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Warm Greetings from 
Dusit International
Welcome to Dusit Pulse – Bringing you 
essential updates from the heart of our business

2022 is now officially well underway, bringing more
opportunities to turn challenges into triumphs and 
reimagine our products and services for the next normal. 
 
As the emergence of the Omicron variant at the end 
of last year proved, the only thing that’s certain is 
uncertainty, and there is no going back to the ‘normal’ 
we once knew. 
 
Two years of living in the shadow of the pandemic has 
fundamentally changed the way we live, work, rest, and 
play, and many of these changes will be here to stay.
 
This issue of Dusit Pulse examines some of these 
changes and highlights how, as a company, we have 
swiftly adapted to ensure Dusit Hotels and Resorts 
worldwide, and, indeed, all our other business units, 
are positioned to cater to shifting demands and expec-
tations, and deliver enduring value for all stakeholders. 
 
This includes taking a quick look back at the major 
milestones and achievements of 2021, particularly the 
actions we took to ensure our properties can drive 
revenue generation in the short-, mid-, and long-term 
(see page 4).
 

We also examine some of the 
key travel trends expected 
from 2022 and explain how 
– from strategic marketing 
to the introduction of new 
on-trend guest experiences – 
we are already positioned to 
leverage them (see page 8).

 
Recognising that innovation is key to success in the 
next normal, we also shine the spotlight on The Food 

(see page 8 )

School – a unique joint venture that will offer culinary 
training and business incubation services to drive 
innovation in Thailand’s food and beverage sector (see 
page 16). 
 
Last, but certainly not least, we offer an update on
our most significant project to date – Dusit Central 
Park (see page 12). 
 
Located opposite Lumpini Park in the heart of 
Bangkok’s Central Business District, and featuring a 
shopping mall, office building, ultra-luxury residences, 
a large rooftop park, and a distinct reimagining of our 
flagship Dusit Thani Bangkok Hotel, Dusit Central 
Park is set to become a new city icon that elevates our 
standing on the world stage to the benefit of all stake-
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This issue 
in numbers

holders – including the 
esteemed owners of Dusit 
Hotels and Resorts. 

The project is testament 
to our vision for the future 
of our company – innovative, 
sustainable, collaborative, 
iconic – and it has all 
the elements in place to 
cement our position as 
Thailand’s leading global 
hospitality company.  
 

On behalf of the entire 
Dusit team, I would like 
to thank you for your 

continuous and much-appreciated support. Everything we do aims to 
build and support your trust in us, and you can rest assured we will 
continue to innovate our way through the ongoing challenges to 
bring you the value you expect and deserve. 

If there are any topics you would like to see covered in a future issue 
of Dusit Pulse, please just let us know. We would be delighted to 
accommodate your request. 
 
In the meantime, take care, keep safe, and stay healthy. 
 
Graciously yours, 
 

Suphajee Suthumpun,
Group CEO
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1.4 billion  
The value, in USD, of Dusit Central Park – our 
most significant project to date. (Page 12).

3,200
Unique joint venture The Food School is set 
over 3,200 sq m of thoughtfully designed 
space at the new Creative & Startup Village in 
Bangkok’s Sam Yan district (Page 16).

323
Despite the challenges posed by the 
pandemic, Dusit continued to expand its 
global presence in 2021. Its portfolio now 
comprises 323 properties worldwide. 
(Page 4). 

52
Over 52% of global travellers indicated a 
preference for longer stays in 2021 (Page 9).

20.9
The Global Wellness Institute (GWI) forecasts 
the average annual growth rate of wellness 
tourism at 20.9% from 2020-2025 (Page 10).



Key milestones in focus
How Dusit turned challenges into opportunities 

and laid the foundation for future success for 
Dusit Hotels and Resorts worldwide.

L
ast year, the threat of new Covid variants, and 
subsequent restrictions to contain them, highlighted 
just how fragile the road to full business recovery is. 
It was especially hard for the global tourism and 

hospitality industry, which once again faced challenges 
borne from protracted restrictions on mobility, both within 
and across countries. 

