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Factors Affecting International Tourists’ Decision-Making on Health and Wellness

Activities Using in Hua Hin, Thailand
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Abstract

This research aimed to study about international tourists’ behaviour and factors affecting their
decision-making on health and wellness activities using in Thailand by investigating from 397
questionnaires in Hua Hin, Thailand, and analysing with descriptive statistics. The results indicated that
almost of respondents were male, came from UK. Their education level was bachelor degree and worked
as business employee. Their monthly income was between USD 2,000 - 2,499. Their travelling motivation
was for relaxation. Almost of them were first-time visitors and spent more than 10 nights in Thailand.

23.9% of them experienced health and wellness activities in Thailand, and around 41% used spa activity.
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Factors affecting their decision-making on health and wellness activities using were 1) health treatment
and service factors such as modern technology and medical equipment, results of health and wellness
services, international accreditation and hospitality services at strongly-agree level; 2) pricing factors such
as costs of health and wellness services cheaper than home country and package payment for all
treatment procedures and services at strongly-agree level; 3) distribution channel factors such as ability to
access information and professional medical tourism agencies/ facilitators at strongly-agree level; and 4)
promotion and supporting factors such as easy border crossing/arrivals and consulate/immigration support
at strongly-agree level too. Moreover, 86.6% of respondents would exactly revisit Thailand. This research
results were significant database benefited Thailand health and wellness tourism promoting at

international level and raised competitive capability as international hub of health tourism in the future.

Keywords : Health Tourism, Wellness Tourism, Factors Affecting Tourist Decision
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part of a tourist facilities (e.g. Baden, Switzerland)
to attract tourist by deliberately promoting its
health-care service and facilities, in addition to its
regular amenities. These health-care services may
include medical examinations by qualified doctors
and nurses at the resort or hotel, special diets,
acupuncture,  transvital  injections,  vitamin-
complex intakes, special medical treatments for
various diseases such as arthritis, and herbal
remedies.” k@ g Aurelia-Felicia STANCIOIU et al.
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motive for travel is health, travel for sauna,
massage and other health activities and medical
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Medical Tourism

Wellness Tourism

Medical Tourism involves people who travel
to a different place to receive treatment for
disease, an ailment, or a condition, or to
undergo a cosmetic procedure, and who are

seeking lower cost of care, higher quality of

Wellness tourism involves people who travel to
different place to proactively pursue activities that
maintain or enhance their personal health and
wellbeing, and who are seeking unique, authentic or

location-based experiences/therapies not available

cosmetic/ dental surgical procedures or

enhancements.

care, better access to care or different care | at home.
than what they could receive at home.
Medical tourist: Generally ill or seeking | Wellness tourist: Generally seeking integrated

wellness and prevention approaches to improve

their health/quality of life.

fi111: The Global Spa Summit (GSS) (2011 iv)
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1. dayanaluuasnginssunisvieaiirvesinaunuugauny

