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Abstract

The purpose this research were to study (1) context and identity of tourism industry in Ratchaburi old
town and (2) components of brand equity of tourism for intrgreate into tourism indusrty in Ratchaburi old town.
This study was qualitative research with Netnography methodology. This research was collected information
from websites that provided details about Ratchaburi's historic center, database of academic journals in
humanities, the social sciences and business administration that publishes content related to brand equity of
tourism during 5- 10 years. Data were collected by interviewing key informants who were travelers and owners
of tourism community enterprises.

The results of the study revealed that (1) the dragon jar, an export handcraft from Ratchaburi, has
been seen as a symbol by both tourists and community enterprise owners as well as other tourist attractions.
For example, Suan Phueng District and Damnoen Saduak District were well-known as tourist destination. Whereas
the information from the websites reveals its characteristics of the old city from its multicultural roots from
various ethnic groups that have migrated to Ratchaburi since ancient times. (2) components of brands equity of
tourism and services, these were divided into 8 aspects: (2.1) Brand association (2.2) Brand salience (2.3) Brand
loyalty (2.4) Brand personal (2.5) Brand awareness (2.6) Brand superiority (2.7) Brand affection and (2.8) Brand
trust.

Keywords:  Brand Equity, Old Town, Netnography
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