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UNE AL ANIB S INE LY

Wellness tourism can bring about new business opportunities for hotels. It helps adding
new dimensions and varieties into tourism businesses. The present study focuses on three tourism
destinations, Phuket, Hua-Hin, and Chiengmai. Since Spa has received a wide spread popularity,
especially in the greater Bangkok metropolitan area and other main tourist towns, hotels inevitably
join in the wellness tourism attraction by offering Spa services rather than utilizing the natural (and
perhaps local) resources like hot springs.

During the period of study (B.E. 2003-4), hotel’s Spa business compete highly in both
international and domestic environments. While Bali and Maldives are known internationally for their
spa services in high class hotels, India is a new comer in this playing field with abundant resources
for the development of alternative weliness tourism. With a much cheaper rate, Day Spas become
the main competitor of hotel Spas and have filtrated into all domestic tourist destinations.
Companies get together to form associations and co-operations to weed against competitions.
Government also plays an important role in setting up standards for training and certification of
personnel, however, mostly in the marketing rather than the development of new products and
services.

As for appropriate strategies for Wellness tourism, considering the souring competitive
environment, the concentrated growth strategy is the one that can allow firms to develop
specialization in offering professional Spa services to broader clienteles. Government agencies can
help fostering Spa services and make them the showcase of Thai tourism trademarks, just like
floating markets, elephant rides, and palaces. By promoting Spa to be part of branding Thailand,
hotels can also create their own Spa brandings and increase their competitiveness in the business.

Strategic alliances should be promoted in order for hotels to develop new Spa products and
services by using the richness of Thai culture together with local natural resources. Integrating with
Eco-tourism, Cultural-tourism and Meditation tourism, Thai hotels can differentiate their services and
create their own identity and brand of services. Hotels can also work with health related firms and
offer east-west medical treatment packages such as dental tourism and natural therapy.




