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The purpose of this research is to study the promotion of Pattaya city’s image by using Pattaya
Music Festival as strategic activity, public relations process, public relations strategies, media exposure,
perception, attitude toward the Pattaya Music Festival project and Pattaya city’s image.

The study used two research methods : the qualitative and quantitative. Research tools were
documentaries, indepth interview and survey of 400 people who live in Bangkok Metropolitans.

' Findings :

It was found that Pattaya city used Pattaya Music Festival as strategic activity to promote 4 images :
the city of no boundary music exchange, the city of family tourism and tours for everyone, the city of tourism
in all kind and the city of safe tourism. Public relations strategy is. media strategy such as using mix media,
defining the major and the minor media and using celebrities as medium of attraction. Apart from media
strategy, Pattaya city also coordinated with partner organizations to use ‘“hi-tech” and modern media to attract
people attention and retention of the event.

Except youngsters, most people in all ages in Bangkok metropolis attended to event information in
general at low level. However, most of them reached mass media at medium level, human and specialized
media at low level. Most people became highly aware of the Pattaya Music Festival project and had moderate
level of positive attitude toward the Pattaya Music Festival project. People in Bangkok had moderate positive

image for the city of Pattaya as a result of organizing Pattaya Music Festival event.





