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ABSTRACT

The research project “strategic value chain management for health tourism in the lower
northern Thailand cluster 1 (Phitsanulok, Tak, Sukhothai, Petchabun, Uttaradit) was conducted to
analyses competitiveness of the region as health tourism destination and health tourism demand
and supply flow in the region, and present a recommendation for health tourism development
policy formulation. The study was undertaken by using participatory and ethnography future
research to identify key health tourism scenario for the Lower Northern Thailand. The finding
indicates a possibility for the perform and develop health tourism industry as there are 4 types
of health tourism demand and supply flow: Inter-region flow, Domestic Flow, LIMEC Intra-Region
Flow and International flow. The study also identifies two key scenario for health tourism which
are: Scenario | Trans-Border Medical Tourism Gateway and Scenario Il: Local Heritage to Global
Wellness. Finally, this study suggests policy for the development of health tourism value chain in
the Lower Norther Thailand consisting of health tourism ecosystem enhancement, attractors

development and sustainable marketing for health tourism.

Keyword: Health Tourism, Lower Norther Provincial Clusterl, Demand Flow, Supply Flow, Health Tourism Supply

Chain, Health Tourism Scenario
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WU (post trip)

N19919HUAINNAUNI591D 9471891 9§ VAN (Health Tourism Scenario-Based Planning)
VUG LUIAANITINBHUN LNV Ae luTeas19a55a Wunaslulusuripnd el AunLUULTe

naAEITUIURULUTIDRREAnTUAURAIN SAUA AN SR NE TN AR L TIUN15OY
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1.5 NS8UNI578

/ Value Chain \

of Health Tourism

Drivers of Growth Destination Factors affecting Flows

L

Supply Flows

. Demand Flows
: Inventories and
L : Types of Markets and Trends |—
Stakeholders’ Roles

" A : ‘create supply flows’
create demand flows’

Pre- Post-

Procedure ) Consumer Decision making
Procedure > Procedure =~ €= .
and Behavior

A4

Regional Health Tourism Management Policy
il
{ [

Public-Private

Government

‘ Tourism Planning ‘ ’ HR Training ‘ ‘ Accreditation ‘
Support

Sector Partnership

WHUAIN 1.1 NFoUMNAANTRRILIlgRMAINISD LN ITIauN N
NsAnwIASI AwinunlgAMAIAINNITIATIET NSinRauYesgUaIAlaraUNIUNITYIBaTE)
waznsruunsanaulavesinviewiendsguamluginiawmilensuans 1 uagtinviesieudaunin
WY
1.6. Usglewinlasu
n1sAnw1A5e amutadedindneninnisiluganunevaienisnisviesieneguain

(Health Tourism Destination) vesniamilenauans 1 sUkuunsindioudeguasAnazaunu (Demand

& Supply Flow) 114015718 iET@N M 1nTAUNSHAILIAINEUaIe1eN1s e T NN
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VOINIALNTLADUATS 1 WAy STRATEGIC VALUE CHAIN MANAGEMENT IN HEALTH TOURISM REGION

= = i Yo %
Fawaninninaglasuusenauniy

1. AMUEINN5aN19n15uaeTY (Destination Competitiveness) vosnnptuilonauais lun1sidu
a;wmaﬂmamammdaqLﬁaaL%qqsumw (Health Tourism Destination)

2. g*dqumiLﬂ?{aué’waqﬂaaﬁLLaqumﬁu (Demand & Supply Flow) mqmwiauﬁm@qqsumw
(N3nensmsvieafiendeguanmmdnuazses)

3. ansiminsiaungamneatemansvioniisndsguamvesmamilensuans 1 uaz n3danns
Fanagmsleanrvesgemneatemeanmsvieaiiendaunmitothlugiaundeiausiuzsens
NaulsuignsiamnuazsinnisisuiinuAgnisidugamneaenssvieadion daquam
vaainawilenauais 1

4. daiauswusiansulsviensiauILaznsinnsigwiinnagnisduganunelatenienis
vieuiondsquamueaninmamionouans 1

5. FnvatesulaiieuldualinuenIsUAINNT.AAMLERIUATY 1 LagAMEATINNTS LIMEC2018

wag Infograhpic a5unelguviennAT

lngUselorivesnuifedasiinun ANENITUNITINAIALNTY NUTIIANIAUMTERaUa1S]

Taevinlo

Lydrsuenvuarslungudiminataviensuane 1 asendndeanudAyiazaiig

Woulvawasguadd wargunurainsiesieundeguam tsussannnusuazaiunsatlusisunsanis

Y]

amuld lnsAznssunTs LIMEC asnsadiuniwsendinanlvldlunisimunideimiuazwnud o

1%
[

nsenA1ans LIMEC lusgesdu svezenn uenaindl anumsaiuazdadedindnaninnisiugeanuie
Ua18n19n1510aignTagun1n (Health Tourism Destination) vesn1awilanauaie 1 uguuuunis

Foud1egUasALargUNIU (Demand & Supply Flow) n1en1svieuieddeguainlugiiniainile
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pouas 1 vhliAnussfagalunisasuaiwieresengsiadluniinie uasfegainamuannisueny
a1

2. AENITINTTINAALENTY ndudenianiamiiensudial aunaunisvisaiien ann
gREmnTINviaaiien diinsueaiisuazfivn mavesiivauisussmalng nguiminnamionouans
1 ldnseukwnfansimuwuazdaiauaiugsenisiuleuisnsinnisiduiianngnsduganinevane

MM TVBUNYATIEVA MV AMTEADUETN 1
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unii 2

WUIAA NRERLATIENETT MUAITBNNYITDS

[ '

138l dadunsimundeiauauugdenisialeuiensiauiiagnisinnisigunnmuag

maduganmnedarenianisvieaiendguanvesgiiniawmdonouans 1 9INNlATeRanIunIsaluae

£%
[

Uaderindneninnisiluganunelaenianisvieniiendaguain (Health Tourism Destination) 49

Aemilanouds 1 warguiuunisindoudiuguatAkazguniu (Demand & Supply Flow) 114013

'
o w  al

vownendsguninlugiinamilonauae 1 laglduwiAndrdgyildlunisfinuee lgamuean (Value Chain)
nsNEUlagassanimlounan (Future Scenario-Based Planning) H1uAT¥UIUN1ITIANITAIINSLY
NFPUIUNITIVY 1NNTTVINUNIUITTUNTIUANNTOAMAUALLIAR waznguiiagldilugiufnd msu

n1sfnwluaseilld wn (1) mnuanusan1anIsutsduresganuelaleniinIsieaiien (Destination

Competitiveness) (2) Isdlﬂiu?’h (Value Chain) wag (3) MsAlAsIzsaIniiel (Scenario Analysis)

2.1 ﬂ’J’]SJﬁ’]SJ']iﬂVI'Nﬂ’]'iLL‘UIQ{J’u‘U’e)\‘mqﬂﬁil"l‘c’l‘ﬂa']ﬂ‘lll']flﬂ’]'iﬁaﬂLﬁ‘c’J’J

ANNANNNTONNTUYITY (competitiveness) MUNEE AITUEUITOVBIBIANT QAAIVINTIH 1170
Usgmeluniswauuasguiazaanndounmansuimsinnisiinerilfesdnsudousemedusiiunis
Aelaaninn1suyedu (Kitson et.al,, 2004; Budd amd Hirmis, 2004) ﬁ”'qﬁ ANEINITONIINITLUITY
HudadoidaFouiisuildinmuannsovieaussausvesnuioniisuiuguis msfaundneainnis
wistulvieginiioningudedadudmmedinnuszima/mnesdngislug Fawuimiefiaginundeniny

TawSeulutadowmant Ao nsuiiundnnaw (productivity) kagn15a319uinnssy (innovation) Tuveazy

MLy productivity aggjasiulufinisdnnisauaumu (cost) A (quality) waziian (time) eg14ifin
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UsganSan (efficiency) wagUse@ndua (effectiveness) N15&514 innovation agiduluNnisasauay

a

Wounundslval vsendnsdaueinilyadtiaas (HVA product)

At NIFIATIZRANLAINNTANIINTLTT B gArINeYaIEN 1IN TYoL el Fudundnnisi

a o

AnAINATYIANINITAIERS (interdisciplinary) laedifada (indicator) AIMA1U1IANIINTITUYITUT

I Y

warnnaty dalnendnnisialuesd 4 ﬂqum%% laun economic effectiveness, managing of
efficiency, business effectiveness wag infrastructure %amiﬁﬂmﬂ%ﬂﬁﬂizqﬂﬂﬁmﬁm AIUFIUITD
N1aN3uTsduregamneatenisnisvieaiiien 4 wuadandn 1éuA Diamond Model fistmunlne
Michael E. Porter (1990), Model of destination competitiveness/sustainability ﬁﬁmu’ﬂma Ritchie,
J. R. B, & Crouch, G. I. (1993), Destination Competitiveness: Determinants and Indicators ﬁﬁ'wu’l

A o

1ne Dwyer, L. Kim, C. (2003) wag TTCI (2017) fiaiunlag World Economic Forum

2.1.1 Diamond Model - Competitiveness of the Nation

Porter (1998) laannwuuifingasniulauSeulaeUseuiisuiduiissguniuresdadely
Useine  wagdoin1smAteiuieieIfuanuaunsanenisudstuvesgnannssuluuissenanigs
I al P o < | a [
n1UsEnAdy  waznsiuanamnssuluvialsemassavanudnsanitgnaivnssuieniuly
Useineou Januin TolaiSeumesiunisusdu (competitive advantage) Wugafianunsaadnstuanla
wazildounladlivianisuinuazay UIARAINA1IQNTATIBRRIULLLDIVBUATUIANENTIANTIA Uag
LATYFAYANSUYAIA 19U BRTIAITINTINY ke dnguandey sauluie Reuluwazanimuwindey

o w

melulssinandesegaavnssuvesUssmeny Jadutadedifty au Dimond Model Tuununin 2.1

o
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CHANCE FIRM
STRATEGY,
e STRUCTURE

A Y
AND RIVALRY

FACTOR \ DEMAND
CONDITIONS | CONDITIONS

SUPPORTING
INDUSTRIES

WHUATN 2.1 Diamond Model AMNaIuIsan1anIskasduveslsing (un: Porter,1998)

Diamond Model (Michael E. Porter) tuwuusiaesnldinsizidanngfivinlidnaninns
Y = =t A =t P =t = L = =t
wistuvesdnUszimeanilegandndnussivania viveduszneunsnilavilenitguszneunisdnsenils lag
[ 13 [ [ A Y 1 e’lj . 14 ¥ a 1 v Ao
wuudtaesesAlsznaunaniazUaden3eniued (determinants) Telauieulunisudadundaiiy

a Y = | Y v vy Y -y [
Wellesiuuaziinasie n1saetelaiuiouluseduuseing v3e anaivnssy laun

1. Jadu@unisuas (Factor Conditions) Hauluauiadenisuas Aoaiuaunsavaausemnelu

NSUABUNTNEINTNUFIY NTNEINTTAUTTIU NTNEINTEITUIA wasnineInsdue iWeliAnay

(%
=1

Imusegulunisudedu lnedadenisuanusznouaie Yadeiiugiu Jadennivi (1Wu ypaing uswnu

#ile) Uadenioglusssuma

2. Y9uinuguasdnsoniunisnatn (Demand Conditions) WeulusuguasdAnie annues

nanlulszna USunauasseauaufeantsvesusiaalulseinadedudives gnamnssuiindalaly

UseweazidiudinnlunisasiamnuladSouidaniswd il odsdnnausesnd lneanuusnsaanIn
v Y

3

[

AUROINTIUUTEINANE AR UsENaUAIY 93AUTEnaudIAty A maa (Segment or Composition of
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Market) Yuiauaziudldunsiivlavewain wazn1sin anudeslulseneiidnsnaseguslaalunain

ANgUSELNA

3. qmammiuaﬁuauuuazLﬁml,ﬁaa (Related and supporting industries) aqmmmiuaﬁ'uagu

warnealies Ao A nviernuluwlveenavnssuaivayuligaarnssundniinsiivle

4.nagns 1AsIaIN9veIwagn15wYadu (Firm Strategy, Structure and Rivalry) @46 asie
ANENINIaNIINTHYstuvetgnannssulusemelaesin wasilufeulams JausssuvesusasyAd
wane1aniuly Insaninnisudatuludssmaiidugielininnisimuisuuuunasaunnudndudian

AunuLaziinUsEansamlunaliugsia

5. Ton"d (Chance) Temaidutladendrdyiiinasde ¢ esdusznounan \Wudadenegmilons

ATUANYDID3ANT gramnIsululsene v3e Sguia i malulad deWdd n1snen1ssie n1s

[
Y

Wasuulain1sn1sidlos @nznaAsegia wazAuReInsvesmaInUsemanidsuly 1Wudu vl
Jadedsnaniinadetaden 4 Mdudrmvuadnan nnianisuisdy 09dns 130 gaamnssy awnsald
Luwmatilumvuauleuiy w3e nagnsiveiautalmussunsofnenimmianisuysdu aeludssine

Qiine uagluszavlan
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2.1.2 Model of destination competitiveness/sustainability

LLmﬁmﬁlumii’mmmmuﬁamam'iLLGda%’uﬂJaqa;wmEJ‘LJa’lsmwmiviaaLﬁsn %39 Calgary Model
gniaualag Crouch and Ritchie (1999, 2003) AMeldAUIUNYBY ANUAINITANIINITUIITULE
W3euLfisu (Comparative and Competitive Advantage Concepts) kay dn1swaiundu wuusaesd
AA1IEY AL AINAINITANNITRYITY TLARDIN NSMEINITNIINTSHBNTIET (Core Resources and
Attractors) fiusgnouae guninensiiieg (Resource Endowments) wag niwgnsiignaiiaiu
(Created Resource), U378 LLawl%JWEJ’miﬁLﬁaﬁuu (Supporting Factors and Resources), N153AN1S
f\;wmaﬂmamqmwiauﬁm (Destination Management), Wlgung N1I1HHY LAZNITARILIIANLUIY
Uanan1enisvieadien (Destination Policy, Planning and Development), #343A&8un19n015uU99 1
(Comparative micro Environment), aﬂLLﬁmﬁauizﬁUIaﬂ (Global macro Environment) Lag ﬁ?%ﬁﬂ

AMAINKAENI5LASYLAULA (Qualifying and Amplifying Determinants) Aaukanaly WNUATN 2.2 kaz

a (3 J
51882198AYIBIAUIZNDULUUINADILARNILUAISIS 2.1

WHUAIN 2.2 Destination Competitiveness Model of Ritchie=Crouch

Comparative Comparative
o DESTINATION COMPETITIVENESS Frsssb
(resource (resource
endonmerts) & SUSTAINABILITY deplomer)
¢ Human QUALIFYING & AMPLIFYING DETERMINANTS P “Audrt:and
resources 'iE> Lecation ] Sofety/Security I Cost/Value | Interdependencies l Amcreress/Imoge I Cerrying Copocity ¢:3 inventory
o Physical ; \ \ P_ e Maintenance
resources g DESTINATION POLICY, PLANNING & DEVELOPMENT § * Growth and
=3 .
+ Knowledge z System | Philosophy/ | Positioning/ | 1 iy Competitive/ |y ritoring & s development
w Defirition Valoes 9N Bronding : 0| Clckerathe Evalustion Bl effice
resources g‘ Anclysis g iciency
 Copital & y4 J A | \ \ B[ Effectiveness
- 1
resoonced g DESTINATION MANAGEMENT =
w Quality of Human Finance & Visitor Crisis =
> : . Information/ Resourc <=
o Infrastructure E Organization Maorketing E&w.ul "‘u“auh D‘D“Ia.ru V:rm.rlc Manage- Sm:”d‘:lp Merage- >
and tourism & xperierce velopment Cepital ment ment g
2 =
F3 m
(%] CORE RESOURCES & ATTRACTORS 5
phygmy 4 Culture & History Mix of Activities Special Events Entertcinment Superstructure Market Ties
) ):( ):( ):(
SUPPORTING FACTORS & RESOURCES
Infrostructure | Accessibility | Focilitating rescurces | Hespitality | Enterprise I Political will
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M1319 2.1 B9AUTENBUVBIAINAINITANINTHYTUVBIRANNIEUAIEN1NITHIBATET (Destination

Competitiveness and Sustainability)

99AUITZNAUAINEINITONNNTUYTUVDIANNIBUAIBNIN1TVIDILTEY

1) Core resources and attractors

aeAUsEnaulvIvantenIUAInnlaveIganuIeUanen1enIsvieaiiel (destination appeal)

o w 1%

wazduladedrdydiuusagelalunsiiunsisniiengganunevatenis lneddadesiiag
Usznausmie

[

- AMANYUENNNENINLAEHNBINA (physiography and climate)
- TmusssulazUsyIRenans (Culture and History)
- AANSTUMSVIBANYT (activities) — AIMUNAINVAIBLATAIINSISUFS19ETIA

a a

- NANTIUNLAY Ay 9ULRANRARY (Special Events and Festival)

'
a o a

- Auiiasesug (Entertainment)
- AWWIUILANNAZAINYNNITNBLTEN (tourism superstructure)

- ANMNAEINNTOLUNISNDIMAA (market ties)

2) Supporting Factors & Resources

Uadouaznineinsiasudusingiu (foundation) dwsulunisasragaunievatenienis
viouiied Usenaumiey

- Tassadrefiugruluganuieyaionig (Destination Infrastructure) -
transportation infrastructure, economic and social activity, such as
sanitation systems, communication systems, public facilities, a reliable and
potable water supply, legal systems etc., ﬁ”’wmﬁ%dwﬂﬁqmammmm'ﬁ
vioufieiuiuegnefivsyansnnuas Usyavdua

- MSBeRAnEEUa1enIa (Accessibility) - d48M3NaINAN1INTRLLATYEAI
dapy wazulounenindy AU regulation of the airline industry; entry

visas and permits; route connections, airport hubs, and landing slots;
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airport capacities and curfews; competition among carriers; accessibility of
tourism resources

N¥NeINTLarUINITLaTy (facilitating resources and services) - quality of
local human, knowledge & capital resources, education & research
institutions, financial institutions, public services

InU3ns (Hospitality) Tugnamnssumsviesiioanaglugamneuatonis flay
a9y “high quality, memorable experiences”

i{ﬂi%ﬂaumi (Enterprise) ﬁﬁ entrepreneurship and initiatives fifidulunis
WEIUT new venture LLasmmwmﬂwmwmﬁuﬁwLLazU'%msvmmﬂu'«gwma
Uanenanisvieaiilen - audnvazdifyueusznaunisdsznoudig -
competition, cooperation, specialization, innovation, facilitation,
investment, growth, income distribution and equity, risk taking,
productivity, gap filling, product diversification, seasonality management,
and disequilibria (Crouch and Ritchie, 1995)

nsatuaywdauleusvesniasy (Political Will)

3) Destination Policy, Planning, Development

WUAAALTINAENSIN A ULAL UL U BT MUIRANNIEUA1EN1INSVIB NIV N NTA Y

LAsEgNY d9nu wazdmuIedus FIn153ATIBRAIUAINITANIINTTHUITUILTHIITUYIN

1AS9AS19AZNISTULARBUULEUNY H9T)

fifvasUsgaun1saiusnsluganueUalenid (service experience) - NaLden
\Aie hotels, restaurants, attractions, tours tHataseuilsfidnrieaiiealdiden
ﬁ;wmwmamqmiﬁauﬁm

eEAN VN GHERIGE AM93%usunsvieadien (information system/research
component) — visitor needs, product development
a\‘iﬁﬂiu%wﬁﬁmwmﬂﬂmswﬂﬂmwiauﬁm (destination management
organization - DMO) - Sulineundniieniu sanadivunendn (key market)
waz Nan13ALEuIIU (performance information) IaeN15219uRNULLEUNBAD I
mMsfmun deusruunsvieniisavesgananeUatems deviad Uvnnves

NISWAIUY NITATIVADU NITINELUUL (Positioning) N5 (Development)
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NTIATIERNITLTTULazALTINED (Competitive/ Collaborative Analysis)

way N15UTELU (Monitoring and Evaluation)

4) Destination Management

N5¥ANTITIAvIngUaenaNTiBa g i anan sAtiuunaseanulaiusunansuaty

o w

wnYavEngUatenIasiinddglunisusmsdenis Al

o

N1TIANITNNITAAIN (Marketing Management)

- mﬁfmfﬁﬂfﬁfﬁw,mzﬂ’ﬁamu (financial institutions)

- peAnsVINSviBadies (Tourism Organization)

- msﬁwum%’wmmwwé (Hurman Resource Management)
- MIIANIAMAINAITUIANS (Service Quality Management)
- msdamsifnvieadien (Visitor Management)

- mseysnuuazundamineinsniansvieaien (Resource stewardship)

