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Abstract

The purposes of this study were 1) to study the behavior of health tourists;
2) to compare tourists’ expectation and satisfaction on service marketing mix; 3) to
explore the situation, problem and drawback of health tourism; and 4) to recommend
the strategies for health tourism promotion in Trat province.

This study was quantitative and qualitative research. The samples were
1) 400 tourists used Spa and health massage in Trat province which were random by
systematic sampling method. A questionnaire was used for data collection and was
analyzed by using frequency, percentage, mean, standard deviation and t-Test; and
2) 6 health entrepreneurs including 2 health service professionals from government
sector were in-depth interviewed and data was analyzed by SWOT analysis.

The results showed that 1) most tourists selected clean health establishments
for reduce muscle ache focusing on back, shoulder and head massage. Most of them
have massage experience and travel alone. They received the information by word of
mouth. They liked to use day spa and used 1-2 times per month and spent less than
500 Baht each time. They preferred the places with natural style decoration near
downtown. 2) Tourists had satisfaction more than expectation for all service
marketing mix factors. 3) There were many health establishments with very high
competitive situation led to the shortage of therapists and massagers. Moreover, the
marketing promotion was limited including the lack of cooperation among involved
government departments to enforce the new law. 4) The recommendations for health
tourism promotion strategies in Trat province were to create a remarkable brand
which easy to remember; to use e-commerce to approach target groups; to set up
various price levels; to increase advertisement on internet and also use frontline staffs;
to design a noticeable process and decorate the places harmonized with Thai culture
and always kept them clean; to encourage the awareness of staff’s service mind; and
to provide training and morale.
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