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Abstract

The curriculum in Photography Program at the Communication Arts and Design Department, KMITL
will be developed and launched a new course in 2012. Therefore, this paper investigates and Identifies
attitudes and needs of business professional and alumni for curriculum development of photography program.
The purpose of this study is to establish brand of Photography program and to identify and compare curriculum
of KMITL to Brooks Institute of Photography, USA to develop curriculum for changing into digital technology.
The online survey emailed to each alumni was returned back 45 responses and questionnaire for professional
in photography business was returned back 225. Consequently, the output from Statistical Package for Social
Sciences or SPSS version 14 for Windows program was analyzed by using Frequency and Mean. As a result,
Brand of photography program are “Teamwork, ready to work, technical skill, diligence” and these are the

strengths of students and curriculum. Additionally, the weakness of students are “punctuality, computer and
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technology skill, business skill”. Lastly, the importance of course from professional’s view are People Photography,
Presentation Technique, Advertising Photo Concepts, Art Director's Point of View, Fashion Photography,
and Still life Photography. Moreover, this research is one of the first studies that indentify brand of program,
customer’'s need and compare photography curriculum in Thailand and USA and highlight the strengths and

weaknesses of the program to increase the efficiency of the program for future students.
Keywords: Curriculum development, photography, brand
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