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Questionnaire

The Prospect and Potential for Health Promotion As Related to Spas

This questionnaire is a part of research on Thailand’s Health Promotion Tourism Business that is
being conducted for the National Research Council of Thailand. The purpose of this research is to
assess the present situation of the health promotion tourism market in Thailand, and study the

potential for markets further development in the future.

Your cooperation in the completion of this questionnaire is greatly appreciated. All personal

details will be kept confidential.

Thank you for your collaborative to make this research to be success.
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Questionnaire

A Prospect and Potential for Health Promotion Concerning Spas

Please v the L] that most accurate corresponds with your opinion. Only one

answer per question, unless otherwise stated.

1. Gender: [ ]1.Male 2. Female
2. Age: ] 1. Less than 30 year old []2.30-34 year old
L] 3.35-39 year old [ ] 4. 40-44 year old
L] 5.45-49 year old [ ] 6.50-54 year old
1 7.55-60 year old []8.60 year old and over
3. Nationality: ......................
4. Country of Residence: ......................

5. Education:

_]1. Below bachelor degree " ]2. Bachelor degree
[ ]3. Master degree 14, Other (specify).........
6. Occupation:
_|1. Business owner 2. Manager/Administrator
3. Employee/Authority | |4. Retired

__|5. Government official/state enterprise _l6. Other (specify).............
7. Annual Income:
"] 1.Under USD 30,000 [ 12.USD 30,001 - 50,000
[13.USD 50,001 — 75,000 [ ] 4.USD 75,001 — 100,000
(15, Over USD 100,000
8. Most traveling methods that you travel:
_]1. Travel alone 12, Travel with friend/s
_13. Travel with family |4, Use service of guiding companies

L ]5. Travel by service of company _l6. Other (specify).............
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9. Who influences you when making travel decisions?
L] 1. Self L] 2. Friends
"] 3. Family/Relatives "] 4. Other (specify)............
10. Types of media that you receive relating to health promotion travel:
__|1. Public relation documents/brochures | ]2.Referal
" ]3. Radio
[] 4.Magazines/Newspapers/Journals/Articles
s, Advertising billboards []6. Internet/Website
[ 7. Touring Companies/Travel Agents 8. Other (specify).............
11. Your most favorite media
_]1. Public relation documents/ brochures |2 Referrals
"] 3. Radios
4. Magazines/ Newspapers/ Journals/ Articles
s, Advertising billboards " 16. Internets/Website
[ ]7. Touring Companies/Travel Agents  |_8. Other (specify)............
12. How much importance do you give to spas when making your travel plans?
L. Extremely important. If no spa available will choose alternative travel destination
L2 Important but would prefer to travel where spa services are available/included
3. Spa must be available in the hotel that [ am staying.
14 As long as there is a spa somewhere near that I am staying is OK
s Spa availability is not important. If there is one it is a bonus
| 6. Other (SPECITY) et
13. If you have visited spas in other countries, how do you compare the experience?
L. Spas in Thailand are generally cheaper
L2 Spas in Thailand are generally more expensive
L] 3. Spas in Thailand offer a higher standard of service
] 4. Spas in Thailand offer a lower standard of service.
] s. Spas in Thailand offer greater variety

L. Spas in Thailand offer less variety
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17.

18.
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14. In your opinion which country .... (please insert country name only)
[ ] 1. offers the best SPA EXPETICNCE? ..oviiniiti it eee e,
[12. hasa reputation for the best spa experience? ...............cooenn.e
[ ] 3. has the best value for MONEY SPAST +.vntenteteteeieeaeeaaeaans
[ ] 4. has the best overall SPAST e
[ ] 5. has the best variety of SPas? .......iiiiiii
[ ] 6. is a must visit country for Spas? ........coiiiiiiiiiii

15. Which of the following statements do you agree with?
1. Spas in Thailand are world class
L] 2. Spas in Thailand are nice to visit when on holiday
L] 3. Spas in Thailand are the best in Asia
L4 Spas in Thailand are overrated
|1 5. Spas in Thailand are need to offer higher standards
e. Spas in Thailand need to improve (specify) ............c.cooevnnn.n.

How important is environmental considerations when choosing a spa?
L. Extremely important, I consider myself a LOHAS consumer.
]2 Very important, they must demonstrate environmentally considerate practices.
] 3. Not important, the spa experience overrides the environmental considerations
[ ] 4. Never thought about it
[ ] 5. Other (SPECIfy)....vvvveeeeeeeeeeeeeeeeeeeie,
How often do you use spa services:

[] 1. First time

"] 2. Have visited more than once

If you have used spa services many times, how frequently do you visit a spa
L. Weekly L2 Fortnightly
L] 3. Monthly L] 4. Only during business trips

[ ] 5. Only when on vacation/holiday ~ [| 6. Other (Specify) .............
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19. What type of Spa Businesses do you use more frequently?

