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Abstract- The objectives of this research were to study the spa marketing strategy, spa management, spa service quality, and 
spa service motivation that affecting the way international tourists make a decision to patronage spa business, to study the 
relationship of spa marketing strategy, spa management, spa service quality, and spa service motivation that have on  
international tourists’ decision to patronage spa business, and finally to study how to enhance the spa business to attract 
higher demand from international tourists. This was a mixed research of both quantitative and qualitative method.  A 
proportion sampling method was utilized. The focus was on the 320 international tourists who visited Bangkok and stayed at 
five major hotels in Bangkok. The in-depth interview was conducted with 10 informants. While the independent variables 
included marketing strategy, management, quality, and motivation factors, the dependent variables included brand loyalty, 
attitude of customers, and level of satisfaction from customers. The results of this study can be used as a guideline to 
enhance Thai spa business to be able to improve in marketing strategies, management, and service quality in order to attract 
more demand from international tourists.  
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I. INTRODUCTION 
 
Nowadays, many Thai businesses have focuses on 
intangible assets and creativity base which are mostly 
service business and tourism industry. The current 
national plan for economic and social development 
also emphasizes on value creation and innovation. 
The good news is that there is an increasing of 
international tourists every year. The high number of 
international tourists means the high foreign income 
from these international tourists as well as job 
creation and good income distribution. Therefore, it is 
imperative for Thai tourism industry to come up with 
new strategies, new activities, and new marketing 
promotion to stimulate the increasing rate of 
international tourists every year.  

The wellness travel and tourism is very 
interesting new way of tourism. Many international 
tourists are interested in this new trend and often 
come to Thailand often ask tor wellness travel and 
tourism. Spa, fitness, cooking, and yoga are among 
the highlight activities of wellness tourism. Thai spa 
has been famous all over the world in terms of 
quality, unique, decoration, and low cost. From the 
survey of international marketing journals, it found 
that the level of satisfaction in spa service in Thailand 
are very high. The spa treatment includes massage, 
body scrub, body wrap, facial, and body oil treatment. 
In general, spa treatment helps customers to relax 
from everyday stress. In fact, spa treatment in 
Bangkok has been very popular both for domestic 
tourists and international tourists. Therefore, in order 
for to understand the problems and obstacles that 
prevent the growth of spa business in Thailand and to 
make certain that spa treatment of Thailand will be 

competitive in ASEAN countries and the world, the 
researcher is interested in doing the research involved 
spa business in Thailand. There are three research 
questions. First, what is the proper strategy for spa 
market, spa management, quality service of spa 
business, and motivation to patronage spa business of 
international tourists? Second, what is the 
relationship of the proper strategy for spa market and 
spa management, quality service of spa business, and 
motivation to patronage spa business of international 
tourists? Third, what is the proper way to enhance spa 
management, quality service of spa business, and 
motivation to patronage spa business of international 
tourists?  
 
III. RESEARCH METHODOLOGY  
 
Spa business is a growing business that goes hand in 
hand with tourism industry. The objectives of this 
research were to study the spa marketing strategy, spa 
management, spa service quality, and spa service 
motivation that affecting the way international 
tourists make a decision to patronage spa business, to 
study the relationship of spa marketing strategy, spa 
management, spa service quality, and spa service 
motivation that have on  international tourists’ 
decision to patronage spa business, and finally to 
study how to enhance the spa business to attract 
higher demand from international tourists. This was a 
mixed research of both quantitative and qualitative 
method.  A proportion sampling method and 
convenience sampling method were utilized to gain 
proper sample group. The focus of this research was 
on the 320 international tourists who visited Bangkok 
and stayed at five major hotels in Bangkok. The in-
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depth interview was conducted with 10 informants 
who were in the business of spa business. While the 
independent variables included marketing strategy, 
management, quality, and motivation factors, the 
dependent variables included brand loyalty, attitude 
of customers, and level of satisfaction from 
customers. The results of this study can be used as a 
guideline to enhance Thai spa business to be able to 
improve in marketing strategies, management to be 
useful for spa business in general. 
 
III. RESULTS AND DISCUSSION 
 
From the findings, it is found that spa business is one 
types of service business and there are seven key 
factors that can increase the level of satisfaction from 
international tourists. First is the way to communicate 
effectively with clear and simple language to make 
sure that the expectations of customers are met and 
the problem of customers are solved. 
Second is courtesy of the staff towards the customers 
as good as the Thai traditional way. Third is to 
understand customers’ needs. Every customer has 
different need, the service providers must have 
techniques to serve a particular needs and wants of 
every customer. Fourth is responsibility. It is the 
responsibility to take care of customer and make sure 
that they are satisfied with the services. Fifth is the 
competency of the service provider. The strong basic 
knowledge and skill from the staff is important to 
serve customers. Sixth is good personality. This 
includes the clean uniform, nice, confident 
personality and ready to serve. Seventh is to listen to 
customers. This is very important quality to 
understand customers’ needs and wants in detail and 
be able and ready to serve. In addition, it found that 
spa management depends on environment factor, 
service technique factor, and form of service and 
product. The quality of spa business depends on trust 
ability factor, take care factor, and responsibility 
factor. Selection of spa service depends on brand 
loyalty factor, attitude of service factor, and level of 
satisfaction factor. Motivation to use spa business 
depends on user experience factor, lifestyle factor, 
and quality of service and staff factor. Finally, the 
strategy of spa business depends on promotion factor, 

marketing communication factor, and image factor, 
and customer relation factor.  
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