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for health tourism may enhance_ 3
to examine tourists’ expectaii / sfadtion towar icalth promoting services in order to

data was collected from romotion services in Nothaburi
province by using questionmfire pled with in-depth rVIew of 1 government officer, 2
specialists, and 5 entreprefieurs 3, Was presen ed sing cont t and SWOT analysis. Marketing

mix strategies were drafted fi« alyzed data Gsin 'S matrix.
The result showed promotion services, respondents felt less
satisfaction than their expectati uggestion from interviewees included;
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adding more variety -e i relation and publications were

N_— e
necessary, and continu | developn at of services personnel skills were

required. Conclusion olﬁﬂ;e suggested marketing mix strategies were as follow: 1) Product
¢ o

L7
development uﬁ ﬂ?’] n?l'mw 3W arket segmentation was
necessary. 3) E ﬂtive promotion campaigns were crucial to motivate target markets. 4) Online
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adverti ﬁ‘m 1 m ﬂtﬁﬁﬁ% ;1 ﬁ/‘-’ assessment was
necessary fo maintai m»' es.
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