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& L .Hotel brand %{}ﬁl{@" 1s one concept of brang’egliity in specified industig® G&¥rently, this te
*40‘3& exciting interest a 2 #Otel marketers, investors Qﬁ@f&ﬂso academicians. Moregﬁ‘e’r¢~ otel brand equity
Q,s}@' brand’managemens’tg*b'nhance competitive advﬁﬁt@gé and hotel brand succeﬁ:is%ospitality industry
most important boti short and long run for busin@ss. This paper will study the concepts of customer-ba
eq11.1ty th.at refers to customer perspectives and responses to hotel brand name. The aims of the study are
;ano:sl.llte_razure and empirical studies in the area of brand equity for clarification how important ofb
ospitality industry.
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