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Destination branding for competitiveness advantage.

A case study Pattaya Tourism, Chonburi province
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Abstract

The objective of the research were 1) to determine the environment context of Pattaya tourism and
marketing competition of Pattaya city 2) to study the identity of Pattaya city for tourism 3) to present the paradigm of
destination branding for competitive advantage: a case study of Pattaya tourism, Chonburi province. The instrument
of this qualitative research method was in-depth interview to collect data and were analyzed by content analysis.

The research results showed that Pattaya city has a potential for tourism industry because of the tourism
resources as a beach destination and variety of attractions. The paradigm of destination branding for competitive
advantage of Pattaya tourism should have systematic planning under the cooperation from tourism stakeholders. The

paradigm of destination branding “8Es” consists of 1) E-Explore refers to study the tourism context, 2) E-Essence
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refers to create brand essence, 3) E-Element refers to brand elements, 4) E-Environment refers to the element of

tourism destination, 5) E-Engagement refers to engaging brand to supply side, 6) E-Expression refers to brand

communication, 7) E-Evaluation refers to evaluation tools and 8) E-Equity refers to brand equity. Therefore, Pattaya

city should specify the destination branding policy that conforms to promoting and developing tourism of Pattaya city.

Keywords: destination branding, Pattaya city, competitive advantage
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