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Marketing research and consumer behavior analysis in wellness tourism in Active
Beach (Chonburi, Rayong, Chanthaburi and Trat) for seeking new potential markets. The objective
of this research is (1) The marketing research and behavior of wellness tourists in Active Beach
(Chonburi, Rayong, Chanthaburi and Trat) and (2) To develop a marketing strategy for penetrating
new markets with potential for wellness tourists in Active Beach (Chonburi, Rayong, Chanthaburi
and Trat). A mixed methodology was applied to the research. Quantitative research data was
collected by a questionnaire of 1,600 Thai and Foreign tourists, and 400 Chinese tourists. The
qualitative research was In-depth interviews with 20 business entrepreneurs of wellness tourism.
The results are as follows:

1. The marketing research and consumer behavior analysis in wellness tourism in

Active Beach (Chonburi, Rayong, Chanthaburi and Trat) found that (1) Thai tourists are mostly



women aged 25-34 years, have a bachelor's degree and are a company employee in a state
enterprise. They have an average monthly income of 15,001-20,000 baht and use to use the
program/activity for wellness tourism 1 time traveling by oneself for resting/relaxing. They get
news from online media (Facebook) and offline media (television). Wellness tourism activities
include eating healthy food. In terms of marketing factors that affect the use of services/wellness
tourism activities found that tourists gave the most importance to the physical aspect, followed
by the personnel and the service process respectively. (2) Foreign tourists are mostly female,
25-34 years old, studying at a bachelor degree level and are professional employees in
companies / enterprises. They have an average monthly income 30,001-35,000 baht. Most of
the Foreign health tourists use the wellness tourism program/activity 1 time to relax, most were
traveling with friends. They get news about wellness tourism activities through online media
(Facebook) and are mostly interested in Thai massage. In terms of marketing factors that affect
the use of program services/wellness tourism activities it was found that Foreign tourists place
the highest importance on price, followed by personnel and products respectively. (3) Chinese
tourists are mostly males aged 25-34 years old, educated below a bachelor degree level. They
have a career and have an average monthly income 8,001-10,000 yuan. Most Chinese health
tourists travel to Thailand for the first time and use health services 1 time to relax, mostly
traveling with family. They receive information on Thai health and beauty services from
advertising media. The health services that tourists are interested in using are Thai massage, foot
massage, and Thai herbal steam/hot compress. In terms of marketing factors that affect the use
of program services/wellness tourism activities found that Chinese tourists gave importance to
physical characteristics, followed by personnel and service processes respectively.

2. To develop a marketing strategy for penetrating new markets with potential
for wellness tourists in Active Beach (Chonburi, Rayong, Chanthaburi and Trat).

2.1 A strategy to penetrate the foreign markets with high potential and

purchasing power.

- Strategies to encourage Chinese tourists, which are a group of tourists
visiting Thailand the most. In addition, nowadays, Chinese tourists come to visit fruit orchards in
the eastem region. While traveling, they have a passion for Thai massage and are interested in
products, souvenirs related to health products and Thai herbs. There sub-strategies are as

follows:  Strategy 1 Analyze business and Chinese customer behavior at the overall level and



sub-cities. In order to use the results of the analysis to be a guideline for marketing planning to
match the target customers. Strategy 2 Marketing by using a network with travel agencies when
we have determined the target Chinese tourists, the development of wellness tourism products
such as wellness tourism program for Health promotion activities or products and souvenir
products. Strategy 3 Developing health product formats as souvenirs for Chinese tourists who
like to buy products as souvenirs, especially products that contain Thai herbs. Strategy 4
Marketing, Intemationally, using famous people marketing wellness tourism using celebrities
famous actors from China or Thailand that are known to the Chinese people through various
media. Strategy 5 Provide training for Chinese language for tourism personnel, such as greeting,
product description or a wellness tourism program, to impress tourists.

- Strategies to encourage European tourists. Considered to be an important
group of tourists traveling to Thailand, European tourists will spend a long time traveling and don't
choose the season. The popularity of traveling to Chanthaburi and Trat provinces has increased
steadily. There are sub-strategies as follows: Strategy 1 Analyze European tourists’ behavior in
order to use the information to plan and target customers. Strategy 2 Integrating wellness tourism
programs / activities with accommodation or package tours for European tourists, such as
accommodation and wellness tourism programs, 3 days 2 nights combined with activities such
as health care programs with volcanic rock spa which helps to relax. Health check courses, for
example, to promote health tourism. Strategy 3 Promoting public relations for wellness tourism
in Active beach groups (Chonburi, Rayong, Chanthaburi and Trat) abroad such as the [TB
Intemational Tourism Fair held every year to promote tourism to be known throughout the
world.