5) Competitive (micro) Environment

dundouszauganinzlianuduiusiunan1salunuredssAnslussuunsioieakasll

HansenUlun IR sIiUeIAnIiuY tazgnihundnnziieUsziliunnuauisavesganuislany

Y 9

NNV NNYIUNITABUAUBIADAINUADINITNIDIDIS UL NV DU NYILAZLANAINUAINIT

MIN15Had Fatadudanindenganiail Usenoume asusenausuaUasAkazauu taun

- Qmaﬂaaéﬁ'amﬁwﬁm (suppliers) lauA tour packagers, travel agent, retail travel
agents, who provide information and reservation convenience and
expertise to tourism markets; specialty channellers

- @nen (Customers) lauA travellers wag tourists

- AWYsdY (Competitors) — Tourism Business

- Awandeunitslunaztausssueedns (intemal environment or internal
culture)

- mﬂ%ﬁ (Public sector) lawn media, government departments, the general

public, local residents, financial institutions, and citizen action groups
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6) Global (macro) Environment

dunnseunmnaduladuddgydenansenudesyuunvisafigawaz nsaiufanssumige
Tussuun19via e FInaouaItaLdusIAUTENaUNTIYRIANNAINTANIINITLYIT UV D
vangUangnamsvieaiiendalsznausiy 6 Jadendn Ao

\FSEFNA (economy)

- welulad (technology)

- 3¥UUULA (ecology)

- msles ngUedsAukavuleueasnsae (political and legal developments)
- dPudnusTsu (sociocultural issues)

- AuedaunulTErINIAEns (demographic environment)

7) Qualifying and Amplifying Determinations

- mwﬁ'ﬂwajmaﬁﬁmwmaﬂmﬁlmwmiﬁmLﬁaa (destination awareness and
image)

- Aunu/IaAT (cost/value) - AUUNIINITRU Hindn 3 Jade laun (1) dumnu
é’mmwuﬁqmqmivimLﬁaaajqwmaﬂmsmwﬂﬁvimLﬁsa (the cost of
transportation to and from the destination) (2) ns1%anLy RN ED
5enI9UsEIA (3) the local cost of tourism goods and services

- mmmmmiumﬁaﬁumawmumaﬂmﬂmﬂmaﬂmLﬁsa(destination’s

carrying capacity)

2.1.3 Destination Competitiveness: Determinants and Indicators

Dwyer and Kim (2003) Lduabuus1a99A2 @ 10150M1190150 8T U099 Ua18m19n1s
Moy UTIYIUINTT (Integrated Model of Destination Competitiveness) logdl 8eAUsENDUNANYDS
amneUanenisnsviesiafifianuasnsanianisutety 6 dauansluinunim leiwn

1 a

1.n¥wensAdlegiAy Inherited (Endowed) resources WUbTU NSWEINTNIITITUVIR hae

Y

PSNYINTNIIRAUSTTH
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2MSNEINTNAI19TY (Created resources) 8191 1ATIATIINUFIUNINTVIBUNLY AINTTUNLAY

WIANTA AANTIU ANSUUAG way FaUTs

3.M3NeINTHETU (Supporting resources) 817 IATIATINNUFIY AMNINNITUINT NISLUIDUMAS

ASNDNMAA kaY INUSANS

Y
Y

4.puluauanunsal (Situational conditions) 8191 ALINRDUNIINITHVITY YILATHT 51A7
LazyaA way N1sinwiANLUaendy

5.0adeaunsdnnsaavingyalenien1sviesiiel (Destination Management Factors)
Usznouluime Aanssuvesnasgiazonyy 911 N153NUlEUIE WHULAEVSATERS NSAHA1A N1THILN

nineNIUYEd way n1sundesdandoy

6.Joulviuguasd (Demand conditions) @19 NMsaseEnting N133U3 UWavANRBIN1TV8N

U 1 dl
UNNBILNY
Inherited Created Destination Destination Socio-economic
— i
Resource Resource Management Competitiveness Property
National/
Destination
inhetited Demand . Regional
nhern:e B Competitiveness B
R Conditions . Competitiveness
esouree Indicators ]
Indicators

WHUAINA 2.3 LLUUR‘hﬁ@\'1ﬂ'ﬂll?ﬂllWiﬂmqﬂﬂqiLLﬂﬂ%’u‘UaﬂﬂﬂﬁﬂflEJUﬁ']EJV]']\‘iﬂWiVIIE]\‘iLﬁﬁl')L%Quﬁmqﬂqﬁ
(#1317 Dwyer and Kim, 2003)
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2.1.4 TRAVEL & TOURISM COMPETITIVENESS INDEX (TTCI)

World Economic Forum (2017) lanuun Travel & Tourism Competitiveness Index (TTCI) 9
Usznaume nquladeuavulovienvyuiasunisimuegsdstiuves Travel & Tourism (T&T) sector T

guazdlugnisimuiiazauaunsanensudsdureaningUatenansvisaiiey dalsenausie 4

(%
Y o

naudady 14 fuds wag 90 FTin Aaandlunin wag 11319 2.2

Travel & Tourism Competitiveness Index

Enabling
Environment

T&T Policy and
Enabling Conditions

Business Environment Prlorltlzatlon_ o Air Transport Infrastructure Natural Resources
Travel & Tourism
1 1 1
. . Ground and port Cultural Resources
Safety and Security International Openness infrastructurc and Business Travel
1 1 1
. . . Tourist Service
Health and Hygiene Price competitiveness Infrastructure
I I
Human Resources and Environmental
Labour Market Sustainability

ICT Readiness




M13719 2.2 TRAVEL & TOURISM COMPETITIVENESS INDEX

TRAVEL & TOURISM COMPETITIVENESS INDEX

Auandeuiiies ey ulgugatduayugnaInIsunis Tnssadrefiugu Natural and Cultural
(Enabling Environment) vioudien VIMsvieaien Resources
(T&T Policy and Enabling (Infrastructure)
Conditions)
Aandennegsia Business | mslvimuddnunimsvieaiien Tnssadrefiugu NINYINTTIIUUIR
Environment) (Prioritization of Tourism) NISVUEAINIDINA Natural Resources

ANUUaane
(Safety and Security)

U Mkaraveudiy (Health
and Hygiene)
NINYINTUYBILAZAAIALINY
(Human Resources and
Labour Market)
AMUNSDUAUALULAE
a1saune (ICT Readiness)

Aauduana
(International Openness)
ANENNITON NI TUUITUATY
371
(Price Competitiveness)
AudBuremineIns

(Environmental Sustainability)

Air Transport Infrastructure
Tnseadeiiugu
MsvudsNIARUALLATY
Ground and Port Infrastructure
Tnseadeiiugu
Frunsusnstnvieadien

Tourist Service Infrastructure

NSNYIATNIIRIUGTTY
Cultural Resources
N15vioaLieINegsnaBusiness

Travel
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defnw1ainuuifnd1agdnedu amnsandialddn anuasnsanmsudetuvesganing
Uaemaviaaiiier minefis muansavesganinguatenisviesiiealunisdaeunnavesndnioe
LAz UINSHI Uszaumsalnsnsvieadien (Tourism Experience)ldivileingansneuansmsvioaiiien
u 9lURs AwanasaveemIneUatemansviesiisrlunsnwidumiazduutssnsnaia
(Market Position and Share) wag/ve flmuansnsafiazifiuyuauaansadenaldse (d'Hartserre
2000: 23) WONAINE AUAINTANAITUTTY BTN AILANTIVEIANINBUATENNS
visairlunmsysanmstiadesnsiieadsassdnamliunndnfusinissvieaiivafiannsatmnnm
fafungninensvesgavsneUanemsnifinsinw dumiimamssaadadiouiiou (Fududstu)

(Hassan 2000)

N15U58 UAINAINNITANINITUYITUYRIRIANT UTRUTENA A8TLAT18M (1) ausTouy
(Competencies) lun1smsels v3e anwaisalunisviidils a1nnsasiayadn(Value Creation) i
AuAMuazUINIg B9 Mawugemneatessvieaiien vie geamnssun1sviesiie axdesdilad
ANEsTU (M3iamnogadsdu) Tneddais nstauiBaasugia Gnaingt anusiuamanisiies

NANSENUADAIAL LLazmim"ﬁqagjmaﬁwuﬁimé’uﬁmmé’asJ (Crouch and Ritchie 2001)

£
[

nsannessinudadeindnanniioliasizimnudululduasnsdundeunsimuiganuig
UYa1en19lagn1sUTeynan T8 UkUIAAAIINAINITON NI TUAITUYBIANUIEUAIEN N1V D787

(Destination Competitiveness) Usznausie
R - AMdNWEURIg NN NIV NTIguam
S - aaunsalmsviesTienTeguam
M — Lf‘i‘lE]uVL‘UVl’Nﬂ'lﬁma'lﬂﬂWﬁ/]laﬂLﬁEJ'JL%QEfUﬂ']W

E - A0 MKINRBNNILATUINLALENEIVINTTUNTVIBUNE?
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Health Tourism
Competitiveness

WHUATN 2.4 NIBULUIAANITILATIENAINAINNTONNITUAITUT DA E U8V N SVIBANEUTIZUNIN
2.2 Iszi@iuﬂ"] (Value Chain)

lgaaA1 (Value Chain) HuwuiAnnilaves Michael E. Porter Tu Competitive Advantage
(1985) wandliiiusasAusznauaynsuvasionssuseg luldguniu (Supply Chain) ViLﬁu@mﬁiﬂﬁﬁ’u

duAn wansdaui (Products) U3 (Service) 1AaN15U18 1AENSLRLAMAIAINNINTTUNTHUTANIN

L)Q

1%
[ Y a

ngAutiedeudngiunaunindn wavvislusianganindunuaesingiu iWuwuifanigiglunism
A lafaunumveiagrilsnuldRnisinesidiutigivielesdnsgsianefiuianuailiun
anfegndls ldaaenfiunuinuazianudrgsieesinsiluegiaunn liameiunisuandudnrintu us
=2 Y a SaX a ] | a o ¢ A A
AsoUARUTaNSUSNINATY Inensiiuldama1atuiuning aslulunindae (Products) ¥5oU3nTs
(Service) aaAnsazUsraumudnsalunisaliugsnaiui n1sdanisldnua Josdusznauasiagand

ununitddgy loun n1sdanisvaslgauniu (Supply chain management 38 SCM) 4agn159mnN13
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anAduus (Customer relationship management 138 CRM) lagvalgguniuazdielulsawneg 19

[ a

Wy Msdedulaiminensvseingaulanaisagdadiuntulgaual Fiuaieusuaile niweins

q

o

4 o a & = a ' A Y& a v oA a % PN Y v
Wia'ﬂWQﬂ‘UL‘Waquuﬂggﬂ ﬂﬂ'ﬁ‘ﬁi@‘UiV"ﬁ@?J']\ﬂﬁL‘WE]LLﬂaﬂi‘V]L‘Uua‘Uﬂ'Wﬁ@'Uﬁﬂ'ﬁlﬂ@nﬂwgﬂﬂqm@\iﬂ'ﬁ LA

svadsdumlulignenldegnsls dfmuanisnisdnluegdls manmafianuuazaiuaunisasdu

2.2.1 wuudnaaslganAl (Value Chain Model)

v v

ivAanssululgnuAIves Wiay

o

Porter (1985) lqyausuuuinasdldnnalilnaylinaud
MIETINT AWANITIANIUTATINGAY NSKUTTY naendudenseutuMsdwauduagiazu3ns iy
anAn lnegeainenuausalunsuletun1egsfia memsiaseiyariuiiiatululiasunaunse

I [ I [

Aanssu Aelly frensiesisiyaaiiuiistuluwsasdunouniaianssy dulu lenaedadunis

FouloaRanssusinsiaiagariia (Value-Creation Activities) uaziinmsideslesfugailulsguyiy
e madeuledanssufiintuiimelusaraieuenesding dwasefnaniwnisudedi (Competitive
position) Tng wuadaiudsianssunielussdns {u 2 Aanssu fie fanssumdn (Primary Activities) waz
Aanssuatiuayu (Support Activities) TngRanssunnussanildnluniseiiunueliivaudivio
U3N15109U3EN Tnefvnssundn 5 AanssudufanssufiAeadestunisudnvioassassAuasdeey

ANAIFUAYTOUINTS (Service) lUdsmanadnung dauwandlumsng 1 wag wuudnaeslanuen luwaunIn

2.4
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s
FIRM INFRASTRUCTURE \

1
HUMAN RESOURCES MANAGEMENT
1 1

[ I
TECHNOLOGY DEVELOPMENT
' .

SUPPORT <
ACTIVITIES

' PROCUREMENT | :

INBOUND
LOGISTICS

OUTBOUND
LOGISTICS

MARKETING

OPERATIONS & SALES

SERVICE

Y
PRIMARY ACTIVITIES

WHUAMN 2.5 Wuudnaeslgaman (Porter's value chain model)
#n: Porter (1979)

M1379 2.3 Aanssugsnalulgaaue

fanssuuan (Primary Activities)

Inbound Losgistics Operations Outbound Logistics  Marketing & Sales Services

Aanssufiiendosiu  Aenssuifeadestu  AanssuiliAeadestu  Aenssuiifeadunis Aanssufiaseunqy
n15ld5u nsrude  nmaAsudeutsy  msdaliu sausan dngdvignédidedudn  Aenaslduiniadie
nsdafvnaznis  Ingavlieenun Wy  daeminedud uar  uazuIng (Service) tiuAliituAudn
wandnefaghv ns  Aud Hudupounis  u3n1g (Sevice) 1U wu mislawan des  saufsnisuiniands
dannsduiAuvie AR NIUTTY fagnm MENMTIPINUEY ATV ATUULUD

A5

fanssuaduayY (Support Activities)

Procurement Technology Human Resource Firm Infrastructure

Development Management

Tnssadaitugiuvesesdng
lawn sguudad syuu
AT58U NITUSUITIANIS
UYDIDIANS

Aanssuilieadestiunis
UInInine1nsyana
FauAILAsIERITY d55M
wagAnlaen Useiduna

Aanssuifsafunswau
waluladfigrelunisiiia
AuAlAUALATUINIS
PIDNTLUIUNITHEARN

Aanssulunisindadnm
input taulglufans s
AN

W1 HNausy seuu
WULADUAIDNG hATLTIY
U
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M5AATzsilannA (Value Chain Analysis) uedosiefifusgleviamiunsmay uaylily
M50ONLUUBIANT uavIununulussdnsiitefazairsyariislildunniian THuuAnlsna (Value
Chain Concept) Wunsoulumsiiasiziigaseugauiwesesrusznaunmeluvesedninigls lnswus
Aanssunelusadnseenifiu 2 Uszian fie (1) Aanssumdn WuRenssudiadreuszlevdliiudnuazmg
nenmvesndndasioanne uardweuludadie uazuinisniendsnisue (2) Aanssuatuayy Hu
Aanssusineg Alvinisatuayufanssumdn suuwnauAnianssuiiuguagUssnaudeasdusenaui
Anannszuaunssaaiomn 5 @ T Fagau msihingAviimnisednauldidududdnsagd ns
thienduidnaglufmudiongg WensmeiFenigarerietesansdinnming nsvuiuntsuds
(operation) M N15AaIARATNITUNE NaRRedUdIazelivselleiduseneudfyffeisevas
MIRAIALAZANTUNY LATANTUIANT (Service) Suminofisnsuinisluvazivienasnaunisuinisnds
n5Y

NTIATIEIGAAT 3

(Y

UsTaALNe T UST0IANIIUNNYBI8AUTZNOUVBIENNILINA BY

(% (% [ v s

MululagANuFURUsTIIULaE Y LaLANNFUNUSTENI1989AUTENB UUNEIUAUAULALILBIAY

%
1 Y

Aemndlunisaniiugsia e “dnanlulanagns” 1o dan1sieseilannal TTunouinsiei

Ao
(1) MIBATIZRRINTIY
MslieTgianiun1saivunseuvedlduinmuel llen1ssuunesdusznoulunsday
drulunsevvedlenmuAuazisnisudmsesdusenousiag adivseansam
UszAnswna Simsmssmuninasiarsemdalngldesecdlolnseiaaiunsal 19
SWOT w30 Five Forces Ingnszusumsiianzaudmsunisimszinonssy Toud

N195¥ANAINANIIN MIBUNTOENINEIT09 UNTINaYeITUABUNTITNIUT

9AnsALuNITUsald1usy Felldaluniseauainudn 819

'
d Y

1. A8nsesAnsldidenninaulasiuaundineelagaugiuiyaiu

c

a oA
jﬂflj‘v]ﬂcl/]fjﬂ
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(3)
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a

aa [ k4 v (3 = = a Y o 1 aa
2. 38N13NBIANINTEAURIBIANTIOINTOTINIIUYBITINIVINUBE 9
Usgdnsnm
aa = v s 9 % @ N v a a da
3. AsnisimbiesdAnsiiuady Aiumalulad Mnetalunisudand
UszdnSnmuniian wagliiunandnmetunauiauad
ax - s d 9 Ny a Y a Ao A
4. Tnmsnesnsidenwaziaunnalulagaunsnaniasnsiiusnsia 7
o9 Y a v o A = ] aa i s Yo o
ilgsianviuniawmilondiguds uagisnishesdnslasunisneusy
1NPNAIYDIBIANT LAINUTTNITN0IANTYINAITN1NTIAANT
USuUsaLiuLay
NTIATIZVRAAT

1%

Jupauiaziunsiasiziianssufiosdnslaseylunnasiens "Jadenauen’ dei

jmd)}

ANAIABENA1YBIBIANS IULAALAINTTUNITANTUNTT TINTINTIATIEVANEA N
N15ETNSNYINTANEY kazn1SIATIEReIAUSENOUNIaNalNURIIAUTE DY
annundeuniely ndedndunyuanrsaudnsalunisussgudunisiunse
#AN1999393579 F9 nureds 1un1siasigigesauganluaznalndidey Ae
ausI0uslanLAUYIBIANT w3a “Distinctive Competence” dadiarluialaddnyg
pudsanseiianalunisaniugsia
nswasuklainsussiiiulayauaua MU LEuNIg

= ) a L3 (3 1 1 = =
n1sssuiisunseulunisiiasevesalsenouvedldnual lnenisiUseuliiey
aq Y A a a a a (3 1 [ a I
snsldnseussansninusz@nsnavesesadsynaunieg dulusamdunis
Wiguiguiuduaulagindevesanavnssy luieigaesinsaglauuimisianunse

WinAmTeyaAiuIINNdseuliiugnAn wardeAnsaNunsaaINouALMaI TN

Juunisvesesdnslinumusieansvegningegn
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MIUSMINUMLLIIANvesldRuaT azun1suImsulagliEIung 9 29999ANTTINTLEENS
W9 wardnsUsTaIuUIERINIIBNUAIEY N3E519ANNENRUSTE NI IUIEUME BN TEUIUANT
#1197 Waasuasenue liiuaus wenaininmsuinisvesianisliiiesduganiglusadnsvintu uids

[ 7

YeeAsoUAautUueNadAng all lun1simuanisadunuvemilsitanslgnueaziinuduiusi
Aansmnelunasneuen AwswrasingAusuwsnivaunseiatuilnanuanying aelernmuantundy
nsfeulewesianssufiiiuguavesianised waelisawazduiusiulidrasduninsmsenisden

xUsENAUMY 2 ANWUY A

(1) nmseuleaniely WWupnuduiiussewinsfanssudiununieluianis Aanssuwsazia
A a d’( a IS = U ! ! =~ IS v v 6 Y a é’ a
nssumindunelufianisaziniswenlesiusgedeliealinuduiusiu dufnlymndul
Aanssulanezdmansenuludafanssudun [Wugnlely
(2) maeuleaneuen WWupuduiussenineiamsivyaraniouen 398 2 ¥ila fie
- mswenlesiuguy AnuduiusTenIafansiuguiy
- nswenlesiugn AnuduiussEnIeiamsiugndn miegsia A Ianuduiusiu

ane

Y

puduiussznansenlesneluy funswenlesnieuen sxfinnuduiusiulugnly fed

Aadayntu a galagants NMzdawaligaaulidinzegnelurienisusnisnsiiadymauld aedns

(%
Y

J9uiaesnadunisn1snesdns wasninauaunsafizasyaaninliintuld Jsiuffe "n1s
WATzilgaua (Value chain analysis) "Faduniosdlionluszloviiazdieliosrnsszyisninisasns
yarwisoRuAliiugna deanuuastielviosdnsfinAuisnazanunsaiuanudua s

a o e N = a A& a A& I3 Y
NARNUNNEDALE LU UTBUINTNLUULAA V]LTJUN@Q']USUENVJﬂﬂuﬁluaﬂﬂﬂiiﬂ
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2.2.2 TgamuAm1an1siaaLilen (Tourism Value Chain)

lgAuAIMIIN1THeAed nu1ede szuy (system) Anansliiiiuds sUwuuadusiuile
(collaboration) ¥84N1ALENYUAIATT YUYUTDITU UALNTNYINTNITVRUTAYT FIEN1TaTIYaAHIY

NTEUIUNITAIIG na11A0 planning, development, financing, marketing, distribution, pricing,

