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ABSTRACT

The objective of this thesis is to develop a scale for measuring brand image of
hotel. The study was conducted among 314 Thai tourists who had experience with hotels located
in Mueang District, Chiang Mai. The tools used in this research include a scale developed from
brand image concepts and theories and qualitative research (focus groups). The content validity
was examined by specialists in marketing, advertising and linguistic filed. The internal validity
was assessed by conducting pre-test questionnaires among 90 students. Reliability test was
analyzed using Cronbach’s alpha coefficient. Construct validity was tested using factor analysis.
Convergent validity and discriminant validity were assessed using multitrait-multimethod matrix:
MTMM, which determines coefficient correlation between Likert scale and Semantic differential
scale. Means score of answers test was assessed using the MANOVA technique to verify the
scale’s ability to classify hotel levels.

The result from this research shows that the scale for measuring brand image of
hotel comprises 3 core dimensions, namely brand attribute, benefit, and attitude. The three core
dimensions can be further categorized into 6 sub dimensions as described below:

Under the first core dimension, namely brand attribute, lies two components:

attribute and personality.



The second core dimension is benefit which consists of 4 components, including
functional benefits, experiential benefits, symbolic benefits, and comparative benefits.

The last core dimension is attitude toward brand, which has no sub-dimension.



