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Abstract

The purpose of this research is to examine 1) the attitude about Thainess campaign
2) the factors influencing on tourism brand equity in Thainess campaign. The quantitative research
by questionnaire was conducted from the sample consisted of 54, 652, 216 Thai tourists
and 24,779,768 foreigner tourists, 200 per each group including 400 samplings from top 5
provinces that most favorite tourism in 2014. Descriptive statistics were analyzed by amount,
percentage, mean and standard deviation while multiple regression analysis was analyzed for
predicted factors. The results shown that 1) the tourists have had attitude at the most high level in
feel fun destination (mean = 4.60, S.D. = 0.66) 2) the factors influencing on tourism brand equity in
Thainess campaign: (1) Thai and foreigner tourist group, the image of Thainess campaign was
related with the image of tourist image, Thainess campaign have value for money, and Thainess
campaign and tourism location can rapidly stimulate which can describe brand equity at 91%.
(2) Thai tourist group, the image of Thainess campaign was related with the image of tourist image,
Thainess campaign have value for money, and Thainess campaign and and tourism location can
rapidly stimulate which can describe brand equity at 86%. (3) Foreigner tourist group, the Thainess
campaign was associated with tourist personality, and Thainess campaign and tourism location

can rapidly stimulate which can describe brand equity at 95%.
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