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Abstract

This research aims 1) to study the behaviour of Thai and foreign tourists in Pattaya tourism
in Chonburi province, 2) to study the image of Pattaya tourism in Chonburi province from the
perspective of Thais and foreigners, and 3) to study the guidelines for promoting the image of
Pattaya tourism, Chonburi province, from the point of view of Thai and foreign tourists. The study
is quantitative research by employing the questionnaire survey to collect the data from the
research samples: Thai tourists and foreign tourists. Two hundred research samples were reached
with accidental sampling via an online survey. Statistics used to analyze data were frequency (f),

percentage (%), mean ( ><_) and standard deviation (S.D.)

The study results showed that most tourists were more males than females between 21
- 30 years old, held a Bachelor's degree, were single, worked in trade or business, and had a

monthly income of less than 15,000 baht.



D)

Regarding the analysis of tourism behavioural, the tourists visited Pattaya for their
recreation with a group of friends. The form of travel was self-guided, and they mostly stayed
overnight in hotels with a length of stay was one to two days. Price was essential for their hotel
selection, and the COVID-19 pandemics also affected the choice of their hotels. Tourists
repeatedly visited Pattaya 1-5 times, spending about 5,001-15,000 baht and perceived the tourist
attractions from online media, mainly from Facebook and had positive attitudes towards Pattaya

city.

According to the image theory, the image of Pattaya City, Chonburi Province, from the
perspectives of Thai and foreign tourists, was studied in eight aspects, which consists of
environment, experience, attraction, price, relaxation, excitement and adventure, learning
experience, society and reputation. The research found that most tourists had positive opinions
on the image of Pattaya City, Chonburi province, at the highest level (x_=4.13, S.D=0.84). Tourists
had positive opinions on the social aspect at the highest level (x_=4.26, S.D=0.80); meanwhile, the

price aspect was perceived at the lowest level (x_=3.97, S.D=0.90).
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