives become continuous features of campus life rather than isolated celebrations. Regular programming provides students with repeated opportunities to engage in activities that promote physical health, cultural appreciation, and community participation.

The model further recognizes the importance of integrated digital marketing strategies. Participants consistently identified digital platforms as their primary sources of information regarding university activities. Coordinated communication through Facebook, Instagram, TikTok, Messenger, and other digital platforms increases awareness while reinforcing the university's institutional identity.

Digital communication becomes more effective when combined with student-centered promotional experiences. Creative videos, student testimonials, peer participation, interactive content, and meaningful incentives increase students' curiosity, emotional engagement, and willingness to participate. These promotional strategies transform marketing into an experiential process rather than a simple dissemination of information.

At the center of the model lies cultural branding, representing the study's principal contribution. Indigenous dances, traditional games, local music, cultural attire, community traditions, and Indigenous Knowledge Systems and Practices (IKSPs) function as authentic branding elements that distinguish Ifugao State University from other institutions. These cultural components communicate organizational values while strengthening students' identification with the university.

The interaction between marketing and cultural branding creates positive student brand experiences characterized by enjoyment, cultural pride, belongingness, emotional attachment, trust, and authenticity. These experiences encourage students to perceive wellness activities not merely as physical exercises but as opportunities to celebrate their cultural identity and strengthen their connection with the institution.
Positive experiences subsequently increase student participation, resulting in higher attendance, sustained involvement in wellness initiatives, and greater willingness to engage in future university activities.

Ultimately, continuous participation contributes to institutional loyalty and brand advocacy. Students who repeatedly experience meaningful and culturally relevant wellness programs develop stronger institutional pride, recommend university activities to others, and become advocates of the university's mission and values. These outcomes strengthen the university's brand equity while supporting its commitment to holistic student development and cultural preservation.

The proposed model demonstrates that cultural branding is not simply a promotional technique but a comprehensive strategic approach integrating organizational leadership, marketing communication, cultural heritage, and student engagement. It provides a practical framework that can guide Ifugao State University and other higher education institutions in designing sustainable, culturally responsive wellness programs that strengthen institutional identity while promoting student participation.
This model also extends existing branding and higher education literature by illustrating how indigenous cultural resources can serve as strategic assets in university brand management. It therefore represents the principal theoretical and practical contribution of the present study.





CHAPTER 5
SUMMARY, CONCLUSIONS, RECOMMENDATIONS, AND MANAGERIAL IMPLICATIONS
Summary of the Study
This qualitative phenomenological study evaluated the influence of cultural branding on student involvement in university wellness initiatives at Ifugao State University–Lagawe Campus. The study specifically aimed to build a culturally responsive branding model that may direct future university wellness programs, investigate the function of marketing in promoting participation, and comprehend how students and university staff see culturally grounded wellness initiatives.

The study was anchored on Cultural Branding Theory, Consumer Culture Theory, Self-Congruity Theory, and Brand Equity Theory, which collectively describe how authentic cultural experiences influence consumer perceptions, institutional identity, emotional connection, and engagement. Purposive sampling was used to conduct in-depth semi-structured interviews with university staff, faculty, and students who were directly involved in wellness initiatives. The interview data were analyzed using Braun and Clarke's (2006) six-phase theme analysis.

Five significant topics emerged from the investigation. First, student participation in wellness initiatives remains predominantly event-driven, with involvement centered during Physical Education classes, Intramural Sports, College Week, and Wellness Week. Second, even if promotional efforts for smaller activities are frequently uneven, internet marketing has a substantial impact on students' awareness of health initiatives. Third, more involvement is encouraged by appealing and student-centered promotional techniques, especially those that make use of interactive digital content and peer participation. Fourth, incorporating indigenous culture into health initiatives boosts student involvement, institutional identity, and cultural pride. Finally, sustainable wellness engagement requires improved institutional support through regular programming, coordinated leadership, and effective resource allocation.

