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Abstract: The Thai government has focused on medical tourism since 2004 
by establishing a policy to promote Thailand to become an international 
medical hub. The movement of medical tourism in Thailand is found in the 
government sector and is driven by medical services from private hospitals 
in Thailand. The Department of Health Service Support was also assigned to 
provide a development strategy for Thailand to be an international health 
center (Medical Hub). Therefore, the objectives were to study the medical 
service from hospitals in Phuket province to know the needs and tourism 
behavior and satisfaction in medical tourism among Chinese tourists 
receiving hospital services.  

The theories and concepts about tourist behaviors guide analyzing patterns, 
purposes, and influencing factors to receive medical tourism services in this 
research, data collection located in Bangkok Hospital Phuket, and Siriroj 
Hospital. The sample group used in this study was 10 Chinese tourists who 
received medical tourism services. The in-depth interview method was 
applied by collecting data.  

The results presented the factors influencing Chinese tourists, who travel to 
Thailand for medical tourism, were marketing promotion of medical tourism 
products, motivation, buying decision–making by receiving medical tourism 
information, experience, attitude, evaluation of alternatives primarily based 
on price. 

Keywords: Medical Tourism; Chinese Tourist; Private Hospital in Phuket      
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1. Introduction 
 
From the potential and growing trends of the health industry globally, including Thailand, and 
health business adaptation in Thailand to suit the current global situation and increase 
competition, tourism has played an important role, especially health tourism or medical tourism. 
Medical service of the health tourism industry, for instant, health advice, spa services and spa 
products, massage, herbal compresses, meditation, natural treatment, health promotion, etc. 
Due to the rapidly growing health-conscious trend, there is a continuous increase in overseas 
traveling. As a result, many countries’ governments have been focusing on medical tourism, 
which generates a lot of yearly income from massive spending on medical services by medical 
tourists and spending on tourism-related businesses by medical tourists and followers. The 
Ministry of Public Health assigned the Department of Health Service Support as the central 
department to manage and support policies for promoting medical and wellness tourism. This 
policy was one of the essential target industries of the government. It had been a vital system 
for driving the country's economy since 2015 to promote and develop health tourism. The 
policy was consistent with the national plans and policies by adhering to all sectors’ 
participation according to the people-centered conceptual framework of the 12th National 
Economic and Social Development Plan (2017-2021). Health tourism participates in health 
activities, such as check-up programs and medical treatment at hospitals and clinics, including 
alternative medical programs, such as Thai massage and spa treatments. Therefore, the health 
tourism market has higher average spending than the general tourism market and is likely to 
increase in line with current healthcare trends. Thailand is one of 4 Asian countries that is 
recognized and accepted in healthcare services from foreign tourists.  
 
Most of Thailand's health tourism is still centered in Bangkok and major tourist cities, such as 
Phuket, Pattaya and Chiang Mai, which are readily available in medical services and various 
travel services. Medical services with attention from foreign tourists to Thailand include health 
checks, LASIK, cosmetic surgery, dentistry, surgery, rehabilitation, etc. Also, Thai alternative 
medicine services, such as Thai massage and spa, are well known worldwide, resulting in a 
continuous increase in the number of foreign tourists receiving health services in Thailand. 
According to the ranking by The International Healthcare Research Center (IHRC), the tourism 
industry regard health tourism in Thailand is ranked at 6th place in the world because of the 
following strengths:  
 

1. International standards accept hospital place, facilities, personnel, and services.  
2. Service rates are not high when compared to the quality.  
3. There are varieties of natural and cultural attractions, relatively low tourism 

expenses, comprehensive airlines for the journey, and quick coordination. 
 