Against this backdrop of uncertainty and constant change, 
one thing was abundantly clear: only companies with the 
ability, agility and foresight to continuously adjust their 
business models and services would remain competitive and 
viable in the next normal. 

Featured here are just a few of the ways Dusit innovated its 
way through the challenges to provide more opportunities to 
generate short-, mid-, and long-term value at its properties 
across the lodging spectrum.
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Graciousness Reimagined 

Over the past two years consumer preferences have shifted 
dramatically. Expectations and behaviours have changed. Existing 
trends have accelerated. Well-being and sustainability have 
become more important than ever. 

Dusit’s response to these changes has been swift and comprehensive. 
From organisational transformation to build agility and resilience, 
to the introduction of new services to drive ancillary revenue, the 
company has sought to turn pandemic-driven challenges into 
opportunities and put the infrastructure in place to enable innovation 
and position all Dusit properties for future success. 

A key element of this in 2021 included reimagining Dusit’s Gracious 
Hospitality to deliver not only short-term financial improvement, 
but also longer-term value creation through the introduction of four 
new key pillars of Dusit Graciousness. 

Responding directly to shifting trends and expectations, 
these include Service (personalised and gracious), Well-Being 
(delivering wellness experiences beyond the spa), Locality 
(uniquely linking guests with the local community), and 
Sustainability (social, economic, and environmental).

By enhancing its services and creating new experiences in each of 
these key areas, the company heads into 2022 in a strong position 
to capture more than just the nightly rate while bringing additional 
convenience, experience and value to guests. 

Revenue beyond rooms 

Dusit continued seeking new ways to leverage its 
existing strengths in operating hotels by introducing 
new platforms to drive non-room revenue, such as food 
kiosks and meal delivery services, at its various properties 
worldwide.  The company also optimised its  operations 
around total revenue generation, rather than simply 
cost-cutting, which is far better for generating business 
for the long term. 
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Wellness the way forward 

In line with the four new pillars of Dusit Graciousness, 
and in response to the increasingly health-conscious 
aspirations of global travellers, Dusit introduced new 
group-wide wellness concept – Devarana Wellness.

Specially designed to weave well-being elements 
throughout the entire stay experience, the considerately
crafted concept will help enhance the value of all of 
Dusit’s hotel/resort offerings and contribute to ensuring 
Dusit Hotels and Resorts remain top of mind in booking 
decisions.  
 
For maximum success, Dusit’s corporate wellness team 
is working closely with General Managers in each location 
to develop localised and fully tailored plans to ensure the 
wellness elements introduced are right for each property 
and their respective target markets. 
 
While the range of wellness activities and experiences 
will vary by brand, all properties will be united by a singular 
focus on addressing guests’ most shared concerns – 
including destressing, detoxifying, and enjoying a deep 
restorative sleep. 
 
The international rollout is being carried out in accor-
dance with the ongoing COVID-19 situation and related 
travel restrictions. Where possible, core wellness 
elements have already been introduced. More compre-
hensive programmes and activities will be phased in.  

A renewed focus on CX

While the value of customer experience may not initially 
be as easy to see as the ROI of other investments, it is 
extremely valuable – especially in highly competitive and 
increasingly commoditised industries such as hospitality, 
where standing out from the crowd is essential to long-
term success – and even more so in our hyper-digitalised, 
post-pandemic world. 

With this in mind, Dusit established a new centralised 
corporate CX team tasked with ensuring that each of its 
properties is positioned to increase revenue margins by 
offering unique experiences beyond the standards and 
capabilities of the competition.

The new CX team’s strategy includes, amongst others,
leveraging shifts in consumer needs, expectations and 
preferences to make Dusit Hotels and Resorts more 
resilient and profitable by introducing new activities, 
experiences and events programming in line with the four 
new pillars of Dusit Graciousness. Through 2022, they will 
work closely with hotel teams to develop activities and 
programming specific to each property, and seek to utilise 
all existing space, products and services creatively – turning 
assets into revenue generators as much as possible.
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Unlocking the power of Big Data

To ensure Dusit Hotels and Resorts can efficiently adopt 
new CX-driven programmes and activities, adjust to market 
changes, and push ahead of the competition, Dusit 
embarked on technological transformation in 2021 and 
invested in group-wide digital enhancement. 