%’ayjaﬁ”ﬂﬂLLaquﬁnssumsviaa|,17im 312U (N = 397) Sowar (%)
WA (Gender)
1. Male 259 65.2
2. Female 138 34.8
21¢ (Age)
1. < 20 years old 36 9.1
2. 20 - 29 years old 76 19.1
3. 30 - 39 years old 124 31.2
4. 40 - 49 years old 80 20.2
5. 50 - 59 years old 77 19.4
6. > 60 years old 4 1.0
darunwauss (Marital Status)
1. Single 165 41.6
2. Married 217 54.7
3. Widowed / separated / divorced 15 3.8
32AUN1SANEI (Educational Level)
1. High school 105 26.4
2. Graduate 261 65.7
3. Master 31 7.8
4. Doctoral 0 0
5. Vocational 0 0
6. Others 0 0
213 (Occupation)
1. Business Owner / Self-employed 56 14.1
2. Government / Public Enterprise 109 27.5
3.Business Employee 141 355
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%’ayjaﬁ"'ﬂﬂLLazwqﬁnssumsviaau’?im 312U (N = 397) Sowaz (%)
4 Housewife / Unemployed 50 12.6
5.Student 35 8.8
6.0ther 6 1.5
seldiadedaiion (Monthly Income)
1. < 1000 USD 50 12.6
2.1000 - 1499 USD 73 18.4
3.1500 - 1999 USD 105 26.4
4.2000 - 2499 USD 129 32.5
5.2500 - 2999 USD 37 9.3
6.2 3000 USD 3 0.8
Total 397 100
2) deyv1@ (Nationality) wag 9ileniun (Country of residence)
foy¥1i (Nationality) I | fevaz (%) UszmAgiianiun 1Y Souay
(N = 397) (Country of residence) (N =397) (%)
1. British 28 7.0 1. England 25 6.3
2. Dutch 21 52 2. Finland 22 55
3. Finnish 21 5.2 3. Germany 21 5.3
4. Norwegian 21 52 4. Norway 21 5.3
5. American 18 4.4 5. USA 21 5.3
6. German 16 4.0 6. Malaysia 16 4.0
7. Malaysian 16 4.0 7. India 15 39
8. Indian 15 39 8.  Sweden 15 39
9.  Swedish 15 39 9. Canada 14 3.5
10. Canadian 14 3.5 10. Austria 13 3.3
11. Austrian 13 3.3 11. Belgium 12 3.0
12. Belgian 12 3.0 12.  Singapore 11 2.8
13. Danish 12 3.0 13. Scotland 10 2.6
14. Singaporean 11 2.8 14. Australia 10 2.6
15. Australian 10 2.6 15. Denmark 10 2.6
16. Others (i.e. Italian, 154 40.5 16. Others (i.e. Italy, Russia) 154 40.5
Russian)
Total 397 100 Total 397 100
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3) wgdnssulunisiiunisviaaiien (Travelling Behavior)

ngAnssulunsiiunisviosinen

AU (N = 397)

Yaway (%)

TngUszaeAlun1iuNIg (Purpose of Visit)

1. Health and wellness programs 12 3.0
2. Vacation / holidays 224 56.4
3. Visiting relatives / friends 83 20.9
4. Business 4 1.0
5. Seminar / Conference 7 1.8
6. Religious activities 10 2.5
7. Expatriate / Long-stay 44 11.1
8. Study 11 2.8
9. Others 2 0.5
A3AUN1S (Travelling with)

1. Alone 165 41.6
2. Couple / Partner 138 34.8
3. Family 64 16.1
4. Friends 30 7.6
5. Workplace / Organization 0 0
6. Others 0 0
N133AN19N15LAUNIY (Trip organizing)

1. None 390 98.2
2. Yes 7 1.8
MsLAUNIegInNeUatene (Transportation)

1. Private car / Rental car 8 2.0
2. Airplane 362 91.2
3. Bus 27 6.8
4. Others 0 0
anUIaUanenIe (Destination)

1. Bangkok 160 40.3
2. Chumporn 1 0.3
3.Phetchaburi 12 3.0
4.Prachuabkirikhun 213 53.7
5.Ratchaburi 1 0.3
6.Surathani 10 24
$1uruASsTiAuIeIN (Numbers of visits)

1. First time 318 80.1
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ngAnssulunsiunisviaaiien

AU (N = 397)

$away (%)

2. 2 times 79 19.9
3.3 times 0 0
4.z 4 times 0 0
528z1981W11Nn (Duration of stay)
1. None 9 2.3
2.1 -3 nights 0 0
3.4 - 6 nights 5 1.3
4.7 - 9 nights 63 15.9
5. 2 10 nights 320 80.6
Total 397 100

4) Yszaunisalineanuianssuaguainluyssmealng (Experiences about Health and

Wellness Activities in Thailand)

UszaunisalifganuianssaiagunIw

Tuuszwdlne

AU (N = 397)

$away (%)

nsfivszaunsallunisldusnisifeanuguamiluuszmealneg (Used health and wellness activities in

Thailand)

