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Abstract

This research as the sub-project # 4 of the research plan titled “Community
Participatory Management of Hot Spring in Mae Hong Son Province for Wellness Tourism Site”
has its project name as “Marketing Promotion for Wellness Hot-Spring Tourism of Mae Hong
Son Province through Innovative Service Marketing in Digital Economy”. This study has 4 major
objectives: (1) to investigate current situations of service marketing and marketing promotion
of wellness hot spring tourism in Mae Hong Son province of Thailand. According to this aim,
researchers focus on 6 hot spring locations: Mae Um Long, Nong Hang, Pha Bong, Sai Neam,
Tha Pai, and Muang Pang; (2) to study Thai and foreign tourists’ behaviors and demands
regarding innovative service marketing and marketing promotions; (3) to develop a model for
the innovative service marketing and marketing promotion for being the wellness hot spring
tourism of these focused hot springs; (4) to conduct a workshop for transferring the research
findings and training the relevant people of each focused hot spring to know how to
attractively communicate with tourism prospects through social media communication. This
research believes that these activities can enhance the focused hot springs to be the tourism

destination for wellness hot spring tourism.

This research conducted both qualitative and quantitative approaches. Based on the
qualitative study, researchers interviewed the manager and or executive of each focused hot
spring to study the current tourism situations of each location and also assess its potentials
regarding the innovative service marketing and marketing promotion. Moreover, this study
interviewed the manager and or executive of other wellness tourism places for finding out the
appropriate models of wellness hot spring tourism. For the quantitative study, researchers
collected questionnaire from 311 samples of Thai tourists and 200 samples of foreign tourists
in 6 locations and others (Doi Saked and San Kam Pang). According to quantitative study, this
research obtains the information relevant to tourists’ demand of innovative service marketing

and marketing promotion and factors affecting the tourists” intention on destination selection.

Finally, this sub-project analyzed and integrated the research findings from sub-project
#1, 2, and 3 to develop models of innovative service marketing including tourism activities,
goods and services and also the recommendation for social media communications for each
focused hot spring locations. In particular, this research proposes recommendations both
policy and practical levels such as the positioning image for Mae Um Long hot spring as “The
Valley of Charm” and for Pha Bong hot spring as “Land of Hot Spring and Shan zu (Tai Yai)”.
Also, the recommendations regarding facilities, landscape design, activities, goods and services

are proposed for each focused location.
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