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Thailand Wellness Branding
“SABAI Wellcation SABAI Thailand”

1. finlAsan13 (Background)

1.1 Wellness Tourism faazls?

Global Wellness Institute 1618131 Wellness Tourism (11524118213 4
auam vive maveafieaiioguangdia) Mdunseadivafiinvieadiealdiiianssuiazaing

%

a ) 4‘ d‘dé{ = ! a L% Sa A a
lEuvIguagunNLiteALaY1IE AN Famsvisangllulagdudndfanssuidwaiday
ABauN1IY Aty Wellness Tourism Failidmuneiazsiogiudwingg Ndamaausiogunieg
wianiu wasUalonaliinvisaiigtanunsoaiuasunasguaguninvesmueswuuadsily

w3outunsvinainlednee

WELLNESS TOURISM

o
A

O I

o
traveling for health and well-being reasons

1.2 w512a2ls Wellness Tourism udunanaiviaula?

Wellness Tourism +Juqasi1903 2 gnaunssuidiAy Tunfegnainnssy

9

= =

health & wellness (health & wellness industry) @3yasfa 4.5 AuauneaaTansgiay
gRENMNSIUNSMRaED (tourism industry) Gaflyarn 2.6 Auduneadnsansy n1svieadion
Bagunm (Wellness Tourism) vharelduasmlsligeninnisvieuiiewily deyaain Gwi u
U 2017 wuindnvieafisndsguamldaneiadogedis 1,528 noadsansy roausenu Tegq

nunviaaenalude 53%
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Wellness Tourism Spending Premiums, 2017

$2,000
An international wellness tourist
$1,800
spends53% more than the
$1,600 average international tourist
$1,400 |
$1,200 ) R
A domestic wellness tourist
$1,000 | spends 178% more than the
average domestic tourist
$800 _—
$600
%400 |
o -
$0
Average International  International Average Domestic Domestic
International Primary Secondary Domestic Primary Secondary
Tourist Wellness Wellness Tourist Wellness Wellness
Tourist Tourist Tourist Tourist

Source : Estimates by the Global Wellness Institute, based upon tourism industry data from

Euromonitor International

[y

uana UL Wellness Tourism dadu segment Aflaudrdadususu 4 9

man Health & Wellness ¥lanyiaviundnmie

s (%

Tud 2020 manm Health & Wellness ﬂbﬁiaﬂﬁiﬂaﬁ’l 4.5 ANUATUADAANTANSTT LAUNAIA

)

(=3

Wellness Tourism (n15¥ieaifiendsguain) fvuialngilududu 4 lnefiyariiia 436,000

AUADARNTANTTIBIRN :

[y

U#l 1: Personal care and beauty afi1 955,000 AUNDAANSANST

iﬁ

€

[y

U 2: Healthy eating nutrition, weight loss uﬂaﬂ'w 946,000 A1UADAANT

Susuil 3: Physical Activity Yam1 738,000 Auneaaniansy

Market size of the wellness industry worldwide in 2020, by segment
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(in billion U.S. dollars)

Personal care & beauty
Health eating, nutrition & weight loss

Physical activity

Wellness tourism

Traditional & complementary medicine

Public health, prevention & personalized
medicine

Wellness real estate

Mental wellness

Spas

Workplace wellness

Source : www.statista.com
1ul 2022 na1m Wellness Tourism Hvuialugiualvu?

“aa1m Wellness Tourism (n15viaaiiigudagunin) vialanilyan1sinna

GDP Ussmalneds 1.7 wimazionsinisavinegrniinselan”

Tud 2022 nanavioaleTeguatn (Wellness Tourism) vialandlyadn 912,000

duneaalsansy (Msedlvwinnainfalu 1.7 i1 v83 GDP Ussinalnedsiiyadi 549,000

&9

dunoaaTansy) waza1ni1dn 8 Vauidulnda 1.8 windu 1,672,600 duneaansansy nse

Aadusnsinisiulaaie 7.7% sed

Global market size of the wellness tourism industry 2020 - 2030
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G WELLNESS TOURISM MARKET SIZE, 2020 T0 2030 (USD BILLION)

§1,672.60
§1,535.68

$1421.72
$1317.47

§12zzm
§1,134.52
§1,064.26

598056
§912.84
§850.55
$793.20

[ 2022 | 2023 W 2024 J 2025 W o026 W 2027 Q2028 M 2029 2030 |

Source : https://www.precedenceresearch.com/wellness-tourism-market
1.3 wualdunain Wellness Tourism tuagngls?

“woAnssudnvieuiiergalnilasenaidevandenisiivlnvesnain Wellness

tourism tUuaei1aun”

Wellness tourism tlunisviesifisriivisdaaiugunmlisuiintesiisriona
19MeLaridnta wazdiswinisidnlanuesuaziinla®iin (spiritual wellbeing) %ﬂiuﬁwﬂ’u
Pnvieaiiendimnudesnisfiesldi3nuun healthy lfestyle Wfinuniu se1niinnunieon
anas uazdesnisiardesiuiueddlfidulne fufutnveniiendsiunnldauaulanis
vipaflendaguaim (Wellness tourism) Hissntu ins1zdifanssudauaiuguaimnianie s
Tauagmadniggu lidandunsidhaus maduleas msdhinIaefniiiufugunm
wiensdnsanAanssuYaNTs (meditation retreats) wenantuinvieadioadwounisid
svhAvnssufuauiosdy WhdudananuuenA1ameiausTIHaTeANIAnLianTRRI
3oila Sedananidiafutadeiundeulieuiuinioumeailiendaguamfiumniy

Asfiuszannslanunnld smart phones, tablets wag laptops HuuIndy
Usznaufunislddumesiumdiinunnty fidusnnidadadeiviildnaia Wellness tourism
Aule sialudunisfudanginsnanianudnlulan Social media n13u3a1nUTEm

viauﬁ&r;uamwmlﬂﬁu’%msé”m wellness tourism UBNINLNITINUNUNITVIBLNYT A15999
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AR N159999LATRI0U ArsalufvinladieTulnaeinudumesun Laziiloanuasanissise

RuAdeilaiudinuszuu online payment dapnudneuazazainil Aildudnuileladendana

WBaunfunsiulaveInana
pinalvuazliunumiunain Wellness Tourism a11niga?

“GWI 489719819 Wellness Tourism lusasde-uU@iln azsavlauasdunum
4nNgn”

31NN15A1MN1503U89 Global Wellness Institute Tul 2022 na1m Wellness
Tourism 9zdlyadn 919,400 drumeaaiiansy 1iulnaint 2017 fe 44% lnogiaailng
fandenafunivewinnile (30%) sesasunuglsy (30%) uazierde-uudaindususiu 3
Ay 27%

oghslsfmumannofs—uUdiingndvmuosinandugiinieifinisiulngadign
Tnefisnsinadulnede 13% seduazazunginiafidunuimlunisudnduliinain

Wellness Tourism waulnag1an1nselag

2017 Expenditure 39,500 Million USD 2022 Expenditure 913,400 Millon USD (+44%)
Middle East-North
A:v:a SU:T::: - Micdle East-North Sub-Saharan
Latin American- . 1% . . Africa Africa

Caribbean

5%

Caribbean

6%

FASi:- il A:‘nlr;"lll:a
e America Asia-
s 38% Pacific 3k

2Th

Source : GWI Global Wellness Tourism Economy Report, page 4,7
1.4 Uszindlnguazaain Wellness Tourism


https://www.precedenceresearch.com/wellness-tourism-market
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UagUugnannnssu Wellness Tourism vasusswmalnaisiisuiulszme

duq wdnJuadnals?

“s19l#97n Wellness Tourism vasssmalnesnaglusuauil 7 Tudl 2019
uazsuduil 15 Wl 2020”

fawsflud 2020 Uszimalnoisoglududui 15 ilesnanunisaidennindain
Ang# COVID-19 wan1nalud 2019 (1enou COVID-19) agnui1selaain Wellness
Tourism 1uﬂizmv311m€fmagﬂué’uﬁuﬁ 7 vaalanaefiien neds1elane 16,900 a1uneaans
an¥y Uszmamdudududueg ldun ansgeiudnn wostfudl diuma Ju GUu veanie

AIALOSHAUR DR ANTIVOIUINT 99ANTIAY LAUIAT DULRY WINTLN wazallu
anaMNT5U Wellness Tourism fiauddgysiaiasugiauseimalnevsala?

