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The purposes of this study were (1) to explore the demographics of the
Thai tourists, foreign tourists, and overall tourists, (2) to explore the destination
image, service marketing mix, tourist satisfaction and tourist loyalty toward
Pattaya City, (3) to analyze the factors of destination image, service marketing
miXx, tourist satisfaction and tourist loyalty toward Pattaya City for the overall
tourists, (4) to analyze the relationship between destination image, service
marketing mix, tourist satisfaction and tourist loyalty toward Pattaya City for the
Thai tourists, foreign tourists, and overall tourists, and (5) to find the tourist
loyalty model for Pattaya City for the Thai tourists, foreign tourists, and overall
tourists.

The research methodology used in this study was a combination of
quantitative methods. The population of this study was the Thai tourists and

foreign tourists chosen by the proportionate systematic sampling method. The total
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sample size was 821 tourists, including 324 Thai tourists and 497 foreign tourists.
The instrument of this research was questionnaires, in which the content validity
was found to have Cronbach’s alpha coefficient of 0.983. The descriptive statistics
used were means, percentage, standard deviations, skewness and kurtosis, and the
inferential statistics used were path analysis and structural equation modeling.

The results of this study show that (1) the majority of the sample were
male, aged between 21-30 years, single, held bachelor’s degree, worked as private
employees, earned an income of 15,000-30,000 baht, 2 persons in the trip, the
main purpose of travel was for entertainment/relaxing, 2 days of stay, over 3 times
of visiting experience to Pattaya City, traveled alone and made own decision, and
spent less than 15,00 bath of expenses per trip, (2) the confirmatory factors of the
destination image are belief, attitude, and impression; the confirmatory factors of
the service marketing mix are travel places, price, convenience, public relation,
service personnel, process, and physical evidence; the confirmatory factors of the
tourist satisfaction are service quality, service worthiness, atmosphere, cleanliness,
and safety; and the confirmatory factors of the tourist loyalty are repeat visits,
frequency of visits, and word of mouth, (3) the measurement models of the
destination image, service marketing mix, tourist satisfaction and tourist loyalty
were consistent with concepts, theories, and validity, (4) for the tourists’
destination loyalty model of Pattaya City for Thai tourists, it was found that the
destination image had positive effects on tourist satisfaction and tourist loyalty, the
service marketing mix had positive effects on the tourist satisfaction, the tourist

satisfaction had positive effects on tourist loyalty and service marketing mix and
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service marketing mix had positive indirect and direct effects on tourist loyalty,
and for the tourist destination loyalty models of Pattaya City for the foreign
tourists and overall tourists, it was found that the destination image had positive
effects on tourist satisfaction and tourist loyalty, the service marketing mix had
positive effects on the tourist satisfaction, the tourist satisfaction had positive
effects on tourist loyalty, and service marketing mix and service marketing mix
had positive indirect effects on tourist loyalty only, and (5) the tourist destination
loyalty model for Pattaya City had an acceptable fit, and for Thai tourists found
that impression was the most important variable of destination image, contact
procedure was the most important variable of service marketing mix, surrounding
was the most important variable of tourist satisfaction and frequency of repeat trips
was the most important variable of tourist loyalty, and for the foreign tourists, and
overall tourists, it was found that impression was the most important variable of
destination image, service person was the most important variable of service
marketing mix, cleanliness was the most important variable of tourist satisfaction,

and frequency of repeat trips was the most important variable of the tourist loyalty.
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