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A B S T R A C T 

Because of time and environment, historic area of Anping has been decline, but 

now it’s rise up by community construction, and turns to an impartment place for tour 

and rest in Tainan. Therefore, this research takes historic area of Anping to be the main 

study. By using the bread viewpoint to discuss how historic area of Anping use tour re-

sources such as diverse culture origin and history story to mold the destination brand. 

Cai (2002) thought that destination image can influence expenditure and become 

an impartment target. Aaker (1992) especially mention that brand equity is the summa-

tion of brand, its name and sign in the brand theory, used brand equity to add or less 

product even the evaluation of provide service. The research is to see the view of brand 

using in the destination, and whether it can judge by brand equity. 

The research use convenient sampling takes the tourists who went to Anping his-

toric area to be the target, provide 450 paper, take back 413, effective retrieve is 91.7%. 

Statistics analysis used item analysis, reliability analysis, descriptive statistics, indepen-

dent sample t test, one way analysis of variance, and simple regression analysis. 

The research shows that destination image takes obvious and obverse affect; des-

tination brand takes obvious and obverse affect; destination image obverse affect desti-

nation brand. 
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