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Abstract

The purposes of this study were to develop a curriculum in Thai hospitality
branding, to evaluate a curriculum in Thai hospitality branding, to provide a draft of
manual in Thai hospitality branding and to propose guidelines for Thai hospitality
branding in professional qualification standards. This action research was investigated
with 2 sample groups: 5 professionals in curriculum design and 20 tourism stakeholders
to attend the curriculum experiment. Content analysis was used to analyse the quality
of curriculum and statistical analysis was used for evaluating of curriculum
effectiveness.

The results of the study indicated as follow:

1. The developed curriculum in Thai hospitality branding consisted of
principle, vision, course description, learning outcomes, learning content, evaluation
guidelines and 9-unit plans which comprised of brand building issues, brand
communication channel, data collection, data evaluation, data analysis, and
summarization and presentation.

2. The curriculum was implemented with 20 tourism stakeholders engaging
14 hours conducted on the theory and performing learning activities. It is found that
stakeholders are enthusiastic of studying and performing. The results of curriculum
evaluation indicated that the attendants are gained knowledge on the pre-test and
post-test and are also satisfied with the curriculum at the high level.

3. The draft of manual in Thai hospitality branding is needed to improve to
11 unit plans: brand position and workshop.

4. In brand building with Thai hospitality, it is necessary to understand the
organization itself, target customers and use the right communication channel that

suitable for target customers



