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Abstract

The Objective of this recearch was ammed to examine the Effect of the Marketing
communications on the awarene:s: of branding among the foreizn tounsiz in Bangkok and to
compare the opinions of Enropean towrists toward the Marketing commemcation that affects the
awareness of Bangkok branding among the foreign touristz. Data was gathered from European
tourists. The rezults showed as follows.

Demographacally, the majomty of respondent: were women marned status,
secondary education level, average imcome between 3,001- 4 000 EUR or 2,374 -3,164 GEFP, The
European tourists wera of the comsiderable opimion towasd the awareness of Banglkok branding
economically, socially, and politically cn tounist attractions and tounst services.

Hypothesis test regarding to the opumon of Furopean tounsts on decision making to
travel Bangkok, the results show that the respondent with different pender, age, marital status,
education, occupation, and =alary reported the different opinion on their decision making to travel

Bangkolk
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