“518lA9n Wellness Tourism WuiidnuaAgdasassgne wselagian
10w 3.1% 989 GDP”

| =

9RAIMNTIUNNIVIBUNYT (Tourism Industry) Yeslnedyafigadia 12% ves GDP

Y

lnglud 2019 s18l9a1n Wellness Tourism vadlnediyar1de 16,900 duneadnsansy nse

[ o

Ay 3.1% v99 GDP U 2019 (544,300 a1unoaa1sanss) waze

o

& PP
AUUAFINNTIUNNNIT
dulmasdis 18.7% (utianeu COVID) uilugisdannntinviesdieadumsldlaviilinaind
Anau 72% uidsnsuesinduiiesssezdu wasninaniunisal COVID ATy Wnvipaiieaisy

Wunnalaunnay aanaiinazndunniiulaludnsfiadnase
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Wellness Tourism: Top Twenty Destination Markets in 2020

Average Annual Number

Wellness Tourism Expenditures Growth Rate of Trips

(US$ billions) [ | [l
2017* | 2019 | 2020 | 2020 | 2019 | 2020 | ,559
United States $226.0 | $2635 | $1621| 1 8.0% | -38.5% 4.8
Germany $65.7 $735 | %590 2 57% | -19.7% 57.4
France $307 | $347 | $23| 3 6.3% | -38.6% 218
China $26.4 | $34.4| $195| 4 14.1% | -42.3% 675
Japan $230 | $266| $191| 5 55% | -281% 33.8
Austria $165| $189| sno| 6 6.9% | -271% 13
Switzerland $134 | $155| s08| 7 76% | -30.7% 8.4
Italy $13.4 | $145| s90| 8 40% | -378% 8.6
United Kingdom $135 | si1s1| s90| 9 5.9% | -40.4% 16.4
Australia $123 | $140| ses| 10 6.9% | -39.4% 8.6
Canada $12.5 £13.9 $a8.4 1 53% | -39.6% 10.0
India sna| si33| s72| 12 8.0% | -45.6% 482
Mexico $97 | s125| se2| 13 1326% | -50.9% .9
Spain $99 | %08 | $52| 14 47% | -51.6% 127
Thailand $120 | $169| sa7| 15 18.7% | -72.3% 6.5
South Korea $68 | $83| $43| 16 10.8% | -48.4% 16.8
Malaysia £5.0 $6.1 $3.5 17 T00% | -42.0% 75
" Pertugal s34 | s44| s28| 18 136% | -360%| 40
Denrark $32| $38| s28| 19 9.3% | -26.2% 6.6
Turkey $45| $57| 27| =20 12.4% | -52.5% 67
o the prewious version of the Wellness
2 from Euromaniter .
o dormeshic wellness tourism tnips, and they also

Source : GWI Global Wellness Tourism Economy Report

Wellness Tourism Uszmdlngagasslnuluaeaivilan?

ntaya GWI Uszmalnggnuasitlanisus1u Executive Checkups #3813
nvvguamdadusmuesi Medical Tourism 1nnnddiu Wellness Tourism

wilupmidueisussnalnetuidigaueiuiduendnuallusiu Wellness laiu
UsznaBug WU n159ASURU Top 10 Wellness Retreats in the World 984 website

[y

Destinationduluxe.com & wu1ndl resort Tudssinalne@ndunuetis 2 wite Ao Kamalaya

Y

\NTaBwas Amanpuri ine
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o
v v =

mnudsdulonanazasalivseindlne d9eidesiiu Wellness lfinssuily

WA
Every Destination Has Something Unique to Offer
Colorado i Vs UK —— Finland Russia
Hiking & mountain  yrban health P Nordic Sauna  Sanatoria
yoga retreats s wellness
California’
: i Japan
Weight loss & ne wellness p R

detox retreats Supersento

Arizona

Destination spas Malaysia, Thailand
P - Executive checkups

‘a
=Y

;g&i)t;m yoga,

Ayul retreats

Mexico

Temazcal
Beach resort spas,

Kenya, Tanzania,
Botswana

Safari spas

Caribbean
Wellness cruises

ealand
Costa Rica, Belize sprln%s
Rainforest spa retreats

i v
South Africa Australia

Argentina, Chile .\Lg‘::rnpaalrks Healthhydros Surf & yoga retreats
Thermal resorts Yoga & wine retreats

Source : GWI Global Wellness Tourism Economy Report

1.5 a3U : wazezlsusznalnedenisliniuaula Wellness Tourism?
1) na1n Wellness Tourism (N135vi93tfieatTsgunin) Wugasiuves 2

' |
o v C

gaavnssuingndfsy TunAeanaImnssy Health & Wellness (4.5 auduneaasansy)
LavgnaMNIIIiouilen 2.6 Auduneadiiansy

2) ma1m Wellness Tourism (M3viosiindesquain) Milandyadiannndt GDP
Usewrlnedia 1.7 wihwaslidnsniswulpegeinnsslan

3) Yaguusemalneistoldann Wellness Tourism geiia 3.1% w93 GDP &
Tudnfianuddyiuiasygiavesusene

4) wAnssudnviosiiogalmilidimadauandenisiivlavesnain Wellness
tourism Juageun

5) GWI 1839319810 Wellness Tourism lutalfig-wU@iin aziivlawaziunuiv
1nilan

1.6 lanavasuszmalne

Usgnalngiiuinilealusu Wellness Tourism Tnedneglududuil 7 veslan

T8 2019 winnaswndususud 15 Tud 2020 (fesarnaniunisal COVID-19)



Wellness & Healthcare Business Opportunity Program for Executives (WHB2) 15

Tond :

1) Yagduuszmalnedegnuandu Executive Checkups wagslilnaaudiu
Wellness

2) Fildfiuszmelailanaulunisidu Wellness Destination ag199mLaw Top
Wellness Destination fitinvieafieniings (Top of mind) adunisindsanuiivdewdies wu
Dharamshala/ India, Tulum/ Mexico, Sedona/ Arizona, Ubud/ Bali, Kauai/ Hawaii,
Hakone/ Japan tJudu wadsldfiuszwmelaiilasunisindeindu Wellness Destination i
WY1939

Aatiungu Selenium FadluwiAnfiazinlasinisiiiendnaduliszwmelnainatug

Y

nsulsemeadseimatuiinu Wellness Tourism a03lan lagn15a519 Thailand Branding

Y |

Tszmelvendu destination fitinviesifisndsguamesnuiisniususiu 1 veslanuagih
neUsErduiusidesn efwmaratnamu uszneuntsuasiindeadioadiun dsasdu
fiilareldann wellness tourism wastnganmadudusuil 15 Tl 2020 Wulatugns
Ansusiu 1 Tu 5 vesUsemafiseldan wellness tourism gefigalulannielull 2030 uay

Dundlslugsiananiithseldduseina

2. IngUseaenAlaTIng

31NUWIAAYDINGY Selenium, WHB2 fagvinlassmsitendnsulilszmelng
ﬁ’nsﬁuﬁn’mﬁuﬂizLvmﬂizmﬁ%’juﬁﬁm Wellness Tourism vedlan Inen15a3149 Thailand
Branding TWUssinalnefiu #1 Wellness destination 1asen13dseanaiiinane da¥a
HAANSY (KPIs) uaziuamne el Taedfmgusvasdidle :

2.1 Wiedadnq Country Branding Wuszwmalneuil 1 §1u Wellness

Tourism

2
Y [

- R Tanad13a : Ussinelneidu #1 Top-of-mind AU Wellness Destination
« LU : laEn15a519AULANEAN (Key Unique Selling Point) finu Wellness
Tourism WuUssmalnewagyiNsaeansUssduiusigagngnlan

Tugunesinvieaiisn Uszwalvediganuunuie lddnazdu sunisusnisiiu

€

UNUNAS19ANUUS AU AU NYID W87 ANUSISUIIRNNAINVAILIANUNINELS

(as))]

1M 508

€

(%
| o

1 Wan sudausssueuiulne Ussneuiudsendalnendyanuaiu Wellness

=,

A RETEY
Y
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PYUAINAIBATUY LYW Thai Massage, ayulnslne, n1sunndunulng, Thai Meditation/
Mindfulness, Thai Spa, ANuduwdraunsung [Wuhu

