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Abstract

In Thailand, Phuket province is only second after Bangkok as the most popular destinations for European tourists.
Additionally, the number of European tourists in Phuket is the highest among foreign tourists. Drawing on literature review,
tourists have positive responses to the tourism destination which has high brand equity. Consequently, the aims of this research
were to 1) develop the measurement model of customer-based brand equity ( CBBE) of Phuket destination from the
perspectives of European tourists and 2) identify the approaches for managing and communicating Phuket as a tourist
destination brand in order to create added values derived from the perspectives of European tourists from 15 countries. Mixed
research methods, both qualitative and quantitative research were employed. Results showed that CBBE of Phuket destination
from the perspectives of European tourists could be assessed through six components which include 40 indicators. Brand
loyalty was particularly, the most important component, followed by perceived brand value, brand image, perceived brand
quality, brand reliability and brand awareness respectively. The results also provide strategic approaches for destination
marketing organizations and related stakeholders in Phuket brand management and marketing communication in order to

create high CBBE of Phuket destination from the perspectives of European tourists.

Keywords: Destination brand management, Customer-based brand equity for tourism destination, Marketing communication,

European tourists
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mmi’ﬂﬁ"mﬂinﬁmwﬁnﬁﬁiamﬁuﬁ‘nm&iaﬁaaLﬁmﬁ'\mi'ﬂgtﬁm 72

(Brand awareness: AW)

(1) If you think of a beach destination (or marine tourism destination) in .86 .74

Asia, you will think of Phuket.

(2) You are able to quickly think of tourist attractions or activities in Phuket. .68 A7

(3) Phuket is a very famous tourist destination. .53 .28

XZ = .00, df =1, p = .86, N = 310, RMSEA = .00, CFI = 1.00, AGFI = 1.00

mm‘i’m@TaLtﬂimwé'nmﬁmﬁuﬁﬁumiaﬁaomﬁmﬁbwi’mgtﬁm (Brand 85

image: IM)

(1) Phuket has a beautiful sea, beaches and natural attractions. 42 .18

(2) Phuket has various tourist attractions. .52 27

(3) Phuket has a wide range of types of tourism and activities. .55 .30

(4) Phuket is suitable for relaxation. .55 .30

(5) Phuket has good weather conditions for visiting. 44 .20

(6) Phuket has many places to buy attractive products. A7 22
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umnwmiy?mma:ﬁémmﬁﬁuﬂ”mm'wia\uﬁbaa’“&mﬁqtﬁ@... dudl Tunsilzdng uszesln assly
asdilsznavidngin AanaTosn wmin
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(7) Phuket has souvenirs and local goods suitable for tourist purchase. .55 30

(8) Phuket has tempting local food. .46 .21

(9) Phuket has a variety of nightlife attractions. 51 .26

(10) Phuket has unique and interesting cultures, traditions, and local .69 A7

lifestyles.

(11) Phuket has interesting religious/historical sites, tales, and myths. .58 .34

(12) Phuket has interesting seasonal festivals and special events. .53 .28

(13) Phuket has beautiful buildings and architecture. .46 .21

(14) Phuket has a wide range of accommodation in terms of quality, price, .60 .36

and types.

(15) Local people and service sector personnel in Phuket are friendly and .55 .30

hospitable.

XZ/df =111, df = 68 p = .25, N = 310, CFI= 1.00, AGFI = .94, GFI = .97, SRMR = .04,

RMSEA = .02

mm‘i’méi"aLtﬂinﬁ%'uiqmmwm’lauﬁuméaﬁaaLﬁmﬁ'\mfmgtﬁ'm .88

(Perceived brand quality: PQ)

(1) Phuket is safer than any other tourist destinations. 71 .50

(2) Phuket is cleaner than other tourist destinations. .73 .54

(3) Phuket has a better environment than other tourist destinations. .73 .53

(4) Phuket has greater infrastructure (e.g., electricity, water supply, hospital) 72 .53

than other tourist destinations.

A5 2 AaNUTaNuLAzHAN T TERRIRUTTna U Hu Rl uRNNIATIVBIGR uwsaaenaTERAULREIYIBINEITINIG

= o A '
pifialuyuwasinviasfiarigl (de)

29a1sEnau/aIBin AANNLTDAK wmknasdilsznay
B R?
(5) Phuket transportation system (e.g., road conditions, public buses, .73 .54

pavements, signs that provide accurate information) is more

convenient than other tourist destinations.

(6) Phuket communication system, such as telephone and internet .66 43
coverage, internet and the media system used for destination
information and travel communication, is of a higher quality than other

tourist destinations.

( 7) Phuket' s standard of accommodation, in the type of .67 45

accommodation you used, is higher than other tourist destinations.

(8) Overall, the quality of service you received during your stay in .53 .28

Phuket is more impressive than other tourist destinations.

XZ =18.52, df= 14, p = .18, N = 310, AGFI = .96, CFI = 1.00, SRMR = .02, RMSEA = .03

o o o o a v o ] o o
NN TIAANLUTANANAADAINFWALRAINDILN Y2 JINRIA (Brand .81

loyalty: LY)

(1) Phuket is one of your favorite destinations. 71 .50
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audilsznav/adin AanaTosn Wminasdilsznay

G

(2) When you have a chance to travel, you will choose Phuket as your .61 37

first choice.

(3) When you have a chance, you will return to Phuket again. .76 .59

(4) You will recommend Phuket to people you know. 72 .52

XZ=.03,df =2,p=.99 N =310, AGFl = 1.00, SRMR = .00, RMSEA = .00

aasiadudsmssuianaduaanandiunasroniissimia 82

Qlﬁ(ﬂ (Perceived brand value: PV)

iaanaquarnwilszlarildaas (dakw) 78

(1) Tourism in Phuket is reasonably priced. .65 42

(2) Tourism in Phuket is good value. .73 .54

(3) Travel experience gained from tourism in Phuket is worth the time 74 .55

and money spent.

iGanaguaInInaIsnalaaIan 75

(4) Visiting Phuket has made you feel relaxed and pleasant. .67 45

(5) Visiting Phuket has brought you a new experience from your A7 22

everyday life.

(6) Overall, having visited Phuket makes you feel good. 49 24

(7) Having visited Phuket brings you good memories. 47 .23

X?=10.21, df=8, p= .25 N = 310, AGFI = .97, SRMR = .02, RMSEA = .03

A3 3 AANUTaNuLAzHaNI T TERaIRUTna Ui ugulunnunaTIavesaa LLﬂi@)‘mmmw?{uﬁnmdomaLﬁmﬁ'wi'@

nifialuyunassinvisafisrznglal (de)

audilsznavidagin MANNT Y wminasdlsznay

B R

savinmulsanaideialavasananaiunasiaciian sowin .80

A4A@ (Brand reliability: RELI)

(1) You would anticipate that you will not be disappointed .76 .58

every time you visit Phuket.
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