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Abstract

Study of research subject Marketing strategies for health tourism In Chiang Mai Thailand.
The objective is to study the context of marketing strategy management of health tourism
businesses. In Chiang Mai Case study of Thai massage business to study factors affecting the
decision to use traditional Thai massage of foreign tourists. In Chiang Mai And compare factors
affecting the decision to use Thai traditional massage among foreign tourists In Chiang Mai Which
has differences in gender, age, purpose of using Thai massage The sample is divided into 2
groups, which are 30 Thai massage entrepreneurs and 400 foreign tourists using traditional Thai
massage. Convenient sampling methods are chosen. The statistics used for data analysis were

percentage, mean, standard deviation. The study results can be summarized as follows

The Marketing Strategy for Health Tourism in Chiangmai Thailand of Thai massage shop
business The study indicated that Most are female, 31-40 years old, have marital status,
Graduate level courses. From the study of the condition of the Thai massage business In
conclusion, most respondents have been operating Thai massage shops for at least 5 years.
Most of the businesses are single-owner businesses. The majority of investments are from
500,001 baht up. Number of employees in the shop. Most have no more than 10 people. Thai
massage shops are open every day. Service forms of every shop provide relaxing Thai massage
and foot massage. The factors affecting the management of the marketing strategy of the Thai
massage business with the highest mean are: physical appearance, product or service,

personnel, price, marketing promotion, service process, and location distribution channel.

Factors influencing international tourist’s decision on Thai traditional massage services
usage. The findings indicated that most of respondents were male, aged between 31- 40 years,
works as private company employees and lived in Europe. The main purpose in travelling to
Chiang Mai was to tour/relax. Types of Thai traditional massage they took mainly were relax
massage, foot massage and aromatherapy massage. The factors affecting the decision of Thai
traditional massage services international tourists as follow: product or service, price, location or

distribution channel, marketing promotion, personnel, physical appearance and service process.
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