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ABSTRACT

The study on “International Tourists’ perception of Pattaya City Image” is quantitative
research. The researcher collected information by survey research in type of one-shot case study,
having objectives to study about Pattaya City image according to the perception of international
tourists. as well as studying about relation of involved factors of international tourists, including
factor in the aspect of demography, behavior of exposure to receive tourism information and
purpose of tourism which affect the perception of Pattaya City image. Regarding determining of
size of sample group, the researcher determined the size of sample group, numbering 400 people.
The sampling method was multi-stage sampling. Questionnaires were used for collecting
information. In analysis of data, several kinds of statistics were used in data analysis; including
quantity, percentage, mean and standard deviation.

The study result found that most sample group of international tourists were male more
than female, having age between 36-45 years, occupation was personal business the most of all
and the monthly income was US$ 3,001-4,000, having relatively high education level. Most
tourists had education level of Bachelor’s Degree. Most international tourists sample group
traveled to tour in Pattaya City for the second time and had main objectives in tourism for
relaxation.

From collection of data in behavior for exposure to receive news related to Pattaya City
tourism, it was found that sample group had exposure to receive news related to Pattaya City
tourism from several kinds of personal media more than other types of media. In the aspect of

perception of Pattaya City image, it was found that sample group had perception of overall image
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of Pattaya City in good level. Several kinds of perception in several aspects including tourism
resource, safety and the aspect of management of tourist source were in good level. The aspect
of facilities and service were in moderate level.

The result of assumption test, it was found that international tourists having
nationalities, ages, occupations, average income per month which were different, having different
behavior of opening to receive news on Pattaya City tourism with statistical significance at level
0.05. International tourists having different ages had different perception about the image of
Pattaya City with statistical significance at level of 0.05. International tourists having different
tourist objectives did not have different perception of Pattaya City image. Behavior of opening to
receive news regarding image of Pattaya City of international tourists had relation with perception

of Pattaya City image with statistical significance at level of 0.05.