Faduisdufiuloniafiag Integrate gaiaumd1fifioad1aaruunndig
(Differentiation) 11An1¥u Wellness lunuvatudulvey Wiinviesiiendagunin
(wellness travelers) l#3uusgaunisaiftldmilousudszmalalulan wieiFonliindu
“Unique Wellness” Tunuuatiuvesing uazsjatiugnsislunisdomsussuduiudidegnli
thvieaiisavihlanlasudiaresninduifauszaunisal Wellness Tuussmalne

2.2 iiendnsuselfvasuszmanin Wellness Tourism ThauTaf1anszlnn
sjaRnsudiu 1 Tu 5 Ussmaniisglddu Wellness Tourism gega

« Fa¥fouada : :eldan Wellness Tourism woslnedudususu 15 ves
Tanlu® 2020 TitusnAindudu 1 Tu 5 vessznaiiisgldann Wellness Tourism gefigalu
Tan Taewiiusieléain 4,700 aumseyansglud 2020 W 30,000 Aumseeyanss (Huln 6
win) Tud 2027

« 114 : TABNINIUNLNAYNS Roadmap WaguuuUFiRns Wlon1sndndu

selagidmune

3. YoLNAIIWATUNIATIZI (Situation Analysis)

3.1 Wellness Tourism Industry (LLuQIﬁuqﬁﬁﬁwﬂiiu Wellness Tourism)

Wellness Tourism iilvangnaziuagunadeauiinduiugunwainnis

Wun19 (Unwell Travel) TilumaiBsuansagunin (Wellness Travel)

nsunsludagduiivaredadendmaiaunieavainvesilaun s ldinoey
[J = (=] ¢ a = a «
Junismiuermisiluivselead nrsniuuinifuld Auesennnsiaunie Ny
weanagadluluamin nsuaulid nisvaniseanddiniedusiu

Al Wellness Tourism Feilidmnenavunluwazyilinisiiiunisdmaidauin
AogunInueatinduna Tnenisasislinsidumadulondlunsnasiluyuazquaguan

WUUB9IATIY (Holistic Health)
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Wellness Travel Can Improve Rather Than Harm Your Health

Unwell Travel Wellness Travel

Unhealthy & over-eating Rest & rejuvenation

Travel stress Disease prevention & management

Poor sleeping Authentic & transformative experiences

Excessive drinking @ Extend & discover healthy lifestyles

b-—% Disruption of fitness routine

O000©S
Q

Meaning, connection, & joy

Source: Global Wellness Tourism Economy Report, page 9

fatlu Wellness tourism 9901809ANTIUFAIG T2WINNITAUNIINLUNTS
N13ALEATHAVN N UUBIATIY FeaenAaeeiuAIdinnIuYes WHO lirdainaI1ueidn
“qunn” (Health) 1¥infe anwanysaldusinie Inlawasannulusgnednn Tallyua

Ween15Us1AINL5A AUEIUYIY WAZAIINBDULD WANNIETINTINITANETUAUAINLTIGN

tdldd a 1%

egunmuazauluegiAvudnime

Wellness Tourism $114311 Medical Tourism 28198ULY4
fnAnAuduauLazAnIn Wellness Tourism wag Medical Tourism tuLsd
al % l‘:l' a ¥ 5 1 4&} 1 'Y} a 1 d' 1 [y} t;’ a
WEIiU wANASaLaIns 2 dutiuansnsiuiasinguidimnefuansnsiulaeduas
nguLUmungves Medical Tourism AvgUlensaaulinideinisnissnul lne

AreunslUdanunidenissumssnwilagiane Wy AenssuEsuauny N6

G Y =

nszan n1sedniala n3an1ssneiududu aulduazaseuniitniansufaasnslung

$hwn AaunmwazanldInelunsinwn Aty Medical Tourism JainuegiuAnuaunsaniu

Y

NsWNNduazngraevedLiazUsEmea 1INTIUNTINY SruuUTEiuaunIn Jednnnaul

9

FuazNIAUNI Lusu
luraginguidmaneguas Wellness Tourism ABRNNBIMNIAINTTUULALANUNN
vtpduasuguamuazauuey dululadeidmanomuduiaves Wellness Tourism

o w

J9uanei1931n Medical Tourism lnaadedfnyres Wellness Tourism AoFULUUTIAY N3
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U3N139nA1 N1sQUAYAaINT karinazingrdesiunsineungeula nsdunuinisuaznis

Tinsieusuuwngugeu Wudu

Optimal State

Poor Health

Health Continuum B Well-being
Medical Paradigm Wellness Paradigm
Feel Better Thrive
Treat & cure iliness Maintain & improve health
Corrective Preventive
Episodic Holistic
Clinical-responsibility Individual responsibility
Compartmentalized Integrated into life

Source: Global Wellness Tourism Economy Report, page 11

agdlsfinu ATuenfliuInisvia Medical waz Wellness luaauideniu wu
Faesvmsluglsy NlvusnisnnunissnvgUisgualaewnmddiieinauagliuiniseuns
Joaiuuagauagunin wun15n53a DNA 1159939890 N3Rd USN15du detox N3

U1UnRI8ULaEN153 N LUUB9RsIU (holistic medicine services)

Wellness uazn1sviaaiiganiasazianiuvagielisessie
- Ao v & au v 0y ' a ! v = v a
PNNTEUATEY Wellness Adaduniuiluining dnvieunieingundnislaisy
a o < (3 . a é’ g a o a Y
\UnTumeuidus Wellness tourism LdunTU Ninagsiawazn1nsglunate ) Ussmeisuniu
waulaamuLaziaLIgNsMmans 9ankUVAUAT USNIThazanUNviBaiedsqun NN
Tu FoilbiAanisonles Wellness uarnisviosfialiiuiulunainwaneguwuuiiuansing
a v A

Wanidn niegsfandnisduliedusiunaassguuugsialuae (new business model) 1

dsouinsiitnviesiieranunsalasuuszaunisalaiu wellness Tunisiunisnasn trip
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Business Model Tusiq n1auinduarnnganssutnviasienviuuiaula

Wellness 41034

“Fly Healthy and fly well” — nmsiiiunaslaewpiesdudniliiinannuaden
wazliifidogunin nsanenisiunaziteiniseunaies) wisilasauiieduluslun Health
and wellness program liiuglaeans lunateguuuu wu aul Asmuadunes wellness
class Tuaurufuuazid1atvesarsnisdu nisvauisuwniesdu (in-flisht meditation)

gUNIIYIBLTBINITUBY LaENINTBNDIMITAVAINUULATEITY

113 1 a o a
Healthy hotels go mainstream” — 133UIUAIE LSUAUNIDDNUUUNITUINT
91AsuaraUnsalsngg Tinaulandau wellness 11nTu 19w wieuow wadluraavinlinis
WBUNAUATU MisaviuniulawafMudessuniu Wy msguatnuaznsilaliuag

Anualrusnistulsawsy Wudu

13 Y a a LY YRR 1
Engineering wellness travel experience” - Quﬂﬂmiwumuamuwmau
Julenalunisiazadinasunazquaguamluguuuulnig guseneunislidnasiu §e
@195 USEnTTuazEdneu Event dssueeniuuUszaunsaliienaulangainuienis

AU wellness Tngduilanu experts AU wellness ipansAUNSIAUIAS

114 Y a a
Wellness products and brands travel with their customers” - @Uﬂﬂmim

Wunguagua1gludinl e IuiNLINUL FUAILATLUTUARIGY LY Peloton (WUTUA

Y a

aunsnlgeuazdnseuluiiniug) Lululemo (wusudidernivuasiiniua) Asufaniuduslna

IS [y

TUpufiange aag 19U Peloton Juilodulssusuinie Westin @aunusus Lululemo Mi3u

YenegInaNEeiniuasilnuadssiarudauaaun il wellness retreats udu

13 A 1 Y] 1
A new nexus of travel, work, and wellness” — N1SLYDUADNUTLIRINGAT

Fiunna msvihanusaznsguagum dmiunguiinvieiieafiesinazldnaluuszmaily
uunIUNA U3situ Roam, Outsite AlFEalHUINsTiinLuUegTufusreramiu 1wy oy
Dudamivieediduifeu Tnodneaiieafazlinuvziuioulnsl leldnadudy
Uszaumsaflutsemailuoguazanmnsoviauldse favaieq AfGuliuinnsiuiinua
loAz NTHNANITUAZAINTINAI FIUAY

suitulatndnnisiulaves wellness tourism 9dsgn dusznaunislnie g

Y

aa1n Feagyiliislaiunsnswistuniegstalugduuulng waznsduedunusingiuly

sUnvuldmiiowtdy n15ysauIn1s3leuugsianiu wellness A9zdennnss lneisn

o '
Y | al

Ann1salingliiunsvaassgsianuuysannishuguuuulng msgvisgsiavieadies Min
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au Fawauaziudn NazdinamlenafiazneuausiniufeInsuiln AL IBINTeIN

