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Tourists Using Thai Spa
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School of Tourism Development, Maejo University, Thailand

Abstract

This article examined the impact of international tourists’ image of a Thai spa and their motivation
to visit a Thai spa on their experience of Thai spas. This research studied causal relationships between image,
motivation and experience of tourists using Thai spas. Structural Equation Modeling (SEM) was used to analyze
the interview data of international tourists using a spa in Thailand during their trip. The model comprised 6
latent variables: two exogenous latent variables (image of Thai spas and motivation to use Thai spas) and
four endogenous latent variables (service quality, perceived value, total satisfaction and behavioral intention).

The results showed that the motivation to use a Thai spa had more effect on the experience international
tourists and their future intentions than the image of Thai spas. The reputation of a Thai spa is a major motivational
pull factor while staff service is an important indicator of perceived service quality of a Thai spa. The most
important perception image of Thai spas is “Thainess”. The results also indicated that the policy to promote Thai
spas should focus more on motivation more than on the image of Thai spas. Special emphasis should be
put on the spa service stressing Thai spa style relaxation and/ wellness. Meanwhile, the spa enterprises should
control the quality of service staff offer and improve customers’ impression by providing a good experience to
customers. This will increase tourists’ satisfaction, which in turn will lead to a greater loyalty of Thai spas, and the
renewed use Thai spas whenever they revisit to Thailand.

Keywords: image, motivation, Thai spa, international tourist, structural equation modeling
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AmInargede 1.6 wiuduuinlud we. 2556 (N5119591NN5ASENIeUsEne, 2554) Jagduatalne
dasdnfumsudeiuiiisduinnnelusesneusnyssna Tasansluniinateide (Euromonitor, 2012)
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TaglavnengAnssufiuaniianuing (Cronin et al, 2000; Yoon & Uysal, 2005; Chen & Chen, 2010; Veasna
et al, 2010) flsaandeyadsnanimnuddgsonisinenagnidmiunisliuinisinsauas/aonadeadu
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2.RMSEA <0.05 0.036 v
[90% ClI 0.033 0.043]
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4.Comparative Fit Index (CFI) > 0.95 0.981 v
5. Tucker Lewis Index (TLI) >0.95 0.973 v

;(2: Chi-square, RMSEA = Root mean square error of approximation,

SRMR = Standardized root mean square residual and Scaling correlation factor = 1.3124
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