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UNANEBATWDINGE

Klong Thom District in Krabi province situated in the Southern Part of Thailand, was
set as an initial research study for its first prototype of “ Thailand Spa town Development”
by the Ministry of Sport and Tourism (2017). Thailand Tourism industry is facing the
challenge of environmental deterioration and pollution issues, especially exploiting on mass
tourism “Sea-Sand-Sun” for many years. Though, Klong Thom and other hot spring resources
in Thailand seemingly stand good opportunity to cater to Wellness tourism, the truth is
these destinations are lacking of health & wellness tourism related products and services. In
order to promote the new consumption on wellness tourism, Creative Enabling Factors
(Apivantanaporn and Walsh 2011 ) will be needed to be clearly identified as crucial local
assets, for example unique natural endowment, wisdom, creativity and innovation.
Destination image is another viable factor that promotes and influences tourist to make his
choice as tourism destination (Dredge, D 2008). This paper constructs the proposed Value
Creation model to health and wellness products and services related to hot spring area. The
destination image is investigated as destination theme to clearly position its market
uniqueness to attract visitors. The research elaborates insight and suggestion from expert
opinions, government officials, private sectors in hospitality and also demand side of tourists.
The finding has drawn the theme concept for Klong Thom district as emerging Spa and
Wellness destination which differentiates and elevates it from Sea-Sand-Sun model as
previously dominance in Krabi’s tourism as heaven beach destination. The selection of more
than 40 local entrepreneurs from this area, the final recruit based on theme-criteria only 20
potential businesses were selected and showed their talent and wisdom in line within the
theme’s framework. Annette Tozser (2007) proposed the theme of the tourist value chain
that link the whole unique tourist experience, accordingly the study constructs the product
development of those 19 products and 1 service for example the swallows ‘nest soup with
the herb, goat milk and cow milk ice cream, and mineral water spa product clearly as a
Klong Thom’s Tourist Wellness Value Chain and creates a tourism journey a new unique
wellness experience “A Day in Klong Thom Spa Town”. Destination image is vital to success,
therefore after the process of educating and counseling towards 20 health and wellness
products, the market communication has been put in place by renowned 5 tourism
bloggers. There were more than 15 online content presences to the potential visitors. The
product prototype’s concepts are tested on value-price-preference with visitors in various

tourist attractions, famous Emerald Pool for example. The result shows that more than 80
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percent of the targets were highly satisfied with the hot spring’s products concept related to
the destination theme and recommend that the product should be available in market as
the souvenirs.

The result of the study contributes the insightful framework of destination theme
based on cultural and creative tourism health product. The product’s new value creation is
infused and aligned with the market positioning of hot spring spa town. The Government
and local administration and other related can extend and captivate from this research to
create new product’s value proposition and economic return in other areas which own the

hot spring resources.

Key words: value creation, wellness tourism, cultural and creative tourism, hot spring

tourism, Klong Thom District Krabi, Thailand