(%
Y

positioning Wy duT gnTuLAGauMIEANUTINTvelidulddudsielvidnviannealdsy viadl

N5kl aunIulunisIAs1eiagyanianssugsianase economic value Lt N153LAT1E9

3

3 ! ! ] d' = dy 14 a ! N .
asrUsynaulgnuAIvMaNIsvieaiied Tumsinwiil Tdnguissuunisvisaiies Tourism System Usenau
fu Value Chain Model \Jugudn Feguuuuradlggumuluniiusznausiy Ussaunisalninssuiuns
US1nAYe9NT09E7 ATLA N15219UNUNTSYIBLTET (plan) n15dndulude (selection) N15LAUNNS

1 a . (% a . = :’1 dy < (% o Y v Vo a ..
N7 (on trip) Wag UaINISLAENG (post trip) Feranuaiilutiadeindrau nslaanesu (visitor

expenditure) 8eAUsENOUlAMAIMNIINITIBLNEY wanslun131e 2.4 Taensld value chain Tuns

WL1AVUNIEUA18N 1N SYRUTENTGUA M wandlulHuAIN 2.6

#1919 2.4 Tourism Value Chain Elements

Planning Selection On-trip Post-trip

Segmenting Disposible Income Experiences desired Expereience

Demographics Price/value decision Arrival/Departure (visa, Experience Feedback

Planning Window Selection Criteria
Advanced Plan

Travel Agents

immigration, custom, Frequency of Returing to

Preferred package a Destination

Purchaing Method

baggage, transport)
Specific needs

Distribution Channel
Information Sources
Trip Motivation

Travel Partners/groups

Value Proposition

- Accomodation
- Restaurant

- Retail

- Entertainment
- Transportation
- Activities

- Services
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Macro-environment

Health Tourism )
Pre- experience Post-experience N

Experience \\
G, \
4 N
%’6 "
Health i
Tourism Planning & On- Post- V4
: /
Supplies Selection trip trop /
/
4
¥4
s/
/
7
/
/
______________________________________ /
110
cupportine ™

niwensuywd Fsdurearuazain
Tasead1eugiu ansauma nsiseuasiam
uleure nsniunazatuayy
Mnngeunaigiiisata

WKL 2.6 TaUnIumMsiaungavsngUaenansvie e 1gagunm

2.3 nsnauelagaisannvisdaunan (Future Scenario-Based Planning)

[

Y 1 Py = ) ot PR = % % o
a1nviAYd vunede Wlunwfgldvantunisallusuianniianudulile Tagliainudiey

o

fu Anuldudueuy wazladeniidviwa lunistundeuaniinisaiiduesgludagiulugowan vinli

[
v A

agviouiunnudenlesszning Jadeiionyu waz Jadennnuvinme luewesldgadaaunniu uas
199970 11511 Auladueu wru L dudunilalunisiesed naveaIndiAdAnTY SansInnIw
Y84 anviAUNIREden (Alternative Scenarios) kNuUNISULEUD R nviAllaa niAunds Wunavedns

AATILIDUIARLNEININLR L

myNusUlngEsNiEioAR %38 Future Scenario-Based Planning LUuWUIAANTITIMAY

ludsasrsassandunisuaslulusunandnaniin wazAIsAUILUULTANIGAgITUUWUUND1RaL AR

v '
(% a A a  a

TuiuAsnsiuniegstanalivianised iedunisananudsusiionsaziintuldluewian Simwinis
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LUIAANNTATLWIAALINDINENMARTN19N59M1S (Military Think Tanks) uagnisdeansiveusurinunas
v & P v & Y] v oA P-4 & v Y]
91AYULMAUARBYAIY AIUY ANBULYDINITLEATEINDN UININNILLTUNITASIIANUATLATN LY
asRUsznavvesanIunsallusuianudd fudunisusanzgbiviudawanssnunaniunisalasyinlings
o a [~ 1 [ M Yy 4d! a o d' d' v = o
aduruauiauuliduluaadmvungegisgeusulilame Fuwuifnd Ay iiieites As n1561599
N1ITAUNT NTUATINT NITIATIENTBYANANITANTUIY kag A1TAALUUTISY a519855A Future
. . I a A A a Y a a 1 a A & (% [J
Scenario-Based Planning \Uwa3ailendelunsiseus iusessinageiiuanuiediulunisyavi
wruaulueuian WWudaniusuin1svenufn AMUTeLUUgIYIn g1egiuil waznailiainnisues
a1nviAuluauIAg (Future Scenario) anaantdu 2 kU AredU Ao (1) NMTNEILIUNIZANTEHUAIY

o3 w30 nansznuvesaulinuusulusuiannanisiaunuIukaznsinduls (2) 1ian1suginnis

AMRUITUNT DAL ULRUNUNVBINITINMANUDE19FULT

s o

nmsmanselpgaswnvimiowan fgluuuresnsivuakuuiiaeudnagnsiisnduuas

an ”miu%’umauﬁummiammuagj 3 U AILARSIULEUATN 3

Decision Scenarios
| a o‘:l'
A o LUINI9NTAATIZUN

o/ L4
Cross-Impact Analysis LEAIRINNAUYDINIT
| - . angdulananney
o LUINNITAATIZH v
v '3
Trend-Impact Analysis NANIZNUVINDIANT
- . Fruagu
o LUINENITAATIZH
AUFUNUS 52N
wuURlUNUKNANSENU

BHUNIW 2.7 BUINI9NI15219RU Ineasanvisiawan

= v Y

Y] & & < ¢ . . a I3
AnannAULNIzAAINYgULeU (Complex) kaztdun1nesasiy (Holistic) N153tASIEUaNA

Virmidedianudnduiiomin AnudoulesiunsNuRusERUgnsAEnslnensansiangiad
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Y v < A & a s | = a wa a
uvl,@‘ﬂ%fﬂaﬂllr]"ﬂ']ﬂﬂ?WNW?J']EJ']NLﬂUV]NVNN']EJLLNUQWUW?@QWﬁﬁWﬁ@ﬁ LLazchEJVlmmJgumﬂﬁ%\i IWEJ

nszuIuMIEAglunsassanviml ArsazUsznoune
Uil 1 szysazhumiszinugnsaanswaznssindulaszauwnununddgy

V.Y

S o A o w v P

TN 2 spynaatuindeudifgliasuniu

S o \ v o A 0o v Ao ) Y

U 3 NFUTRINAITULAGRUAAYITANNTARULAZ NN TRl

uil 4 anulindusulidaunundugaingslueuan

gj 4:4' a o a ] tz:l' < M v 1 ::1'4:1 ] ] (XY
Jui 5 WeauaesursandauRduldluls dunienuluvdusulidaiau
Uil 6 sonmdeya dunvalseyana d1519AUAMTI

JUN 7 USUNaNaLazas 1981 SaUmANDNSUaUNaU

Jun 8 Usyyuedeasiuliinanudil n1sveusu msiwfsuiuasunuu

AsnensalantiAduuy EFR (Ethnographic Future Research)

nMTITuluATIlY NTEUIUNTITYMIULLINITBTIFINITAU “DUNARINGI” (Futures studies)
a3 neilglunisAnwiouianiu 138071 “N153988UIAR 7 (Future research - FR) 8Unu1889
n1sfnwrAuaiteg1luszuu (Systematic inquiry) thgadunsdenlueuirndgniiansanisaiy
< 2/ 1 < o [ 1 = | % 1 ) ¥ = a v
Juldldwazanuiasidudmivuseynsndunilavsedinungunis lagldguwuuns@nuidzeuinn
wu7 Ethnography (Fthnographic Futures Research - EFR) 1 u383neanansidnuiyweing s
Tauss51 (Cultural anthropologist) AeulditeyinnsAneinusssuvesdsnudu (Extant society) lngis

egwua EFR Silhwneiiionsiaisnn (Discovery) n523aeU (Examination) kagUszidiuasdulule

(Possible) mnuunaztdu (Probable) waznweurnaiiosnlidu (Preferable futures) (Bell, 1997)
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EFR t0uuwinief wiun1s@ner3deluidanunin (An approach to qualitative inquiry) 14
JUKUUBY Ethnography @slasunisanudadivungiuanudeinisuaztedninuein1sideauinn
A A [ oA a1 Y 14 =2 @ ] Ay ay vo
\eNagnovausssasiuratoulvvesewaniiliiilasaiusandesle EFR Judusaidovidenlasunis
sanUaslsulasuieliausaadanmuisewanidululduaznnssduimenueinunuie EFR &
anwMEARIY9 AU Grounded theory TUMdvBINITNEIBIUNINITITELTIAUAN WAINMUITAYUN D

(Perspective) luinuniidwinnisfnu3delaaiuey nlldnvazvesns@nwAuaingednuuuguily

pg1aJusTUU (A systematic, inductive investigation)

EFR a$1aile” vvasnnewaniinianisallilagegluuiunves “anviml” (a scenario) an
v €A « = aa dy " . . v a (Y v a a
NAUAD “1399317 (a story) BUIAAFAUAUINITTU" 11 (an imagined future) UWAZLUUFILIANITNUEIM
& P a - A A v A = v a v °
A0TUNITURNIZTIRULY @UITOVIVE KIDD1E mamLLquwwLﬂulﬂlmmmqm 2 M9LIANNNE
= y P Y Y . & A ad v a a PN A v
AU galuninuu" MU EFR waa scenario WUEDWILNEINU @38NNa7Y 81998 ERIRVRIRIEY
P a < A a '3 a 1 LYY) gj " 'y s
mjmmzLUuﬂizmumsmmmamumimmiL1JaauLLUaaisz{]wwmamﬂm 2 MBUUU" INNAULUY

AR, | ¢ .«.:4'
EFR LUUMINATIUVDININRIELAIDUIAALAZNITNEINTULAZNTEUIUNTVDINTIUASULUAS (Textor,

1984) anviFtiuu EFR 1 3 sUkuuiiuandeiunaife

anvimuLuy “lundf” (Optimistic)
- anviEdwuy “Tunkdsne” (Pessimistic) way

- annvieduuy “wuuidululduiniian” (Most probable)

1%
Y [y

el aaABnnsuu EFR tnidearueliignduntvaivionduifignfnm (nterviewee) 1t ng
Focus group wansunumiiu “Has1eaniietl” (Scenarist) wailigasisainiien (To scenarize) @31
anviendiie 3 Uk 18 “N19AIANISNEUIAR” (Anticipate) FanmaniiendiiuninTuauuInig
EFR axUsznavfutunandeulanedsay Yausssuiidudoudmivaungunilduisnateuen ua
Mevdan13d1saadie EFR wafaduuda §ideazasunailiu The Protocol (Textor (1980, 1990b, 1995)

N3EVIUNTIATIETDYAIINNTEUNTBAINTE Focus Group Usenausie N153nIU 53U 38ULTES
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(an elaborated, documented, and edited summary of the EFR interview) ﬁm“ﬁﬂﬁ@umﬁaudmmm

naeLduase” (Make the future seem real) wasvinlyaunse “duda” da“siu” 19

nsldiasestie nsaswardiasisiainiirieuian desUalenaliiidiuladiudeynaiadiu

a wvua

s TugduuunisussguuuRnag e NsUsEYRaUnUINGY LagAIsAelinIsnunIuaIn

1y

PAUNASNS WAL INVAUNIBADN 9T NTTUIUNITIATIERINTALUNDDNLUULNBNNSANYIASITLARI b

LAUNTIN 2.8
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TawianauA@inagns
WNYUMEN
mavisuieandegunm
vaspiimawmilenaudns 1

PANNIIVDITLHLNTTIIUNY
nagws (esnniladudidny
Tumsduadumstuindou
msiagimAwians
vieuflsnainanudaiuues
étﬁa’n’fmﬁa wloune luitd
fvuafiug-101
(wiRunguImin

2561-2568)
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Competitiveness (S
NAN1IANYINIL
TnquszasAdof 1)

i

Demand & Supply
Flow (lgnansfinw
muinguszasddor
2)

aumnauna anudululed
way togz@juAvidenh

Y o I'Q’.’l 0= ﬂy
Tfnsieinuduad suun
Tuswan

4 ° N\ i A N ™\ ™\
fuuaidansausuiu AMUUATIULNLAITN Aaseitladuiidandna AAs1enniaden p .
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%’jumauﬁ 1 Scenario Analysis of Value Chain
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(1) nsdeszdaiuntsaliazadetinnisiluganuneyaienianisvienfieaids
FuAMNUBINIAWtenauaNs 1
(2) MFiATERgULuUNMsIAiaud e UatAlaraUNIUNIINISIBUNeNTIIGguAIN

YosnAwlanauais 1

TUABUN 2 Scenario Planning
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SCENARIO ANALYSIS OF VALUE CHAIN
(Ethnographic Future Research - EFR)
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MTIReLoNaNT In-depth interview Focus Group
(+ wavnlAsenisyes 1 uag 2) (Experts) (Stakeholders via KM)
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' 4 = = '
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AMTIBLENAT In-depth interview Focus Group
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CONTENT ANALYSIS & CONCEPTUALIZATION

STRATEGIC VALUE CHAIN MANAGEMENT IN HEALTH TOURISM REGION

(Framework & Implementation)
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Cost effective Approach wag Differentiation (Creativity & Innovation)

4. n15ldUszluviadg19fiuss@nsnanann can information and communication
technology (ICT) CAD ( computer aided design), EDI ( electronic data
interchange, CRM ( customer relationship management), data mining/ web
usage—for B2B, B2C and B2G systems

5. 1Adesilouaznagndlunisysasnn1s SMEs uaz Micro Business 19131l Value
Chain \floasaaduAuanssanansudstu
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S¥AUAINA

3.2 UszvInsuazngunieeng
Usvunsuaznquiiegnevesnuidell lawngdduladiudeluanamnssunisvieaiies any

nN39UVa4 Value Chain laln
1. fusgnaunis
2. 99ANTNIRANITUNNEINT (MBN1IAN ANEAAINNTTY)
3. AENIIUMILavaTN sz e uATegnaviaIImssus Buladu wgaley (LIMEC)
4. guyuiRLINSvieadien (Communities)
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5. DIANISUSMITAIUT IR UNTULAEITeImen1svauien (unisAnwiasstinaudiegiady
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3.3 1psasdianldlunisive
a o A a v 5 a’l’ I ' [y L4 1 [ 4
wsellenldlun1sideasalilulasssisuvdunival uag s19Useun1sUseay Taeiiunis
MAT1EAlY KM process Tun15398uuy Participatory Research @atufnn1sinslassastaasastaontylu

N1T3ATIEY UTEN0UMIE NTIATIERAIINEINITANNAITWYITUVDIIAMINEUAIENINTVIDATEUT

qsumwéha Value Co-creation Chain tlay HEALTH TOURISM VALUE CHAIN ANALYSIS

(1) MFIATILVAMNAINITANNNITLUTUTDIIANUEUA 18NN TR AN UTIgUAINAIY Value Co-

creation Chain

(1) A159LATIER HEALTH TOURISM DESTINATION DIAMOND #1281 SWOT Wag Five Force
Analysis Tools Lﬁ@%i’]Uﬁﬂ’]Uﬂ’]iﬂjﬂJaﬁﬂﬂﬁu’]EJUﬁ’]EJV]’]\‘iﬂ’ﬁViEJ\‘iLﬁEJ’JLLaS Competitive

Strategy

Competition

Factor
(Input)

Conditions

Related Industries
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(2) N199LATI8Y Health Tourism Competitiveness \fian1 Destination Key Drivers Wag
Competitive Indicator mﬂmiﬂssqﬂﬁﬂiauumﬁﬂ Integrated Model of Destination
Competitiveness wag Crouch and Ritchie Model (1999) ’sfu{ Model of Health Tourism

Destination Competitiveness

Health Tourism

Foundation and Attributes Situational Condition
Health Tourism Health Tourism
Inherited <—> Infrastructures Destination Management
resources & Amenities
Supporting Health Tourism
RESBUTEES AR Market Conditions
Health Tourism

v
~
Health Tourism Destination Competitiveness
J
( Q" | A" \
Health Tourism
Destination Socio-economic
Competitiveness Prosperity
\_ Indicators )
I |
\ 4
(
Health Tourism Key Drivers
\

(3) N153LATI¥ DESTINATION CHARACTERISTICUaE n15WaIUY Health Tourism System

Y89 AMUUAIENNNITTIoLTYY Aeserduniviua VALUE PROPOSITION ¥833aming
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Uanens way Business Clusters lngldiasesdla Value Proposition Canvas 7iaiulag

Alexander Osterwalder

benefit wants

|
l

GAIN CREATORS
A
i T
experience . ZPEOE%U\%CES -1
o

PAIN RELIEVERS

|

feature needs

Value Creation Customer Insight

47 Destination §94AUM A PAIN POINTS uag n1suily PAIN POINTS 9wiinun@anissivun

Value Proposition

(2) HEALTH TOURISM VALUE CHAIN ANALYSIS

N153LA19 Value Chain tJuni1sesuiefa Aanssy (Activities) nrelunaznieusnasdnsni

ANHFITLSAUANNEINNTaN1INTUYTY Tnefinanssuagnialilussuy w3 systematic activates

[ 7 7
v (3

Unlddnisasiyadtuazamudl N9l 99AnT (M3 destination) AIsNAzANaINITatunITALTY

=b.

Aanssunasiagaesineg Jsazdrluganuanunsanianisudaty (Porter 1985) nanni1sitdlunis

(%
[

a =3 dy ! A
'JLﬂi’]S‘i/ﬂUﬂ?iﬂﬂU?ﬂiﬂu NANIAD

(1) Tun153AT19 Value Chain vasszuun1svisufigdauainlulaseinistyaiunisasiemiiy
98U F9Ma150u7 Holistic Value System lnen1suszanduwiAnued Sustainable Value Chain
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w83 Porter (1985) Lfian15@nw1 39 Value System Usznauluaiy Supplier Value Chain,
Organization Value Chains, Chanel Value Chain ia¢ Customer Value Chain AILARILUNIN

) ) Health Tourism Health Tourism Health Tourism
Health Tourism Supplier ) '
) Provider Value Chanel Value Consumption &
Value Chian . . .
Chain Chain Customer Chain

Holistic System of Health Tourism

2IAUTENBUVBINTIATIEY USENBUAIE

- ACTIVITIES in VALUE CHAIN

- COST of Activities

- PRODUCT & SERVICE fla%$14 Value

- FACTORS #iduiusiiu COST advantage

- POTENTIAL VALUE ADDED for Customers fiana150a$14 Differentiation

- AnudUNUsUed Value Chain Attributes wag Members

- Learning Process Aglu Value Chain way Lagseiing Value Chain

6

(2) Market Analysis 3/43LA51%

- Health Tourism Consumer Decision Process

4 , ' e '
» segmenting + experience feedback

+ Motivation « repeatition & intention
to repeat

-

» on-site experience

« Value Proposition . tourist journey

» Plan Behaviour « Value co-creation

« Purchase Behaviour
\___ .
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Health Tourism Value Chain Elements

- Health Tourism Value Chain Audit per Trips

Infra

Shopping Activity Taxation

-structure Attractions

(3) HEALTH TOURISM CLUSTER ANALYSIS 1un1simsies Stakeholders, Key Players 5739

Auxiliary Players Lag Value Creation Process

Related Wellness
/Supporting Medical Service Resource and
Industries Service

Tourism and

Travel Cluster

Medical Tourism Wellness Tourism

Human Resource
Cluster Cluster

N o &

Institutes of o
Government Associations
Learning

Communities and Institutes for Collaborations

(4) HEALTH TOURISM STRATEGY EXECUTOIN Lite3insnssifiamavesensenansiazivsnzauiiy

1% ' (%
)=

fufLaIinsIzi Key Success Factors InefiansanyseAugnsmaninafall
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Health Tourism Product & Service

« Value Chain Cluster

« Competitive Strategy

Destination Marketing

+ Niche Target Marketing
» Image/ Brand Building

» Market Intelligence
e N

Human Capital and Capabilities

- J
( )

Institutional Reform
\ J

[
Y

faiimslesgvignsmanslulaseinist aednfisds Aanssu Wlevne uazuAniidenadosiu
fnqUsvasudnvasn AT Health Tourism Region fall

- nszdumsasuidualunniguazionty

- aheenudeshilumsiannedaddy

- MIRNTAANNANNTOLAEAMNAINNNTALEIUNNTYRMNAAGIUTNE BN

- guESHAUALarUINIIIM isagluganineUatenis

(5) VALUE DELIVERING PROCESS Lﬁaﬁwu’l Shared Vision, Value/Cost Structure LLag

Connectivity lngiasnzsiniglanseunseu Health Tourism Clusters
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3.4 M3Aszvidaya

N153LASIEMTULBNY (Content Analysis) L@ UNELUWIE1TE VDINTHOANTDYE]

waninausidsyuukaganusneduisludelinnaldme Wunisfnufaleomarszddey welildunds

[

Waun (content) N15AAsIEMUaMNINTEUUNTA9T

ATAS 1NN TTEANANDS v ne A4 o e Y o X
v AT NUHUNITILIDIANUS aimmugﬂﬂiqmmuam
(Brain Storm Chart
(Concept Chart) (Content Network Chart)