This included replacing the company’s legacy core 
inventory and CRM systems with the latest, real-time 
Enterprise Resource Planning (ERP) solutions, so teams 
can collate, collect, and act on data in the most efficient 
ways possible.

Despite the challenging business environment, Dusit 
continued to expand its global presence by opening a 
total of four new properties, signing an additional seven, 
and leveraging its experience in operating hotels to 
introduce property management and training services 
for leading condominium developers in Thailand. 

New hotel openings included Green Lake Resort, Chiang 
Mai (1Q21 – White Label), The Bayview Hotel Guam 
(2Q21 – White Label), dusitD2 Hua Hin (3Q21), and 
Dusit’s first property in Oman, dusitD2 Naseem Resort, 
Jabal Akhdar (3Q21).

New signings included Dusit Princess Mahboula Kuwait 
(the first Dusit-branded hotel in the country), and four
 properties in China – Dusit Princess Fengshun, Guang-
dong; Dusit Thani Wellness Resort Mogan Mountain, 
Zhejiang; Dusit Thani Tianmu Mountain, Hangzhou; 

and dusitD2 Chuxiong, Yunnan. Dusit also signed a 
strategic partnership with Paxton Vacances Hotel 
Management Group to operate and develop Dusit 
Princess Hotels and Resorts in China.

Upscale condominium projects in Bangkok that Dusit 
signed to provide management services for included 
COCO Parc Managed by Dusit Hospitality Services, an 
upcoming luxury residential project being developed by 
Ananda Development Public Company; and The 
Sukhothai Residences, a luxury condominium on 
Sathorn Road.

At year-end, Dusit’s property portfolio comprised 323 
properties (12,032 keys) operating under six brands 
across 16 countries, and more than 60 projects in the 
pipeline.

Expansion continues
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Top 8 travel 
trends for 2022 – 

and how Dusit is ready 
to leverage them 

From longer stays to last minute 
bookings, the company is covering all bases.

What better way to start the year than with a thoughtful look at what the next 12 
months have in store for the travel and hospitality industry – according to 

respected sources from around the web. 

Here we present eight of the most interesting (in no particular order) and 
reveal how Dusit is already embracing them in its daily operations. 
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Longer stay 
for longer play

Authentic connection 
with the local community 

will be a priority

Dusit’s response…

Dusit’s response…

7

While in 2019 the average domestic 
trip length was 4.45 days and 9.22 
days for international trips; in 2021 
over 52% of global travellers
 indicated a preference for longer 
stays, with approximately one in 
four (26%) favouring to stay 10+ 
nights. This increase, despite the 
pandemic, highlights the pent-up 
demand and suggests the trend 
towards extended stays will remain 
in the longer term as travellers 
attempt to make the most of trips 
taken. (Source: WTTC)

During the pandemic, people have 
become more engaged with their 
communities by supporting local 
businesses. Travellers are looking 
to embrace this same community 
feeling through their vacations, too. 
Fifty-eight per cent of people agree 
that it’s important that their trip is 
beneficial to the local community. 
(Source: Booking.com) 

“Alongside groups of friends and 
families, longer stays are also 
driven by the rise in the ‘Work From 
Anywhere’ trend and a growing 
population of digital nomads. Safety, 
comfort, and the chance to try new 
experiences, such as interesting 
dining concepts and communi-
ty-based activities, are top priorities 
for each of these groups. To cater 
to these emerging markets, we 
have already introduced a variety of 
long-stay packages at Dusit Hotels 
and Resorts and also Elite Havens, 
the leading provider of luxury villa 
rentals in Asia, which we acquired 
in 2018. We will continue to offer 
these, and other enticing packages, 
through 2022.”