1. Yes 95 239
2. No 302 76.1
Uszstnnianssutileguniwiidanlduinis (Health and Wellness Activities)

1. Spa 39 41.0
2. Yoga 5 5.3
3. Meditation / Spiritual 5 53
4. Holistic health 10 10.5
5. Thermal / Hot spring / Mineral 24 253
6. Medical Treatment 12 12.6
7. Others 0 0
Lma'q%'ayjaﬁ'majwmw (Sources of health and wellness information)

1. Heath service provider’s website 5 53
2. Health / Medical agency 9 9.5
3.Tour operator / Travel agency 6 6.3
4.Others 75 78.9

f]q;m@’]"m’sjwmwr’iaumilﬁumwiaﬁl,ﬁm (Indicators/symptoms of your health issue before arriving)

1. No

95

100

2. Yes

0

0
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UszaunisalinganuianssainagunIw

Tuuszwdlne

AU (N = 397)

Yaway (%)

nsaivayuA lgIelunIsiunIaWegunIw (Financial support for your health

and wellness trip)

1. None, fully paid by myself 77 81.0

2. Fully paid for health program and travel by my 0 0

insurance

3.Partly paid for health program by my insurance 18 19

4.Others 0 0
Total 95 100

2. Yadendwmaranisindulavasinaaiersznitslszmalunsiduinisianssumaguainly

gnanaiu JmIaUsEauAsTuS Ussmdlne

Jadviidawadenisindulavastinvisaiisrsenineszmalunns _
; ) (S.D) Result
ldusnisfanssunagunin

Health Treatments and Services
1. Quality / Standards of health and wellness services 4.41 0.61 Strongly Agree
2. Variety of health and wellness services 4.53 0.62 Strongly Agree
3. Confidentiality of health and wellness treatments 4.30 0.59 Strongly Agree
4. Modern technology and medical equipments 4.30 0.67 Strongly Agree
5. Shorter waiting times 4.29 0.66 Strongly Agree
6. Results of health and wellness services 4.31 0.60 Strongly Agree
7. International accreditation 4.29 0.58 Strongly Agree

Total 4.35 0.62 Strongly Agree
Thai Hospitality and Tourism
8. Thai traditional treatment skills 4.44 0.52 Strongly Agree
9. Tourist attractions / Destination appeal / Exoticness 4.45 0.64 Strongly Agree
10. Accommodation and facilities 4.45 0.60 Strongly Agree
11. Hospitality services 4.58 0.60 Strongly Agree
12. Proximity of destination from homecountry 4.23 0.63 Strongly Agree

Total 4.43 0.60 Strongly Agree
Pricing
13. Costs of health and wellness services 4.29 0.64 Strongly Agree
cheaper than home country
14. Package payment for all treatment 4.11 0.68 Agree
procedures and services

Total 4.20 0.66 Strongly Agree
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Tadeiidenaranisindulavestinvieaiisaseninsuszmalunig _
; (%) (S.D) Result
ldusnsfanssunagunin
Distribution Channels
15. Advisory from a doctor 4.46 0.55 Strongly Agree
16. Advisory from an agency /intermediary 4.41 0.62 Strongly Agree
17. Advisory from an acquaintance 4.25 0.62 Strongly Agree
18. Ability to access information 4.36 0.74 Strongly Agree
19. Professional medical tourism agencies/ facilitators 4.14 0.67 Agree
Total 4.32 0.64 Strongly Agree
Promotion and Supporting
20. Health insurance support 4.32 0.62 Strongly Agree
21. Medical related regulations / laws 4.39 0.66 Strongly Agree
22. Safety and security in Thailand 4.31 0.64 Strongly Agree
23. Easy border crossing / arrivals 4.41 0.62 Strongly Agree
24. Consulate / Immigration support 4.34 0.58 Strongly Agree
Total 4.35 0.62 Strongly Agree