Creation)

néandAgylun13AAI1 ¥89 Content Analysis

- dnflen (Phenomenology) tHutileanuiilaaununglulunsidudyyiunse
Usngnisalithagfenulumuiiiusefivsing

a . = a o . A a a I3

- M3FeY (Interpretation) M3 uwauR (Diagram) Wegaglunishinnunaziiasisi

TumiATeiiariniIufeIuIANFANNG Y HTUNTTUTNEITE I NADAIUIUITTN

H1U1 U153URITUINIENNATY TnereadsunaunaIudimeiuludneaen1soeds

WAYITULTIBTIE

Content Analysis {uip3oeiladmsun133AsIeidoyanunTATIZRALAaINTN19NT3

[

WUITUMBAIT TN AD

v
SAov o o

- MTEeNA S NeNRUIFIITINFIMTUNTIATIERAINENNTONIN TR TUYDI9ANINY

anvmmwiml,ﬁa’;L%ﬂqﬁummzﬁugﬁmﬂ FLPWU RSME framework @sun1s@ne

1% (%
[ Y [y
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ASIU NUTLNBUAILAIVIA AD
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R - AMIENYEYRIgUNINEIN T TIDATE ATIguA M
S - anumsaimsviesilenTegunm
M - Foulwmsmsnaansvieafisndeguamn
F - aniadenaasygialazenavnssumsviaaiien

- MTRLENATTINiUNMTIATIERteyaannsUsEgunguieauLwIAn Jadeatuany
NN3ENTEAUAINANNTANINTUTUTRINiiNIANT B gIN1AmTonaua1e uag N3
FRelonansTuiumM AT Eideyaannsusegunguas delphi e WauiuuiAnesd
N3¥NOUAINAINTANNMTUYITUVRIINAN TR U squAIN (llonauana 1)
eduasiziduuuifn auamsananIsituvesgdniansvieuie ndaguan

= i Y sy = v 14
WUDADUANY 1 MIuIRUIzaInueY 1 Lay N13N15LARUENYUaALATYUNIUNIT
1 A % sy o
WoufiginuinguszasAvedn 2

A5AT1EMRINVAY (Scenario Analysis)

a ¢ o = = & 0 .
mMsiaszaniadlunsAneassiidunseuiunis 5 tuneu talun1sAinue Best Scenario

dwsunawtienauans 1 lugiuganuneUaienamsviodnggaaunin
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Ui 4

NANSANEN

Ui

o

nsAn¥IdElAsINsAduNsNUnINTRgUsEasd 3 9o fie (1) LiDIATILYANEINTD

N19n13uUedY (Destination Competitiveness) wasn1amianauais Tunisiluganuievalenienis

4

Vo418 T9gun I (Health Tourism Destination) (2) LiieTiAsighguuuunsiafoudvguasduas
guUMU (Demand & Supply Flow) nansviesiiendsguamlugiiniawmilensuana 1 uag (3) livewmun
Jolauauugian1yuleuInIsiauIkaznsinnsiduwisnuadnisduganunevalenianisieaiien

[

Wegunnvesgiinamienauans 1 lagdinsdiauenan1sidenuingUssasate 1 uag 2 dail

4.1 nan1sAneInudnguszasAaden 1 n1331AT1ERAINEINITANINITUYIYY (Destination
Competitiveness) vasn1aniianaudns Tunisiluganuiedarenienisiaaiiendeguan
(Health Tourism Destination)

4.1.1  AMUFNITONNNITUUITUVRIANNNUAENINT 5B AN ATIFUN N

[
va o

msfnwafsdiiteimuntafetiamuamnsomanmsudstuiiolnseimnudululduagnis
FuindsunisiagavIeUatemalagnsysaNNTLaUsEENANTOULARAI AT ANINTUR sy
%mwmaﬂmawmiﬁmLﬁﬂ’; (Destination Competitiveness) @1Agyn9¢) (analu 2.1) sauluda
anunsaivegiinin wudt Yadglunmsiiasigrinnuaiunsanienisudaduvesaavungualenianis
vieaiendaguan Usznause

(1) R- AMANYEYDIFIUNTNIINTN19Y00L7821T9g9A W (Resource — Health Tourism

Foundation and Attributes)
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(2) S- ﬁmumsaﬂmsvimﬁmL%qqsumw (Situation - Health Tourism Situational Condition)

(3) M- LéaulmwwqmimammsviauﬁmL%aqsumw (Market — Health Tourism Market
Conditions)

(4) E- amwumé’ammqLﬂmgﬁml,azqmammsmmsviauﬁm (Environment — Tourism

Industry Environmental Conditions)

Health Tourism
S Competitiveness M
indicators

weunn 4.1 JadelumsliasgrianuanunsaniensudetuveagavineUatenanisiesiendegunim

LUIARLAZIATBITIINTTIATITRAIUAINITONINTRUITUTBIANIEUAI8N 19N 15BN Tu
Asell dosAdsznoudingy laun Jadednnin (Type of Factor) Judenlalunisitasizi (Analytic
Fcator) §1UAMUAINITANINTITUYITY (Competitive Basis) way Tayaildlun1siasieynt (Options

and Database) s78azL08nfbandlunis1a 4.1
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M504 4.1 JaduimiunAuasanen1swiatugaviingUatenienisesngdiveaunmn

Uaudnenin
(Type of Factor)

Hadoildlunsiasizst
(Analytic Factor)

FIUANLANNTANNNTUYITY

(Competitive Basis)

v =

Toyanltlunsiiasient
(Opinions and Database)

ADANYEURIFIY
NINYINTANT
vioufloudsguam
Health Tourism

Foundation and

PNSNYINTNITVIBINYTS
HUNMN
(Health Tourism

Resources)

‘attractors’
Health Tourism Attractions and

Attractors

UIUUMAD UL UTIFUNN

ANUNMNVDINTNYINTNTVIBANL TN

(Health Tourism Resources)

v v 4

Attributes SndnwalfiadnennuanansanIanI sty
(Competitive Identity)

Feulafifmua N1SUTMIIANTTAANE | DMSAmLIALEILsalunITessy 1) ‘Uiza‘umiajms‘vimLﬁ&ﬂ@ﬂ’qsumwiu’«q@w

anunsal Uaneng LAZANAIALAYRININYINTNNS Teanenanisvieadien (health tourism

Situational (Destination ViENLﬁEDLGTNE}ﬂmW (Carrying Capacity) | experience of Destination)

Conditions Management) 2)AUNTNUBINITUINTUAY 3) IRNTHATNITUSMFTANIINTIBATIEN

Usgansnnvesdadenyueasuiay
n3nensiaduayumMvionilsnda
aunIn (Hospitality and Service
Quality of Supporting Resources to

Health Tourism)

(Management Organizations)

4) mimmmwmaﬂmﬂmamﬁ‘vimLﬁaw‘ﬁﬂ
aunN (Destination Marketing
Management)

5) Wlgunghaznisnausulugamnegvany
yemsvieadien (Destination Policy,
Planning and Development)

6) NMsRaLImMINgINTUYEE (Human

Resource Development)




61

7) NM53RNSAILINaaY (Environmental

Management)

A0IUATEIN
AINAIANTT
vioaileuBsgunm
(Health Tourism
Market Conditions)

Health Tourism Market
—awareness, perception

and preferences

DmsFuivesinvieaioafetu
Andnuairinsgalavesinesiese
qwmaﬂmamqmiﬁauﬁm
(Perceived value and Image of
health tourism in Destination)
2)defidmanenisandulafiums
viewlvaiioaunn (Health Tourism
Motivation)
3)AUAIANILEZNITUSLAA
Uszaunsainisvieafondequninly
agwmaﬂmsmwmwiaﬂLﬁﬂaﬁiﬂa
aonAdosiuMsTUSABIfusEn st
‘mqmﬁ‘vimLﬁaa@aqmmwﬁmuﬁuﬁ
(Expectation towards Health
Tourism Experience in the

Destination)

1) thvieafisndsguaimdmane
(Health Tourist Profiles)

2) fanssunenisnainluganinelaiy
yImMsvieadien (Destination marketing

activities)

Auwnnoun19gIna
WALEAANMNTIY
(Environmental

Conditions)

AUANITANNNT
wUsduvesgavIngUany
NNaN5V0ATET

1) Destination Competitiveness
Macro-environment

2) Regional Prosperity

1)Yaded Ianuanunsananisugiiy
JEAUNNNIA (Health Tourism Drives)
2)¥adeiidenane socio-economic well-
being YosyuYUTBIAY
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4.1.11 @mé’nwmwmgmw%’wtnnsmiviaaLﬁa'sﬁmqmmw (Health Tourism Foundation and

Attributes)
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fn Cross-border Healthcare Service Internal Medicine Community Medicine and
Internatioal Standardised networks
Selected Healthcare
Specialty
Emergency Medical Service
(EMS) - Centre
Primary & Tertiary healthcare
&ﬂﬂlﬁﬂ Alternative/ Thai/ Local Wisdom Internal Medicine Physical medicine and
Traditional Medicine Selected Healthcare rehabilitation
Specialty Thai Traditional Medicine
Development Centre
ﬁwnﬂan Regional’s Medical Hub Comprehensive Healthcare Medical tourism

Service

Primary/ Tertiary/ Advanced
healthcare Healh check-up
center

International Standard
Specialized healthcare
service

Healthcare for all ages

Medical literacy and
medicine network

Disease prevention and
health promotion.
Traditional Medical Service:
Thai healing traditions such
as spa, traditional Thai
massage, traditional Thai
herb & medicine, healthcare

products
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Qmiamﬁ Cross-border Primary & Specialty Healhcare | Internal Medicine Rehabilitation
Primary & Tertiary healthcare | Health promotion, disease
Emergency Medical Service prevention services
(EMS) - Centre Thai Traditional Medicine,
Selected Healthcare Alternative Medicine
Specialty

LW“Uipﬁifi Preventive Medicine Internal Medicine Thai Massage, Herbal

Primary & Tertiary healthcare
Emergency Medical Service
(EMS)

Selected Healthcare

Specialty

Medicine, Alternative

Medicine
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agalsinny anmsliasizidefaiuresilievigy wudn uenmilenndnan naunisuinig
NNNTUNNIUET NMTEURUTEAUNTAIMNNITHBUNEUTINTUNMENTANENTOMNITUYT N
N38UIUN1Ta319AMAT (value creation) AeeAdsfiansAlsenaunie deuanslulHunIn 4.4 uaz

198 DEANYINUUNUINLALAIIUNS DUAILAAILUANTIS
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Healthcare Service

Technology & Emergency Healthcare
International Standard L LLE N System
o* Yo
® ¢
& *
& *
«
- Uszaunisal e .
) . . . o4 a Marketing Channel &
Strategic Connectivity o N1TNBINYD E y
s i ‘ % Information
e LWINTTUNNY ey
¢ &
@ L 4
@Q 99
ape & &y " | .
Qualified Human anw

Value for Money
Resources

Thai Hospitality

WHUAIN 4.4 B3AUsenaunisasienuAUsyaun1sainsviesigtluniavseneauans 1

asAUsEnaUMsassUsEaUNSal UNUIMKAAANSDY
MsvieaienTansunng
HEALTHCARE SERVICE - UINMTEUAMNANAMTBRBUANEINNTAAINS
U3NSQUaauNIN Uszaunisalmsvieafiondamsunmeliesng

nanvauazianulanAuni general

medical tourism

THAI HOSPITALITY - Locality vesnawmilonsuaisaiuisaidugave
IUINTHUUINELAZLINIFINNITUING 5]

QUALIFIED HUMAN RESOURCE - L5uSHULNNELaTNaNINeIAIENSFUNINVD
AMANYBIYAAINST an1dunsAnwvanvedgiinialinuaiunsaly

nisuanyaaInslautdignainuseany
gREmMNTIIN iR snTansunngld

- Temalunisiamussnuiifiaruanunsaany
lagn15l¥58uU network iU Ngu Lanna Spa
Association UMIINYIFULIAIT AT LATOUIY
wnmduslngluviasiu
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TECHNOLOGY & INTERNATIONAL
STANDARDIZATION
wialuladuazn1ssuseInunInLay
11%351U/ JCI Joint Commission

International)

Tuiunilsangruianud wag lsane1uiatenyuil
lAsun155uTeINInsgIu kagmaen1dgns
SuseunmsgINaINg

TRANSFERABILITY & EMERGENCY
HEALTHCARE SYSTEM
nsusnMsndeudeUlelarssuUanay

(pre-emptive move)

fiaTetnadouladluszuvvadlsameuiaiguna
wagienay suluderdliaenvy 4e iReRaanis
AswEsuassauduL e ne3etaiievene
AUEINITAIUNITIBISULAZENTEAUNITUSANS
Wiol#iAn “seamlessness” 48911503159
nswnmdluniinia

nsuarmaset sdenlasiunisindeudie
HUhenganIneUatenIsuuszileuasugne lng
n1snusiufunIAnIsiewdien a1l private
hospital referee fivhanusaudu private hospital
TulAT9918NITANUIAL LaZ tour operator viie
AndunsvudegUligdunsuwau

STRATEGIC CONNECTIVITY
NSURBLAE strategic partner

é’fﬂstw"LumsL%’wﬁmwmwmamamiﬁaqLﬁa'a
ﬁauﬁé’hqqaﬁw%’uﬁﬂﬂmLﬁaﬂuﬂizmm wanaadl
MsnenenLdeusie cross boder logistic
nMsTnfiuvenaietionng  eagluwazany
uendwdn aniAnsvioadien PAANNTTY LAY
manwes  lunshuduedeunisveaiienda
AUNIN UAENITAINITANU WEUIEAUFUNIN

MARKETING CHANNEL &
INFORMATION
NS 0YALAYYBININNNITAAT

N133uiuaznINEn¥alveAIIeUa1en1InIg
vioufiondsguamsandlaiududn

Y99n1anIIRaIAnIsHeaiionTsgunndsnsdl
Piausiiilonalasunisaiaasulaenifniediy

ey social platform

VALUE FOR MONEY
ATUSNTTIAUMAEUNE

Uadefagalanduaudunalsfideinisaing
azAINauelun1ITUNITUIMIINNNSUNSuay
GNGERGRAR
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Uszaunisalnisviesiigddaaiuguain (Wellness Tourism) Tuniawmilanauans 1

Wellness Tourism Experience fiaanuiisadesfudinuses1¥u (Daily Life) 1éun wellness
lifestyle real estate and communities (live), workplace wellness (work), and wellness tourism
(travel) stavaadidudrunilsvosesdusznaudidnyues Wellness Ecosystem fidudseinuauna
AAufegR LarindiBusn veuywd (Wellbeing & Longevity) Aanssumisvieadisadaiuguninds
fiauduiustuduionssunisvieaiisnanuaulafivay (Special Interest Tourism) AiaNu15aNUINGDT
n15ve e T Tmusssy (Cultural Tourism) N15WeNLTiEILT3999%15 (Gastronomy Tourism) N1
vieaflewuuininszeren (Long Stay) nsvisafiewuunanse (Adventure Tourism) n15vioaiiiesids

WiruAnwLagAaul (Edu-Meditation Tourism) Lagn1svieafigndsinn (Sports Tourism) Tassetdu

NNAUESUFUNIMUTDAUNILUUVDIATIN (Holistic Wellness)

1INN1SANBINUIT Aanssunadisszaunisalnisviesfignieduasuguainluginianis

(% ¢ v

NOUNYIAILT AN UFUNUSAUANIAINVDILNAIVIBUNYNTITTTUIIR UIANTAIUGTIU LNEATATIY

[
L >

UPAANUTIFUNUSAU Natural Attractions (mountain scenery, forests, caves, waterfalls, rivers, dike,

lake) MIunuindmunelunisadsassauszaunisalnisviesieniiioduasuguain a19 Leisure, soft

[ Y
=1 Y

adventure, eco-sport TUUSUNNUANINIAIA  UsEN15ainsviouetduasuguaInvsegun1iea
AaienaudrsarunsaadienuA i uyszaun1salluguwuy REST, RELAX, RECREATION,

REJUVINATION &aflannuduiusiu Green & Experiential Tourism 15104
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WHUAIN 4.5 JUMUUUTEAUNSlaunT13EaInMsaseAmAIN sYin g tdasuguam

wellness
experience in
the LWN1

holistic

3
\ \I
| RECREATION |
i

REJUVINATION J

Tunawmiionauans 1

I
Y

REST
SPA

Thai Massage
Community-based tourism
Slow tourism

Herbal Treatment

RECREATION

mountain scenery, forests, caves,
waterfalls and rivers/ eco-sport
soft adventure/ Bicycle tours/ River
Rafting/ Experience new way
(Volunteer) / Local Gastronomy/
Tourism, Art & Craft Tourism)

sULuUUsEAUN SlgUAIENsd UL UURARS UL W

i Aanssunisvewiigandegluiuinaiamilenauans 1 wazasandefunsasianaeily

RELAX

Hotspring

National Park Scenery
Organic Farms
Shopping / Local Market

REJUVINATION

Religious Sanctuary
music therapy,
meditation,

solar therapy
Local Wisdom

Nature Bathing
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2) BIANSLAZAITUINITIANTSNTSHBANIB? (Management Organizations) Tu

MAvlanauans 1

luvsunnawmilonauan 1 ssdnndldrungidesivulouvigaziiunumgesnuunuingslunis

Wawin1sveaiiednaznsvis g dgunnlunguiminusenounigaaAnsn1AsgLazonyy ouwus

muvtnvesnulunungnsmansdmiunsviewiendaunin wudn § 3 nqu loud nguinauleuie

LAZNISUTIMSBegnsAans nautuindeuulounguasenseans wag nauduinfouulouislneuiayy

(1) NREUlEUIBUAENNTUSNITIENEAENS

N33 A1ALBNYY DIANTTINNASTHALLONTY
dlinaugnsaansdanianazngy | wenisen nns
Jmin AN9REINTIY

AN19AAMNTTUNNTVIDTEN

(2) nauduRRBUUlEUIERALENSAIERS

nAsg AALBNYY DIANTTINNIASTHALLONTU
mhpudanansengviausssuly | vensin ang

T ANN9AAMNTTU

driinnunsvieniisiisUssmalng | anigaamnssunisvieaiio

Tuiludi ANENITUNTTL UBATYSNY

drdnUsrvrdudiusian 4
9IANITUIIIT A SHA U R UARLAY
ienisvioafisregedBu (asdnns
UNITU)

fimssune
NUIPNUFIAANTENIIYRATITY
F1INURITIVUAITIR
NUIYITUFIAANTENTIINAS
snsUssmeluitui
MUIPIUTINANTENTINAWATT U
i

M nudnansensassagaly
i

vsEnienaeulnednia
nssalnusialseinelng
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‘ USENYUAIIAN ‘

(3) nqudueReuuleuelngaYY

LASBUNYLNEATIUNSE

iwsev ey uazunmdunulng

Uadeddgiyndradioinvzndnduliunuinvesesinsae dunuusslenisensuinisdnnis

! dl a 1 -ﬂl & 1 ¥ 1 Y a =
nsvisaieuBiguanluganineaieninisiesngimamienaudis 1 laeg1auviase Ae (1) A
Tudlsuarmsnunguiuleuisuaznistuiniou (2) mnudellieavesulguigniady (3) msfuiuaslv
n1satuanuvesyuIanans (4) insevienantglulazniguanginia (4) 89ANIAIALENYULAY
AUENOUNTNNLDY (5) N13aiueeRnIuy UAaINs waziAseel on1susmsdnn1sn1svieuileinazys

AaNsvieNNeINEUANE (6) N55UTRIAnUzYae LIMEC Tusyauaina

UadgniianswananisuinisdansgiinAuiansnasing adegunimniamilonauans 1

ausaile in3atne ulsuredaasu dusznounis asdaaud yuaans in3esliantsuimsdnnsmsvieaiios Anuduaina
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3) ulsuiguazn1sneuaulugavangyalenienisiaeiie (Destination Policy,

Planning and Development) AMALilanauans 1

n19ATRuleutskaznIssEulugarigUatenin sviewniga lunsAneiaTell wuin

v a L A va ) V1 a a 3 ' aAa a A ! [d
wHuLEsygRakasdundiiauladudelinnufaiuingiisnsnaunfandeaudululalunis
Waugdniawiinisviesiendaguaimuilonauais 1 ldud unuiauiUssinalnelmduaudnans
JUANUIUIYIA (Medical Hub) wae enseansnaudaminaiamilonsuais 1 Failnseunazuuiulovny

AauanaluuNunm 4.6
wnuawUssmalvelidugudnatsguamunined (Medical Hub)

Uszmelnglauseniaulouignisiauusemaningiteaiunisiiusnsmansunmguaggunn
CY g.JI J s v Y 6 1 IS
TuAaws urugnsamansnsiauUssmalvnelidy audnatsguaimuvaeile (Center of Excellence
Health Care of Asia) .M. 2547-2551 aUUfl 1 YINTENTHEATITUAY UNUENSAIEATNITARUIUTENA
1‘1/1ﬂiﬁLﬂu@uﬁﬂaNqsamwmmﬁn’la (Thailand as World Class Health Care Provider) W.¢. 2553-2557
adufl 2 193anN3ENTNEAIB1IUEY gnsaansnisimuszmalngliidugudnaisguainuiuiyid
(Medical Hub) #.¢. 2560-2569 ¥84 NSUATUALUUINITAVAIN VBINTENTIAITITUGY Y187 LiainSey

