naqwﬁ'wwmsmmmﬁqsﬁ@ﬂmLLuum ASININBSDISURNYVIANYITIITN

A holistic marketing strategy for spa businesses to welcome Chinese tourists
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This article aims to present a holistic marketing strategy for spa businesses in Thailand to
welcome Chinese tourists. Research was performed by reviewing academic documents, textbooks,
research and other documents from online sources by means of content analysis, in order to combine
the knowledge obtained from these sources into a guide for owners of spa businesses on how to run
their businesses effectively and produce products and hospitality services to satisfy Chinese tourists,
who are targeted as valuable customers. The resulting holistic marketing strategy to welcome Chinese
tourists can be divided into four main components, namely relationship marketing, integrated

marketing, internal marketing and performance marketing.
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