[ ] 1. Hotels Spas (Urban Spas) [ ] 2. Resort Spas
13. Day Spas " | 4. Destination Spas
[ ]5. Medical Spas 1 6. Club Spas

[ 1 7. Cruise ship Spas || 8. Wellness Centers

[ ] 9. Other (Specify) .............

20. Which design elements of spas are important to you?

[ ] 1. Natural ] 2. Resort style
[ ] 3. Thai style 14 Lanna style
[ ] 5. Balinese style "] 6. Other (specify) ...........

21. Which type of products to you prefer when visiting a spa?
[ ] 1. Ones that use local/indigenous herbs
[ ] 2. Must be organic product
[13. As long as it is from Thailand is OK
4. Only foreign brand products that I know
] s. Any product as long as it is not local
[ ] 6.1 trust the spa to choose the best product
L] 7. Other (SPECIEY) ...,

22. Which services do you use most frequently when visiting a spa.

[ ] 1. Body massage || 2. Massage of back, shoulder and head
3. Massage aromatherapy oils 4. Massage using herbs

[ ] 5. Facial treatments "] 6. Scrubs & Wraps

[ ] 7. Water/Heat treatments L. Reflexology/Foot/Hand Massage
1. Healthy Cuisine "] 10. Mind / Meditative therapies

"] 11. Exercise / Activities for health
112, Beauty / Salon Services (Hair, Manicure etc.)

[ ] 13. Other (Specify) .............
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23. Main Reason for choosing this spa

24

25.
26.

27.

. Quality and standards
L] 3. Reliability/consistency
] 5. Cleanliness
[]7. Variety of treatments/therapies
[ ] 9. Extensive range of facilities
Hp 1.Appropriate pricing
[] 13.Availability of health specialists
L] 15.0ther (Specify) ............

. Objective of using this spa
[ ] 1. For health/ health promotion
L] 3. Stress relief

[ ]'5. For pain relief

How do your rate this spa?

[12.Hasa good reputation

[ ] 4. Service minded staff

6. Design/atmosphere

[ ]8. Good etiquette and friendly service

[ ] 10. Readiness of materials and equipment
[ ] 12. Public relations/ marketing

"] 14. Consultations

] 2. For treatment/ disease healing..................
] 4. Pampering experience

] 6. Other (Specify) ...............

Average amount of money I spend on each spa visitis: THB ............

Average time spent at the spa during each visit: ................
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Lowest 1 2 3 4 5

Highest

Service/s

Levels of Satisfaction

1. Reception staff 1 2 13| 4 5
2. Therapists friendliness 1 2 |3] 4 5
3. Therapists professionalism 1 2 13| 4 5
4. Quality of service 1 2 13| 4 5
5. Speed of service 1 2 13| 4 5
6. Technique of therapist 1 2 |3 4 5
7. Consultation — was the information given used to enhance 1 2 |3] 4 5
your spa visit?
8. How did you feel after treatment finished? 1 2 13| 4 5

9.

Were there sufficient staff to meet customer needs?

10. Were there sufficient facilities to meet customer needs?

11.Was service/therapies provided in a timely manner?

12.Value for money of the spa experience

Environmental Elements

1. Convenience 1 2 |3 4 5
2. Facilities provided 1 2|3 4 5
3. Elegance / Atmosphere 1 2|3 4 5
4. Cleanliness 1 2|3 4 5
5. Location 1 2|3 4 5
6. Accessibility 1 2 13 4 5
7. Parking 1 2 13 4 5
8. Signage — ease of finding the spa 1 2|3 4 5
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Any additional comments you wish to make are most welcome:



173
[y Jd Y
!!UUﬁNﬂ]Hmﬁﬂi%ﬂﬂUﬂ]i

anumsaimsneuienFeduasugunn

v
v A

Wihevess g ldmsmivayuuazduasunmsneuenFsdudsugunm
MIANHUMIATVTYY MITUaTH M3QUa MIATINABY NMIAIVANNIATTIY
M3UsziiudnenImnsaain (SWOT Analysis)
nagNT lums e

® msnan

® 1Aang

a o 4

® panswN
ANIAINMITNOUNGUFIAUATUTVA N
NAgNTMIAAIA FLie

9 ' A a a

wan Tdumsne e usdudiugunnlueuag

Y
Jymgilassanazvorauonue



174
HUUFUMBAUSENI e

anumsaimsveuienFeduasugunn

v
v A

wihsnuves IR IdmsaiuauuarduasunmsdeuiionFaduasugunn
MIAUHUMIATUTYY MIFUaTy M3guUa MIATINADY NIAIVANNIATTIY
M3UsiufnenImNIsna1n (SWOT Analysis)
nagnt lums e

® msaan

® 1AaIng

o pinfumn
Fnommnseufiendedauasugunmn
NAgNTMIAAIA HL

pun Tdumsvewnougedudsuguninluouian

Hymglassauazdorauonuy