14 o Y < 4 aa v W o
ANundeuan1simuIUseinalidugudnarsuuivanaiuisaudaduivuiuidsemalalagede
ANEAIMINUTEUUUINTATNIMTBIUSINATIRIATnauieInguviou i udaguamlidnunsuuing
9 MIuInguazaunn ieadenelaididussina lnednliugnsamaniaiugliiunisiuuidaden
Netes laun wideiedlendaguain Aneninvesyaainsnisiesiendiguanlyiuinsgivaina
N15U3MITAN159049 JUsznaunsurasianfieanieaniulsenounisiiertesiiilussuuasd
U3ganSn1m uwazn15inwendnualvInandukarUINITAIUNTYIBUNEUTIEUAINARANFAIIRIN
Uszinaguisluginiaede wWeenszaudnaningaainnssunisvesiendavninvesineiaily

Audnanviaaiied Waunmluede waslugamnelateninmsvissieandsguainiidnunmsedu

Tan (World Class Health Tourism Destination)
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PNMIBATTisRuRaUssmalneliidugudnasguatnununend (Medical Hub) svez 10
U (w.f. 2560 - 2569) Wui1 N33 4 HanAAndn Ae 1) gudnansuinsiiledaaiuguain (Wellness
Hub)  2) AugNa19UIN1Tg¥AIN (Medical Service Hub) — 3) Audnalsu3n153¥INIThaLI1UIY
(Academic Hub) waw 4) Augnaneuasnandusigunin (Product Hub) wlsunewantagnyuadali
aawmilenouans 1 madugemneyatemsnsviesiiien gilaauisnisviesfiondaguain a1ann

AnTula
gnsAEnsNgNIMIanIAlionauas 1

wleeuazensmansNinegttosiunsimunganuelaleninsvieaiieiveginiamileans 1
gnimualindlusedungudminuazseduimin lneligadunisensaians 3 a1u fe (1) 47079

Yigaiiga (2) MUNITINGAT Uaz (3) AIUNITAITIGUAY gnaIvnTsulazladadnd

fansnisimuinguiminnamtdensuas 1 yaduidnaninvdnvesiunfentsdulmainan
- I s a = a = = N | ¢
HuHan1ensinens nMsidugudnanamsuinisiuduenduladukasseioaasugialug (LIMEC) Audnans

AIUNITHEADIAAIINS NTITY hagimuInnegINTuYEdrediinia 1ATIUIENITANUIANNINIIUNKAE

a

NNDINA WAaINSNeInIN1svauiendeinsssy addyailne wazusanlan LaghramsneInsnIs

QU A7}

'
1 a

vioaflrmassaned fadu wlevisuazgvsmansiaujifinsimuidnenmdunisinunsuas msasng
yaAmansviesiisnagiaudeseafmeogiunmiuazmalulad Waumiweinsuyed vimsdnnis
N3N INTEIINF waziamnmdeslosfulsemaioutumuszidoaasugio EWEC wag LIMEC 7
Fadann (@niusspiflounnd) uavgnsand (assasgusseivuan) Tnsuumenmsianngudaniag

[

\Daran1TiBAe NI nYeIniinAwmilenauang 1 deail

(1) Agricultural-based Industry
N13aTUAYUNITATINYAANANYRIFIUNITHAANIINITINBATUAZAAIMNTTURUTFURLAN
nwas lagatuayy invnsuasnde 1nunsdunsd wazn1swlssuauAmanisinensieLiiy

yam
Y



88

(2) Tourism Service Center
mMsfmugudnaansuimamamsvieafieadenlosmelunguinin glinauazyszina
iloutu Taemsiaundssnnennuagain ssuulalafadiloatiuayunsiuaguinisid
#nenm TaglanzgRauinisquain Maviesfleanaznsieeuny

(3) Value Creation
nsaf1nuAiiesnsedunan fusiuazuinisdiuntsondedlasnisiuguasiau
ningnsnmsvieadisnvesnguimialiniuendnualinuiduaiunisuimsianisuing
nensviondisamiendonleauvanieaiion Mmann wazyaaIns

(4) Sustainability

N13USMITIANIINTNYINTTTTUYIRRE19898UlAEN1TATIANUANAAVBITEUUTILIALINE

'
o

aruayunIINEnLarAMNMTINNEsEY

nNYnIUannans
wuailan 21msUaBAY
msvieadien

Tadafnd

. msvisudisndelnaiuazusanlan
qluviy w i ot o
1 AuAvissiiuiienvisaiien
Strategic Positioning BIO ENERGY

duazials

I PR (PN - SO
Nangn NM3VIDANLATILNAULAZ IANUSTTY
INYNS AN MIANBIULAULAZ TRV

Arvuau/gaamnssw/ladafad maiwqunn
MseysndsITuTIfuasdsndou

T MIvisufiggatinal
AR A InensUannne

nAn fusiviosiiu

M3 417 wald (nSew)
a <
gA3nnAn MIATBUAL (99)
NAnAUTYIshU
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Thailand: Medical Hub
World Class Health Tourism Destination

Cluster Policy

Smart Agriculture

Lower Northern 1 Health Tourism Supply Chain Strategic Issues

High value tourism Health Tourism

activities Productivity, Region
Value Marketing/ Development
Logistic Infrastructure/ Supplies - in The Lower
Creation, Channels Northern
& Transport Network :

1 Innovation
1
1

Green Economy : )
1 =
1
1

Digital Economy :
1 Agricultural- Tourism
| based indust e Value Creation Sustainability

THAINESS & : ased Industry ervice Center

Quality of Life :
1
1
1

Strategic Issues Enhancing Health Tourism Supply Chain

a 1

WHUNN 4.7 Wlgungnildninasensinuigianawiinmvsaisuviensuans 1
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wlgurgluskugnsaansnaydaminniamilenauans 1 seeg 20 U (W.A.2560-2579) L80san15WaIu
QiinALiINIsieuiendsguan sagdderiml nisidumudnanansifenles wiswgha deu waguinis
Y8ain1AdAINTuAY T9A wazdediu (Regional Linkage Center for Economic Social and Services

v

to Stability Prosperity Sustainability) FeiWusANAUATUAITHMLINITDUNYY A9l

- ATYNTEAVLALLRNTAAIINAINITANIUATYFAIVUFIUNNTAT YA NANIINUTANTTY
(Innovation-based Value Creation)

[ 6

- MseusnY ﬁuvjLLazmif{‘]’mmiw%’wmﬂiﬁiimﬁa dawndouuarndsmuiodusingiu uns
WaIun (Environmental Preservation)

- duaheuiunamedsay Samsssuuazensyiuaanduegilonyuiaiuns wulnegiedsiy
(Quality of Life)

- NRUIRAAYIBTIEILAZNITINNI TV UNEINNAINNANBUUFIUATEAE519a55F (Creative

Economy)

Usihugvseansvasniamilonauai 1 aanndeddunisimuilgnuavein1svieuiedds

AN NA1AR Wl NAUNAULT dnatedn wazUateun

AU Uanein

. NISWRIUN o ANSWAIUN . MSFARALATEST

Yaduiiugiunas
pnszauladunis
NE#

ANAINNISNER

MsLidyar1ves
AufuaruIng

nsiug
o YDINNNT
nSTANBAUA LAY

o Msauleg UINg

waluladiay
WIANIIU

- J - J - J

nstuiedeuuleuersygiakazdenuioauluaIieseIfuN sl INTENI19n1AST Yy
WAZYUYY Y19PNUNNSTURATEINITIRNISAIAdouLaENEIY NMsimaluladuazuinnssugnisiaun

UIN15YaA1ae N1IAILINISANY nineInsuyudNfen1stulndoulasnyulasu ag1maiiaiie
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BNILAUAIINAINITALUNITIVIFU bagN15:pUlemIuATYENY d1aNdnusssuiulsewmeaiout Ui
seasunazmsveneauAulamaasegiakardruluusunendeunazaina Ml Ussifegnsmansidl

AUAALY amswwmﬂumﬂLmeiwmma’amammw Toun (wanslunnsng 4.2)

Usziugneansi 1 finuignainnssunenidnier omnsdasndeuuai feansvemaln

WALALASUSTUUMAIARE19T9EY TithUsyaannadl

LR NERN INIsinERsyaradlilnugennfeiuaANfeInIsuena1n aeld

11M5UANLURBRAELasiANEEY

2. afyansgldannnisineasenamnssunguAamilonsuans 1 induiesas 5.uegniiey

aeludl 2036

Usziugnseansi 2 a519assinsvieaiisawazuinisyange vuguinaiwasyseifmans

[ 3%

AUszasnsail

[

1 aaunawisaiiodlnl uasiwunnsvesferifidnenmlvdaanmedaddu dyaigauu

a ¢ wa s a (% = IS
FIUULIAU IRIUBITU UseiRmans uwaghanssudunuinsivainrateniglull 2036

2 asyadnsglannnisviesiiangunawionsuans 1 Windusesas 5 Wuegntesnigly

U 2036

Uszihiugnsanansil 3 enseiulassdienisvudsanuiauuarszuuladafind annguaiamile

! ! = = [ L3 4 ! !
mauae 1 goiinauazendeu dlwszasdlunisidugudnaniswenledasaiensvudsnuunnuuag
szuu Tadadndainnguniawiensuans 1 dofinnAuaredoutiiesnsefunisin nsawunazaiig

518l FaazdumsaidlendlunisidifqanuneUatemensvieaiendeguanluginiamilonsuans
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Ussihuansanansi 4 ausnd Nuuazdanislduselominineinssssuwd Fuandouunas

WA 1ed98Y Lo aydnYuluazdanslUUTEleninine1nIsTTUYIR AUINTOULALNANIUBENS

U A ¢ a 61 @ A oA
EJ\TEJUUuﬁqu@?quaiJUuimGU@ﬂig‘UUuL'Jﬂu%jﬂ']i WUULUBDNELEN
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Uszihugnsanansi 5 lasuadaasugiagiuanuduaziasugnafdva Wellindaanuaiusaty

Aswiety Tnusyaenvan A

Lidugudnansasuadaasugiagiuanuiiodindnauaiunsalunisudavin aeseldves

MAmtanauaid

2 Jugudnanmaasygianagaiiodindaauainsalunsudadusaziiuselivesniamie

AOUAN

Usziauensaansi 6 smwinnuiiupsasaun milnfsn iausssy Inewuuysannisuas
aa A < @ A Ao o O o = N 1 @
wanuaedia e I wiauiuiisaniinnuiuag Seds Ussuvuliaunn@ininysannisnisegsiui
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nsinuAsiiiedsenn -

- mMsunsgAuRUAINdY ayulng
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- ANINWMUIYAAINT AU
WeansNYATHAL 8193

- NISUNTEAVNINTIIU FUANNYAS
PN 1IA5FIU GMP/GAPQ/GAP

- MR tnyesliianog
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- miawNandugianayulng

- MINRUIAAINAUAINISNYAS
Uaenselunndwin - Waminay
\NEATNT NNFHERG
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N15319 Brand Uag 101551
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- MISWAIMITEUU ecommerce —

- MSIRUVALTEUINNTINYATANY
NILIIYA3 —
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- nsideules wvdsiewdiealy
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vioaiien

- ATHIUUENSUATNS Vil
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- msdansvieadieasiu dalz
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Push Factors Pull Factors

« Self-satisfying goal « Destination Attributes

» Escape/ Relax/ Pamper/ treatment/ « Marketing Image

healing
» Self-fullfilment
« Distress/ Timeout
« Unwind/ Rejuvination

+ Welbie iconic (helthy lifestyle image)

3) AanssuneniseainnigluganineUatenienisvieaiednguiminmilonausns 1

(RS A &

NNy Mmamileneudisl Sslifituindeunsmataiiiugusssunfetunisviesilen
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Health tourism
destination
marketing

collaborative

, service
transborder community ) )
. ) innovation
well-being well-being )

& invesment

4.1.1.5 SANKINFONNIUATHFNILALIAGINNTIUNTVDUNYUTIFUAN

(Health Tourism Economic and Industrial Situation)

v
v

MsfnmanLIndeuMaATEgiakazenavnI M Tiea e ndeaunwlunisAnasiliii
Tasmsiins1esi (1) tadeatiuayunisiaungnavnssunisviesiiondagunim (Enabling Factors for
Health Tourism Industry) (2) S¥UULASWEAANSYIBATIBUTIUAIM (Health Tourism Economy) uag
(3) Hadvimuamnuaansanenisutsiureansvionfiendsguamussnguianin (Competitive

Factors for Wellness Tourism in the Lower Northern Cluster 1)

1.Jadgatiuayun1sWaungnaIunIsun1sviowleandeavnin (Enabling Factors for Health

Tourism Industry)
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7199 819 m'iﬁluﬁmaqamwmwygﬁﬁ] warUlEUI8Y09sFUIALUNNTARATNSIAIUT NN
guamlvianunsoudatulunainendeunazaaialan Usenaudunmsimuiimumelulaguas

QAEIMNTTUANUAVNINNLUIATIIU @1UITOABUANBIAIIUADINITVRIHUTLNABE 1

YLaNTNIN
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lei ti ds f wth of
eisure time health healthy neg s for gro o
leisure wellness

motivation lifestyle

& disposable
income activities tourism

Global Wellness Institute (GWI) 52y n1sAinwdeyainnauaziiasizriain 10 Nguaain
10T 2016 917 Alowua n1stidadsla-s19ne wuieiadauainialan wuigsRamdrdiule
f9 10.6 Wosidust Anduyadindy 3.72 duduneaansaniyn Tuvned insvshalandaudd
2013-2015 9gaanouani 3.6 Wesidudfny InsRanssuduaiuavamilansuidy

[

Aonssuidudydnualiuiitinvesndufiaiawisa nsvienilen aun antudivinaru fivin
01dy mFounaziiing vl Global wellness industry 1Hiule 12.8% s¥mined 2015-2017
way fiule fovay 6.4 90T 2016-2017 wail 6w TfUssifiugadvesnislddnetulugsia
warn1sUslnanuMsdLESugunluszuuiasugialan duariussanu 4.2 Suaumseny
ansy ($4.2 trillion) Tul 2017 (2560) way An15lUan8Ry 639 WuaumIyyansgluanis

P

vieufienduasuguan vlgeanunssuilidunidugaamnssunsvisaienniulmsiign

<

naanilyariasan 1uesRUsznaudAgveIn1TviaunienTaaguam (Mswnnduagdaas

guam) loun

1. PERSONAL CARE, BEAUTY & ANTI-AGING ($1,083 b.) \iulnsaeay 4.1
2. HEALTHY EATING, NUTRITION & WEIGHT LOSS ($702 b.) wiulnSauay 4.1
3. WELLNESS TOURISM (3639 b.) \iiulnsasas 6.5

4. FITNESS & MIND-BODY ($595 b.) iiulnsauay 4.8
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5. PREVENTIVE, PERSONAIZED, MEDICINE & PUBLIC HEALTH ($575 b.) tiuls

Soway 3.7

ImammmﬁimLﬂ'uﬁmi@ﬂm@ (Spotlight on 5 Markets) laun 1) Wellness Lifestyle Real
Estate (N1998ALUU ABAI Q‘Uﬂﬁiﬁ LarAISIWILANETAIN F1U Wellness uaz Wellness
Tourism) 2) Workplace Wellness 3) Wellness Tourism tAulnsasag 6.5 ( 4) Spa Industry

Wiulnsaeay 9.9 5) Thermal & Mineral Springs

nstlasuwUasvaangAnssutinvewiganinisiewiiednyadulssaunisaluaglv

[ v _aa

AnuddRfunsuaUsEaUNMSaiTiINAnI M sviesieasuuUIANlngR U sduETE
Fngrunazdsundiiosiulasuviaie druvilswessuuvunmsvieadfieriiduiiienlusuan
16w n1svieafiendiaini(Gastronomy tourism) nsviaafisnfiodunuiniswar A1y
UJuLie (Entertainment Tourism) miviauﬁm@aqsumw (Health and Wellness Tourism)
nsvisafienegaduiinvay (Responsible Tourism) kagn1sviaafiendensunme (Medical

Tourism)

£ [

nsigdenuggedsvedaseaiiauszrinslan (aging population) flAHABINIINTAUA

Y

a

gunInLazdaNgs UNWTO manisaldn Useimalneaszdigasens (A 60 U) 91uiuie 23
% I~ (v 1 ¥ 5 I~ [ a 1 o
aueu LWudadiusevay 37 vasuszrnsialseina uladeiasunaniudifguoanis

NOUNUTIFUNINUATNITUTNITNNATLNNG T U IUVBIEIBIUIANUALAINAUFUA N

1 v % 1

YaanAsghavienyy wavlusungAnssunud gaeieiinisdudne Idaesiionisvieanedgs
lagnudn dnviesiignasegliinglunsviesiieaninndn nauduns 3 wii Aedy N1t

1A NN U IULALAITIUILAIUALAIN ATUNITNBANLIFBAAABINUAIIUABINITVDY

a

Uszvnsggede iaiiulenialunisadieneld anmsvieuneslidugiinalasianizns

Y

VioueIdnaTugUN KA USNIN N swImddedasiuuag ity

Y
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nswAdeUmvaIgUatAnIsioL e nTagunwlussuusygiaguamlasun1sdeduieain
n1sveieInguilanaiusadnelukasidnfiele (affordable and accessible) wWiounns
Y e s o v 1 Sa a & & v = i 1 =

WhisesAnukardeyasienileglusruudumesiin nsldinalulagseninanisviewde?
WBNSAUAUTRYARAZLLAIINALAINAUIYARBANITLAUNIIVBIUNYBTEY 91NA1S
AIANMT8ITY Euromonitor nu31dns1 nsiulalaedsvesglannnisidtemnsesulall

dmiunisvieaiganalan(Global online travel revenues growth) ag#isegag 10 sal

wearble %30 hearable ¥ lrguilanasunginssilunisquazauainudeuimsinnis
qUNINvaIFaIla N151AATuT8S M-health (M-health) wag e-health \funisdaasudos
M514@inde Smart health Tunguiuslna shedeyaiiuars szduindosiiod Aayfigly
usnseuguanazldlunsinauguamluswiag aaiunisaifinanisdulenadiniu
MsauiiaLLardLaSITEUUNMSieain Hiutesseeulaiazatuayunisamusy
weluladasaumaaislndlifussAaviesdunazifiuaruaunsalunindrdnisuinig
aunmuazviaafiendsguameswhiuuagiiusyansnm

MsvieaLfendensunne (Medical tourism) ulaidesanndednfnveanisasisquuaz
SuuUseiuguamm edeifeaiu Long-term care (LTO) ifiulatuituiy

Urbanization Wuiladeiivhmievesszuuasisagy 991nn13d1saves WHO wuin Usseng
lanuinninfesar 50 o1degluilos wavaAn1saldnzveneduIuis 2/3 vaslseynsian
TuT 2050 &3 Urban living finasie health condition uazlsafinse (chronic diseases) Wil
figuasdse nsAumaiioquninuassiunisedisfiquainday matonsssui ua
nsvanuiandindseIriuludeeuiilos

nvaEaINANeITU cross-border health care MBalviUILawsaLE1EM health care Tu

A9UTELNA 919 planned care Mi@snsaidnlé (reimbursement)
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awdnwaiiunisvesflendeguainveslne fifin1sfuiin Yszmelnedu Asia Top
Medical Tourism Destination .ﬁ%aLﬁaﬂuvﬁ”m@cumwmﬁﬂmwmma (high quality
treatment) Tus1ANRaNmAgNNa (reasonable price) NFuRAIANENYDINITHBUTBT
nsunndvedlne loun Ju Sanqu pgiusennans Guu uazidousns

fuiiusy@nBansnuaunm (health-efficiency index) vesUszimalnelutl 2561 fidisaalag

¥
v v v v v o

Bloomsburg A8usufau 14 duau fe (Judusu 27 vedlan lneazuuuedsusy@nsain

<

Augunnvedine (efficiency score) g 51.9 Fudunisluusewmeaniinsensyauuniign

1A8AINNITAITIINUINNST I8 R UAIUNITSNBINY I UIaseanassoay 40 1Ty 219

) (d | P~

Wiseansy (FedruniaunandunasinszuunisidndreRuarsnyimeiuianiasguaznis

s

UsziugunimuazUsziudsauluniaiensu) uazengaievesussynsiindudy 75.1 Y
wenanfdanuitnisvesiisndanisunndvesiveunidlugaavnssuiidsnsinsiule
wniign aglsinnulszivalngeadidymizesmiumdeuaivesnisiiuinisaisisagu