Based on these findings, the study developed a Cultural Branding Model for University Wellness Programs, illustrating how institutional leadership, integrated digital marketing, culturally grounded wellness activities, and positive student experiences collectively strengthen participation, institutional loyalty, and brand advocacy.

Conclusions

According to the study's findings, academic requirements and institutional events have a greater impact on students' participation in wellness programs at Ifugao State University than does consistent volunteer involvement. The absence of ongoing, year-round wellness programming restricts students' chances to form long-lasting healthy habits and sustain regular participation in physical activity and wellness initiatives, even though university-wide events like Wellness Week and other planned activities effectively promote participation.

The study also finds that marketing communication is essential for raising students' knowledge of and involvement in wellness initiatives. Digital platforms, particularly social media, have become the key routes via which students acquire information regarding campus wellness programs. However, inconsistent advertising tactics frequently limit the efficacy of these communication efforts, which lowers visibility and understanding of numerous university-sponsored health initiatives.

Furthermore, the results show that effective wellness marketing goes beyond just spreading knowledge. The efficiency of promotional programs rests heavily on their inventiveness, relevancy, and capacity to actively engage students. Compared to conventional promotional techniques, marketing tactics that include visually appealing multimedia content, student-generated materials, peer interaction, interactive communication, and captivating digital campaigns are significantly more successful in encouraging student participation.

Additionally, the study demonstrates that cultural branding is an important strategic tool for enhancing Ifugao State University's institutional identity. Incorporating Indigenous dances, traditional games, local music, traditional clothing, and Indigenous Knowledge Systems and Practices into wellness programs enhances students' experiences and increases their appreciation for their cultural heritage, sense of belonging, and institutional pride. These culturally grounded activities distinguish the university from other higher education institutions while building deeper emotional relationships between students and the institution.

Furthermore, the findings suggest that sustaining student participation in wellness initiatives requires extensive institutional support. Transforming wellness initiatives into long-lasting institutional practices that support student engagement, organizational commitment, and campus well-being requires ongoing implementation of wellness activities, interdisciplinary collaboration, effective leadership, diverse programming, and strategic marketing efforts.

The study comes to the conclusion that the suggested Cultural Branding Model provides a creative and useful framework for fostering student wellness while also enhancing institutional branding and protecting indigenous cultural heritage. The strategy has the ability to boost student participation, foster long-term institutional loyalty, and improve the university's competitiveness by fusing genuine cultural experiences with purposeful marketing and ongoing institutional commitment. Therefore, cultural branding appears as a legitimate and sustainable technique that higher education institutions may use to promote holistic student development while conserving and expressing their unique cultural identity.

Recommendations
In light of the findings and conclusions of the study, the following recommendations are offered:

For University Administration
The university administration should institutionalize a holistic wellness strategy that blends cultural branding into its long-term growth objectives. Instead than being restricted to significant institutional events, wellness activities ought to be undertaken throughout the academic year. Policies encouraging regular wellness activities, proper financing, and cross-office coordination should be implemented to ensure program sustainability.

For the Office of Student Affairs and Services
The Office of Student Affairs and Services should manage year-round wellness initiatives that address students' physical, mental, emotional, social, and cultural well-being. Collaboration with academic departments, student clubs, and ethnic groups can increase participation and provide more inclusive wellness options.

For the Sports Development Office
The Sports Development Office should diversify health programs by combining traditional games, indigenous dances, outdoor recreation, recreational sports, fitness challenges, and culturally relevant physical activities. To reduce conflicts with academic classes and promote greater student participation, flexible scheduling should be implemented.

For the Socio-Cultural Affairs Office
The Socio-Cultural Affairs Office should strengthen the integration of Indigenous Knowledge Systems and Practices into university wellness efforts. Rather than being restricted to yearly festivities, traditional dances, local music, cultural festivals, storytelling, and indigenous games ought to be regular features of campus wellness programs.