“Fully embracing Locality as one of 
the four key pillars of Dusit 
Graciousness, our new centralised 
Customer Experience team – including 
me and Khun Nisarat ‘Jan’ Sae-lee – 
is working closely with each property 
to create experiences, activities and 
events programming that incorporate
their local area’s character and 
personality and celebrate the best 
of the destination. So, watch this 
space for many exciting updates 
to come.”

Khun Prachoom, 
Vice President – Sales

Khun Tachatan Chairoek, 
Assistant Director, 

Customer Experience and 
Programming 

8
Workations 
will continue 

Dusit’s response…

‘Bleisure’ – the blending of business 
and leisure trips – is here to stay. 
It provides hotels with an oppor-
tunity to upsell additional services 
during both the business and leisure 
phases of the guest’s stay – and 
entice them to stay longer. 
(Source: fornova.com)

“Alongside the special packages 
mentioned by Khun Prachoom, we 
will continue to ensure our proper-
ties are optimised to appeal to this 
emerging segment, offering essen-
tials like  fast Wi-Fi and comfortable 
workspaces, and driving non-room 
revenue via special add-ons that 
bring extra convenience and value 
to our guests, such as healthy work 
lunches and dinners.” 

Khun Lim Boon Kwee, 
Chief Operating Officer 

6
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Hoteliers will focus 
strongly on upskilling 

their workforces

Travellers demand 
sustainability 

Wellness on 
the rise

Dusit’s response… Dusit’s response…

Dusit’s response…

As demand and occupancy continue 
to increase, hotels must ensure they 
have the skilled people to cater to an 
influx of guests. According to Hospi-
tality.net’s ongoing Hotelier PULSE 
research, the majority of Hoteliers 
surveyed have ranked ‘Upskilling the 
Workforce’ among the top priorities 
for a stronger recovery.
(Souce: Hospitality.net)

According to an Ipsos survey 
commissioned by Google, 
environmental considerations matter 
to potential travellers. In fact, 51 
per cent of travellers who stayed in 
accommodations or booked a flight 
for a life moment (such as a wedding, 
a move or new job) said sustainable/
environmentally friendly options are 
important when deciding on a brand. 
(Source: TravelPulse.com)

The December 2021 report from 
the Global Wellness Institute 
(GWI) forecasts the average 
annual growth rate of wellness 
tourism at 20.9% from 2020-
2025 – outpacing the trajectory of 
every other sector of the wellness 
economy (including personal care 
and beauty, spas, and wellness 
real estate, to name just a few). 
And in 2022, travel will be a hugely 
popular form of self-care, with 79 
per cent of travellers believing that 
it helps their mental and emotional 
well-being more than other forms 
of self-care. 
(Source: Forbes.com / Elle.com)

“In 2021, Corporate L&D introduced 
new online learning platforms for Dusit 
employees worldwide. Operations 
teams and heads of departments now 

enjoy on-demand 
access to a wide 
range of Dusit 
essential training
materials on 
Learn.Dusit.com 
and on a highly 

interactive programme created by 
Lobster Ink, an industry-leading training 
provider. Assistant Managers level 
and above meanwhile, can enhance 
their skills via Dusit Link & Learn (DLL), 
which includes access to LinkedIn’s 
esteemed LinkedIn Learning platform, 
recognised among the world’s best for 
online career development. In 2021, 
Dusit was nominated as The Best 
Culture for Learning by LinkedIn Talent 
Awards. Throughout 2022, we will 
continue to develop and introduce new 
training and knowledge solutions to 
ensure our teams are always at the top 
of their game.”

“At Dusit International, we see sus-
tainability not just as a choice, but as 
a duty. That is why, when reimagining 
our operations for the post-pandemic 
world, we have made sustainability 
one of the four core pillars of Dusit 
Graciousness. In line with our aim to 
achieve a better balance of ‘People, 
Profit, and Planet,’ we will continue our 
group efforts to reduce utilities and 
water consumption, establish waste 
management solutions, eliminate 
single-use plastics, promote respon-
sible sourcing and procurement, ban 
threatened ingredients from menus, 
and, where possible, ensure our 
properties grow organic food for use in 
their restaurants. We will also continue 
to team up with external parties to 
expand our know-how and network of 
sustainable collaborations, and always 
seek to tackle the most significant 
environmental issues in meaningful 
and creative ways.”