Data from the Center for Economic Research, Siam Commercial Bank (EIC), revealed that 
private hospitals in Thailand earn approximately 70 billion baht per year from foreign 
healthcare income or 0.01% of the GDP (Bangkok Living Taste. (2018). ท่องเทียวเชิงสุขภาพไทย บูมสุด

ขีด.[Thailand extremely popular for health Tourism]). 
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Therefore, various medical facilities have increased health promotion, disease prevention and 
rehabilitation services to target medical tourists. According to the Tourism Authority of 
Thailand (TAT) data, it revealed that in 2017, Thailand generated more than 23,000 million 
baht income from medical tourists receiving anti-aging medicine and beauty services, and is 
expected to increase 13.9% or about 26,000 million baht in 2018. Most of the medical tourists 
traveling to Thailand to treat specific diseases, health checks, anti-aging services and cosmetic 
surgery, because these services in Thailand have a good reputation with standards similar to 
European hospitals in terms of technology, waiting time and more economical costs than any 
other countries. According to Visa and Oxford Economics, the overall global health tourism 
market in 2016 was at USD 100 billion, with 11-14 million tourists, a 25% increase over the 
previous year. (Fayossy.(2018). เปิดฐานข้อมูลนักท่องเทียวจากทัวโลกทีเข้ามาเทียวเชิงการแพทย์ในไทย. [ Open a 
database of tourists from all over the world who come to Thailand for medical tourism. ] ). The 
highest number of tourists coming to Thailand for medical services in China. Due to the new 
policy allowing each family to have two children, IVF infertility treatment services have been 
prevalent among Chinese patients. Also, the service has the highest cost, from 200,000 up to 
400,000 baht per time. Moreover, Chinese tourists receive Anti-Aging & Wellness service the 
most, generating more than 23 billion baht in revenue for Thailand.  
 
The study findings would be essential information for those who are involved in both the public 
and private sectors, which can be used as a guideline for the development of health tourism, as 
well as establishing a strategy to promote medical tourism in Thailand, applying as a guide for 
the promotion of essential long-term medical services and marketing planning of hospitals, 
clinics and businesses related to the medical service tourism. The results of this study can also 
be used as necessary information for preparing the development of Thailand as an international 
health center with the ability to compete with other countries by using the strength of the 
country's health service system to attract more Chinese tourists to decide to receive medical 
services in Thailand, as well as able to generate national income and promote national and local 
stability with the balanced economic and social development as a foundation for developing 
the country towards sustainability. 

 
1. Research Objective 

By concerning the medical tourism of Chinese tourists thus the objective of this 
research is to study the factors influencing Chinese tourists who travel to Thailand for medical 
tourism, and to study the opinions of Chinese tourists on medical tourism services. 

 
2. Literature Review 

Health tourism may be divided according to the objectives and objectives of tourism 
programs and activities according to tourists needs into two categories (Tourism Authority of 
Thailand, 2009). 

 
1) Health Promotion Tourism - This is a trip to visit beautiful attractions in natural and 

cultural attractions, including historical and environmental places for learning about lifestyle 
and leisure, by spending time from traveling part of doing health promotion in accommodation 
or outside accommodation that is accurate, technically and of proper quality standards. 
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2) Health Healing Tourism It is a trip to a place of tourism, nature, and culture for 
learning of lifestyle and recreation, or as an organized place for therapy for health care 
activities, medical treatment and rehabilitation in hospitals or nursing homes or businesses 
there are qualified personnel, standardized processes, and services such as traveling to tourist 
attractions and having physical examination and treatment of various diseases together with 
the model of health tourism. 
 
Department of International Trade Promotion (2014). It mentions health and sports tourism as 
therapeutic, physical, or mental health tourism, exercise, or sport to maintain health, and 
adventure tourism, as part of sub-activities of the sport. In health tourism activities, it was found 
that spa activities and wellness massage were the most exciting activity models for tourists. 
Patitta (2003) organized different health promotion activities in the Health Promotion Tourism 
program that travel agencies offer to tourists, including (1) Thai massage (2) Foot massage (3) 
Herbal compress (4) Aromatherapy (5) Mineral bath service (6) Hydrotherapy (7) Thai hermit 
exercise (8) Buddhist meditation practice (9) Food and beverage services, herbs and herbal 
drinks for health. (10) Service of herbal products for health and beauty. 
 
