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Abstract

Head of Project Assistant Professor Siwarit Pongsakornrungsilp, Ph.D.
Email psiwarit@gmail.com
Duration 1 June 2017 - 31 May 2018

The study of Developing Tourism Brand of the Andaman Tourism Development
Area aimed to study the component of branding process in the Andaman Tourism
Development Area, to explore the perception of tourism image in the Andaman
Tourism Development Area in tourist perspective, to develop brand position and
identity of the Andaman Tourism Development Area, and to develop the mechanism
for driving components related to branding process of the Andaman Tourism
Development Area. This study employed mixed method to collect the data from
tourism stakeholders in the Andaman Tourism Development Area, domestic and
international tourists. Questionnaires were used to collect the data from 2,106 Thais
and 1,644 international tourists. Additionally, projective technique was also
employed to explore domestic and international tourists” views toward the Andaman

Tourism Development Area, 123 tourists, including netnography and visual analysis.

The research findings were employed to synthesis for developing brand identity of
the Andaman Tourism Development Area i.e. 1) happiness and pleasure; 2) real
relaxation, and 3) impressive tourism atmosphere and seeking new experience.
Noteworthily, the significant keystone relates to being the world class tourism
destination where tourists around the world would like to visit and absorb happiness,
beauty, and real relaxation. On the other word, Andaman is the beautiful destination
where tourists will be happy and discover the real relaxation - it is tourism attraction
which tourists cannot deny. Therefore, the brand positioning of the Andaman

“«

Tourism Development Area can be developed as Irresistible  Andaman”

Furthermore, the brand proposition of the Andaman Tourism Development Area was
also developed in order to communicate how Andaman can co-create value to
tourists as “Real Relaxation of One Destination, Thousand Activities”. It is the crucial
reason why tourists cannot resist Andaman. Finally, this study has proposed the
mechanism for driving the Andaman brand, and also integrated brand

communication strategy for 1 — 3 years.
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