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ABSTRACT

This research is aimed to determine brand identity for Mu Ko Similan
National Park of Thailand to be used as a set of guidelines for resource
management based on the value and identity of the area. This qualitative
research was conducted by collecting data from two groups of key informants:
focus-group discussions, and brainstorming sessions. The first group consisted
of executives and operational personals of the Department of National
Parks, Wildlife and Plant Conservation in total of 24 people while the
second party included local entrepreneurs in Phang Nga Province and
Phuket Province, tourism business licensees in Mu Ko Similan national
park, local administrative organization staff and staff of related departments
in total of 124 people. The results of the research led to the establishment
of the brand identity entitled “Enchanting Similan”. After that, it was
utilized in shaping the management directions in all four aspects of the
" brand personality, i.e., value of the resources which is to be maintained,
travel privileges at Similan Islands, peace, and pleasantness. Brand identity
of the Similan Islands National Park can bring about the strategic directions
~ of an organization like setting goals that every related department desire
to reach: to conserve natural resources and to reduce the impact from
tourism by changing the way of thinking and operating; thus, resulting in a
collaborative management system of all relevant sectors.

Keywords: brand identity, ecotourism, Mu Ko Similan National Park.
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