Mraiuanuuandangudtdlunaaniaalisunlag

N1391N150a1a Wellness Tourism lunanguszinangasuunlugavie

vangUszmaldFuvinnsnaiaizes wellness tourism Tusgdudseima Tagsinds
ruiuisanfugane Wy detwdeu WWusandlidulmnniigalunisiinisnaindily
Ussafiifausssunisudiinfeusguda wuluglsy afuewind e warlutssimad
dsimuvotmioudiliiduundsvieadontu wugn sYua wedleide srgionade

[y a

fupvuaydudedudny

Y

U =2

wanee) Wesnidsiganuiiuitsanaiadududuaswusug 1wy

* LAYY Kerala U948 ULAENASIILUSUA LA AULATUYDIAILDTY “Land of

Ayurveda” (AULAUKYDIETLIN)

* Usgimarsaana wuta 901U AlUslun wellness tourism A78AINTTUT
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Westin Hotels & Resorts fdsenenisliudnisenu wellness Wiuunfisnsnanunsaideniiy
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Auslanuesin anuduegfia (Being Well) waznn13vi1A1ud (Doing Good) 18u

Lo
a L [

defiAedestusgnann iagliannsodauduegidldmnymunasAuindensousin
laifiauduegiid mnnuifenuiuywdisasannsodifisenuasldes windauazdis
anudusgilasensiiamidlagdu sensli senmstiomdeuasnsaiianuduiug
fianninnsiinetneiaiu

Tudnlsidh Wellness travel aziasusuuvuysraunisalvestnifiun1aainng
ueanUszaunisal Insi (experiential) annn1stiumsmndunisuesmauUasuuas
Tun9idtu (transformative) Anmstiuma Iasaantsaiit wellness travelers 2210
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Tugatagiu wanismandamaidumaiieUszaunsailvie Lﬁamﬁu\luw“i”mma
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3.2 Customers (ngugndndvung/ dnvisaiiedeguam)

a

ngutinviauieuTeguaIn (Wellness Travelers) falasdne?
Juanudilaiinfidnin Wellness Travelers Wuautugs 51338 uiutesiily
WinHauaU Saesngunmviserudauazaun Ui uleAzkaNITHNENNS

Tupauiduass Wellness Travelers fidruauunn iWunguiinisuwazwainnane

ISP

Tnefiusegela danuaulawazdadoniuandeiu GWI liuus Wellness Travelers 138y 2
&

ngu? 1 : Primary Wellness Travelers — Aonguiinviesiigaiiaennivuay

< U = o & v

anuinazlulngdndulaanyunesiny Wellness Wuman Fadnilugnd lfestyle Tunsgua

Y

a S

gundulsedn vesauaunasuIslanasinigyin wazdniluialdlaiudunden
LASYLTY
ﬂfcj:uﬁ 2 : Secondary Wellness Travelers — ﬁaﬂfjuﬁﬂﬁ@uﬁmﬂlﬁuwwlﬂa
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Primary Wellness Tourists Secondary Wellness Tourists

Visiting a destination spa (such as
Canyon Ranch, Rancho La Puerta,
Chiva Som, Ananda, Gwinganna, SHA
Wellness, Lanserhof, etc.)

Vacationing at a hot springs resort for
a long weekend

Staying at an ashram for a
meditation retreat

Taking a weekend spa trip for
rejuvenation and stress reduction

Traveling to a wellness center for a
full-scale executive health checkup

Taking a wellness cruise

Staying at an eco-spa or jungle spa
resort for a week

Participating in a yoga retreat that
includes healthy food and meditation
in a natural setting

traveler
healthy
accommodations, food, and fitness
options during a trip

A business or leisure

who actively seeks out

A family that spends a day at a hot
springs bathing establishment as part
of a holiday trip

A vacationer at a beach resort who
wants to visit the spa and salon a few
times during the trip

A cruise tourist who specifically
selects a ship with extensive spa,

beauty, and fitness amenities

An adventure tourist who visits an
eco-spa after a long day of hiking
or biking

A tour group traveler who gets a Thai
massage or reflexology treatment,
or visits a hammam, as part of the
tour experience

Source: Global Wellness Tourism Economy Report, page 13

CY ' PN | Ao | [ 1
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UAU 1 : Mainstream Leisure Travelers 53%

JUAU 2 : Business Travelers 29%

JUAU 3 : Secondary Wellness Travelers Ay 16%
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Volume (Travelers) i v[:r:;::;r:s &
{ +)

Travelers

2%

Medical
Travelers
0.2%

S

Business
Travelers
29%

s

Leisure Travelers
53%

Number of Travelers = 1,400 Million Travelers/year

Source : https://globalwellnessinstitute.org/wp-
content/uploads/2018/11/GWI_GlobalWellnessTourismEconomyReport.pdf

ludagan samnisviesiieanilanidyariussinn 1.4 sauaumieyansy lae

nAuNilyafgIganUafuRe

q

=3

v v

aUAU 1 : Secondary Wellness Travelers 38%

v v

U 2 : MainstreamTravelers AaLdu 29%

a

JUfU 3 : Business Travelers Antdu 22% luvaeziingsu Primary Wellness

Travelers uaz Medical Travelers ulunguindiyarnligetindadu 6% uaz 0.8% nwady

Y

Value (USD/year) :.'S‘ g Primary
‘ 'I‘frla\lllelers &
6% 'u
Medical

Travelers
0.8%

o
5

Leisure Travelers
33%

Expenditure = 1440 Billion USD/year

Source : https://globalwellnessinstitute.org/wp-

content/uploads/2018/11/GWI_GlobalWellnessTourismEconomyReport.pdf
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I YY) = [ aa 1 [ Y A a éf .
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noANIIUYRINgUENYIaY Mainstream Leisure Mslwwilduiiagviusnldlaguaimiuuinay
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L 1 dl 1 1 Y 1 . d' 1 1
‘uﬂ‘VIa\‘lWIEI’JLWIE’I%ﬂEjISJSJﬂW{L‘?ﬁ]'IEWIE’J Trip agwinlnsg?

Average Spending/ Person/ Trip (USD)

@ Business Travelers

3,667

6%‘ Medical Travelers

795
& Primary Wellness Travelers 3,175
secondary We”ness Travelers _ 2457

Mainstream Leisure Travelers 632

@ P

o

500 1,000 1,500 2,000 2,500 3,000 3,500 4,000

Source : https://globalwellnessinstitute.org/wp-
content/uploads/2018/11/GWI_GlobalWellnessTourismEconomyReport.pdf

warmslitenisvesinreaiioatoniu Beamuddulddd

§ufU 1 : Medical Travelers fimsldfanegeiiants 3,667 USD sepusionsd

SUAU 2 : Primary Wellness Traveler 1 3,175 USD slapusansy Tutagdunis
Tu3n151iu Primary Wellness Travelers gaifuindnineglunainseauuududiuunn wu
T5usu/Avanssau 5 o aanndedudnludalnauniyarnisldineas

9UAU 3 : Secondary Wellness Traveler fi 2.457 USD sepusonsy finsldane
ﬁqm’j'} mainstream Leisure Traveler f13 4 ¥

§usfu 4 : Business Traveler #1 795 USD sapusioyiy

SuU 5 - Mainstream Leisure Traveler 7 632 USD siaausiavisy
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v =] . . a oy ¢ & @ Yo oy
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wazan1undANuLanAIuRnzfNilugafige wellness travelers Ws1zn1g

1%
aa o

Moy UTIguA N (Wellness Tourism) Anangils fdausil
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WNEAIN FIUFINININ AU
dpx duensual Fudndgaimuariiuduindon fadu Wellness Tourism 3sUsgnauld
fenguAsnssuivanvats 1wy vinslunsguaguamuuudeaiu aun Anuay fnua
LY sTINTIRLArBnIINIY Fedamandfudulenalituiuszneumslunans
5509