3. WUAIUNISNAUNYIBNEIYN

Revisit Thailand 31U (N = 397) Percentage (%)
1. Possible / Exactly revisit 344 86.6
2. Uncertain 53 13.4
3. Impossible 0 0
Total 397 100

afUsiena
PNNpuNeIEMINUTENANAUN LTI
udszmalnadudunquinviesiiviainussined

v
v o w A =

W udIninasgege daufean1snsusnisiie

=

qmmwﬁa A9suneALEzmINTiATUASY LLazﬁ"mqam
Tamnsnsvieaiien delinnuaulafunmdnvalveus
arUsenadundn denndeenunanIsANYIveY
Aurelia Felicia STANCIOIU et al., 2013, Snezana
Milicevic, 2013 wag The Global Spa Summit, 2011
Tuwaziitasefidwansnisiedauladenldusnnsdu
IngiagliaudAyiuamnIn 1IR3 kagAIY

oA A a a oA A A v
u’]LGUE]QEJEUENﬂ’]TUSﬂ73LLa5ﬂ§]ﬂ§3Nﬂrl5WaL“V]EJ']'WLaaﬂISU

sluedsefulunduaznisusnsiunisviendien
sae Tnedaunesnisliitauesialuaneaznis
Uimsuuumnaneanniian msatiuiirrsniidedie
vaeiliuinisidudidy naenaunisgiulenIy
d2AINAIUAINY 817 NQIzideurunIINTIIAULLT
Wes N1581urBANazalIntunITHIuLAulRLIN
fafuaenndosiunanisdnyires Aurelia-Felicia
STANCIOIU et al. (2013: 146-158) 1384 Conceptual
Aspects  Regarding  Balneotherapy  Tourism
Marketing in Romania ﬁwudwmwiauﬁauﬁ'@qwmw
tulsznauluse 3 Yadondn fo IngUszasdmadnu

gUNN 29AUTENBUNNNSYIBUNET LATNTEUIUNTS

105




MIATINYBE TN

$nwamanden luvas Snezana Milicevic et al.
(2013; 75-79) la@n w115 ¢ Wellness Tourism in
Function of Directing Changes in Serbian Spa
Tourism Wu1 Msvieaisaiteogunmluglslngdu
Tngiiinagasiuiinsiitngunimludnuae Healing
Thermo-mineral Waters and Spa WUUBATM 6 AU
Ao Sodial Aspect, Professional Aspect, Spiritual Aspect,
Physical Aspect, Intellectual Aspect, W & ¥ Emotional
Aspect uanndlFunsiujaiulunisinnsunds
wiellan1sitininw wandusinsvieaiiondaguniw
Wnwevewlliuinas lunisanduladenlduinig
LA Sinee Sankrusme (2012: 83-92) lA@nw1L30 s
Development Strategies on Taking Thailand’s
Health Promotion Related Tourism Business into
the Global Market wuiniinvieadieaw1a snaun@fld
u3n1s aunlawdrulugladnisinununislduinig

A79MUINBUNITAUNIG wazdaduwanalalunis

'
a

uSn1svesUsemainelaganiznisulnlneng
wnanwallany Helunisiidaguamlas uaydsd

FIAQNBLUTHUTEURUAMAINNITUSNNS

GHEELRNGE

1. Arieff, Allison & Burkhart, Bryan. 2005.
Spa. Koln: Taschen.

2. Aurelia-Felicia STANCIOIU et al. 2013.
Conceptual Aspects  Regarding
Balneotherapy Tourism Marketing in
Romania. Theoretical and  Applied
Economics. Volume XX (2013), No.
2(579), pp.145-158.

3. Smith, Melanie and Puczko, Laszlo. 2009.
Health and Wellness Tourism.
Hungary: Elsevier.

4. Milicevic, Snezana et al. 2013.
Wellness Tourism in Function of
Directing Changes in Serbian Spa

Tourism.  Metalurgia  International.

106

Uil 7 atiuil 2 nsngrau - Surem 2560

Volume XVIII no. 8(2013), pp. 75-
79.

The Global Spa Summit (GSS).  2001.
Research Report: Global Spa Summit
2011 Wellness Tourism and Medical
Tourism: Where Do Spas Fit?. Available
at http://www.globalspasummit.org
The Global Spa Summit (GSS).  2010.
Spas and the Global Wellness
Market: Synergies and Opportunities.
Available at http/Awwv.globalspasummit.org



