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Abstract

This study aimed to: 1) examine the directions and conceptual framework for brand building of
small hotels in Bangkok’s business districts that facilitate future success 2) the planning approaches for
developing/upgrading the brand and marketing strategies adopted by executives to maintain
competitiveness under changing conditions 3) the key challenges in brand development and
management and the response strategies/decision-making mechanisms of executives 4) how
executives make investment decisions and allocate resources for small hotels and how these are linked
to brand growth, and 5) to develop practical guidelines for small-hotel brand development so that they
can compete and grow sustainably in Bangkok’s business districts. This study is qualitative research.
Data were collected from a group of 11 key informants, who were small hotel executives responsible
for determining the hotel’s direction and strategies, selected through purposive sampling combined with
snowball sampling. The research findings revealed that 1) Brand building of small hotels in Bangkok’s
business districts must be grounded in predictable, worry-free quality. 2) Brand development and
upgrading focus on stabilizing base quality, refining value propositions and packages for micro-segments,
using OTA platforms together with direct booking. 3) The main challenges include capital and staffing
constraints, maintaining consistent service standards, the workload of managing online reviews and
communications, demand volatility. 4) Investment and resource allocation decisions for branding and
marketing follow a two-layer logic: first assessing location, demand, cost structure, and risks and then
allocating budgets for branding and marketing. 5) Practical guidelines should integrate foundations of
quality, credibility, and safety with a demand engine or OTA, targeted online content, marketing

campaigns and long-term infrastructure, such as, CRM and revenue management.
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