“Following the introduction of our 
new group-wide wellness concept, 
Devarana Wellness [see page 6], 
we now offer a wide range of 
wellness programmes, rituals and 
special events for guests to enjoy. 
This includes business travellers, 
too. Our ‘Meet Well at Dusit’ 
initiative is just one of the proactive 
approaches we’re taking to meet 
the demands of companies in the 
new normal.”

Khun Chitpapong Tipparat, 
Corporate Director of L&D 

Khun Siradej Donavanik, 
Vice President – Operations, and 
Managing Director, ASAI Hotels

Khun Paul Hawco, 
Corporate Director of Wellness

5 4 3
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More last-minute 
bookings expected

Technology is key to 
boosting traveller 

confidence

Dusit’s response…

Dusit’s response…

The booking window for flights is 
shrinking when compared to two 
years prior, according to travel search 
engine Kayak. And this is especially 
the case for international travel: 
Searches for flights within seven days 
have increased 50% as travellers 
become increasingly more flexible in 
their travel plans. 
(Source: Fortune.com)

Technology was a key element in the travel 
industry last year, with many people 
believing that it was crucial in helping 
them learn about health risks while on the 
move and reassuring them that jet setting 
was safe. In 2022, technology looks as 
popular as ever for travellers, with 62% 
of us thinking it helps alleviate travel 
anxiety, 21% hoping to use self-service 
machines instead of having face-to-face 
interactions, and 69% admitting they’d 
be interested in a service that could 
predict which countries would be safe to 
travel to. (Source: Elle.com)

“We will continue to drive revenue from 
last-minute bookings with attractive 
packages that focus on adding value 
rather than discounting. In doing so, 
we will leverage the new services, 
experiences and activities introduced 
in line with the four new pilars of Dusit 
Graciousness (Service, Locality,
Well-Being, and Sustainability). 
Targeted campaigns will highlight 
these distinct offerings, ensuring our 
guests perceive and receive increased 
value, which will help to sell rooms and 
strengthen our various brands too.” 

“Following the implementation of new 
real-time Enterprise Resource Planning 
(ERP) solutions last year [see page 7], 
our technological transformation will 
continue apace in 2022. From a product 
standpoint, we already offer contactless 
solutions for payments, and our hotel 
teams leverage various social media 
channels to keep guests up to date and 
informed with clear communication 
about our various health and safety 
procedures. Moving forward, we will 
continue to explore new technologies 
that enhance the entire guest journey – 
from booking to paying to experiencing a 
hotel stay.”

Khun Kathaliya Thanathanomkul, 
Vice President – Marketing 

Khun Suphajee, 
Group CEO 

2 1
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Building a
Brighter Future

– Dusit Central Park
The latest updates on Dusit’s iconic project in the heart of Bangkok
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Dusit Central Park, Dusit’s most 

significant project to date, officially 

began moving skyward in 2021 after 

the successful demolition of existing 

structures and subsequent completion 

of project-wide retaining walls and 

piling. 

Being developed in partnership with 

Central Pattana PLC, and located 

in the heart of Bangkok’s Central 

Business District opposite the green 

expanse of Lumpini Park, the USD 

1.4 billion mixed-use project will 

feature ultra-luxury residences (Dusit 

Residences and Dusit Parkside), a 

state-of-the-art office tower, a high-

end shopping mall, and a distinctive 

reimagining of the flagship Dusit 

Thani Bangkok Hotel. 

Designed by Dragon Company 

Limited, a collaboration between 

Thailand’s Architects 49 Interna-

tional and internationally renowned, 

Hong Kong-based OMA, the main 

structures will be interconnected via 

an ingenious 11,200-square-metre 

Roof Park, offering a substantial 

green social space for the public and 

community to enjoy. Direct access 

to both MRT and BTS transport 

networks, meanwhile, will provide 

easy access to the rest of the city.
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The first phase of the project, including the hotel, is expected 

to open in early 2024. Central Park Department Store and 

Central Park Offices Building are slated to open in 

mid-2024, with Dusit Residences and Dusit Parkside 

following in mid-2025.