For the University Marketing and Public Information Office
The institution should build an integrated digital marketing plan leveraging Facebook, Instagram, TikTok, YouTube, and other digital platforms to promote wellness initiatives. Promotional efforts should highlight real-life student experiences, multimedia content with cultural themes, student ambassadors, and success stories that inspire ongoing engagement.

For Faculty Members
By incorporating wellness advocacy into classroom activities, encouraging student participation, and working with university offices to promote culturally sensitive wellness programs, faculty members are urged to support wellness efforts.

For Student Organizations
Student organizations must to take an active role in organizing, carrying out, and assessing wellness initiatives. Peer-led initiatives, student ambassadors, and collaborative events may improve engagement while improving students' sense of ownership of campus health programs.

For Other Higher Education Institutions
Other colleges and institutions may explore implementing culturally grounded branding techniques that reflect their particular local heritage and customs. Incorporating culture into wellness programs can boost community and student involvement while fortifying institutional identity.

For Future Researchers
It is recommended that future researchers use mixed-methods or quantitative methodologies to validate the suggested Cultural Branding Model across several higher education institutions. The relationship between cultural branding, consumer behavior, institutional loyalty, and student wellness may be better understood through comparative research encompassing various cultural communities and academic institutions. The long-term impacts of culturally based wellness initiatives on brand equity, institutional reputation, and student retention may also be studied by researchers.

Managerial Implications

The findings of this study have major significance for university administrators, marketing practitioners, student affairs professionals, and lawmakers involved for planning and executing wellness initiatives inside higher education institutions. Beyond contributing to the scholarly literature on cultural branding and consumer behavior, the study gives practical insights into how universities might strategically position wellness programs as instruments for institutional branding, student involvement, and organizational sustainability.

Strategic Institutional Branding

The findings reveal that cultural branding extends beyond the usage of logos, slogans, or advertising initiatives. Students interpret institutional identity through their lived experiences, particularly when wellness programs truly reflect local culture and indigenous history. Consequently, university officials should perceive wellness initiatives as strategic branding opportunities rather than merely extracurricular activities.

Ifugao State University can establish a unique institutional identity that sets it apart from rival universities by incorporating indigenous dances, traditional games, local music, cultural clothing, and Indigenous Knowledge Systems and Practices (IKSPs) into routine wellness programs. Such difference represents a permanent competitive advantage because true cultural resources cannot easily be reproduced by other colleges.

Consumer-Centered Marketing Strategy

The study emphasizes how crucial it is to view students as consumers of campus experiences and educational offerings. The attractiveness, relevance, and accessibility of marketing materials have a consistent impact on participants' decisions to engage in wellness programs.

Therefore, university marketing managers ought to implement a consumer-centered marketing strategy that gives students' digital habits, communication preferences, and interests first priority. Marketing strategies should focus on delivering value by displaying actual student experiences rather than merely publicizing scheduled activities. Through student testimonials, storytelling, and culturally relevant storylines that connect with the student body, promotional activities should foster emotional connection.

Digital Marketing Transformation

The results highlight how crucial digital communication is becoming in influencing students' awareness and involvement. Students now primarily obtain information about university events through social media sites like Facebook, Instagram, TikTok, YouTube, and Messenger.

To boost institutional communication, the university should design an integrated digital marketing plan supported by an annual content schedule. Promotional campaigns could include short-form videos, live event coverage, wellness challenges, student-generated material, interactive surveys, behind-the-scenes segments, and success stories. Beyond significant university events, regular digital engagement may sustain students' attention and boost involvement.

To assess the success of these initiatives and support evidence-based marketing decisions, performance metrics including social media reach, engagement rates, event registrations, attendance, and participant feedback should be tracked.

Experience-Based Wellness Management

The study reveals that students prioritize wellness activities that provide meaningful experiences rather than isolated workout sessions. Consequently, university managers should adopt an experience approach to wellness management by organizing programs that integrate physical health, social connection, cultural appreciation, and personal growth.