Wellness Tourism Wildifunastiusnisiiliussaunisalmious fu udas
destination &ruiliendnwaivesiuedunsliszaunisaliiu wellness urtnvieadion 3
onadenlsfuinusssuriesiu gauauniesssuud o1ng Wudu dnvisaiisruiinguens

nalatunisuaniiag TU nseentdwientshvayni lunnsiiinvieafleanguiifiaudses
ni1 Tnetamzngu Millennial sinlsimwanulafiu destination flsuszaunsalifuendnual
waguANAN9IINARUTIB LY WU NMsfnviuuuruiuiies Ussmdduininaavesussnygy
Unuagivdaiu Aulaauudsiuazin anlnonssuvesiosdiu usTeINIAVLAULTLNIS
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MOAULAYNITVINOMNTUULYIDIAY InT1zUsay destination dlaauang1e Jslluszaunisal
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Aduenanwallyt wellness travelers U NE8uTULAS AN

3.3 Competitor Landscape (fu4)

glsusuuvdUezgn audnmaeldgegn Tuvaziie@uidulnunga

Tl 2017 Wellness Tourism #37113un3U533 830 a1um3y Whuln 20% 10T
2015 warn1slgan85I1 639,400 d1uneaasansy Wwuls 14% 31nT 2015 Iy Wellness
Tourism AaLdu 6.6% vesIunisondisrianun wazAndu 16.8% vesdldinanis
vipaiftorionun Hesannislidne Wellness tourism sevi3Uazganinsvieaiieiily
nivglsuenaduusemaiifidnau wellness trips gsiign (35% share) lo@suddiinidy
Ui 2 (31%) wazasnndududu 3 (25% share)

wainnuedluyuyad1nislddnends awwsniaziisglaain Wellness Tourism
Gudusuil 1 (38% share) glsuidusudu 2 (33% share) uazieidouudaindususy 3 (21%

share)
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Tumuniswiulngae 5 Y elswd@iindulauniganalumuinuiunsy
wazluduseld FaAnannsiulnvedAsygiakasnsveIevesrutuNa1ailal demand
SEGHY

Wellness Tourism Trips and Expenditures by Region,
2015 and 2017

Expenditures

Number of Trips

(millions) (US$% billions)
2015 2017 2015 2017
North America 186.5 20421 $215.7 $241.7
Europe 2499 2918 $193.4 $210.8
Asia-Pacific 193.9 2576 gz $136.7
Latin America-Caribbean 46.8 591 $30.4 $34.8
Middle East-Morth Africa 85 1.0 $8.3 $10.7
Africa 5.4 6.5 542 $4.8
Total Wellness Tourism Industry 691.0 830.0 $563.2 $639.4

Source : Estimates by the Global Wellness Institute, based on tourism industry data from

Euromonitor International

UszmA Top 10 Mi1selaain Wellness Tourism gegadausnnagluaiizn
wazelsy taun ansgawsni weosdull niuea Iu QU seawse adnwaiiaud 9nnd ansny

DNUNINTHATDDAWITLAY AUAIPU
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Wellness Tourism: Top Twenty Destination Markets in 2020

Average Annual Number

Wellness Tourism Expenditures

Growth Rate of Trips
(US$ billions) Rank in | 2017- | 2019- | (millions)
2017* | 2019* | 2020 | 2020 | 2019 | 2020 | ,5)

United States $226.0 | $263.5 | %1621 1 8.0% | -38.5% 14.8
Germany $65.7 $735 | $59.0 2 5.7% -19.7% 574
France $30.7 $34.7 $21.3 3 6.3% | -38.6% 21.8
China $26.4 $34.4 $19.5 4 14.1% | -43.3% 67.5
Japan $23.9 $26.6 $191 5 55% | -28.1% 33.8
Austria $16.5 $18.9 m.e 6 6.9% -37.1% 131
Switzerland $13.4 $155 | $108 7 76% | -30.7% 8.4
Italy $13.4 $14.5 $9.0 8 4.0% | -37.8% 8.6
United Kingdom $13.5 $15.1 $9.0 9 5.9% | -40.4% 16.4
Australia $12.3 $14.0 $8.5 10 6.9% | -39.4% 8.6
Canada $12.5 $13.9 $8.4 n 53% | -39.6% 10.0
India $N.4 $13.3 $7.2 12 8.0% | -45.6% 48.2
Mexico $9.7 $125 $6.2 13 13.6% | -50.9% ne
Spain $9.9 $10.8 $5.2 14 4.7% -51.6% 127
Thailand $12.0 $16.9 $4.7 15 18.7% | -72.3% 6.5
South Korea $6.8 $8.3 $4.3 16 10.8% | -48.4% 16.8
Malaysia $5.0 $6.1 $3.5 17 10.1% | -42.1% 75
Portugal $3.4 $4.4 $2.8 18 13.6% | -36.0% 4.0
Denmark $3.2 $3.8 $2.8 19 9.3% | -26.2% 6.6
Turkey $4.5 $5.7 $27 20 12.4% | -52.5% 6.7

Source : Estimates by the Global Wellness Institute, based on tourism industry data from

Euromonitor International

Wellness Tourism t@ulaflagnszaneaalunane s Usaimanalan
nsiulnegemaiiiaaas Wellness tourism gnduLARaUNIAINNTAYUTUNENS
PlananuIUNINTL 51A1AlALE15ATRITUTND e luINTUkasinnadenainiale YUty

nansiinuAenTNlidinnuugLaguAIN Moangwuuitulszaun1sal lunquusemei
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o v o 1

AMBINAUT LU LBTULUTNN 3P UBLLSNT A1SULDEUY PEIUBaNNaIe kaWsSN1Sbowarnaid
fgnsnsiulanasnnltugislaifdnsuin Im&JﬁuLLazﬁuLaaé’aLﬂuﬁﬁﬁmﬁmwmstﬁuim

Tnediulnge 20% Tuvaeiilneduln 13%

Leading Growth Markets for Wellness Tourism Trips, 2015-2017

China 219 20.6%
India 17.3 20.3%
United States 15.4 4.7%
Germany 7.5 6.2%
Spain 5.2 17.5%
Mexico 33 10.3%
Malaysia 3.3 28.6%
Vietnam 3.2 22.8%
Chile 3.2 29.3%
Thailand 2.7 13.1%
Japan 2.7 2.5%
Italy 27 12.2%
Indonesia 2.7 21.5%
United Kingdom 26 6.1%
Russia 2.3 B8.4%
Czech Republic 2.2 18.1%
Austria 22 7.3%
Canada 22 4.2%
Poland 2.0 14.7%
Brazil 1.9 10.4%
France 1.8 2.8%
South Korea 1.6 4.5%
Australia 1.5 8.3%
Slovakia 1.4 36.9%
Philippines 11 311%

Source : Estimates by the Global Wellness Institute, based on tourism industry data from

Euromonitor International

UszmAninduauauns1elisnsansiulndiu Wellness Tourism g4 laln
1. Buifie : Wellness Tourism Anidudndiu 14% vesnisvieaiiedisun wasd

61 a ' & a Yaa 1
ﬂ'ﬁ?’nﬂﬂ'ﬁm'ﬂ"ﬂSW]‘UIG]E]‘EJ'NTJ@LTJ L399 Wellness LLa%ﬂ'ﬁIGUGU'W]LLUU@LL@Q“UQWWLLNQQEAELU
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Jausssuyrnmivedufsudnususyaefa Jagluduiereseniausssutlaunndy
mapatinvieaiiglaznaniulignamnsTuau Wellness vasdulieiiuln

danyidunediRdunenseduuiugiu ednadu lea n1sinauns wag

ad

91g34m¢ (Ayuraveda) nansundugaiigaaiuaulaning1anawtd Jsenaudusssuyii
wannvanewazalenluduienduasulidnvienielasulszaunisalnsquaguamiiaues

paulandAIUADINISAIU Wellness vaatinviaauiien dumedudunislulsemanauiilan

=

infladlonmanariny Wellness

Wellness Resort Tud u i ¢ LstiuﬁLﬁaa Kerala, Maharashtra, Uttarakhand,
Karnataka waz Goa flUswnsu Wellness wuulnie fiuraulavazdunafanainvansi
annsafsgatinvisadivaldannynyalan

Temvaunenunsausiile 2,500 Trou FreUszaumnuduiusseninegeneuay
3010 Toazuay Pranayama (Manela) lisumssonsuanitlandiidisdadsugunmstonis
$1emonazisla amsfinanduarlony duindufanssuiinuldveslufounn Wellness
resort Tudwiieniowdnseiidluieidy nie “Panchakarma” detox program ftdudn 1 nil
Hyyvesmnduieluna Mduiiteslumiidedouazaniinaea

2. priusennans : gluldinanelugudnaisiiu Wellness Tourism ve39iinia
Lauimasmi’mL%meﬂuﬁﬁﬁﬂiwg Wellness travelers yilanuagyning Sueannans lag
ynyTusennaratiiliaruaulasunnuuegiia (Personal wellbeing) wazfdsmenen
FuindeuliiduiiianTushu Personal Wellbeing

3, 91taufun ; Wundduuszmail wellness tourism iulpagnasiniaguiv
wazfiwnunisudndulifidedecluilan TaeTuslumdeanisfasnssuainuay (Plastic
Surgeries), N15U¥a038 (Anti-aging beauty treatments), N15UIUAAIULATEA (Anti-Stress
Treatments), Wsunsunisantmiin waznswounatalnen1sthdagealint 40 Ussnnis
FoindgaantdlunisinwenmsiiAeaiunszgn R seuunisdes seuumaiumela
wazanelvinounany

[ '

4. 38U : Wellness Tourism U8988URAIN1TWAIUIDE 196 DL L 099U TD LA

'
SNy 1 .