In September last year, Vimarn Suriya, the strategic 

partnership between Dusit and Central Pattana, unveiled 

Ritta Company Limited as the main contractor for the 

megaproject. The acclaimed construction company is 

entrusted to oversee construction engineering and take 

control of the project’s four buildings. Another leading 

construction company, Italian-Thai Development, will work 

on the underground works of the hotel, residences and 

office components.

To ensure the project is equipped to meet the shifting 

demands of guests, customers, residents, and the broader 

community in the next normal, further project financing 

was secured last year, and the value of the project was 

raised from THB 36.7 billion to THB 46 billion. 

One of the most significant activities in the last quarter of 

2021 was the highly anticipated commencement of public 

sales of Dusit Residences. Even during this difficult period, 

there was strong interest in the property, and private sales 

appointments and special showcases held at major cities 

around the country saw 37% of saleable areas closed at the 

end of 2021. 

An exciting new chapter awaits 

By blending the best of Thai design and hospitality with 

international standards of service, Dusit Central Park has 

all the elements in place to become a new city landmark that 

reflects the past, embraces the present, and anticipates 

the future to bring enduring value to all stakeholders. 

< Dusit  Residences

Dusit  Parkside >
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Architect’s view 

A49’s Deputy Managing 
Director, Somkiat 
Lo-Chindapong, 
explains what it takes to 
reimagine a Bangkok icon

From where did you draw inspiration when developing 
the blueprints for each of the four components? 

The original Dusit Thani Bangkok was obviously a huge 
inspiration for the overall project. It’s difficult to avoid 
being drawn to such an icon. It symbolised the meeting of 
contemporary architecture with traditional Thai 
aesthetics, and we’ve tried to replicate this. The residential 
tower, for instance, encapsulates new ideas of high-rise 
living. It’s not simply focused on function, it’s inspired by 
the immediate natural surroundings, as demonstrated by 
the views. The commercial components of the project, 
meanwhile, reflect the energy of its location at the heart of 
a mass-transit hub and the central business district.

How have you integrated the heritage of the original 
Dusit Thani Bangkok hotel into the design of the new 
project? 

A number of elements from the original Dusit Thani were 
re-investigated and incorporated into the architecture of 
the new building. The base-body-top typology is continued. 
Flashes of gold and triangular elements pop up here and 
there. And most importantly, the elevated main lobby with 
its ramps and spectacular ceiling is drawn directly from 
the original property. The list goes on and on.

One of the most impressive features of the hotel is that 
all rooms boast views of the park. How did you achieve 
this? 

All the guestrooms are lined up in a single row facing the 
park. The challenge, however, was to reduce the number 
of rooms on each floor to an acceptable figure in operation 
terms. More importantly, we positioned the tower in such 
a way that it will not block the view of the taller residential 
building behind it. 

One of the main features of the project is the Roof Park. 
How will this “blend seamlessly with Lumpini Park,” as 
promised?

The park’s unique step configuration provides unobstructed 
views of the park below. This cannot be achieved with the 
large flat podium roofs you see on standard buildings. The 
Roof Park, therefore, becomes a base for the three towers 
to sit upon. It’s almost like the buildings are actually in 
Lumpini Park.

This interview is adapted from a feature which appeared in 
Moments, the official newsletter of Dusit Residences.

By revolutionising the way people shop, dine, work, live and stay in 

this area, the project will not only elevate Dusit’s standing on the 

world stage, but it will also set the pace of development for exciting 

new services and experiences to be introduced across Dusit Hotels 

and Resorts worldwide. 

Throughout the year, different aspects of Dusit Central Park will be 

featured right here in Dusit Pulse. So, watch this space for further 

updates and a deeper look into the project’s various offerings. 
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THE FOOD SCHOOL SETS ITS 
SIGHTS ON DRIVING INNOVATION 
IN THAILAND’S FOOD AND 
BEVERAGE SECTOR
Exciting new project will offer culinary training and business incubation 
services all under one roof – and there is no other facility like it in Thailand.

