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Abstract

Nowadays, the brand identity development of health spa services, particularly of
Lanna Spas, is urgently needed to promote a growing demand for wellness tourism. The
objectives of this study were 1) to develop Lanna spa models for wellness tourism for all age
groups, 2) to develop the Lanna spa accreditation criteria for wellness tourism, 3) to develop
Lanna spa products for wellness tourism, and 4) to design training courses in order to develop
competencies for wellness tourism that are needed for Lanna spa owners and therapists.

This study was composed of 3 sub-projects which were 1) the Lanna Spa Services
Model for Wellness Tourism 2) the Lanna Spa Accreditation Criteria Development for Wellness
Tourism, and 3) Lanna Spa Products for Spa Services and Wellness Tourism. Data were
collected from March to November 2019.

Outcomes of this study were as follows:

1) Lanna spa massage models for wellness tourism targeted to the general population,
pregnant women, and infants.

2) Lanna spa accreditation criteria that covered 5 domains of sight, taste, smell, sound,
and touch, composed of 38 indicators.

3) Lanna spa products which included Lanna aromatic scents from plants growing in the
Northern part of Thailand (K. Marginata and L. Cubeba). These fragrance products
included body massage oil, body lotion, spa salt, bath bombs, liquid soap, and
shampoo.

4) Lanna spa massage courses for the general population and pregnant women.

5) The integration of 3 sub-projects revealed that Lanna spa massage models for the

general population, pregnant women, and infants applied Lanna wisdom and Lanna music.

This model also developed spa products such as essential oils (K. Marginata and L. Cubeba)

which originate from the northern part of Thailand. The Lanna spa massage models

integrated both spa services and spa products.

Results from this study can be utilized in the health spa service to strengthen spa
customers’ confidence and trust that services will be of a high-standard. It can also be used

to strengthen the Lanna brand identity in order to further add value to the spa business.