8aUAlve LS Qramziansiauazlnauintn Fudunddnindauaudilunisuidasnenig
=] ' v d' & ! o ! =] 1 a (Y E4 ! a v
Wudagldvateisesnwdadelusia wu anwduiieiigiadunsegndeseuaziiinis

v aa §f v A d' 1 I 1
UaNIMNUUDTUNLIN Wellness programs Nvalulseen1siauAaIgRg1AU @U1 N1SUIA

U1n nseenmiddlutinuaznistidasmeuingia Wuduy
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5. daveu Useinalusang : Wellness Tourism siulageainnisiigliusnissnu
wellness uay alndunlunainunniu yanuresdavsufoluiieaniionnisauisuazeugu

= v .:4'

= ! QIJ ! = U U 1 dl a
dudAniNINNI1 3,000 F2luerel wazdslvreninfais il Junuiziuinedned

[
| o

qunmilazidiiunitereunansuasNuys19ne U3 D AusTINIIAMNLAILAN YFosioY
AaefsaUItug utvethdou vidonsUrindetmee wagdnuiligaiduenisniueims
4UA1WLUL Mediteranean dsUszneuludigomisneaanuazintuuznen dumung iy
thvioafismanenaumsgmaidaveutuiutsuliduegg

=

6. 9Ly : YALAUAIY wellness YoanillBaAe Thalassotherapy service (N5
1UAN8UINLLA) ﬁﬂviaqLﬁmﬁsmmiﬁwﬁ’@ﬁwﬁmmaLWiwzﬁmzLaqmzulﬂﬁams'ﬁm A4
Uszinagilgelasinsinseungseifeunstiuimsiielidulalusnasgundnviesiienas
193U wardalununazulssuvesdmTeaulvduienvulunisuing (privatizate the thermal
spa) kagatuayuNISUAUINITUBEINToULLLAY WeindIukUIMaIn wellness tourism
a o v € I 2 a [ @ v 6 YV o a a d' =3

USEniiivanewiadslimsdaunaiiariig a1 wellness sndagiidelusiainuagiage

7. Usemnawansnnld : J¥eudeelusudunaun1siiusnIswasnIsuINIsAIUY
wellness [Wungaususeaulan vinldl medical travelers WU a8 UsEMARAZ IR
A a £ 4
RTHEPIELRE

8. Tnstidy : \Juuszmeganunalaienied wellness travelers aunsaieale
naoavel tnveuieirnglsuwavawsmauveuluiindeunniglndnelmeiaonsuinid
uawnanaenal uenanlidulivgmeiiany e1nAnm&Eulg 8mnsguam Msuidaiuy
& a a Y Y A PN a Aa | .
AUALLAZAINTINNANLIINTBUFUTNUTIEINATIAIN 1EeeATien WU Zagreb, Dubrovnik,
Opatija, Kvarner, Dalmatia tae Split

9. WAy : agludusuaug vadlanlusu medical tourism wagiinisiiulaau

wellness tourism geauRAATUU Top 10 wellness destination luleldeudaiin awiueg

Y
[

AINANIUNITTTUYIRNIAMANUYIUVNUATOU YLYT Y1ENIATANLLATIRINTTUTN

wanvaney
o o a @ o ' - A Y
wuadeiinsusnsazdnnsialaensviesiiualsemanadelasiuieiu
a v o | = ¢ s o &

UsEnuwunsvieiginazeaulatdunanefulunisaesiniuarls sy lunisluslun

wellness tourism msagngutdmunelaguugifanssusiigg Maulawu wiudy vusssuni

= o Y o a < v = s dAad g

N1358 UMD IMN5VBeduLaY therapy workshops Wudy Jaesnfliyeidsnalguns N

Aanssuau wellness iy @un loaz n1stnauns nisinuelavazlusinsunisantiviindy
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AU uaﬂmﬂﬁ?ué’qaﬁu%mim’mqsumwLLaz wellness package floBnkUUINITAIUYAAADN
2et]

amuﬁﬁlﬂuﬁi% 13U Chateau Wellness Resort Tu Pahang ta¥ Banjaran
Hotsprings Retreat Tu Ipoh, 1}mﬂLLa31§’lw%@uﬁiiuﬁma Poring Hot Springs T Sabah Ju
AU Malaysian Signature Spa fuinlaamuiieulatualvedneuazuviaiaeiien

Jurrunadedusiegrefialunisadng Ecosystem wioluslun Wellness
tourism vatUszina Tneduilofuiusing egnaussninsviesdiu aunauu3endu Wellness
tourism 154053 Saesn lun1siazduasunazimun wellness tourism 1iiRanssuiivan
VaLarRIALALRBINSYeTnie e

10. A3dsn : Wnlufeunassssuuaiune funsvieaiiondeguawias sl
funssnsuuuiutiuressmaidanildsudvinamanmmsmauinausauiuogsam
yadulie tnvieuiierainnguussmafiiauinda (Developed nations) lranuaulaLdu
fisAwiu wellness program 139floafuluseninafiunwnioulua3dena EDB (Export

Development Board) 1#n1580u5u31 wellness tourism TuaSaanndugnainnssuiid

v & =

Anenings danudesnisnastuindeulugnaimnssuiliivlauaslandniulidunisly
§NEAIAATAIUNITAIRDNVDIYIA (National Export Strategy) lnefluuifin3i3uagan
position 83 wellness tourism veATaINTUANANKAEIYINLUINBAIgATNTIBAUTEIRN

Plan

Usznaluu Taaaudiuluudig

211 GWI report sazUszmaaziigauauiiinvionileaindaunndaiuly qausu
FUSITNVIR 1 Israel LiuiF0 Dead Sea, Costa Rica Lag Belize iuiFosnaiduatinn
Unelu (rainforest), Colorado wuidesAanssuiiutaUuin (Hiking), Kenya/ Tanzania wae
Botswana tAu1383aU 4129913 (Safari Spa) yaiAuf1ussdnug Wy dulisiiuiios

Ayurveda wag Yoga Wiesanilulssmasusiamansivanil (Wudu
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Every Destination Has Something Unique to Offer

Colorado UK Finland Russia
New York eekend -
Hiking & mountain  yrpan healthy Wi :l‘:;:;:c Sauna  Sanatoria
wellness retreats Banya
yoga retreats hotels & spas & bootcamps wellness China Jtorea
Hot spring Jiimjilbang
/ resorts,
TCM
Californis Austria \__:/ Climatic health resorts
Weight loss & Alpine wellness Japan
hotels Turkey Onsen
detox retreats‘-' i / & Turkish baths Supersetito
Arizona Thalassotherapy/ /
tsrael Malaysia, Thailand
Destlnanon P ;;er;al Egypt Dead Sea ./ Executive checkups
hammams ' Sand spa resorts
Temazcal baths India
Beach resort spas a Meditation, yoga,