Wraziudnladenisfinszdulinisveaiiondanisunndniinisasulugsiauinismis

AsunnadunsrUsenaunaniulsemeniulpdu

10) N9 N YA UVDITEUUNITVUEINIINITVDUNYT TATIVIEANUIAN NISLTOUAD AT NS

wulavasanen1siusunulasuanudeuadungvuiunanawaziivwildudulaseiiadly
awan Wesannlutaduduaiunisi@ensevesganunedaleniinisienfieauasiiunis

WAEiB e IwarIAEngUaten 1N s s e mAn L
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2. iz‘U‘ULﬁiﬂgﬁﬁ]mi‘ﬁadLﬁ&J?L“?NEj"UmW (Health Tourism Economy)

AsviBaigTdenIsunng

I1NNNTANTIVFDANITNOUNEIVDINTVIDWARLILAIUTENALNG (MNN.) WU wuIntut 2560 o

Unvieadiendanisunme (Medical Tourist) arnsilanUssanad 66,492 Au YaAImaa 23,128,859,400

£%

UM 31NN15ETIEUTENBUNISTIUTEMA 220 518 ¥l dnsaenisaldnlul 2561 Useinalngsd

3lAgaTU 13.9% nsoUsENN 26,436,038,047 UM UIN1SNTVIBRNENTINTNNENtATUAIUTiey

77
Y

WNAFAlIRA NIFUTNSALITAIERS NsrvaritiazaunNvadlng Maln1sdsangAnssuuasaly

nenelaveainyieiylain Weuus 817 ziueonnaly 9dmslas ansgowsni Ju wassaly laenis

[

viouieaunaUszwmelng wunginisallunszuiunisdndulavesnguiinviesiendinisunng fall

nszuIuNsinaule NOANTIUALIAUVUINIINNNTUNNEVOIUTZNA

Need Recognition USNTNNTUNNE
- UeEns
- NSYTARTY
- AW
- nsilung

Information Search nsmdeyauazlasutoyadnn
- NguE19de (Reference group) - WUYTONRA
- §3N9 - Travel Agency wag Company Website

Destination Choice Jadefidinanenisindula

- AMNMYRIENIUUIENBUNTT
- gesanudnsalunissnw

- Feduwesdnulszneuns

Travel Behavior S RNNLSIWSY 3 AN
o % dl %
- WIUNRAY 3-5 Y
a [~3 1 <
- unadunguian
- Puunfanssunisvianie: seUTe way a@un

Post Purchase Behavior - AUANAINUANAINKAZIIAN

- Intention to repeat
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AuN1519318EY (Spending) wudn (1) nguinvienigndanisunngnunldusnsauzeans
Y¥anlwarANUNNNYedineg Tnsldnekuedy 234,923 - 700,000 UTNHBAY LaYSEaLIailun1sid1un
Suusnisluanuusznaunis (Length of stay) wdeuszunu 53U (2) dnvisafigiiduniadnlgusnig
) vy a P a Y a A v g v ¢ ¢ o )
Shwiymsen dn1slydneiaiis 200,000 - 400,000 U (3) dnvisunigidnldsassauazauddnsu
n1siln dnueanased wavingn dn1slddneiaiis 230,000 - 440,000 UM Uag (4) dnvieuigafiign

Winsaesngunmauinlulsewelne 1da1eRuaie 37,000 - 160,000 vvsieAu
N13YiR LN IFUATUFUNIN

91NNTIIBNLANILNTTAIVES GWI WU i ASIA-PACIFIC (ifiuszimalnesanegse) 1y
finafl Wellness Tourism Sunalnajdususuamvedan 585910 giiaesiimsivile uazelsy lag
fisaunsiunviondien (intemational/inbound wag domestic) WeAu 258 druAuAss (11NNNS
Auvnavidlan 830 1uaunsa wde 1AUTNO.6% CAGR Tuthel 2015-2017) fyaen 136.7 fuduimdeny
ansy. (1n3elFannisiieiiuianunves Wellness tourism 639.4 fuduimdsgansy Fufulniu
6.5% CAGR Tug2s¥ 2015-2017) visi] ﬂ'ﬂ%ﬁhﬂLaﬁlwiwﬁﬂms@umwiaﬁaﬁﬂviaﬂLﬁawaﬂaﬂagjﬁ 1,528

[

WASUEEANSS

v <

International /Inbound Market

o

A & £ = < A W 4{' ! a ' a ! a
G]a’]G‘IVIL‘UUQ\IJ ’WJENIﬁﬂLLaSEJ'WL"UEJ‘L!LL@8L‘IJ‘IJVIU’H]UG]’]@JENLW@ﬁQLﬂillﬂ’ﬁ‘Vl@\?LVIEJ']ﬁQLﬁiﬂJE’j‘Uﬂ']W“UEN

Tne lawn
(1) China PRC (finnsvieaifien 21.9 &ruauads iuln 21.6%)
(2) India (Vleadien17.3 dupunads Wiuln 20.3%)
(3) USA (voaien 15.4 &uaunds iiuln 4.7%)

(@) Malaysia (dusiu 7 wadlan AN19LAUNIN 3.3 S1UAUATI LAULS 28.6%)
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(5) Vietnam (BuaU 8 vadlan AN1SLAUNIG 3.2 a1UAUATI LAULR 22.8%)
Domestic Market

Usewdlneiinaininvioaiien Wellness Tourism Tvaiususu 10 vedlan sesnunaide uay
= ~ a 1 & gy a oA 1 & P
Ruauny Mseunig 2.7 auauass uazdonsinisdule 13.1% szninetl 2015-2017 egnslsiniy e
firsanfevunvesgaamnssunIsvioigdasuguamnui Usswalnefivwingnainnssuluagidu

Judu 4 vaslan 989970 Ju Bk waz QUu In15AuN1e 12.5 d1uaunss wasdsiglaainnisviesien

Wigd $12,018.8 auv38ansy

3. Jadeimiuandnaadsanienisudetyvasnisvisaiignlegunnvassnamilenausis 1

(Competitive Factors for Wellness Tourism in the Lower Nothern Thailand Cluster 1)

-

we lb

. \
tourism \

wellness service

tourism standard

resource

Service
Innovation

~ e
~

~

competitive wellness tourism destination

naudaminlugiuggavaienianisvesnetduaSuguaimidadodvuaninuaiunsanienis

wistuluyuuemsnisnaiausenaumey
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n$ngnsnisvieafirivanzaniuuualiuanudeansiugUasduesnisvioniloaduaiy
qunn Ifun 555u91R ewnsviesiu ayulng msunndusulne Awftuiu (local Sport) M
vioafionderaun uazdandeufisorenisviesiien (tourism friendly environment) 81
InusnisrenditiuarusnIInIInendiaveding fianuisaunaue unique wellness
service
ALANILAZAATHIUTBINITUTNTALATGUAIMLAT UT AT SYiBfiEniALITes (31
msAnwmuin Tsausy Saedvau iudiduddnlugnamnssumaviesierduaiuguain
sheeuannsalunsassassAuinmevaussnguaaaimeivanviae
f3vrvrglugnaimnssunisienfierdaaiuguainldaiiufafiui dsfiagyinli
Competitive Edge TnpiduuagdsBudmiugamneuaonisnsvesiioduaugunin leun
winnssuuinsduaiugunmilaninsaaiisszaunsaluUanlaisnuaunm

iladtnaana’lii SPA Industry aasluginiaduls lHun antnisuuulne §lHEnsA9w0I0 uaY

WIRNTTHUINNG

Therapist ;

Competencies

service
innovation

Competitive Spa Destination
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PNATIATIERlUSKNSINSaIn lunvavesiiununsieafignseninsussnAnud afndiu

v Aa

d1fgyAinasianisiulaues wellness tourism Tuussinelng nanfe IanueUalenianisvieiiedn

[
=4

g aLsenInssHALaILauNIN (wellness) waziluil (wellbeing retreat) waz Wellness Tourism +Uu
a ' = S g o w ! = 14 a = a a v
AanssumsviesgImtumladAgresnisiesiedlugusunasyiesdu lnelimsidulanaeiosas 7 lag
Uadpdrfgydmsunisidentszmalveduganunedaienisnisieniied e ANNIRLYIgaEnelas
| PN PN P2 a a . a | a aa
nansvisafigNueuUsraunsallun1snanuil (escapism) USnsdaaSuguANATiaMANEILAY

gunsaadmnudserainlanninvieaisn (novelty and exotic)

gUNIUMTVBUNEATIFVAIN

gunIuNIsHanenTeguamiunumdrdglunisivunguasdnazusegelalunisifunig
! -q' 41' o/ = a U fa a o & a L4
Viouiguogunn laglanizmusssy Ussinal usaniidayayn nindduniesssumd el n1sinsei
guUMuMsvisuiguTIguamlugaineUateniinsesiiel giinamilensudns 1 e guniu

N3YRANYATINITWNNE e aUnIUM VBN IdaSuaunIw

4. MIUIMIMMITUNNduaznIsriaaieugensunndlugananglalenienisvisaiedvas

NHUTMIANIAWLENBUEN 1
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ms*u“smszgmmwuazmsu,wwé

siulgugiinasyensl  [lsmerunasjuraasieny

medical care and treatment
specific medical care and treatment
Health Promotion

emergency services

ﬂ’ﬁ‘lﬁﬂ’]ifﬁlﬂqWLLﬁSﬂ’ﬁLLW‘VlEi

TauUgull AatiaensuuazlsmeTUIadUESIAUA N

local primary medical care and treatment
preventive healthcare

Health Promotion

Msunngniedon . .
AU Suulng

physical treatment - Thai traditional medicine

specific medical treatment - Thai herbal treatment



n15U3N1IMsisuneduaiuguaInlugavanelatesnsnisiasiieanguismianiamilanauss 1
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Core Wellness Tourism Services

Augmented Wellness Tourism Services

SPA

”

Spritual
Retreat

/

Cosmetic &

Beauty Care

[

Organic

Living

Local/ local
Organic Food

Fitness &
Gym

Herbal
treatment \
Cultural/
Sportive Events
Hot
spring
traditional
healing
Experuential
Tourism
Thai
¢ Traditional

Medicine

Food and
beverages:
Tourism/hea
(th related

Shopping

Activities
and
excursion

~ In/ out

country
transport

Accommodation:
health/retreat

/spa/relax

Other
services:
insurance,
travel
agencies,
concierge
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aUEIANT T UNEUTIFUAN

n3vieafendequanneUsEINe (Domestic health tourism) Usznausiy tinviedileaid
MsunndAunisuiisnfieldr3uuinimuenmsunnd wazlinviosfisnilodaaiugunmifums
vieufleafiensquainuiuaziaiuaiisguaimuazanuegiiiay (well-being) Inogsduuinisdaiaiu
guam 8191 n15UnUA (healing), n1sinsauAateAIunTIATEA (relaxation) JUIIUAEAIINIY

(beautifying of the body) Wisluguiuures n15Ussiu (preventive) wagn15inw (curative)

Jnyiaaewan1senng (Medical Tourists)

159915 UINSIAR UM VR UAIANTTVIBUTIEATINITWNNE (medical tourism) Wu31 1013

InadunannnguinviesienTansunmd 2 nauvan Aenduiifesn1sn1ssnwing1utalusinfignnii
oAy 9 Sa o & A g =%
LAENAUANABINITANNINNITSNYINEIVIaNANIT el Usenalnelnedalunilsludssinaganiuneg
Uangnsveatinvieafigdnguil 893Inn153nduURUYDa The International Healthcare Research Center
(IHRC) Inggmannssuvieaiiendenisunndvadineidu Suiu 6 vedlan Tul 2560 vilidagiulvedu
¢ a % Y =~ N o - a ¢ = A g v

AUENANNTUINSAUgUAmaNvedede Ineliinvieaiigudinisunmdunnian feidudesay 38 veq
o =i a a ) Y A o A DY
Unviesiendenisunndluginaeidenman waswnlduaulnussinu Sevas 14% sel aenndsaniy
gnsMsavlnvesnnuinvisaiigsminaumadiavesnstlulssmealne (Sevas 12 sel) uans

Tidutsanuaunsatunsudsduresing lnefidadenseduauasdnisvieaiivndansunndvesuseime

[
1

Ine Gedladoildsmasonsvieniisndsguamluginadiouiy Fetladomandu dun

(1) ANUANAIINANSNINYIUA

(2) anumdaulunisliuinisifinasgiulussuvaina annisitaauneruialulssmalned
lasun1ssusesasgiulussauaina JCI Joint Commission International Accreditation

(3) AMNUAREINY anVaewarUnaulaveIdnUNYIaLNe?
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Medical Types of

. . Medical Service & Tourism Activities
Tourism Tourists

Check up

Plastic Surgery

Speacialty Treatment

Medical

Tourists Dentisty

>
Companion ]7 related tourism and leisure services

UNYeLNgITINITUNNENFuNUseinalneasdeulduinisnsisguain nsdagnssuay

Ay uanssy n1sfhwlsaanienig wu ngulsaiilanaznszan lasdigiunisnaindrfglawn
UnviesiignanUszmaiioutuuuszienrsugna wasAuAeINIslulssne  N138118ALEZAIN
Tunsiiumadianiunisinymeiuta NMsusnIskazsIAInsley n1suszauuniiuszdnsnin feq

Y a IS v & ¢ ¢ = ) v =i
nanslivinisesulal waglseanervialilugudnisunndNasuinasiiiaseesuninudeensy

nannviany
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INNOVATIVE
— Novel Experience
of Bundle Services

EASY TO REACH
Facility for Accesibility

CONNECTIVITY
Co-ordination and Information

ALL IN ONE
Response to Variety of Needs

key management issue for medical tourism

Unvisuiieuiedsaiuguain (Wellness Tourists)

QRAMNTINAUATUAVAIN A115OUUIRNY Health service Iag GWI 16 2 ngu fie Internal Care

° Y] = = o & a a v 69 Y a .
wag External Care d@1usunisdlvesAnwidnotdudsnasrsassaliiin Wellness experience Tu
wellness economy Feilyar1¥es 16% ¥8435181d31n wellness-driven activities ¥19num. 15y

wellness industry Tutssimnalng n1svisaiienisussimalnessdauasy  anti-aging way longevity

treatments lungutinvieuiiganddngninaeianguigienguaznguausuil healtrhy living lifestyle

9

Unviesgrduasuguainivaiainsagnisenit WELLBIES #3e Person with Well-being Motivation

(% '
tY CY

and Lifestyle ¥inas@uyeu ifestyle-based treatments dusuaulszaunisaltu dnvisuiieingudl
Aunuive Snwuaziasuaieauamuazaueglay wasusnisduasuguan lngyaduin n1siada
(healing), N13HBUNANY N30 AuATUIY (relaxation/ beautifying of the body) ¥aTudadesiu

(preventive) %50 $nw1 (curative) waw N1FERETUFUAM (promotion)
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Health Prevention

~
s ‘h Wellness Tourism PMhet‘aVl ‘ |
°d Demand Ee ‘
P Health
I ‘ ! Internal Care External Care
. LI Y

Needs for De-stress/

Wellness Industry Service

Healthy Lifestyle NCDs (non- Health Promotion et Beauty
“WELLBIES™ communicated disease) Fitness Anti-aging
/ Leisure Activities Mind-body SPA

Personalize Preventive Care Wellness Tourism

Health Curation
Food Supplement

Alternative Medicine

guasAn svieuisaiieduasuaunin whamuuseydlanasyszaunisalluganuneUaienienis
Vi 1y 2 nqu Ae

a

(1) Unviowgrdatasuavnindguni (Primary wellness travelers) nungia:

Y

fnvieafisrfifumslaeiiussgdlalunisidensunvunsiiunisviiegamsnsyaeniens
viealgiloduaiugunmn (WELLNESS DESTINATION)

2) fnvieaifignrdaiaduguninnogdl (Secondary wellness travelers) e
tinvieafieafiiuniassnuszaunisainisaduaiugunin (WELLNESS EXPERIENCE) vaigdi

WAUNNganneUatenanisvisaiigaliiensiinney 539 vve du9

PNMTIATINToyaves GWI wudt nautnvisaigrduaiuguammisniiludseing (secondary

. . = PP a a a v a a ] o A
domestic wellness tourist) LUungufiinsiaun1mInign azin1slddnetuuinian 1udades

9

Ly Y ] d‘

pilmensvieueIBsgumwisiinsiiauaula wesan Jagdu ddnvesnieinduiluaznguidiena

q

Liimszniindis wellness experience N9iinAaN150aUDIANABINIT I Wumadunluiumdudadiu
ganinguguall nsdsasusainnguiidalusewinunsailiaelaens Aadendus vsns Aanssu
| a a Y . aa ! Y] I3 .
n15viee7id1Une wellness tourism Nflaglugavungyatenisuniauidu wellness tourism/

wellness experience aaninfgalatinvisaied
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Secondary and Domestic Wellness Travel
Lead In Trips and Expenditures

Arrivals/Trips

Secondary
International

15%

(125m Lrips)

Primary
Domestic
9%
(74 [rigs)

\

Frimary
International

2%
{17m trips)

De

Tun

Receipts/Expenditures

Primary
Domestic
9%
\ (5570 expand,)

Primary
International

5%
{$32b expend.)

Note: Flgures may not sum bo tolal due to rounding.
Source: Global Wellness Institute

aWI laviin1sitasigviunasinnaeesielaly wellness tourism economy fatanalu

WL Aziuladn Weguasdnisvieniieadagunin nannisitnvieuiisauilnaduiviausnisi

wueuElag 719 wellness businesses way 55138 NslETeRuvesinvisnguanviiaaInianssy

duasugunIn 39W11NAINTINBUY NI Lifestyle waz Healthy lifestyle

wellness-focused activity expense

“generic” travel expenditures

visiting a hot spring, getting a massage, or

taking a meditation or fitness class

transportation, food and lodging, shopping, etc

aziiuladn Badnvieaiierduaiuavniniy wellness unldly lifestyles Tonravasgsianse

geamnIINagnseRuliiAnnsIdIeRuINNE Y



Heabhy hessls Span
Imasprative health cemiers Willnem cruiney Salans
CAM cenien - Barka &
Welnew coneers e armnia ml::ng
: ; :
i :
H :
Oganic & swtural S ar Begugy Yoga smckic
JE—— Pa‘ Marsial am v
Haalth food s o
. & CAM Mamage
' Intcgrasive medicine Eihing
' [E— Bosdy wemmeni
i [T el
! égo Chrenic condizion mpma. Hair & mil
H ,
H
|

[ CE’

o o iy

Parla
Wikii#e anctuaric
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4.2.1.2 aanviAdnsviaaiigaiivedaaiugunm: usandmusssuviasdugnisdasiuguainaina

(Local Heritage to Global Wellness)
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‘wellness' as being a way of life oriented toward optimal health and well-being in which
the body, mind, and spirit are integrated by the individual to live more fully within the human
and natural community.” (Myers et al., 2000)
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Organization)

nAdenuuazdngninnisviesiiedfieduaiuguamluginianiamiensuaia 1 n1sia1san
Wellness Tourism Market lunmsigannsaudsinvieaiietlssinnauusegelalunisiden wellness

trip waz wellness tourist destination LJugesngufe Primary wellness Tourist 1iusegelanane



130
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Thai Hospitality
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WHUNNT 4.9 Health Tourism Market Spectrum in the Lower Northern 1 Thailand
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nszAvedonts . Madiuyafes + FBIWNNNT
HEn AuAmazuinig nIzedumuaz
. mdoules ERE
waluladuaz
winnIsu
. o \ J \\ /

(7) COLLABORATIVE MARKETING
n3ian1sFunImaIngavnsUatenisnsvieniisndeguamlugininalsiidivunsves
nImaInganINeUatenIanIsyisdisdegslidiusin Uszneulusie anuegifiguedily
WIULAU (boderless wellbeing) ﬁu%uag}ﬁﬁuﬁﬁammw?ﬁmﬁﬁ (Community Well-being) Lag
mMsiuianssunsuinsarnsamulugsiauazgnamnssunsvieniiondequaininirlug

AU
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LWN1
Health tourism
destination
marketing
collaborative
service
boderless community ) )
] ) innovation
well-being well-being )
& invesment

all gusznaunislugnamnssunsviesisiuazesdnsaaenvuiunumegwnlunis

v
=1

Tundeuliiginiaiiduiinseninfiferfudnenmvesglinaiifiluausuinisiuaunin nsunnd uay

Y

nsdaasuguamlunainvatesuwuundnennidleglutdagiu

®) nmsiuminensuyudiludadudrdgdmsunsimu 1wy waznstundouliginiaduy
ANUIEYA1ENINTTNDUNGUTIFUAMNAILANAINTAN1NITUYITY 1198 FLTerygylu
gnavnNIsUNITiBaiendguam anudaiuil nineinsuywdnidundesnisdmiunis

aa =

WAIHHA1ALKINITYDUNY NTIGUAIN P uaNTTaUENALAzIAMIATIVIAN (Professional

Framework) Usgnaunie
o gliusnismuguanuidnviesiigsluaaiuuinisaunin
*  FUszneumsmuaunnmuiivaailing

