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Abstract

Brand Equity of Hostel in Thailand aims to find the relationships between Brand
equity dimensions, such as brand awareness, perceived quality, brand association, brand
loyalty, and other proprietary brand asset of the hostel. In addition, aims to study the
influence of Brand equity in various dimensions that affect the decision making to use
hostel of customer in Thailand. By focusing on 400 Thai tourists who have experience using
the hostel in Thailand. These research use questionnaires a tool to collect data from a
sample. With non-probability sampling methods by Purposive sampling method. Analyzing
the results by using the computer program for statistical analysis (SPSS) as a tool to analyze

the data from the questionnaire with Pearson correlations and Regression Analysis.

The study found that brand equity are related in all dimensions at a significant level
of .01. As for the influence on the decision- making to use the hostel in Thailand found
perceived quality, brand loyalty and other proprietary brand asset has an influence on
decision-making to use the hostel in Thailand. On the contrary brand awareness and brand
association do not influence the decision-making to use the hostel in Thailand at the

significant level of .05.

Keywords:  Brand Equity, Hostel, Brand awareness, Perceived quality, Brand association,

Brand loyalty, Other proprietary brand asset and Decision-making
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