Zambia _ \ Ayurveda retreats
ibbean Walking | N
Wellness cruises yoga safaris

. Safari spas New\Zealand
a Rica \ Hot springs
Ramforest spa retreats ‘‘‘‘‘ Sout \ Australia \
TR R Thermal Healthhydros Surf & yoga retreats

waterparks

Thermal resorts Yoga & wine retreats

Source : Global Wellness Institute

1nMsAnwInaIn Wellness Destination Tutlagtunuinauinagindsaniud
winiiles mTzurazan ufiinnuiidwianizsa 1wy Bali, Indonesia tuinilelu Top
wellness destination 1fi8931n3l natural landscape ﬁammiﬁmmiﬁnﬂ@u%mm i
heritage #Mun15U1TR (healing) F1nvnTn (therapists) Aiflaruanunsa Useneufuiilsausy
wazan1uUTENOUNITANU spa resort ﬁ%’ﬂﬁaﬂisudua%mgmuﬁm wellness U Spa, Yoga
ey Meditation

nfpg1etnau awnsoagulaindeadedninudnsaliudazidondu wellness
Destination lan

1. Story : 1389571930 Heritage Miiwadosiu Wellness filutandnuaiianz
oty

2. People : ypaNIHNU Welness Ainrmmiouuasfimnudioansy

3. Activities : A19n55U#1U Wellness 18 utendnwal w¥u Spa, Yosa,
Meditation, Biking, Hiking

4. Investors : fUsznaun1siiasulugsAaniag fu Wellness 11y wellness
resort, spa ﬁﬁﬂ@jmﬁﬂﬁauﬁmﬁm Wellness wavauasuliiiiostudu destination

5. Natural Landscape : 9niauidanignmyoudiosiug Alvianuidndounans

vsallUadudaaiuniu Wellness 1 Wnsou 1Uius
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3.4 Wellness Service Providers (§Usznaun13@u Wellness)
fusznaunisiiieatiaaiu Wellness Tourism digsiaalstie
foyaarn owi Tud 2017 nuingsaiiseldan Wellness Tourism e

.+ g3faiiin Tsausu Saedn 20%

- §3f90NTUALIATEAN 18%,

« §INIANWIAN 17%

LY

WSUarAINTINGNY 16

-
)

3

« 33N teUTe 15%

a A

- 330989 WU Wnseuway Useiude 8n 14%

Wellness Tourism, Value Contribution by Industry

Other
Lodging

20%

G T

Food &
Beverage
‘ < 18%
e

Excursions In-Country

Services

14%

ik

Activities &

16% Transport
17%

Source : GWI Global Wellness Tourism Economy Report, Page 6

unapEUsTENAUNISINg

Mnmsdunwaliuszneunslulsema wuiriadeiovtondndulyuszmelne
fAlugmsidudl 1 ¢u Wellness Tourism Aiguszneumsltauiu laun

1. Experience : fuszneumsuesimsfiagsiliuszmelnefingmadusudiu 1
#i1u wellness tourism 1y iazfoatiuntsueulsraunisaifiunnssuastinssiulaliiy

o ' PN 4' Y = Y 1 N
‘Llﬂ‘VIENL‘VIEJ'JLW@iﬂLUu‘\;ﬂﬂﬂ@@IﬁUﬂﬂﬁNLVIEJ’J@EJ’]ﬂJJ’WUi%W]ﬂIV]EJ
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naugnAtudagusuivwiliunisisugliuunisvisaierannnisideuyy
A | a I & ' ' a
aorufiigsegnunendunisnivszaunisalluvd g wu n1slunnaesdu street food, N3
nAaesEninemIsing, N13ae013 wsenistuduntunqlireldidusiu deiunisygegnig
< ~ v ¢l | Ry Y} 1 ~ = [ a v v |
Wudl 1 a1 wellness n1suauUseaumsaiiusnanalinuinveafiendadugdanuinlile i

nswalnefdadunisduusanlan (UNESCO) #3onsusn1sous

“anfA1ngal inbound NyaAEe WBWNNINTIUN customized NI wazdniGan
Aanssuaraninunlifisndn 1w 1w1zasuagdneenluniu street food, aenld camp
413, o810l Thai cooking class wazluaindigiin”

o ¢ av oy v g,
- MNNTEUNTYUUIEN Q‘Uigﬂa‘Uﬂ'ﬁ‘Wﬁ inbound --

2. wlyvigadvayuannniady - nsadvayuainaiasgasyiunsequly
Ausznauntsaulaitiunlugsia Wellness diesesiutinvieiienlfunniu degasussme
wualde fulgursduindeulias Medical wag Wellness Tourism tiasannifunily
gnamnssuTieldidseme miaﬁuaquﬁtﬁﬂsﬁu L2

n1sdadaneanulassadieiiugiunisviosiion Tabung Infrastruktur
Pelancongan (TIP) n18l@511A1S Pembangunan Malaysia Berhad (BPMB) LAZNBINUNIT
vieufioafiiay (TKP) A18l6 Small Medium Enterprise Development Bank Malaysia
Berhad (SME Bank) iilelauidonasusiesiilsniugiusznouns

mslansanngeunaniBfuuisninfieaftliuinisuianaiisaelulssme
Tfutveaiiorluiesdunasdnvieadiewinemd sainsvudmisenia nisun Waena
nyia wagiifin vidonsatuayulsmeruialunisvommsgiu JC s

3. msduiefuseninenindguazfuszneunisiiieduadu Wellness Tourism :
Tunaneq UseimaniasgEulimnualalunisndndu Wellness Tourism Tiduanszusisn
gty Ussmaunai@eidusegnadidlunisaing Ecosystem seninaniady 1wy MOTAC
(Ministry of Tourism, Arts, and Culture) ﬁuﬁai’mﬁuﬁﬂizﬂaumi U MATTA (Malaysian
Association of Tour and Travel Agents), AMSPA (Association of Malaysian Spas) US¥"
W57 eeiu au1ANUTENA1u Wellness tourism T5eusy Saedn ieluslun Wellness
tourism VasUsEIALarANaINNTRIUY wellness tourism TTiRnssufivanvianeuasnse

ANUAINUADINITVDIUNYVIBIL N
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4. ANSOIUIYANUALAIN AN UTNYIDUNLINALLAUNUUSEINAlne - nilaluy
Javsdanasulvinveanersnduluniusenalneisluniy medical wag wellness Tawn

AINUFEAINAUNY

“1394 Visa d1%5U medical and wellness tourism agnlvidng azadnuazls
STELLIAY1IUY LiNadUEANUAZAINLAZRRA lINviasgIaenIn duillvin

AE19RINALENIN AR INeLsIgunisasliay”

U

- NMHUNBAIUTEN JUsznaun1s Wellness Center -

weNANIaIT LAY sEnounsdmesiinisliuinsuasauazanauieiy
tnvisaiginasnlunnduneuaziinain aawinismdeyanisviesiedlulsewmelng n1sqes
ANA A1999195 AFNUNNTITIET unseanuwsnfsnfeauindululsenalneg Tuneuy
NNSATIVAULTIDY IUNTZIRDINTAUNIRaDANTY

5. n15WUsTun Aeansuszduius : aziuladindnvienfiedludegdudenun
W8791nN155U3INFRAN fetuUsenaunsiawesiinislusiun doas Ussnnduitus (Ses

. o & a ao w o oA | ::1'

wellness Tourism FududanidAguin wmszlagludssnelnanuiainisiouiieanay

Medical Tourism wsilugu Wellness fusznaunisanitussmelnedalilansiudn

4. gnsAansgsela 1 lu 5 vaslan (Strategy)

4.1 vy Demand ﬂ'm@:ﬁ'umil,ﬁu Supply

Lﬁ@UiiQLﬁjﬂ‘Muﬁﬁﬂﬁa%N Country Branding Wlnaifudi 1 #u Wellness
Tourism wagkanAuT1ElAIN Wellness Tourism vadlngliiulainnsslangsdindudu 1
Tu 5 vedlan 1519zdoemdndunslugiu Demand (Fnvisadleafiosnnunuszmelng) uay

Supply (HUsgnaunsiu Wellness luusewmelng) auaiuld
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Raise Supply
AN

Il (m K

ashuusua duiasunUs:znaums
dugalnriaving? Ua:eNS=aUUSMS

Thailand Wellness

Branding Excellence

lugnunisasne Demand vsen1saseliinvisanedsefsenuviesieIniu
Wellness Tutszimelng agvildlaeimvuadsuiingeu a19idu wiieau 83dns Isuingeu

(% I

lunrsaufiuniswaiun branding liduusena enafutenyu w305y (Medlaasiduiinau

<9

[

o 3 o a Y I v = Ay a
LRANNY HanwglUu IﬂiﬂaiWQUi‘V]’ﬁ“{J@L"\]Ulllﬂ'ﬂﬂﬂjzﬂLLUUﬂm%ﬂiiuﬂ?i“ﬂﬂﬁ]glﬂﬂﬁjiUmﬂﬂj@U

