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Abstract
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This research project has 3 main objectives which are: 1) To study the demand
of tourists from the Republic of the Union of Myanmar / the People’s Republic of
China / Lao People’s Democratic Republic and the Kingdom of Thailand (MCLT), and
their interest towards herbal health tourism in Chiang Rai Province. 2) To develop
strategic marketing plans, strategies and marketing channels for herbal health tourism
in collaboration with the Chiang Rai Tourism Network targeted to the MCLT group. 3)
To propose a specific model for promoting and developing herbal health tourism in
Chiang Rai Province aimed at domestic and international tourists. By utilising Mixed
Methods consisting of qualitative and quantitative research, research data was
collected from focus groups and the populations addressed in the study. There are
two main groups of tourists (international and domestic) analysed in the data, which
includes the Republic of the Union of Myanmar/Lao People’s Democratic
Republic/People’s Republic of China group as well as the Kingdom of Thailand
group. The total number of MCLT participants was 800 people. Examples of
collection included utilising the Stratified Sampling method as well as contacts from
the network partners involved in the herbal tourism in Chiang Rai, including
manufacturers, government sector, private sector and various organisations and
tourist groups. The study utilised Purposive Sampling of 30-40 people. Quantitative
Data, Descriptive Statistics and Inference Statistics were applied to understand the
data. To compile the Qualitative Data, the methods used were Focus Groups,
Content Analysis and Description Statistic techniques. Moreover, interview responses
and discussions from the focus group were used. Data collection was carried out in a
triangular method, which promotes accuracy and reliability of information.

The study revealed the following data of the MCLT tourists visiting Chiang Rai:
1)85.60% never traveled for herbal health tourism in Chiang Rai Province. 2) 14.40%

came to Chiang Rai Province for herbal health tourism. Moreover, the data indicates
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that 92.80% of participants are interested in herbal health tourism in Chiang Rai.
7.20% of participants were not interested in health tourism in Chiang Rai Province.
Those who were interested do not want to change the tourism experience from the
original experience as they have limited travel time and they tour Chiang Rai via a
tour company, where the program and itenary are pre-determined. If utilising the
data to classify tourists based on their lifestyle, there are 2 main tourist types, which
include: 1) Reformer Oriented Group, who have the mindset of searching for
experiences, wanting to learn something new, focused on aesthetics and nature, and
conscious of their choices on the environment. 2) The Mainstream Oriented Group,
who consider tourist activities based on value for money and use money on
products rather than experiences. The participants who are interested in the health
tourism services relating to herbal tourism were mainly focused on: 1. Health
promotion and relaxation, 2. Beauty promotion and activities promoting importance,
and 3. Promotion of knowledge and workshops. To understand the needs of
products made from herbs in Chiang Rai province, the data ranked the needs as
follows: 1) Products utilised for eating to promote health. 2) Products used for
external purposes promoting health from herbs. 3) For external use, products made
from herbs/honey where the purpose of the purchase is to buy for themselves/
souvenir or to purchase to help society.

There are numerous channels for tourism awareness catering to the behaviour
and needs of specific groups of tourists and local Thai tourists. These channels
utilised for tourism awareness include personal media : friends, mass media :
television, online : facebook, and media relations : public relations signs. Factors
affecting the demand for health and herbal tourism were ranked as followed: 1)
Safety in participating in the activities. 2)Places for the tourist activities are cultural
and relate to the original Thailand tourism experience (Shady atmosphere, beautiful
scenery, safe and happy environment) as well as the credibility of the environment
and the safety of the herbal products. 3)The Tourism service provided is friendly
and is service-minded in their interactions with tourists. Factors affecting the decision
to buy and utilise the services were ranked as follows: 1) Fair price. 2) Quality
products with real benefits. 3)The packaging has an eye-catching, attractive format.
Tourist behaviour relating to tourists from the Republic of the Union of Myanmar can
be described as follows: The main tourist awareness channels were personal media :
friends and acquaintances, mass media : elevision, online : Facebook and Viber.
Factors that cause the demand for herbal health tourism in Chiang Rai include: 1)
Herbs - Reliability of the properties and safety of the herbal products. 2) Complete
experience activities that include taste, smell, touch, sound and scent of fresh herbs

