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Abstract

The objectives of the current study are: (1) to analyze consumption throughout the
wellness spa’s value chain in the southern area, (2) to develop criteria to enhance the
standard of wellness spa in the southern area, (3) to improve the standard of wellness spa in
the southern area, (4) to increase marketing opportunities for wellness spa in the southern
area, and (5) to suggest strategies for improving the competitiveness of wellness spa in the
southern area to be leaders in health tourism at the international level. The study investigated
the facts and drew conclusions using both an alternative paradigm and a positivist paradigm
in order to suggest holistic competitiveness strategies. Data was collected from tourists and
business representatives in the southern area; representatives from businesses with excellent
operations; and representatives from relevant government and private organizations.

Results of the study suggest three strategies that could be proposed. The first
competitiveness strategy is to increase values to raise spending of tourists throughout the
value chain. The second competitiveness strategy is to standardize spas using criteria for
environmentally friendly products and local identity (ECO SPA). The last competitiveness
strategy is to increase marketing opportunities using Spa-BIM.

In term of demand, the quantitative results found that consumption decisions of
tourists followed travel plans, types of travel, accommodation, and spending on wellness spa.
Analysis on the distribution on single spending showed that the highest distributions belonged

to profit, management, human resource and marketing respectively. 59% of tourists who
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bought wellness spa services in the southern area were Asian. The top country customers
were Chinese, Korean and Indian respectively. The other 41% of customers were from the
U.K., Russia, the U.S.A and Australia respectively. Most of them travelled with family and had
planned their trip by themselves. Most Asian tourists were of working age, whereas most
European tourists were in between working and retirement ages. European and Chinese
tourists spent money on spa services and stayed longer in Samui than in Phuket. Tourists were
satisfied with the service of their wellness spa in all aspects, and the service met with their
expectations. This created word of mouth advertising. Prices, places and information channels
affects the number of repeat guests. The repeat guest’ s numbers corresponded with
intellectual motivation, spirit recovery, and mind and body improvement. Qualitative results
showed that most tourists liked Thai massage, aroma massage, and face and beauty massage.
They were impressed with the service and the Thai culture. Also, business operations which
were environmentally friendly could increase business value.

In terms of supply, the study employed inductive methods to develop standards and
criteria which could enhance capacity at the international level. ECO SPAS are business
operations which are environmentally friendly and have a local identity. They have six
aspects, with 37 criteria. The six aspects are O: Organization, A: Associates, S: Service, P:
Product, E: Environment and C: Community. International standards have been synthesized
and applied in the development, by all stakeholders, of guidelines for competitiveness,
uniqueness and capital control. This will benefit health spa promotion in a holistic way,
including, society, economic and environment.

Spa Business Information Management System (Spa-BIM) is an information system for
products and spa services in the southern area with the purpose of enhancing
competitiveness. With this system, data on customers, products, and services were collected
and analyzed. The business trend could be forecast using the results of data analysis from
machine learning. The artificial intelligence will design a model which can forecast or analyst
consumption behavior of spa customers. The results of an analysis of complicated marketing
data will help business operators set their marketing plan systematically in order to enhance

the competitiveness of wellness spa in the southern area.
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