KASIKORN RESEARCH CENTER (2018) estimates the market share from patients in foreign 
customers in each country, calculated from the income of private hospitals listed on the stock 
exchange with a market share of 70% of total revenues on the stock exchange. The eastern 
group, such as the United Arab Emirates, Oman, Kuwait, Qatar, occupies the highest share at 
12.5 percent, followed by Myanmar, 8.7 percent, United States, 6.2 percent, United Kingdom, 
5 percent, Japan, 4.9 percent, Cambodia 2.2 percent and others, total 60.4 percent. It is expected 
that in 2018, there will be approximately 3.42 million foreign patients come to use medical 
services, divided into 2.5 million times of Medical Tourism and about 9.2 hundred thousand 
times foreign customers are working and residing in Thailand (Expat), especially Japanese, 
Burmese and China. According on statistics of the number of Chinese tourists who have come 
to Thailand, coupled with an increase in Chinese people who travel abroad for medical 
treatment, private hospitals are more focused on Medical Tourism from China. In 2018, it was 
expected that there would be 10.4-10.6 million Chinese tourists visiting Thailand, expanding 
6.1-8.2 percent, reflecting that the Chinese market is likely to be a potential customer of 
Thailand who is familiar with or like to Travel in Thailand Including food, and shopping 
Moreover, the Thai medical services are quite famous and recognized for their quality and 
treatment that meet international standards, worth the price. And the Kasikorn Research Center 
estimates that in 2018, at least 40,000 Chinese Medical Tourist tourists will come to Thailand. 
The exciting customer groups are 1. A group with infertility and 2. A focuses the group on 
beauty care. 
 
Surapong and Piyanuch (2003), cited in Pimtha et al (2009), spoke of health tourism about 
medical tourism that tourists using health tourism services are a problematic group in terms of 
health or having congenital disease, regular checks must be performed, requiring health checks 
and rehabilitation. They can travel to relax and receive health services simultaneously, 
including groups that want beauty services, having some relaxation travel back to their own 
country with beauty.  
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Thanyaporn (2017) said that medical tourism’s growth has contributed to increasing income 
for the country, especially private hospitals, with an annual income of 70 billion baht from 
foreign medical care, or 0.01.  % Of GDP. Also, it generates income in related businesses such 
as tourism and hotel services from medical visitors and dependents. Currently, both the public 
and private sectors are increasingly preparing to accommodate medical tourists in development 
and promotion policies.  It enhances the country as an international health center (medical hub) 
of the government, providing health and dental services packages in conjunction with tourism 
programs.  It also has the policy to expand new markets by extending the length of stay in 
Thailand for medical treatment for health tourists and followers in CLMV and China, 
increasing from 60 days to 90 days from the original expansion policy that only applied in the 
Middle East market, which will facilitate more travel to the hospital. 
 
Watcharee and Chanakan (2005) studied the potential of hospitals for health tourism in Phuket, 
it was found that from six hospitals' health tourism products survey, there were two private 
hospitals with health tourism products, and there was only one private hospital that has passed 
the standard HA (Hospital Accreditation). In addition to the health tourism needs of general 
tourists, it was found that most of the tourists who came to Phuket were interested in Thai 
massage and medical spa respectively, both Thais and foreigners. As for the tourists who had 
the opportunity to use the hospital services, most were satisfied with the hospital service. When 
comparing the expectations before using the service with satisfaction after using the service, it 
appears that there is a similar level. In conclusion, Thailand is ready to provide medical services 
to foreigners due to various factors such as cost of treatment, doctor's expertise, quality of travel 
services, etc. These factors can attract tourists to use medical services in Thailand very well.  
 
Pimpa et al (2009) studied medical tourism behavior among foreign tourists.  The sample group 
was 400 foreign tourists who used medical tourism services at hospitals, medical tourism 
service providers in Thailand. The results of the study showed that the majority of the tourists 
were male, aged 31 years and above, had a career as an expert and executive, with an average 
income from 2,000-4,000  USD per month. Most of them were married and were US nationals. 
Most tourists never travel to Thailand.  They stayed in Bangkok for rehabilitation after using 
medical services, followed by Chiang Mai and Phuket. Most tourists came to the dental service, 
followed by annual health checkups, LASIK plastic surgery and hip or knee replacement. The 
treatment cost approximately US $ 1,300 and the length of stay in Thailand was about 18 days. 
Foreign tourists came to the medical service because they wanted to relax in Thailand the most, 
followed by treatment cost, which was cheaper than using services in their country. Doctors 
and hospitals in Thailand were well known, advanced medical equipment and devices. Also, 
tourists came to use the service because hospitals in Thailand had a world-class medical service, 
which tourists had seen from those who had come to treat or had used the service.  Some tourists 
came to use medical services in Thailand because they did not have specialists in their country 
and had to wait for a long time to receive service. Foreign tourists who used the service had 
opinions that the quality of treatment of hospitals in Thailand was of good level, followed by 
the knowledge of the doctors doing the treatment, the security system, availability of nurse 
services, good care of doctors, nurses and hospital staff, easy research before using service, 
inexpensive medical expenses, hospitals had doctors who were ready to treat immediately, 
post-operation, quick treatment., reporting accurate treatment costs, and convenient access to 
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medical services in Thailand. Most of the tourists who came to use the services were impressed 
with the medical services provided by the hospitals that they used and was expected to go back 
to use the service in the future even though the medical fees are higher, including introducing 
people to know to use the service as well. 
 