Instead of limiting wellness programs to annual celebrations, the university should establish a year-round wellness calendar featuring diverse activities such as indigenous dance workshops, traditional games, outdoor recreation, cultural fitness sessions, wellness seminars, peer mentoring, and community-based physical activities. These frequent encounters encourage healthier lifestyles and deepen students' emotional ties to the university.

Institutional Collaboration

Another managerial aspect is organizational coordination. Participants noted fragmented implementation and limited continuity as challenges to sustained engagement. This argues that responsibility for wellbeing should not rest with a single office but rather require coordination across academic and administrative departments.
A University Wellness Council or Inter-Office Wellness Committee may be established to coordinate planning, budgeting, implementation, promotion, and assessment. Representatives from Student Affairs and Services, the Sports Development Office, the Socio-Cultural Affairs Office, academic departments, the Marketing and Public Information Office, faculty members, student organizations, and alumni can jointly design programs that align with the university's strategic goals.
Such collaboration can increase resource efficiency, eliminate duplication of activities, and ensure that wellness initiatives continually reflect the institution's goal and cultural identity.

Student Relationship Management

The findings also stress the necessity of creating long-term relationships with students rather than relying exclusively on participation in individual activities. Therefore, wellness initiatives should be seen as chances to deepen students' emotional links to the university during the course of their academic careers.

Student wellness ambassadors, peer mentors, loyalty recognition programs, digital wellness communities, and chances for students to co-create health activities are a few examples of relationship-building initiatives. Encouraging students to engage in creating and evaluating wellness initiatives promotes their sense of ownership and strengthens institutional commitment.

From a relationship marketing standpoint, sustained engagement adds to better levels of satisfaction, trust, advocacy, and institutional loyalty.

Cultural Branding as a Competitive Advantage

The study's acknowledgment of indigenous culture as a strategic organizational asset is among its most significant managerial consequences. Universities can make indigenous history a key part of their institutional image instead of viewing cultural events as ceremonial occasions.

Culturally grounded wellness initiatives at Ifugao State University convey community involvement, inclusivity, and authenticity. Additionally, they reaffirm the university's dedication to upholding regional customs while encouraging comprehensive student growth. In a setting where higher education is becoming more and more competitive, this positioning improves institutional reputation and sets the university apart.

Additionally, culturally sensitive branding strengthens the university's relevance to local and international audiences by aligning with national initiatives on sustainable development, community participation, and heritage preservation.

Policy and Strategic Planning

The findings show that wellness should be integrated into the university's long-term strategic planning rather than conducted as discrete projects. Institutional policies should support regular wellness programming, continual marketing, staff development, infrastructure improvements, and systematic evaluation of wellness outcomes.

Strategic planning should contain measurable objectives relating to student participation, wellness satisfaction, cultural engagement, digital marketing performance, and institutional branding. Regular assessment utilizing key performance indicators (KPIs) will help university officials to track program efficacy and make informed management decisions.

Contribution to Business Administration

From the standpoint of business administration, this study shows that branding concepts that are typically used in businesses are just as important in higher education. In order to attract, engage, and retain students, universities must strategically manage their institutional identity and stakeholder relationships in increasingly competitive environments.

The suggested Cultural Branding Model for University Wellness Programs shows how marketing communications, experiential programming, organizational leadership, and indigenous cultural heritage can all be combined into a cohesive management approach that improves student well-being and institutional competitiveness.

The findings therefore contribute to the fields of Brand Management, Consumer Behavior, Services Marketing, Relationship Marketing, and Higher Education Management by demonstrating that authentic cultural experiences can function as strategic resources for strengthening institutional reputation, increasing student engagement, and fostering long-term organizational loyalty.

In the end, this study recommends that colleges consider wellness as a strategic investment in institutional branding, stakeholder relations, and long-term organizational growth rather than just a student service. By infusing cultural branding into wellness management, higher education institutions may create meaningful experiences that benefit students while boosting their position within the educational sector.
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