D
usit is set to expand its hospitality educa-
tion business in Thailand with a unique joint 
venture offering experiential training in 
Italian, Japanese, and Thai cuisines – plus 

exclusive incubation services for food and beverage 
startups – in a state-of-the-art facility in Bangkok.

Called The Food School – and slated to open in the 
first half of 2022 – the project occupies 3,200 sq m 
of thoughtfully designed space set over three floors 
at the new Creative & Startup Village in the city’s 
Sam Yan district, just a five-minute walk from Sam 
Yan MRT underground station and Dusit’s corporate 
HQ.

Equity partners in the THB 336 million develop-
ment, alongside Dusit, include Glowfish Co-Working 
Space (under Heritage Estates Co., Ltd.); Allied 
Metals, one of Asia’s leading suppliers of professional 
kitchens and kitchen infrastructure; and La Scuola 
Internazionale di Cucina Italiana (ALMA), recognised 
as the world’s leading education and training centre 
for Italian cuisine.

Designed to provide an innovative, progressive and 
experiential learning environment, and targeted at 
young professionals, keen amateurs, career-switchers, 
and entrepreneurs seeking to get the best possible 
start for their food and beverage businesses, The 
Food School will bring together three globally 
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recognised institutions – including 
Dusit’s own Dusit Thani College; 
Japan’s renowned Tsuji Culinary 
Institute; and ALMA. Each will offer 
long-course modules in Thai cuisine, 
Japanese cuisine, and Italian cuisine 
and bakery, respectively.

Students will also have access to The 
Food School’s unique entrepreneurial 

incubator platform, 
The Test Kitchen, 
which will offer facili-
ties for product testing 
and experimentation; 
business planning 
services; professional 
coaching and mentor-
ship from renowned 
local chefs; and exclu-
sive opportunities to 
get financial support 
from investors during 
specially arranged 
pitching sessions.

Alongside sourcing 
sustainable produce 
from selected farms 
throughout Thailand, 
the academy will bring 
in premium imported 
ingredients to ensure 
authenticity. Regular 
events will showcase 
innovations and new 
food and beverage 

business trends. A community 
dining room, meanwhile, will serve 
as a venue for students, instructors, 
locals, visitors, mentors and mentees 
to exchange ideas and evaluate new 
concepts. 

“The Food School aims to create a 
vibrant, dynamic and collaborative 
ecosystem that brings together 
Thailand’s food community to drive 

positive social, environmental, and 
economic developments in the food 
and beverage industry at large,” said 
Dusit’s Group CEO, Ms Suphajee 
Suthumpun. “Three clear highlights 
set The Food School apart as a unique 
proposition in Bangkok:

“First, it is the first mover in the 
market to offer multi-cuisine training 
and business incubation all under one 
roof. Second, its Test Kitchen facilities 
will provide an unrivalled opportunity for 
experienced or fledgling chefs and savvy 
entrepreneurs to trial new concepts, 
receive advice on these concepts from 
seasoned industry experts, and tap into 
Thailand’s dynamic food and beverage 
market. Third, the Food School will play 
an active role in the food and beverage 
community by hosting regular events 
that bring together key industry players 
to discuss the latest trends, evaluate 
concepts, and brainstorm the way 
ahead for established and upcoming 
food and beverage businesses alike.”

Ms Suthumpun said that no other facility 
offers such comprehensive services 
for culinary startups and young profes-
sionals in Bangkok.

“By responding to the professional 
needs of the market in the new normal, 
fully leveraging Dusit’s rich experience 
in providing hospitality education for 
more than 20 years, and offering direct 
access to mentorship from celebrated 
chefs and well-known restaurateurs in 
Thailand, and later globally, we look 
forward to helping The Food School’s 
students, entrepreneurial associates, 
and community supporters to fulfill 
their potential with services, facilities 
and hands-on learning specially 
created to equip them for success 
in the brighter post COVID-19 days 
ahead.”
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