Katewarin (2010) studied business, travel, medical care, and rehabilitation.  The sample group 
was entrepreneurs with services nearby or related to the company being reviewed, hospital 
marketing agencies, governmental and private agencies that support tourism operators, and 
tourism operators for medical treatment. The study results showed that the current trend and 
market condition of the education business tended to continue to grow from the improved 
quality of treatment of hospitals in Thailand, including the cost of treatment in Thailand 
compared to the cost of treatment abroad much lower.  From this advantage, it was unique in 
that it can compete with any opponent. However, getting into this type of business requires 
many factors in the industry, especially management ability, which is key to the business's 
survival and readiness to change, which may arise from outside factors that cannot be 
controlled.  Therefore, if able to plan a suitable strategy, be flexible and face any situation, the 
business will continue to survive and grow. 
 
Jutathip (2010). Study on Research to develop a suitable health tourism management model for 
foreign tourists traveling in Phuket Province: A case study of Japanese tourists. The sample 
consisted of 15 Japanese tourists. The study found that 1) The model was female, aged 25-35, 
single, traveling with friends and family, experienced in using health services elsewhere and 
had used services in Thailand. They were impressed, receiving news from friends, family, 
technology media and travel agencies. The goal of using the service was to relax. 2) Factors in 
the formulation of health tourism were found to be two factors: 1. Tourism resources for 
providing customer services, dividing into two parts: 1. Natural and environmental resources, 
2. human-made resources; and 2. Tourism objectives consist of health promotion tourism and 
therapeutic tourism, which can be used in 4 formats: (1). Natural resource-based models that 
use natural resources and focus primarily on disease care and prevention. (2) The man-made 
model relies on man-made resources or builds infrastructure and focuses primarily on disease 
care and prevention. (3) The model that emphasized local wisdom and used the community’ 
knowledge for the treatment of disease. (4) The medical service model is a model that requires 
high input, high infrastructure preparedness, and a therapeutic focus. 3) Japanese tourists will 
focus on the 1st, 2nd and 3rd forms of tourism due to gain, support from time factors, price 
factors, general relations factors, public and private promotion factors. The output format will 
be a semi-mass tourism format. (Package tour) and health tourism care and disease prevention. 
For the fourth form, which is medical tourism, Japanese tourists were not clear.  4) Thailand's 
strengths are professional service, quality, price, convenience, but the development of all 
aspects of health tourism needs to accelerate the construction of the infrastructure, especially 
in the medical sector. It must target specific tourist groups such as the elderly, disease-specific 
risk groups. The public and private sectors remember that it is necessary to expedite public 
relations and create more product diversity. 
 
Salika (2010) studied the medical service usage behavior in Thailand among health tourists 
from the Middle East: Perspectives from medical service providers. The sample group was a 
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hospital business operator and 17 entrepreneurs in the health tourism business. The study 
results showed that customers from the Middle East who used hospital services were divided 
into six groups: self-paying customers, customers from the Royal Household, customers with 
government health insurance, private health insurance customers, customers who used private 
health insurance and customers from the embassy. Diseases that they came to be treated were 
difficult and chronic diseases requiring specialized expertise such as bone conditions, diabetes 
complications, heart disease cancer, etc. Hospital selection was based on reputation, hospital 
specialty, physician expertise reasonable medical expenses, medical report responses, advice 
from relevant medical authorities, and advice from an Arabic interpreter. The problems of 
medical services found in the country were the problems of lack of understanding of religion 
and Middle Eastern culture among medical practitioners, the issue of inflated medical expenses, 
problem of lack of skill in the use of the Arabic language of the interpreter, the question of 
government assistance policies that cannot meet the needs and concerns that the hotel operators 
were facing. 
 