to fully immerse in the culture, include cultural elements such as pray and bow



(Wai) to welcome the guests and the overall atmosphere. 3) Variety and outstanding
product that attracts attention. Factors affecting the decision to buy and utilise the
products were ranked as follows: 1)The packaging has an eye-catching, attractive
format. 2)Quality products with real benefits and of a high standard. 3)The product
has a unique story relating to the purchase (STORYTELLING).

Tourist behaviours relating to tourists from the People’s Republic of China
can be described as follows: The main tourism awareness channels include personal
media : friends, mass media : television, online media (such as Weibo) and tour
companies. Factors that cause demand for health tourism in the herbal health
industry in Chiang Rai were ranked as follows: 1) Places for the tourist activities are
cultural and relate to the original Thailand tourism experience (Shady atmosphere,
beautiful scenery, safe and happy environment). 2) The credibility of the
environment and the safety of the herbal products. 3) Complete experience
activities that include taste, smell, touch, sound and scent of fresh herbs to fully
immerse in the culture, include cultural elements such as pray and bow (Wai) to
welcome the guests and the overall atmosphere. Factors influencing the decision to
buy and use the products include: 1) The product quality, it’s benefits and standards
of production.2) Reasonable price. 3) The product has a unique story relating to the
purchase (storytelling). The behaviours of the Lao People’s Democratic Republic is
summarised as follows. The main tourism awareness channels include personal
media : friends, mass media : television, online media : facebook, YouTube, media
relations : brochures and tour companies. Factors that cause demand for herbal
health tourism in Chiang Rai were ranked as follows: 1) Safety of activities. 2) Places
for the tourist activities are cultural and relate to the original Thailand tourism
experience (Shady atmosphere, beautiful scenery, safe and happy environment) as
well as the credibility of the environment and the safety of the herbal products. 3)
The tourism service provided is friendly and is service-minded in their interactions
with tourists, and the service providers can use foreign languages to communicate
with buyers who are interested in the herbal tourism products. The factors affecting
the decision to buy and use the products are as follows: 1) The fair price of the
products. 2) The products are of a high quality and the benefits/standards are high.
3) The packaging is a quality packaging that is eye catching and attractive.

The marketing plan guidelines consist of the following: 1) The presentation of
the outstanding health tourism products of 4 different kinds of herbal products from
Chiang Rai province, combined with tourism products to create storytelling
experience.2) Applying the differences in each tourism group's behaviour to define
different marketing strategies. 3) Presenting information through various marketing

communication channels and in line with the way of life of tourists in MCLT Group.



4) Promoting outstanding herbal tourism activities as a selling point to attract tourists.
5) Establishing a database of information on herbal tourism. 6) Preparation of special
events.7) Change the attitudes of people in Chiang Rai to be people who enjoy
nature and utilise herbs in their daily lifestyle.

The herbal health tourism marketing plan has the clear objective of marketing
by "increasing the number of tourists" The process of targeting specific tourist groups
is as follows: The main target group is local Chiang Rai citizens/ tourists who travel
that look after and maintain their health, as well as tourists who want to search for
experiences, learn something new and emphasise aesthetics and environmental
protection. The target market position is "a tourist destination for health in-line with
the herbal community which gives an unforgettable and impressive experience.”

Promoting and developing the health tourism in Chiang Rai for domestic and
international tourists consists of two main components. These components are
demand and marketing promotion/development. Forms of promotion and
development for tourists need to boost public relationships in tourist spots among
Thai and foreign visitors which will increase demand. These measures include
improving tourist attractions, developing facilities for tourists, patterns of
promotion/developing the tourist network and creating effective entrepreneurs in the

herbal tourism sector.
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