- Strategies to encourage Cambodian-Vietnamese tourists Along the R10
route is an opportunity for more health tourism. By attracting tourists to maintain health groups
that travel as a health tour. There are sub-strategies as follows: Strategy 1 Business analysis and
customer behavior analysis. By analyzing the behavior or travel activities of Cambodian-
Vietnamese tourists, which can be divided into 2 main groups which are groups coming to receive
treatment at hospitals in the area and active beach groups and wellness tourists groups The
needs of the said groups of tourists needs to be known so tourism activities can continue and
be developed. Strategy 2 Creating a public-private partnership network on Route R10 by

organizing a meeting between wellness tourism operators from Cambodia-Vietnam to develop



a joint health promotion tourism program by focusing on all sectors to receive mutual benefits.
Strategy 3 Developing premium health promotion programs with the development of program
formats which have a complete range of wellness tourism activities. Strategy 4 Marketing
promotion by public relations at both national and regional markets focusing on marketing
promotion activities Intemational exhibitions encourage high purchasing power customers.

2.2 Strategies for encouraging the senior tourist market in Thailand. Due to
being a potential tourist able to travel for a long time with a form of long stay travel (Long Stay
Travel) which is a group of tourists who pay attention to health care, such as Health checkup
and relaxing spa massage. There are businesses related to wellness tourism for the elderly,
including 1) Health food businesses 2) Beauty businesses 3) Health service businesses 4) Elderly
tour businesses.

2.3 Strategies for using social media to promote wellness tourism in Active
beach groups to encourage new potential markets. Nowadays, tourists are using social media
networks to search for information, including planning travel for health tourism. There should be
an online marketing strategy as follows: Strategy 1 Analyze business and analyze customer
behavior to support using social networks. By analyzing customer behavior using online social
networks in tourism. Strategy 2 Organize knowledge training and develop skills for using online
social networks for employees and businesses This is to educate and develop the skills of
employees in using online social networks in tourism business operations. Strategy 3 Create online
marketing for a competitive advantage in health tourism by integrating public relations, creating
provincial marketing images through global media. Strategy 4 Analyze business and target potential
customers for marketing growth by promoting investment to create integrated tourism
activities.Strategy 5 Travel marketing mix strategies by promoting quality tourism activities. Strategy
6 Promote tourism-related activities using online social networks as tools for engagement, such as
photo contests, contest for making video clips etc. Strategy 7 Build popularity in relation to social
responsibility (Cooperate Social Responsibility: CSR) in tourism by using the participation of tourists
through online social networks, such as creating a CSR Facebook network, which is a combination

of tourists joining various activities.



ARRNSsuUIZAIA

suifeatiuidnagarsiied §3deldsuaueuiasgsilunislidiuine
uaglitelausnurduulszlovianinanand uagviiuiivinuiveslasnng devinl
arunganlisuusilfiduedneits fisevensuveunszauly m Tomail

YOUNTEAN N3viesfieIislsemalng dfnauszess uazasia fuUszneuns
fumsvieadisn mnaugsRInTvieuiisrdminssees dunys uazesn Alviarmeuasiz
Tideyaunaneideiluegan

vovaunTzAn tnvioufleaissmlneuassniined dldanueynsesdlideya
winnuzdIdeiluagned

YoUaUNITEANANULITeLar iAWY U Inerduaundn lunisinseUszanuauiy

PRI R GHLHY

VDVDUNTEAMNLTYIYI QYA INTIAIANNYINY NLAAIUBULATIEINTIVEDY

v
v

A509ile TAvaLauawkuy Tun1svinIveAsall

[ ] |

gAvnevoURUNTEAMNAMINTENUTNITY §PetinITennyiny AaenauyaAnanigg

| N Ya o Y

e v | A o a Py MY ) a 1
linnudigvdednuin Neaegideldlaesuulavualuiil f3deidnavaluanunian

U Y

warAuUsIsauvesnvihuiluegads Iwweveunszanuazvouanllulonia 1

ANIZEITY

2563



