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ABSTRACT

This article was aimed at studying approaches for developing a business model of
medical tourism organizations in Thailand, a case study of industrial medical tourism: hotel
hospital and travel agent. The researcher reviewed the literature influencing the new business
model development in organizations in Thailand and found 6 factors affecting the organization
including: 1) Antifragile Business Model, 2) Robust Business Model, 3) Digital Business Model,
4) Adaptive Business Model, 5) Aided Business Model, and 6) Innovative Business Model. The
core of the six factors above was the business model supposed to be innovation applying
rapidly developed technology, having new methods of operation that have never been
implemented before, or being pioneering organizations that dared to think and act within the
industry and integrated the core values of the organization to increase the potential of
generating income, increasing sales, attracting customers, and attracting investors in the future.

Keywords: Business Model; Industrial Medical Tourism
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MnMsUsEIalenasuaznuITeiiAsadesiusuuvugsiaulnmiiewaunesdnsly
pramnssuMviesiendsnsunndludsemalne Ausznoulusefuls 6 ssduszneu leud 1)
sUkvugshawuudesiu 2) JUnuugsiawuuudeunss 3) sUuuugsnandva 4) JUuuugsiawuuliusm
5) sUwuugshawuulvinisativayy uay 6) susuugsnauinnssy lnsanunsoagludazesrusenoula

Y
1
a
U

e

=

1) JUuuugsiawuuleariu (Antifragile Business Model) 1luguuuugsianinisldinalulad
Tunrsusmsmsdanisluesdnslifinisdndslade azamnuazaunsaliuinisliegesings uasd
n1sufuRnuegliondnlaeiinisinnisnaindegniertidainguinriesieinguidenisuiiida

[ v
Ieur817 LWUAU

2) EULLUUQ‘EMLLUULL%QLLM'@ (Robust Business Model) +{ usUuuui ln1snialvd

a

awannseilnd (E-Commerce) lunsanfiugsiaiietisativayuuwazduigaNuasaIntun1 Ay

3

Aanssuse 9 vannglunazniguenaddns lnensldlaauseivg (A) wasinaisitunisaidugsia
pgradusruu dnsdaasunsnainnisviesionTensunndany Digital Marketing Platforms Tnedl
n53ngUsuulvldaude dgudeyannsivaeuls wiallemuiwsnanynunguidmanglndaau

finwivainvaneliliuinisednaseuaquynnautinuneg

=

3) ULUUgIRaAYEA (Digital Business Model) {uguuuulunisadsnuelunisliuinng

patldarnualnsasuuinnssukazyseansnamvesinalgdauniulunishiniusudedugnen

Y

[ [

ANuarsalunsaseassawinnssulvd 9 udszgndldlunisiiuinis laglvanuddgyiu
Platform aoulausns q NaviawennuwasnauAnuLuussalnlliiugnaula dudvseusinig
3 1% 1 < = a a

Y0409ANT BTN TIATUTEAVE M

4) 3UnuugsianuuUsu (Adaptive Business Model) {uguuuugsiafianansausuaeu
linnaniunisal lddnesdulasasne yrains nszuiunisvineu fiesdnsdesusudaliidndu
anmiInaeuuaziioNmuIaauantsawazilonialumi 9 Tun1sasresela yadulunisd
duussniegnaLasding uaznsasunmanyalivetesnns 1usu

5) suuuugsiawuulinisatiuayuy (Aided Business Model) luguuuuifinisufduiusiu
amlngnsasivinldaunuliiiaiuagesia lngvin Business Matching sewineviigauilingides
AUNIIVBUAEATINITUNNEG 19U 15aNe1U1a 153UTH AaununIsviauigInas gl Musng

¢ A = Y a D o Aaa @ o

Mansunng Lieidunisnszateaudes lngglauinisazdesdinsiinaluladndanuiuaiouay

fiaruwannranenldlunisiiauenindarivseusnisitugnduaziiedunisasisdnannliiv

aspnsazUsemalneluningiu
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6) JULUUFINaUIANTIU (INnovative Business Model) 1ugduuugsiaimduuinnssuiu

=

nagnsianiziesansidineusuusainsaniuaiy Nyaduiin1sfnanuiuyeunuaneeiues
' = & ¢ A A a = a Y s o a0 o
naudvany dadunagnsivenaziiuanuisnelikasiiuselaliiuesans lnewnunanitddgyves
sUwuugsivneiuinngsulua 9 v wiouduliuwAalng q Nasenuentifiuesing
Ingasdusznauly 6 JUkuu inanfsmnudAgnimiuisguuuugsivasaaatiiugd
drulaadunduuazasiannuangaseninlselevinaglasvanmelulaguazuinnssulag 9 e
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3

'
= A U o %
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(%
Y @
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Y

v v

weiesnaasgliuleuneaivayuiasndndulilnedugudnaavnimuiuma (Medical Hub)

NPy
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doandesiuanmemsallugatiagiu

2. p3RNINAREAMNTIUASYIBTBUTINSUING AsFesisUuUUNSTUTITERuanaRavia
a3Uln (Cryptocurrency) sivutesnsiiliiunrmien uaziitefunissesiugnssumensivluana
Fuiifvannvanels

3. pefnINIAgRENMNTIINIViRN e dinsuing ssdesiimuanssaimuauuiuled
TugUanaduviesiuresisiasUssmaidunguitimine uarBusenliignévhysnsssluanauduld

4. 93ANINIARAANUNTIUA IO BATansunnd arsdadliinisaduayulunisasia
wietneeusufiedaiuiiiodeulossiauazuinisiiisatecuar adedndriindumsousneg
Sausssunardandomiiodunmsiannamdnvaiidvesussmaluningy

5. 99AnsAIAgMANMNTIINTVDRABUTINsuImME msyjatiulfanuddnluguuuuils
Juilaauuzin w3ouonsendndueingouinisvosesdnsli iUl ouvesnules (Peer to Peer

Marketing Mode\) iefsganinuaulagndingulu  veaduslaa wszillesainnquililungund

oA A Yo va ‘:1'
Anudeiieinuaulnadauiniian
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