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A Survey of Satisfaction and Brand Loyalty of Foreign Tourists toward
Thai Holistic Wellness Centers for Strategic Development of Thailand as
Health Tourism Hub in ASEAN Countries
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Abstract

The objective of this study is to present a strategy for development of holistic health care
centers for the country to serve as wellness hub for ASEAN market. The research is based on integrative
outcome from the quantitative study on satisfaction and brand loyalty of foreign tourists to wellness
service business for ASEAN Economic Community. This study is a qualitative study that focuses on the
facilitating factors that contribute to the success of the wellness business to develop the original model

of holistic wellness centers in Thailand suitable for the ASEAN market.

Health Tourism is a phenomenon wherein foreigners travel to visit another country for health
treatment from healthcare institutions and foreign tourists who travel to other country for wellness
service, such as health check, dental care and aesthetic surgery. This also includes typical tourists who
travel to a destination and patronize any type of alternative medicine, e.g. traditional Thai massage, oil

massage, hydrotherapy for Wellness.

Therefore, wellness tourism is regarded as a subcategory of health tourism. Wellness is defined
as a state of health featuring the harmony of body, mind and spirit, with self-responsibility, physical
fitness/beauty care, healthy nutrition/diet, relaxation (need for de-stressing)/meditation, mental
activity/education and environmental sensitivity/social contacts as fundamental elements. This
understanding includes what Americans also call mind/body health, meaning that the mind helps control
one’s health (Mueller & Kaufmann, 2001).

Thus, for the development of Thailand to become the Health Tourism Hub of ASEAN

Countries, the following strategic plans should be implemented:

1. Seek to develop, strengthen and differentiate Thai holistic wellness that reflects Thai culture
or “Thainess” by emphasizing the “Thai Sappaya” as the core concept.

2. Positioning Thai holistic wellness concept to the ASEAN stakeholders by emphasizing
“Coopetition” meaning collaboration and competition at the same time.

3. Setting marketing strategies for key tourist destinations to reflect “point of differences” as well
as “point of parities” of each destination.

4. Focusing on quality dimension of Thai wellness service by having benchmark for quality check
point, standard qualification endorsement and issuing specific certification for Thai holistic wellness

businesses.
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