*  YAAINIANUNITVOLTIEUTIGUAMNTINNT AT IV aN 1A

* fusznaumsuIYminged
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£ [

*  dnAmAn

Ufuansluwmaviaaien

[ ]
ey

* Usznoumssmuguamauivayalve
*  yranssnumsvieaiieTeaunw
*  fusznaumssudtiin
(9) GREEN GROWTH & CIRCULAR ECONOMY
nauiamiamsysiuindeulouesusiadiden (The Green Growth) atnasiaiiasatafitiuan
‘w%auﬁ'umia'ﬁgwmmmwﬂﬂiﬁmﬁ’umiﬁ’] Circular Economy 1l duuleueduindeunis
vioufivuTsguamdnse
(10) HEALTH TOURISM ENABLING FACTORS

Uadatuayunisimuigeamnssunisvsunendeguainluginia lnedadefdwasieniny

Julureamsviesfiendeguammusznausie

1Y

*  msiAulavesgun1IEAT (WELLNESS LIFESTYLE GROWTH) - lngnguiliidufula
Ao Personal Care, Beauty and Aging, Healthy Eating, Nutrition and Weight Loss,

Fitness & Mind-Body, Preventive-Personalized-Medicine & Public Health
¢ msvienfiendaszaunisal (EXPERIENTIAL TOURISM Preference)
* daAwgEeeny (AGING SOCIETY)

*  anuaEnalunIIekasinfuINITALESNAUNIN (AFFORDABLE & ACCESSIBLE

HEALTH AND WELLNESS SERVICE)
*  M3Useiugunm (HEALTH INSURERANCE)

* ngsudeulisifunisinuiguaindiunsuuay (CROSS-BORDER HEALTHCARE

REGULATION)
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* amdnuaiganuielalenianviewienTeauninvestnyg (HEALTH TOURISM

DESTINATION IMAGE of Thailand)

e Mmsideuse (CONNECTIVITY)

(%
Y

el ninensnsvisaieINwLrauiuLuIliANABINITANUQUAIATRIN SR I Id AT Y
gunn baun 5350978 amnsvieady ayulns nisuwmdunulng Avfiuiu (local Sport) N3
VNOUNYITIAEUT LazdalIndeuyldananIsVaaie) (tourism friendly environment) 817 3¢

UTN9VRITNULAZUININIIMISviaaienvedlny Nanunsatiaue unique wellness service

AN INLAZHINTFIUVBINITUTNTALATUAVNNUATUINITNITVOUAEINNLITDT (AINN5ANY
nudi lssusy Saesvaln Wudiaudrdglugnaimnssunisviesfignduasugunin aae

ANNENNSAtUNTASINETIAUINTRRAURINdUna I e Ia Iy

5.1.4 nMswalgaAnAaLNgITgunWYaRavngUatenamsiaaiiedluginnamiladns 1
nsAnwaTativuasusuulgnnAINI TR giRInirdveavieatensnsvieaiedly
QinAMENUTENOUME JULUUAINTIAILAIUIAATDIAMNIEUA1ENY aUaIRLAzaUNUNTIDwET

wazgUl UM IieuieINasseauASUsEaUN SN S o u e NBEUAIN AauansluLaunIw
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Health Tourism Scenario

Health
> Tourism ¢
Destination
1 ‘core function’
Health Tourism
Major Target Markets Sarvices Sfared Health
Tourism
i in the destination
Health Tourism Destination
Health Tourism Experience Health Tourism Supplies Concept
Demand to Destination in Destination
Value Creation | Value Creation
f f

‘Supporting Function’

‘Driving force for development’
Human Resources

Visitor Expectation
and Facilities

WRUAIN 5.1 BWUUTNA09LYANAIRANINEUaIENINTYIB RN ATIFUAN

1%

ldauavausazdsnindudugamnalatenenisvisafierannsiasiziainvimisianeg

1. l¥amuAINsviaunendsguninludamdanin

21NYIAUNSNALINITVBANEATIAVAINVBIIINIANINNMUNEaUNER A “medical tourism

[

gateway” %30 Useagnisvieaiiendenisunnd lnelesrusenaud1Ayuainsiaiug fsil

LWIAAYDIIANINEUAIENNTVBUNYUTIFVANTINIANN

“Borderless Health City” %30 ouisguamlinsuuay

NSARLNIANINEUANENINATUIITIUTDIVDIFUNNUTUNTUALIANIEN NANLAIUABINTVRY
na1ndvune Tneyaduinisandunavseuassalunisiduniaieaienionisiidnsnuwiuaznis
duasuguamEunTLey el n1sasigavineUatenianisviesiielaunmvesiamianiniiiidady

[

NenyudIAyAe NIdRasHUaLATERaNAY Lazn15lrnald1ve9UaInnIuNITuINITEIAINANLL B4
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dfgmaasegiavesUssmaiiaudiu HuluiinsiauinuIndonursegnakarnIsviesngIuy
= a a = ° A& qgva 1% 1% a
seiloaasugionalanszune duladu wizdily Mdelviinainivadioanvoiguniudiuuinisnis

Vo figIuazaun I

gUANAN TV AN UTIFUAIN

AaNLNYIBgIFngNIN

- Borderless Wellness Tourism

AUTUNANTEAUEIAE high-end MNKBNATENLUSTUOUANTUVSIVDUTEUINT

LWUNILUU day tripper 39 weekend getaway

- Borderless Medical Tourism

AUTUNANNSEAUGILAE high-end AnniilonasugialusguenuaznIvvieswaileuins

Jadurivuaninuannisvestineaiion

- mivﬁ’]ﬁw‘%mwmﬂﬁﬁﬂﬂémimmmwzmmﬁﬂLLi:u (Accessibility & extended
Length of Stay)

- madhAauimsmanisumdilinasguuiunm@ (Accessibility to International
Standardized Medical Service)

- Qualified Labor Forces

- Temadmsudszaunisanisnindeu (Opportunity for Leisure)
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AUABINTNTNYINTUYBEULATRIB1UIEANEZ ANV g lUgn1sWaun

AUAILAZUSNNS

AUAKAZUINITNNNTNOUTNENTIGUN N (Health Tourism Service Offered in the

Destination) agtdussAusznaunelduuiAn borderless health city nafe n1sas19assa

health-supportive environment Wag supply access é’m%’umau’%msﬁmq%mw swlude ns

milaflanun maInvesauluiun dandlunin

Major Target Markets

Upper Middle Class & Beyond
from Myanmar border towns :
day trippers/ Weekend

Getaway

Upper Middle Class and High-
end Patients from Myanmar
border cities & Mon and
Kayin States

Visitor Expectation
Key Factors

Best Scenario

Medical
Tourism

Gateway

T Human Resources and Facilities

Cross-border Wellness Tourism

Borderless Medical Tourism

t

Accessibility & extended
Length of Stay

Special Interest

Tourism

Accessibility to International
Standardized Medical

Service

Services offered in the

destination

District Hospitals - Primary &
Secondary Care

Private Hospitals/

Specialized Clinics
Community Health Promotion
Hospital

Retail Specialty Chemist/
Healthcare Outlet (e.g. blood

test, physical therapy)
Medical/ Nursing Staff

Herbal Healers - Local Scholar
Traditional Medicine

Transfer/ Referral

Day Spa and Wellness Service

t

Qualified Labor Forces

‘ ‘ Destination
Concept

Borderless
Health City

t

Opportunity for Leisure



164

2. ldauAnisviauiiendeguanludningluie

AINTIALNISHAIIN TR NTIgUA MBI IIngLluTiswunzaunan Ao “Local Heritage to

Global Wellness Tourism” #38 usAnTRusITUNOIDUEN TR LAgIdRaTUavnInaIna taed

[

29AUTENDUAAUBINITHAIUT Al

LWIARAYRIYANINEUA1ENI9NNTIBATEUTEUA NI Tngluti
“well-being Thai way” %38 guaINAULIDINg

nsimugemneUatenieiysldusanvieiausssudugiuvesunannisadaassAnan s
LazUSNIINTViBligIduasUguANINonauauRIkaEF s alanatatnvisuieisluUsemaLaz sE AU
ana lneUadenannduasualurislugiugaanuneUatemenisvieaiien laud (1) giideyaunmdunulng
Turaedu (2) Wleuen1siauILATEENILALEIANTEIMINEIUNIASTHATDIANITUTINTEIUTIDAD UDE1aT]

1 | a « a ad 9y Y 5 1 Y A aa 6
AIUTIANLUWIAA “GUAMAVLITIVY” Tudawel 2553 ANaudeuled 4 15 (Eyulng n1sunnduny
Ine ndndaianyulng uazuvaniouiendeeysng) aunsenslul 2562 augnssunstuindeuglurisla

€ o A a aa 5 A a v Yo A O v ¢
luoUNUENSANEnT “iloaunnd viiding” Nduasulviusvvivuidn wedu waglduselovd ayulns

[

nswimdunulng nmsunndiudiu Tunseuaguammnngude uay susny Jesiu alilygrviesdudu

1%

gunIn Msunndiutiu mswnmduaulng erlveuazayulnsivevesdwinglarie waznisasieaiy

1%
1%

aflefunnairdiulunmsi g wiosiuduguaiw msunmdiudou nmsunmdusulne olnsuas
auulwslnevesdmingloviv gnisadreyarmansugia wag (3) mudaudielunsimunsyioniion
Fosusanlangnaiatinviesfisrainainmheaudify o1 anigmaiinssunsvieiied nMsviesilen
wissemelng psdnsuImsdudonta asdnsuimsduiiosiu nsufauing uazesdnsWauniiud

NAYNDNITVIDNNLIDE19098U
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gUaIAN T ITIFUAIN

AANAUNYIBILNEIANYNT

Holistic Wellness

fnvieafisafiAuniaviesfioalusuuuu Family Outing Lite Uszaunisaiaudan
(Rejuvenation) ﬁfm/iaaLﬂ?imLﬁuma@aizﬁLLa’Nmzjsumwmqma 91TuluazIRI QI
Sooglugamuneuanenns thvieaiiojsgunminands (woman high health) uazngy
Young Soul

World Cultural Heritage Tourism

'ﬁfm/iaqLﬁm‘ﬁLaumwiauﬁmiugmwu Family Outing fikai3v1Uszaunisalsuy
UsTIH (cultural seeker) ﬁfﬂviauﬁmLﬁumaaizﬁLLmamqﬂJmazmqmimﬁLLazmi
Soudiansssu (FIT for Mind Blooming) wag nautinvieadisngeiaifisasefuviunan
quw%amwiumwimLﬁsu%ﬁmmﬁm (Bring back our good old day - senior

reunion)

U28MAUAAINAINNIIVDIUNND AL

mmmmiﬂiumia%ﬁqaiiﬁﬁamiuLLazUizaumizﬂmwimLﬁsau“amqu%’aumiﬁw
Lﬁﬂﬂﬂﬂﬁz\lﬁmm’@ (High Value Experiential Tourism Activities with Specialized
Guiding)

AuLUaninunazIug (Novelty and Rejuvenation)

Y  a

ningnsyaranansauseendliniidyaviesdiu (Labor Force with ability to apply

Local Wisdom)

Opportunity for Leisure
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aunIu

=

AUABINTNTNYINTUYBEULATRIB1UIEANEZ ANV g lUgn1sWaun

AUAILAZUSNNS

AUAKAZUINITNNNTNOUTNENTIGUN N (Health Tourism Service Offered in the

Destination) &uAMuasu3nIsnINsvisaisudguamandussdusznaunieliuwifn Well-being

Thai way Na12f® N198319855A health-supportive environment Wag supply access @115UNT

Usnsmuaunn suluie nseiladsnanindinvesiaulunun dwandunin

Destination

BastBcenalid Services offered in the
“ OCAL HERITAGE destination Concept
TO GLOBAL WELLNESS” Creative Tourism Activities/
Cultural Festival and Local
Cliltural Heritage Based Buddhism Sacred Holidays
Holistic Wellness Tourism Art & Craft Workshop
Major Target Markets
Luxury Local Wisdom/Style Day
Family Outing Spa/ Resort and Spa
Mind Rejuvenation S Human Resources and Facilities We-being
FIT looking for physical Meditation Program in WHS area Thai Way

and mind wellnessin a
destination -L

Women High Health
Young Soul

Holistic Wellness

Special Interest Tourism

Family Outing
FIT for Mind Blooming
Bring back our good old

-r Cultural/ World Heritage Tourism

day (senior reunion)

Local Delicacy Cookery Programs

Herbal Healers - Local Scholar

Traditional Medicine

Homestay in CBT

Traditional Sport Training and

f Events

‘ t t ¢

Visitor Expectation High Value Experiential i .
Labor Force with ability to Opportunity for Leisure

Key Factors

Novel d Rejuvenatio
Tourism Activities with veltyan Jtvenation

apply Local Wisdom

Specialized Guiding
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3. leamuANsviasisgsguawludmningnsand

21nYAUNINRININ SR NENTIguAIMeeITInTngluilivanzauiign Ae “Local Culture

Based Health Tourism Gateway” %130 U5¥fgn15veagal 898U 1muugIuiniusssuviesiiu lagdl

[

29AUTENDUAIAUBINITHAIUT Al

wnAnvegenelaensmsvieuiisudgunndmingasang
Leisure...Pleasure: Well-being Community %38 1% §¥-A UuInou

miﬂ'ﬁuumwmaﬂmamaﬁdaLa‘%mqﬁumazmawmmﬁuﬁugmuazﬁwmmiviamﬁml,%aqﬁumw
psfTmaNgLimusIINTieiu TugiusUssggnisvieaiisaniamiensuats mailany fusenuesszides
iAsgAavatnszue duladu wndnly Tnedadendniidaadugnsandlugiuggamuigatonianis
vieaiflen léun (1) niwernsmsvieadienfiianuduiuiufianinsanevaussgunneiadunmeninuas
91530 (2) MsfuinAeuusuaIaTIAleMALarLINIINATAE I TonUsEauLArYsANMITULAG B Y
ufaugunmisluUszifuguaineis vesUsesney Samfunifiadetieynniadiu Mannadsy
loNvU wazUsEvdan uvY fiedu ileadeassd “yurutiegetnedsdu” ieairaaduguam in
uianssulmiq mnmstuedoulassmsiuguamluguay (3) msduaSuulouisorsiiiequnmuas

‘&J a
Wulnuasnssy (@nsamuluuinsaunImanaalenyu

9UAIANN TV LN UTIGUAIN

aantnviaaigIAnenIn
= Agri-cultural Tourism
WnvisaigIngy Family Outing AsaUATIvENETkaIImIUsEaUNTaitiunuINTg (leisure

and recreation) Ngunviedtfie18a5¢NLaI911 Down-to-Earth Leisure-Pleasure
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Experience kay Nguiniaafle191ta1833Us1Un1509n15 Fruit Paradise 8% Young
Soul tag Chinese for Darien
- Healthy Break

nquinvies e sLarIANleIsuAUlng-a13

Jadutmunnnumanisvasinvieaiien

- nuanansalunisaineassAfanssukarysraunsainsviesiieayaniganiennisi
ealagy I;:J:LG?J' g13%v18) (High Value Experiential Tourism Activities with Specialized
Guiding)

- m%’wmﬂiqﬂﬂaﬁamWiaﬂizqﬂm‘lﬁﬁﬁﬁ@mﬁmﬁu (Labor Force with ability to apply
Local Wisdom)

- anwansalunsdnieuinamanisumglaunisiuseannsgiu (Accessibility to

Standardized Medical Service)

aunU
Uy

AUABININTNEINTUY BEUAHEIuIBANEzAINMINITYiaE I lugn1sWaIun

AuALLAZUSNNS

Aud1uazuIniIsnienisvieiienndeguain (Health Tourism Service Offered in the
Destination) AufiuaruinisnienisviesiiondsauamaziiuesdvszneuaielinLuiie
Leisure...Pleasure: Well-being Community N817A® N15@319a@535A health-supportive
environment & supply access @15UN15UINITIMUUAN T3ULURS N1sAdedanaunindinves

v oo X 4w
AnluNun fakandlunin
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Services offered in the Destination

destination Concept

Best Scenario

Creative Tourism Activities
Local Culture Based Health

Tourism Gateway Agri-tourism Operator &

Attraction
Major Target Markets
Day Spa/ Eco Lodge
Family Outing Tropical Indi Fruit
Human Resources and Facilities ropreatingigsnous: kil Leisure
Young Soul Paradise
Niche Agri-tourist (e.g. Pleasure
" . Well-bein
Chinese for Darien) -L Local Delicacy Restaurant ” .g
Senior Agri-cultural Tourism QU
Niche Leisure - Pleasure - - Herbal Healers - Local Scholar
Special Interest Tourism
Healthy Break Responsible Tourism Operator
Patients & Visitors from
Border Towns Community based Tourism
Public/ Private Healthcare for
Health Promotion & Primary/
f specialized Medical Service/
‘ f Transfer & Referral Service f
Visitor Expectatio High Value Experiential
isitor Expectation igh Value Experiential Labor Force with ability to Accessibility to
Key Factors Tourism Activities with . Standardized Medical
apply Local Wisdom
Specialized Guiding Service

4. ldauAnisviauiisudsguanludniansalan

21nviAdNSTMUIN SR N UT g nvesdningluvis vz aufian A “LIMEC HEALTH
TOURISM GATEWAY” 38 Useagnisviaailefieguainvedseilouasugiavaimssuns duladu wig

ale IneilosAusznaudAguesnisimuwl Al

LWIARYBIANINgUA1ENINSTR U g iniivalan

“Comprehensive Health City” %39 LﬁaﬂLLmqﬁumw

miﬁwm@wmwmwmﬁajqﬁwmgjmmL‘f]mﬁaqLLﬁfiqqmmWﬁmaUﬂqmmﬁa 199U NS

Urindnwn nmsdaasugunm waznsiluaudnasweinisnszatsaznisiniiouresguadduasauniu

! dl a o L dl 1 a a 1 dl ¥ 1
nsviesgdeguan lnedadenanidaaiuiivalanlugiugaanueuatenianisviesiien lown (1)

AUENANIATIVIINTANUIANYUAIN UL 519 UazeIn A V8d)inia (2) lassadisiugiuiasdsduneg
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ANAzAINMIUTMsgYANTatiuayunsliuinsauawUgunll nAsgd uazlawiznia AlFTunns
fusesnasgulusziuaina (3) esdnsuazmiisnuiiiervgdunsidouazesdauifuagvan
wAnAuaiflequain uaznsiamnyAaInTTUNNTUINELazduaugum 523lURs SME incubation
NnvaneMeny (@) mstuiedeulous fvalandlownnsgiu evnsuaends fonsianRaa M
vndlgomslunnssdufudsedudu sefunansh wasseduuaei deilosnds fwalandosaen
ansiie InglutligtufinietisinumsnsiivianisinuasUasnasuasinunsdunislussdusuidaaed
vanengusneiu 017 nguassumeasuniingd (urban organic farm network) wagmytnufisauies 1y
nauUgniinuasnasfiwmautadvaiuen s (5) undmineinssssumafiannsadirfslduasd

ANNENNTlUNITIRISUNYIB RN T IgUN I

gUASAN TV LN UTIFUAIN

AaAUNYIaINeIANNTW

- Regional Medical Tourism

Healthy Family fnvieaiienfiiumadunseunsinanseunsineiwarasaunsIveeladnn
alternative healthcare service Ml305§7U war HUBkAERAAINAINUTEINATDUTILUY
seiloaATugna (Myanmar & Lao PDR) wag fUreuazdinniuainnainniglulseinad

L& alternative/ affordable high standard healthcare
- Organic City Life

Uniieaiienaulaiddinduniduaznisviesionnunsdunsdsiuluiiangy serious leisure

LaENSISEUIInNaTNIINYATBUNIE
- Welbies in Nature

‘ﬂﬂ‘via%ﬁmﬂﬁju Wellness Seekers, 181394, young soul, Leisure, Pleasure, Senior Habitat

(FsPsigun1ieelgaeny) wag Spiritual Pilgrim
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UaRuNUUAAINUAIANINUBILUNYIBIL YA

ﬂizaUﬂ’liajLLazﬁﬁlﬂiium'WiaﬂLﬁajmuaﬁ’lgﬁ (High Value Experiential Tourism

Activities)

- Health - Ecosystem — Fairness- Care & Cultural Tradition

- uﬂmﬂiﬁ/leiLL‘WVlEjLLazmiﬁlﬂLﬁ%mqwmwmﬁ%ﬂ?i%Ui@ﬂNﬂﬁiﬁﬁUﬁﬁU@mﬁuﬁﬁLLaB
AMANUINT (Qualified Labor Forces and High-Quality Service)

- anuainsalumssesiusazinieuinsmensumdnlazunsiuseannsgiluseiu

a’lﬂas[,umﬂsé’fﬁhﬁlfﬁuﬁgamﬁﬂ (Carrying Capacity & Accessibility to Affordable

International Standardized Medical Service)

aunIU

H=r Lo

AUABINTNTNEINTUYBEUATHIEIUIIANETAINNINTTYIBaEam UGN sWRIN

AUALAZUSNNS

AUAAZUINITNINTYBUNEWTGUAMN (Health Tourism Service Offered in the
Destination) &uAuasu3nIsnNIsvsaisudguanasdussiusznaunieliuuifn Well-being
Thai way Na12A® N158579a33A health-supportive environment Waz supply access d1%5UN13