Chantana (2011) studied the marketing factors affecting the decision to use large private 
hospitals in Bangkok. It was studied in a sample of the population who chose to use services 
in a large private hospital in Bangkok, totaling 400 people aged 20 years and over, both male 
and female. The study results showed that consumer behavior influencing the decision to use 
the services of large private hospitals in Bangkok, such as the frequency of using the service 
2-4 times. The purpose was to receive general treatment. The cost of medical treatment used 
was 1,001- 3,000 baht. The person responsible for the expenses was the patient himself or the 
family. The decision-maker was family. And the reason for using private hospitals is the 
reputation of the hospital. The marketing mix factors influence the decision to receive services 
for large private hospitals in Bangkok, which are essential at a high level, including product, 
service location, distribution channels, the service process, and the physical aspect. However, 
the marketing mix factor in terms of price and marketing promotion was of moderate 
importance.  
 
Thananoppa (2011) studied the factors of the marketing mix and the marketing environment 
that affect the behavior of choosing to use services for private hospitals. In the province of 
Chonburi to analyze the data on the factors of the marketing mix and the marketing 
environment of 400 private hospital users in Chonburi Province. Including Bangkok Hospital 
Pattaya, Phyathai Sriracha Hospital, Samitivej Sriracha Hospital and Akchon 1 Hospital. The 
study results showed that the overall marketing mix factors and the overall marketing 
environment had a high overall average. In the marketing mix factor by the side, it was found 
that the opinions of marketing mix factors affecting the behavior of choosing to use private 
hospital services in Chonburi Province. Overall, it was found that the five areas at the highest 
level were service, price, location/distribution channel, personnel and service process. In the 
marketing mix factors affecting the behavior of choosing to use private hospitals in the 
province of Chonburi overall, it was found that two aspects were found to be at the highest 
level, including marketing promotion and the physical part of the service.  
 
Rachata (2019) studied the marketing mix factors influencing Chinese travelers’ decision-
making to travel medical in Thailand. The sample group was 336 Chinese tourists who came 
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to Thailand for medical trips. The study found that the vast majority of Chinese tourists were 
female, aged 36-45 years old, married and worked as company employees, earning a monthly 
income of 5,000-9,001 yuan. And the type of medical service chosen was mainly for skincare. 
Therefore, based on this survey results, the Thai medical tourism industry can use this 
information as a reference in formulating a medical tourism strategy to target specific groups. 
At the same time, we can consider some of the above demographic characteristics.  For example, 
were focusing on women aged 36-45 years, marrying as a target group, or focusing on company 
employees with a monthly income of 5,000-9,001 yuan or more as the target group. 
Determining the specific population target from this data will help the Thai medical tourism 
industry develop more precise and effective strategies. For example, were organizing a fun and 
attractive travel package for married Chinese tourists aged 36-45. A specific process for 
tourism development in Thailand will be more successful than a non-distributed distribution 
strategy because the targeted distribution strategy cannot meet the needs of Chinese tourists 
coming to Thailand for medical tourism.   

 
3. Research Methodology 

 
This study is based on qualitative research methodology, for data collection of primary data, 
the researcher selected the primary data source by using a semi-structured interview with 
samples ready and willing to provide information. Data collection was conducted by collecting 
information from Chinese tourists who used the medical tourism service regard anti-aging 
medical programs at private hospitals in Phuket Province. The collected data included personal 
information, medical tourism behavior, medical tourism motivation, tourist opinion on 
provided medical service tourism and medical tourism business or brand loyalty of Chinese 
tourists who used medical tourism services regarding anti-aging medical programs at the two 
private hospitals in Muang District, Phuket Province. The researcher collected data by applying 
an in-depth interview with questionnaires indicating each subject according to the research 
objectives. The researcher also determined questions and issues in advance to achieve all items 
as specified and gave the tourist samples opportunities to express their feelings and opinions 
freely.  
 
