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The Linkage of Holistic Wellness Tourism Services in Phuket
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ABSTRACT

Phuket has high potential to provide high standard medical services, especially
cosmetic surgery and anti-aging, and have a variety of wellness services to fulfill the
motivations of tourists who are interested to use wellness services when travelling in
Phuket. However, most of wellness service providers in Phuket are in small size, focus on
pricing strategy to remain competitive and lack of information to develop or link wellness
services to serve individual market segments and attract them to return or recommend
others to use wellness services in Phuket. The objectives of this study are to investigate the
wellness tourism market segments according to travelling behavior, motivation and their
interest to use wellness services when travelling in Phuket, also examine factors affecting
their likelihood to return or recommend others in order to propose the holistic wellness
services linkage program for individual market segments by focusing on customer value to

gain competitive advantage.

The findings show that the majority of wellness tourists in Phuket are female generation
Y employees who are first time visitors. Their popular information sources are internet/social
media and word of mouth. In this study, wellness tourists can be divided by their interest to use
wellness services into 2 segments: tourists who are interested to use wellness services only and
tourist who are interested to use both wellness and medical services such as anti-aging, medical
check-up, cosmetic surgery and dental services. The most important motivations are “Nature”
and “Relaxation and escape” so spa become the most popular wellness service for both
segments. In addition, “Physical environment” “Products and services”, “Place” and
“Personnel” have a significant effect on the likelihood to return and recommend others but

“Price” has no effect on the likelihood to return and recommend others for both international
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wellness tourists and FIT Chinese wellness tourists. Therefore, the wellness service
providers should pay attention to link spa service with medical and other wellness
services and creating service innovation in all important aspects to serve the different

demands in holistic wellness between different wellness tourism market segments.

*Faculty of Hospitality and Tourism Management, Prince of Songkla University, Phuket Campus

**Phuket International Sports Club Ltd.
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