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Abstract

One of the factors influencing tourists’ revisit a destination is hospitality employees
as the people involve either direct or indirect with tourists on regular basic functions. It is
the quality of these transactions that will give a hospitality business an edge over its
competitors. For Thailand, not only tangible tourism resources but also intangible resources,
especially Thai hospitality, are important for the Thai tourism and hospitality industry.
However, it is difficult to make Thai hospitality into a recognizable brand in the eyes and
minds of tourists because there are many characters. Moreover, tourists have different views
on particular aspects of Thai hospitality. As such, this research first starts to identify the key
characteristics of Thai hospitality from the perspective of tourists which will help tourism
stakeholders to select brand platforms that travelers can relate with. Second, to examine
brand equity components in Thai hospitality as a better understanding of the mechanism
will provide tourism stakeholders with the knowledge to facilitate the formanation of a road
map for brand building with Thai hospitality.

A mixed methods research design is used. The study included all domestic and
international tourists that have visitied Chiang Mai, Chonburi, Kanchanaburi, Khon Khan,
Phuket and Bangkok. A sample of 24 domestic and international tourists (12 each group)
were in-depth interview and a survey questionnaire of 2,400 (1,200 each group) completed
responses were collected. Content analysis and domain analysis were used to analyse the
Thai hospitality characteristics. Factor analysis was used to define underlying structure of
Thai hospitality. Frequency analysis was employed as a technique for summarize the
distribution of responses and brand equity.

The results revale five factors for identifying Thai hospitality characteristics from
domestic tourists: calibre, culture, compromise, caring and respect and ten factors from
international tourist: thoughtful, modest, compromise, respect, culture, enthusiastic, calibre,
norm, delightful, obligation. In terms of brand equity components in Thai hospitality, both
groups are familiar with Thai hospitality especially on Thai culture characteristics. They also
perceived that Thai hospitality is famous for four quality control: products, style and design,
service effectiveness and responsiveness. Moreover, Thai hospitality is also recognized in
caring service, trustworthty staff and suitable price. Other components such as decoration,
service style, uniform, staffs’ appearance, gestures, smell, music, products and accent are

also important for service process in Thai hospitality.
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