The observation was also used as the instrument of data collection. The researcher conducted 
a non-participant observation method by observing behavior of Chinese tourists who used 
medical tourism services regards the anti-aging medical program at the two private hospitals 
in Muang District, Phuket Province. The obtained observation data to explain and interpret the 
findings together with data obtained from the in-depth interviews. Also, this non-participant 
observation technique was considered a tool for qualitative research. As an observer, to 
maintain the Instrumental Validity in this study, the researcher was reminded to observe with 
precision without prejudice for the observation and data recording’s reliability and accuracy. 
The area for data collection for this study was located in Bangkok Hospital Phuket and Siriroj 
Hospital. 
 
The population used in this study was female and male Chinese tourists aged 18 years and over 
who used medical tourism services at private hospitals in Muang District, Phuket Province. 
Therefore, the study sample was 10 Chinese tourists who used medical tourism services at 
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private hospitals in Phuket. An in-depth interview method was conducted with the models to 
collect data regarding personal information, medical tourism behavior, motivations for 
choosing a medical tourism service in Phuket, opinions towards providing medical tourism 
services, medical tourism brand, or business loyalty of Chinese tourists. The random sampling 
processes were done in 2 steps as follows. Step 1: Quota Sampling was conducted by 
determining quota from private hospitals in Phuket providing data collection. Step 2: Purposive 
Sampling from quantitative samples that were ready and willing to provide information by 
collecting information only from Chinese tourists who used medical tourism service regards 
anti-aging medical programs at both private hospitals. 
 
For the data presentation, analytical descriptive was used with sample information obtained 
from interviews and news obtained from theories, documents, textbooks, and related researches, 
to demonstrate the medical tourism behavior of Chinese tourists who used anti-aging medical 
programs by presenting the data along with analyzing the data into separated issues for better 
and easier understanding. 

 
4. Results 
 
The market for tourists to Thailand came mainly from Europe, America, and Japan from the 
secondary data. But after these countries were experiencing economic problems, the tourists 
coming to Thailand had slowed and grew at a slower rate. In contrast, tourists from East Asian 
regions such as the People's Republic of China, a new economic country, were increasingly 
traveling abroad. In 2014, more than 116 million Chinese tourists traveled worldwide, an 
increase of 17.8 percent. The first year that more than 100 million Chinese tourists traveled 
overseas, more than the US $ 140 billion had been spent.  By the end of 2015, 135 million 
Chinese tourists were expected to leave the country (Huran Report for IL TM Asia: The 
Chinese Luxury Traveler, 2015) until 2030. On average, Chinese travel six times a year, and 
the number of foreign tourists travels up to 200 million per year (China National Tourism 
Agency, 2015). And according to demographic data, more than 35 percent of Chinese tourists 
are new millionaires aged 25-34, while more than 27 percent of tourists are teenagers aged 15-
24. It is predicted that Chinese tourists will have an enormous opportunity to expand in the 
long run as the People's Republic of China has a population of more than 1.3 billion (Meryle 
Linch, 2014). 
 
The Chinese tourists' overseas travel phenomenon is partly due to the Chinese government's 
policies that focus on improving Chinese citizens’ livelihood from low to middle-income to 
high-income earners-adjusting the population base to the expanding middle class, which will 
further affect Chinese spending.  Also, China's economy has grown steadily for a long time and 
has expanded more than 7 percent per year, resulting in improved Chinese incomes.  Travelers 
from China have therefore become the dominant purchasing power in the world tourism market, 
including Thailand with a wide range of travel factors, including reducing the visa check 
process, allowing Chinese tourists to do Visa on Arrival, opening new routes, having regular 
and charter flights that can reach more of the main tourist destinations of Thailand, more 
convenient transportation channels both by land such as the R3A route connecting China-Laos-
Thailand and by air, continued appreciation of the yuan, the price of general goods of Thailand 
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lower than the People's Republic of China, more behavior of using the internet to search for 
information and book travel, the popularity of Thai dramas, Thai movies, and Thai stars; 
Chinese online publicity  as well as the aggressive marketing of the Tourism Authority of 
Thailand with a clear marketing strategy and direction and is the only country that can open up 
to 5 foreign tourism offices in the People's Republic of China. 
 
