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ABSTRACT

The objectives of this research are: to study spa tourist behavior, especially the
spending path of tourists through the value chain; secondly, to study the perception of spa
tourists' expectations and satisfaction and intention to revisit; thirdly, to propose spa activity
for health and a quality development model in the Southern region of Thailand. Mixed
method was employed and four and five star hotels located at Phuket and Samui Island were
selected as the areas of the study. A total of 25 spa managers were interviewed, most of them
having had experience with spa tourists around the world for more than ten years. A contents
analysis was used to analysis data after conducting face-to-face interviews. For the quantitative
approach, a total of four hundred and thirteen foreign and experienced spa services filled in
the survey questionnaire forms. The data analysis for the quantitative method used specific
data analysis techniques, especially multiple regression analysis and paired sample t-test.

The overall findings for reserach objective one revealed that spa tourists are a good
quality group who have the abiliy to spend when joining in spa activities for health service in
the area of Phuket and Samui. The majority of the tourist participants were mainly from
China; this group likes Thai massage and enjoys heavy massage unlike Western spa tourists
such as those from the USA, Australia and England, who are more likely enjoy aroma spa
massage, and focus more on relaxing and spa for beauty. The overal age group of the spa
tourists ranged between working and retirement. Another interesting group were Korean
tourists, the majority of who traveled to Thailand for a honeymoon trip, and also wish to
experience spa in Thailand.

The overall findings for research objective two revealed that the tourists were
satisfied with the spa servcie; it was as expected before they arrived at the place. Especially,
the service related to: tangibility, realiability, responsiveness, assurance and emphaty. As a
result, the spa tourists showed an intention to reuse the spa servcie again.

The overall finding for research objective three revealed that, based on the research
result, this study proposes spa activity for health tourism quality development toward
international level. There are four main steps as follows: 1) to study tourist behavior
throughout the process of value chain; 2) to plan about spa for health business 3) to
implement a strategy to drive spa activity for health to international level: and 4) to analyze
internal and external environment factors that can be affective for spa health tourism

development.



This research project proposes both academic and managerial contributions. For the
academic contribution, the study provides new theoretical knowledge toward health spa
activity, tourist behavior, and quality strategy development. Especially, the tourist behavior
analysis used value chain theory by analyzing tourist planning, decision making, perception of
expectation and satisfaction on spa for health, such as to gain intellectual, social, emotional
and spiritual improvement.

For the managerial contribution, the outcome of this research project provides guidelines
and techniques to develop quality product and services in order to influence intention to
visit and revisit the spa for health venue. One important point drawn out from this study is
tourist perception and concerns about sustainability and green environments; hence setting
up environmentally friendly spa services and venues will give more competitive advantage

when developing a quality spa service at international level.