UINsauguan sauludie msanflsenaunindinvesgauluium dsanslunm
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Services offered in the Destination

destination Concept
Best Scenario

Phitsanulok

Centered Hospitals -

HEALTH TOURISM GATEWAY comprehensive healthcare
Private Hospitals/

Specialized Clinics
Major Target Markets

Community Health Promotion

Healthy Family Hospital
. P Human Resources and Facilities . .
Patients from Myanmar & Senior Healthcare Centre Comprehensive
Lao PDR o
X . Medical/ Nursing/ Care-taker Health City
Patients from Domestic
. . Schools
Thailand for alternative/ Regional Medical Tourism
affordable high standard Organic Herbal Healers
healthcare Special Interest Tourism
Traditional/ Alternative Medicine
Wellness Seekers Organic City Life
School
Youth and Young Soul
: Transfer/ Referral operator
Leisure, Pleasure Wellbies in Nature P
Senior Habitat Organic Day Spa and Wellness
Spiritual Pilgrim Service
City Organic Tourism and
Supplies f
4 % Responsible Tourism
Visitor Expectation ) L Accessibility to Affordable
— High Value Experiential Health - Ecology - Fairness . ) )
Key Factors s Activiti Qualified Labor Forces International Standardized
Tourism Activities Care & Cultural Tradition . ) . X )
and High Quality Service Medical Service

5. l¥uAinisriauienBigumwludniamysysal

anvieln1sHRILIN S wNenTsava nvesTmingleieNivunzauian A “Home for

Wellbies” %5 Uhudmiurusngunin laelisadusenaudfgueinisnanun dadl

LIARYRIYANINEUANENIINNTIBATEBEUA NI yalan
“Comprehensive Health City” %39 Lﬁa&LLmqmmW

MINawIgaIneUatenefidainuganudualoutiudmiuauiisnaun nuasAeansgua
guaageindauarduasuguainluinnlnddesssud lneladendniduasunysysallugiue
anngla1enamMvieaiien laun (1) Idevirdvesgnseansaunindaninmysysal U 2560-2564 s

TULAGoU “INYTYTNAULAULIAY ANEY Ussnvuillavnnendedu” (2) Qivimlsssumfuas Tmusssy

Y099 WAAINSNYINTSTITUVIAWALTAUSTSUNA UL Delakaziiaduatuisalun1sseesu
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UNYIOLNENTIAUN M WIUTEAUNTUINAINVAI8IINNTYBLNE T IATAILSTTU way Healthy

Holiday lae Seeay 100 vesunUilivesnysysaiusenoume U1aenuuianni 13 uwis eneIuwanii

& o 6 1

Aad o o | = o o a o a
NUYBLALITLAUUTENA 3 LAY i')lllﬂﬂﬂ WASNYINUTERIUN ?nu@ﬂ‘?ﬂm LLag'J'UQ‘VlEﬂu Wi@llfq]llaqﬂ']ﬂiu

]

[
v

UsnuQunligaumgiilaeads 20-24 walluanasansl (3) Organic Agriculture Value Chain Miduuds

¥ '
] =

nNMsmysyselldunufensmansiununslasndevesniamile Felagtulianuinmvinluises

INEATIUNITUALITUUNITIUTEN PGS (Participatory Guarantee System) tuigensuluseiuussina
919 Petchabun PGS nquannsalinuynsdunsdmesysal kagnlasun1sudndu 1y nqununsdunsdun

1 (neasianeiiies) uliinnusiuilenuiniedneinensdunsgseauuse .nadue wu LEMON farm

PGS Way SDG PGS 1usu

gUASAN TV LN UTIFUAIN

aaTntinvieafisadnentn

- Healthy Holiday/ Cultural-Eco Tourism/ Welbies in Nature
EULmewiauﬁmmehﬁ%ﬂummﬁaﬂmssuaaﬂf:juﬁfm/imLﬁmmjmﬁmﬁmS] il
Rejuvenation Seeker, Recreationist, Wellness Seeker, Youth & Young Soul, Woman
High Health, Existing Markets seeking wellness in destination GR ﬂzjmﬂﬂ vieaiilen
mzﬁ'wﬁ%a%ﬁaqﬂmﬁmiﬁaﬂLﬁmL%ﬂqéumwﬁy’aﬁmmﬂﬁumq nsiuey Lagianssunis

Vo dnegluitsssumiuarsallundefdnan valviasdunudnen e

U28MAUAAINAINNIIVDILUNNB N
- Uszaumsaluazianssunisviealiedyaange (Hish Value Experiential Tourism

Activities)

'
v a

- LL’iﬂ\‘i'luﬁﬁ’laJ’liﬂﬂﬁzqﬂ(ﬂ%ﬂuﬁfjm M9nU (Labor force with ability to apply local

L Ag7]

wisdom)
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- UINSAANES (High Quality Service)

- AWANNTATAIUINITNIINTNNENIASUNI53UTOIIMIFIU (Accessibility to

Standardized Medical Service)

aunIu

AUABINTNTNEINTUYBEUATHIEIUIIANEZ ANV g IMin lUgn 15w

AUAILAZUSNNS

AUAKAZUINITNINTNOUNENTIGUN N (Health Tourism Service Offered in the

Destination) &uAuasu3nIsnNvsaisudguanasdussrusznaunielsuwifn Well-being

Thai way Na12f® N198319855A health-supportive environment Wag supply access @11sUNT

UINsauguan sasludis msidssnanindinvedaulunun dsanslunin

Major Target Markets

Rejuvenation Seeker
Recreationist

Wellness Seeker

Youth & Young Soul
Existing Markets seeking
wellness in destination
Woman High Health

Visitor Expectation
Key Factors

Best Scenario

Home for Wellbies

P Human Resources and Facilities

Healthy Holiday

Special Interest Tourism

Cultural-Ecotourism

Welbies in Nalture

High Value Experiential

Tourism Activities

Services offered in the Destination
destination Concept

Creative Tourism Activities

Agri-tourism Operator &
Attraction

Destination Spa

Labor Force with ability to
apply Local Wisdom

Wellness Resort

Local Delicacy Restaurant

Local Sport and Soft Adventure

Organic Farm and Routes

Community based Tourism

Public/ Private Healthcare for
Health Promotion & Primary/
specialized Medical Service/

Transfer & Referral Service

High Health &
Regional
Leisure

Destination

Accessibility to

High Quality Service Standardized/ Traditional

Medical Service
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1 a 1

5.2.3 1153ANT5LYAMAIYNNIALYIINITHBINEATIFUAWMTlanaUETN 1

Y

1) Supply and Demand Flow

Y

MANN13IANITLEANAIANNEUA1ENINTVIBLNEINILRINTI ALY TN 1AL T B UL

Ej‘Uﬂ’]‘WI@EJﬂiBU’J‘Uﬂ’ﬁ 3 994780

y

Enhancemen

Development U5-10

Co-creation U3-5

U1-3

1. n39mad1eassd (Co-creation) gavngUatenamsvieaiiendsguamiiiussavsnnuays
ANALTONIINTHUITUY 3jastiy Efficiency tag Competitiveness

2. nsiausesen (Development) Anulitusaunianisuvsdulaegegnisiluganunevane
nansviesiienfiiluda (Health Tourism Region Excellence)

3. mMIvyuEsy (Enhancement) ansuiduudiazmnuldiuSoudiansudsdu (Competitive edge)

(%
Y

ol sruumMaviendiondegunmuesgiinamilensudns 1 feguu suifoaasygiavalmszung
duladu wngdly duuszuuiassgaguainlva (Emerging Health Tourism Economy) fiEuanian
Msvieafieatiuwsunay (Cross-border Tourism) tnlUde Huingavaneatenianisviosiedds
gunnlugauad (Ideal Health Tourism Destination) wisnils nszuenuiionnmsiauiileffdy

NIMINYORAZNITAINITAULET Salinsiauunlulifvesdiauinusssy ANueYAtauueviodu way

q

'
(% U a 4

fifvesduniuslussszninUszsmdlunsitenaduwazdaasuanulusgifvesiauuuszilouasugiad

9839UNUYDIUTEVIVUVDINT 3 Useimaniy sty nsiaulguminaAIganigUaisnianisvieaiies
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Femsiilmunegean Ae AI1usIuile (Collaboration) AINNESEU (Sustainable) Wag N1TAININULES

(Resilient)

2) Health Tourism Stakeholders in the Region

N15719 U METIGUAINLANIINNITYTUINITVRIN VB BIuazUTNISAugun T L T

£%
=1

93AUTENOUAIAYDINAIMNITUFUAIN (Health industry) Inenduduazuinisnauibdunguuinig

yafnga (high value service) filiandnuardrdiyiie nsa1sassAnnliundudusousmsagdail
Anew annsalumsiilsgudsiumuguaniiaieassdliuiauiuazuinsidesendoniusinile
vesfiRerdoslugnamnssuuazaslsguniuiisidnwasidunissuiluiuiie (Vertical Integration)
sulUfs gramnssuiiigadesfenissudviedaeduiuslunuiueu (horizontal relation) Ll

\fin Chain of Network Miiduudeuazanunsaduinfounisviosfientaaunnldegiadugusssy Inedidu

lpdnudegiinauiainsviesiendeguamanawmilensuais 1 (Health Tourism Stakeholders)

Communities/ Residences

Health Tourism Supplies Tourists/ Visitors
International

Local Tourism Insurance Companies

Organization/ Trade Destination Competitors
Organization | LPB/ YANGON / Upper N
Government ny LIMEC Tourism Committee

Network of
Media » Health Tourism & Tourism Services
Stakeholders
Impact of Health
Tourism
|
v v v
Environmental
Economic Impact Socio-cultural Impact

Impact
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89ANS YAAA 1130 an1dumanl aastunumlundmuauleuiesiuiu ensysianmsuse
N50luazaIAMNSTUERAIMNTIH WAL karN13INNTEeINYTaUsAuss SIutanNTdLEsUNTTnAIN

LL@Bﬂ’ﬁﬁ’Wﬂ?iﬁ\WW

3) UssiugnsAmansWauInIsioaiendagunw

a _a

ANENIIUNSTUAGBUENSAEn TSz lsuasygRaniunumiagasslunisivuauleuienay
anfiupuwnuljuinisiiiinnaegradugusssy iuanusUssiiudidgsonisimuinisve e

[

gunIneadl

- uwnuiRarduasunMsviesnlunaudminaamionsuans 1
- wwumsimulasmsaisiugilunisauune

- URWTANENANNEININITAINITA Y

- URUTRLNANGNANNNITUINITATUATAN

- UHUMIARUINISANYY 338 yransuavinalulad

- WHUMIRAILINITINYAS

- AU SR 99T kAY

WHUNITNAILINTITVUAINIDINTA

wruRILWa Uz ugnsaans A nsasernuaunsalunissessu nsaun Aanssu
MaAsugRaiiafingaduidndnual AanssumaasegiaimuIuleuiensiuazasansaiduy

! a k4 ! IS a LY ! a ] d‘
STUU duasuas19musnilonules Asauasy LIMEC Lagduasunisvieuden 3 E‘ULL‘U‘U
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4) nmsvandadefegaiianisiauinisvisuiieudeguan

Uadehsgn (attractors) Nzaiaanuansanamsustuliginialugiug Medical Tourism

Gateway lalA

(1) M3asuaziauIUAAANTNNEINYe g luInINUINITAVANLALUINITNNITLINNE

skilled medical tourism professional

Qualified
healthcare
personnel

I

Medical schools/
Healthcare Academies

& training centers

Adunumlunisaie attractor faillann IssTeuunng anrdunisfinwisiuansisugy uay
Weeansniswimg Iuluds audlneusaiiv@nene Mall nuleutensiaun Senior care centre

iaaﬂfuﬁqmiLﬁummmmaﬂumiiaﬁuﬁﬂaaLLazﬁ’m/iaaLﬁmL%mmewé

anduiaudauakaeny nmenmutdakazlavutidn asiinnudidgyed1adddusuaniugsna

o

mihamudmiunguiusznaunisviesduvisedusynaunsniguen Lws1zueanan Private Senior Home

[

undiliflosansnliuinsdnvaediintuiay vaziguasAiigaunn 91nn1snudl dn1stiusnisanuae

[
4 =

mobile therapist agluiiuil $9uM3 HN151AUBAINABINTINTHAUALEIB1YUINTUBN AIY WBNINT]

'
ada Y]

msuinsguamlundesnisvesUszansludinuiiodindyuan1izuazduindounwazidtinivuven

guamianuaulanaviingitves well-being lifestyle 1n8adu
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(2) MTUINITNIMTUNNGUaENITAUATUFUA TN TWNNENTaNTngIugens smaluladly

FNANNELLVR AU

Higsh Standard Medical Service and Medical Wellness with Reasonable Price

High
Technology

High

standards of ith
hospitality wit
Reasonable
and care .
Price

(3) Private Healthcare City Business Model

multi-specialty
hospitals
(health &
hospitality)

AAmtanauaa 1 a11150lE9nRuY0dA3a918l5aneIUIakaLATTNENTULALUSNITAVNIN
5146] ﬁﬁmwm‘huwLawwﬁnmmﬂ@hqﬁ’uLﬁaﬁwuﬂﬁﬁgwmwmsm*mmwiml,ﬁmﬁﬁ‘]maﬁauuﬁq
healthcare city Lﬁlamgma%uﬁgﬂ ANUAINNTALUNNTIBISU variety of healthcare needs nsiasuase
ANNTIUIEYLAWIZAIU SEUU referral system nsandesafnides Cross-border connectivity kagn13

WU sgansawlunisliusnsnsusersuluiunil willingness to pay haztinviouigndan1sunme
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(4) Primary care delivery and outreach

Local
Primary care

I

First contact care providers, located close to patients Focus
mainly on promotive-preventive care, health education,

basic curative care

AinAugnseansngudmianseninfennudduroinsiauINITIoaieNTEUAIN UAn1s

a A

sunugIubidnswensensgiukaziiunsfenisuinisguanluse Aulgugiviseanssaae
& Yo = = o S v & A S a & Y ¢
Tugag i ieanauwmdetavuguamvesusevuluiud sauad uitiugiuvesninanyel
mMsvieafigafiansasesiutnvionfisainluld Fessbundnuesnsiuuias sartuyagiuiy iy
Anennvesiiuinluuinisdeluiifie (1) first contact care providers - Aaudniialalagauluviosiunazy
WEau (2) located close to patients — AadliiATatgvedlsaneUaduaSIgUAMKATARINYUYY (3)

19.1U promotive-preventive care (4) health education (5) nMs3nwmseUrUaiuug U (basic curative

care)
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(5) Referral and Insurance System

Insurance
System

Referral System

Healthcare Network
Cross Area/ Cross Border Logistic,
Seamless Insurance Services

sruumsadssienUieanansnende Health care Network mglugilnm uaznisiesles

PINTULAUAIBLIATIUNE logistic kag NITUTNITUTEAUNNT ORI UTNVID LA NTIARIY

HEALTH TOURISM ECOSYTEM

N15a319 health tourism ecosystem lugilnnansviesiendsguamadsiiledisdadeiment

(1) Facilitative Ecosystem Tagmsajaitiumimaluladfvanzausnldlu Health tourism value
chain

(2) Presence of Incubators — @UBWBAINABINTIUNTHRIUNGINANTD service innovation

(3) human development indicators — giin1ARIAILATY health education wag health
literacy \ilpgnszAUANANLNTAYBIYARINS

(4) Scale and expansion of the services — N1539U#A7 partnerships TuwnAuazRLIve WD

WinauaEusalun1ssessulazn1sa1enain (vertical & horizontal integration)
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(5) Private Sector Potential Enhancement — anatenasutdunalndidglunisduindouli
wiswgnanisvisafiendeguain dndudeddasunisuyuasulunndiuns in cash wag in

kind

nann1saseszuuinAlugliniAuinIsiauneuBeguUaIm

global

b
ased CONNECTIVITY
WELL-BEING
THAI X
social and
HOSPITALITY i
service
value co-
. INNOVATION
creation

Circular
Economy
(SDG & GREEN)

1NNTAATIEINANIANIATIT NUTT N1sHRUIINIALAINITYDUIEUTqUA N

[
Oy

welvidanuaiuisanianisudsduiy gilduladiuds avsarlefmannisdidgy Tlunisanduau 5

U52nN15AD

(1) THAINESS based Well-being
mmagjﬁﬁqsuﬁgqmEJ’[A]LLaz%mimmﬁmsWﬂgwuﬂwﬂm'mLflulwaﬁé’amasﬂJ‘Lué’qﬂmaqgﬁmﬂLLaz
\Jusndnuallanisiuvesgamnelaienisnisvieudien

(2) THAI HOSPITALITY Value Co-creation

InusnisuuulneflasunisdaeudiniounganigiIunITNITIANITRIANT AU kA ENIS

PBNLUUUINITNIINTUNNIUALAUATUAVAINALAINT0aT19UTEaUNTAINTVDUNE TS
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4UNINNTYAAIEY N1THNBUTUNSORAUIUAIINIINBLATUAT9AAINNTIUNTVIBUNLITY

guamlugiinipzdesyilvidnuiniswuulneannsaassenieniuuaainswani 1ledan

'
! =

Inusnsilugeueddy Jadeiinvienisndonganuielalenisaziiuniavisaiie s

[
[

wazdusdTaruaunsomanmsudstuidlunsvieadiendamsunmduazdaaiuguam
Social and Service INNOVATION

e giinAwiinsvienfisndsguamltenaazduindeuliidulamglunansiuas
msasuld widewihlidaudnsfuimennudusgifuaziinnumuguaimiiiely
USunwindenvesUszaunisainisvienilsndsguamanysainuuilesesfunisiamga

1Y o 1 4

wAiswgia Aegihngugnsmanina11in mnaudsauluginaegfilguinagiiauaisn
Wganalunisiiuinismenisunmduazansisagula wsiensiaunlussdsuliaunsoay
flanifisgsiatonvuldmanmuszuvuliidunds iesandsaundussduszneuvdnves
msviesfisndsgunluniionn fedu msadsassdutanssuitedmudiauasdunisns
LEIUIINGIU UATNITNAIUILTANTIUNITUINISHAY Health Tourism Travel Tech 9z1dunis
ENaLATEERI N1ssulevien s mane s

Global CONNECTIVITY

MWL Teufiendeguaindesaunsatgiaiadendeduainald 91nn1sWaL
1PSFIUNISUSNT AeeaeeuazmInkalassadaiugy (ednladafnduasnisdeans)

a v W

Igonsuden simuInaInkasszuuNMvieuientaunmlaelianydusndnuaiilaneu 1

Y

Tazfumsvieaiivndamsunndnsanisvieaiieniiodasuaunn

(5) CIRCULAR ECONOMY

NIANTNNUTNAULUULATAIATENING N1AST YUYUTDIAY UWaznIALENYY LNBTA WNUNS

Voadieniaguaindnsunndiviswazanainumaaua lunsidnfsuinisauain Ndnasie

ee

nsiRUIQIAIALIINSVIBUUT9gunInil A3e Circular Economy Migamnuegailauua

Wanegediduvesdiay dalinnusuazduaiuniseusnuninensuazanlgymaninden
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[%
v

fiall nsuiuuleuisatssny Green Growth waznINAUIRUIENOUNTITadeAY (Social
Enterprise) kag JamAaguyu (Community Enterprise) ﬁ?iaL%au‘lmmsviauﬁﬂ’ﬂﬂajﬁuﬁw
i dufiffiuguddy wieudu MsasegUuUuNIviesieaguvuBsgun L iian s
CERERERLRUGE sqmiuasjwél’qgu (Community-Based Healthy Tourism Patterns for
Sustainable Development of Community—Based Enterprise Networking) Imm’liwim

ningnsndeguarauatnvasauniglunediu saummssiudetuiunuarimin lndlaes

DA IHULAZAINTTUNTNOUNUTIGUAMATANUNAINNATE
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UITTUIYNTY

U330NYNIUNIWILNe

1 wwiannUssinalnglidugudnansguamunuyd (Medical Hub) szae 10 T (w.A. 2560 -
2569)

2. gnseansngudminniawitienauans 1 Gdeviad 20 )

3. unwUfRnsduasunsiesieasednd nmsviesiisawissemelne

4. uRugnsmansvIRszer 20 U (W.e. 2560-2579)

5. unuiwuATYsRauardsruLisRatiun 12

6. WHuWRLNNSVIoNTlE iR atfufl 2 w.A. 2560-2564

7. wnuWaTminglesiy (w.A.2561-2564)

8. wHuawTIminfiwalan (W.f.2561-2564)

9.  WNUWAINTIMINGATARE (W.F.2561-2564)

10, UHWWRINAINIAAIN (W.A.2561-2564)

11, uruiaFsviaumesysal (W.m.2561-2564)

12. gngenans 10 U drugede waviauasiivalan Ymiafivalan
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