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Abstract

The objective of this research is to study Pattaya city’s brand equity acceptance of
foreign tourists. The survey method employed questionnaires with 382 foreign tourists. The
results are summarized as follows

1. Foreign tourists are mostly 21-30 year old single males, are educated with bachelor
degree level, earn more than 2,500 US dollars/month, and reside in Malaysia.

2. The brand equity of Pattaya city which Foreign tourists report “agree” is remembering
the name of this city, tending to mention this city, traveling to this city again, recommending
this city to friends, and thinking of this city even though others are more interesting.

3. Foreign tourists who have different demographic status i.e. age, education level,
income level, and marital status have significantly different brand equity acceptance of Pattaya
city, but male and female tourists do not have significantly different brand equity acceptance
of Pattaya city.
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