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Abstract

The objectives of this study are 1) to investigate how The Dusit International and The
Central Chain Hotels creating experiencescape for unique memories; and 2) to investigate the
creation of experiencescape in various dimensions exercised by The Dusit International and
The Central Chain Hotels. This is a qualitative study that examines and analyzes content from
hotel websites, podcasts, and in- depth interviews with 12 personnel from The Dusit
International and The Central Chain Hotels. According to the findings, Thai hotel chains have
applied Thai culture as the primary concept in the design of experiencescape in three
dimensions: 1) the physical dimension, 2) the social symbolic dimension, and 3) the social
dimension, to provide customers with valuable, unique, and distinctive experiences.
Furthermore, the findings can be used in subsequent research to assist in the development
of experiencescape concepts and approaches to managing the accommadation business by
creating experiential value for customers. This results in a differentiator and competitive

advantage, particularly for smaller and medium-sized accommaodation businesses.

Keywords : Experiencescape, Memories, Case Study, Thai Hotel Chain
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