From these additional factors, in 2014, 4.62 million Chinese tourists came to Thailand 2014, 
generating approximately 190 billion baht in income to Thailand, an increase of 1 percent. The 
average number of stay days was eight days, the price per person per day was 5,173 baht, and 
the cost per person per trip was approximately 41,390 baht. It was the only market in East Asia 
that had recovered from the Thai political crisis in 2014 since the end of the third quarter, and 
it was able to increase the overall growth rate. In 2015 were more than 7.9 million Chinese 
tourists traveling to Thailand, bringing in more than 388 billion baht in revenue. In 2016, there 
were more than 8.7 million Chinese tourists, bringing in more than 457,000 million baht in 
income. In 2017, there were 9.8 million Chinese tourists, generating more than 524,000 million 
baht in revenue. However, the Chinese market is a promising young star in both numbers and 
revenue growth.  The average growth rate of tourist arrivals was the number 1 in the region, 
and the expansion was at the highest leap, nearly double 24 percent per year, and the average 
revenue growth rate rose 31 percent.  Per year, far away from other markets in the East Asia 
region. The above data shows that the number of Chinese tourists is trending higher every year 
and is an essential contributor to the Thai economy. 
 
From the data collection, the researcher found that medical tourism related to a tour to visit 
tourist attractions in natural and cultural attractions to learn the way of life, rest, relax by 
dividing travel for treatment, rehabilitation, physical examination, and medical treatment.  
 
The ways of Chinese to achieve the information of medical service in Phuket were as follow; 
 

1. Chinese tourists were in direct contact with hospitals in Phuket. In this way, they 
were often familiar with the hospital seeking treatment and coordinating themselves, having 
friends or relatives residing in that country to help contact the hospital.  

2. Chinese tourists contact the hospital through intermediaries. In this model, the 
patient is communicated through a mediator to all coordinators, including hospital matters, 
treatment details, flight travel, and recovery accommodation after treatment. 

3. Searching for information on the internet, from tourism magazines, travel 
companies, tourism offices, including social information like families, relatives, friends, etc.  

The factors which were an influence to decision making Chinese tourists to take 
medical service in Phuket such as; 

 
1.  The attractions of beautiful beach and sea 
2. The accommodation 
3. Quality of health or medical service 
4. The medical service that is not available in China 
5. The cost of medical service is reasonable 
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6. There are various packages and promotions of medical services offered by 
Hospitals. The famous medical services are anti-aging medical service and hormone treatments 

 
5. Discussion and Conclusion 
 
Chinese tourists are a market with great potential.  When assessed by the number and income, 
Chinese tourists are likely to travel to Phuket more in the future because Phuket is considered 
to have tourism potential, a variety of tourist attractions, and natural resources such as beaches, 
seashore, mountains, waterfalls, etc. Moreover, the unique cultural traditions in each region of 
the country, especially in major tourist destinations such as Bangkok, Chiang Mai, Phuket, 
Krabi, Pattaya and Samui island, etc. Moreover, the cost of therapeutics is cheaper than in other 
countries in Asia.  
 
From the results of this study as Lalida (2007) studied the guidelines for planning the 
development of medical service tourism in Phuket by suggesting that private hospitals in 
Phuket must develop medical services to be of high quality and international standard. In order 
to elevate Phuket Province to become the Asian center for health and medical services.  Phuket 
should develop and link medical and other tourism products together in the model of medical 
service tourism packages for foreign customers. For Phuket, medical and tourism personnel 
should maintain standards in tourism promotion services and develop facilities while 
increasing their expertise in treating specific diseases to expand the customer base, and increase 
the share of the medical tourism market, making Phuket health tourism market able to compete 
sustainably. 
 
The next study to create knowledge for supporting medical tourism development in Phuket 
should be the model design of medical or health tourism package and promotion to attract an 
aging tourist from aging society outside Thailand. Due to this, at present, there are a lot of 
tourists who are retired people who travel to Thailand. Furthermore, the medical package 
program of Anti-Aging is popular among this tourist group. Thus, if the advertisement and 
marketing strategy have to attract tourists and create correct understanding, many tourists lack 
clear information.  
 
The research found out a lot of Chinese tourists prefer to have the medical package program of 
Anti-Aging in Thailand, although in China this program is popular, however to make a 
reservation to access this program it will take a long time and also the cost is more expensive 
than in Thailand Finally, for researcher’s view, Medical Tourism could be possible to create a 
package for an extended period of therapeutics for the healthiness of all physical and mind, to 
attract tourists to decide to stay longer time in Thaila
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