1Y

IALau) N1szAand1AlAwA

o

(%
Y

SegrdaU : LU 1198319 WAILUEY NaNNIARIAAIUANTUNTASIMUSUAYBIUTENA
Toun

1) Thailand Unique Proposition (agmsma‘ﬁ'lmﬂ@hqsuamizmﬁlm)

2) Thailand Brand DNA (WWn19n15a3190UTUR)

3) Communication Strateey and Roadmap (wiin1ensieans Ussaduiug)

5¥88817 : NM3AnwIRaIAd Mgl TEINA NINAIUINARAMIILAZUINIT
Tyl dnfuisgatniieaiion ngutimunenelnl sdsodalidnndunlds uay
asregaudsluszezaniliiuuszwme

Tudruveanisiiiu Supply vsonsaduasuUsENOUNITAIU Wellness agnanau
Tgnavssumsvieuiisainu Wellness iulauaziiiusoldlidunlulszma donldlag

1) nsdaasulvigusznaun1sau Wellness Tourism Wutuilesessu
ﬁfm/iaqLﬁmL%qqsumwﬁawﬁ'lmanﬂ%u

2) mIgnseiugaAIN Msliuimsuazemdseivlafavaidlifuiinvioadien

Nundounasnn1sLAuNg (End-to-end Travel Journey)
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3) Mvuantsuatvayy Jega Runu kagkuimamidnulunisussaiuny

a

WINIMSURUR 1gazdenions aseuagy  N1sUsEaIusEnInnIaiziuniasy ms

v YV

Usranuauseninenasgiugusenaunts MsUseanunusenigusznaunsnieiuies
4.2 a%ﬂﬁgﬂugnﬁ'ﬂ Secondary Wellness Travelers Twailsila 10 duauAl
Y 2019 Uszwmalnedisruiuinveafien 63 aruau/d laedl Secondary
Wellness Traveler 2 a1uau v3eandu 3% a5195181A31n Wellness Tourism Aawdu 4,700

aunsaansansy Jusdadinuigdiuiiy 25,300 aruneadnsansy welvie 30,000

aUADAETANIFN

SusultnraviigofuiUs=tnatng s1gldonnisraviigaUs=naing
1289 63 awuAu/U Secondary 44,853 a1ua2aa15akSY/U secondary
Wellness

Travelers
3%

2 ATUAL " -
4,700 A MUABART

Mainstream Mainstream
Leisure Travelers Leisure Travelers
97% 90%

40,153 AaTuAaAA:

Source: https://www.mots.go.th/news/category/618

Tudiuvesnslddneueiniauneiagnuin Secondary Wellness Travelers 3
nslganeuinnintnveaiednalus 3.5 wih Taelddnewndy 2,457 aoaansansy/au/msy

(90,172 vn/AW/N3U)
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nistdorsvaviinnavined [USD/au/nsuU) mistgonsvaviinnaviiAe [uUin/Au/nsu)

3,000 100,000

90,172 uwv/Au
2,457 USD/person 90,000

2,500
80,000

70,000
2,000
60,000
1,500 50,000

40,000

1,000 26,129 un/AuU

712 USD/person 30,000

20,000
500

10,000

]

Mainstream Leisure Secondary Wellness Mainstream Leisure Secondary Wellness
Travelers Travelers Travelers Travelers

Source: https://www.mots.go.th/news/category/618
Aatuenagliselane 30,000 dAuneaasansguasfindunu 1 Tu 5 veq
Uszinanisglaann Wellness Tourism geaalulan 1513siiidmunenaziagainvisaiies
Secondary Wellness Travelers tiindu 10 a1uau/A $998yi81un15a@319 Country Branding

warn1saasy Wellness Tourism Aagnanimsld

4.3 14 Wellness Tourism Ju “Gateway” ﬁaﬁfnviaal,ﬁﬂ'aﬁj"lg:u%nﬁﬁﬂu
Medical uag Wellness fin¥1etu

Wellness Tourism L%'aﬂlﬁd%‘ﬁuﬂ’izq} (Gateway) icjmﬁu%mwm Medical Lag
Wellness é’m%w‘] 83370 Wellness Tourism %mmmﬁa@mﬁﬂﬂamﬁmL%aqsumwihm
Teludauann FalaeBuusninviesiisreresaulafienvieadivinazrounaislulszimelne
Wuinguizasdndn uddlednvioniioaldfrudunlulssmalnends Aazalonaliin,
annsauuziazuBuiuuinisdneg Ifudneufiendinduld ldirasduuininasy
Tun3u 1wy asa9gunw ity avt waalneg n1sviaun’s dewdadmeien/enmsaiuain
aulnslve vioenafunisadrenisudlidnriesdienosnndunlduinisdug unfmild
WU M3sRULeNENwI1nTUae HAe viadaenssu nmsueunately Wellness

Retreat v3aulinszvisnsnaunuanliiinnanteindeaongiivssinelng [udu
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WELLNESS TOURISM = GATEWAY TO BOOST THAILAND WELLNESS ECONOMY

3!
a-:'f-[] Wellness Tourism

Gateway

() =

Medical Services Wellness Services Silver Age Services Wellness Products

* Cure Disease + Retreat/ Resort/ Hotel = Active living real estate * Thai Herbal Medicine
* Health Check-up * Wellness Food/ Restaurants = Active living facilities * Supplements (g.9.CBD]
* Dental Services * Spa/ Nuad Thai/ Yoga * Insurance/ Financial Services = Functional Foods
* Plastic Surgery + Mindfulness/Meditation * Palliative care = Personal care products
* Gender Affirmation * Sports/ Outdoor Activities = Caregiver Services * Spa products

Surgery * Weight Management = Silver age activities/ products = Etc.
* Etc. * Etc. * Etc.

FelinNn1svenieuTguaImazdidu mntnvisaiieiniewdiiinisuensa

v A

wagNdrAAopsINnaUNIg1on fedulile Secondary Wellness Travelers laiaunisunlng
v = v v E < = ] DR i % = a v

La7 asiinsiideyafdeasiluazniulendelvinvieuiedlansiviauinisdu

Wellness inanviatevaslsewmelng ivefsgaldnviesneinduuivissigtsauninly

UszinAlnegndn (Drive Repeat Visits) 331n15U3n138n 4 gUluy Ae

al

1) Medical Services (UFN15A1U Medical) : Ll ulentafitsiazlvidoya

] ]
Y 1 al aa o o

UnvieaienTeguain Musemalnedinisliuinisiu Medical ARndudulan dumsgiuas
Fagumssnwuasnsliuims uagdsdianldsnefiunfagadnie

2) Wellness Services (Usm3snu Wellness) : Tngliteyafuiinvioadioalusymd
ety venimflonnuaslne ewnsinefidnviesfioniinegud irmslidneaiieldidn

IFUNAUIN1901U Wellness 819 vo3Usemnealnesiey

=

a. Primary Wellness : lutlagduissinalnefiaesnuazaniun
1%U3n5 Primary Wellness fiansuaulanunnung wu d11@53, Kamalaya, RakXa 1Jusu

v & = @ A vy A A A Yo A Y] Y a .
PNUU QQLUUI@ﬂWﬁWLﬁWQ%IﬁSUE]JJUaLWaWUL‘W@LSUQJIGUPJUELVUﬂV]aQLV]EJ']ﬂa‘Ull']I%Uiﬂ'ﬁ Primary

oA

Wellness %ﬂa%ﬁm‘]ammgﬂﬁﬁu
b. Secondary Wellness : 134 714 mindfulness n15U1UAR Y
awulng Anssudufm onsiiogunin Tsunsunmsandwiin wasRenssuduauniwdug
3) Silver Age Services (USM1sdmSungugateny/Judase) : Usemalnedigainuy

AueInATAwazAIATeTNTlias Suludsiagaanidnsfnesnunlddinlutonden (Tu
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a

dase) NUsemelny wazlagtulssmalveigsianiliusnsiinenduangd miuauiydase
o X A v & = o 1 v I3 . .
WnAFuseyq astulsemalnedsduindanunionlunisidu Silver age community hub
LU
4) Wellness Products (FUANBauIN) : UonmLlaaInuInigeneg waa Useine
Inedaiilontafivzadna “signature products” wsenansmaidsgunmiilududUszdus
U gseamstEsaInayulnslneg, Thai Functional Food, Thai Functional Drink, 9uyf

a1 [ v
ARDFUNIN LUUAY

4.4 1&uai3as “Wellness Tourism” {HU52UiaA

1999105379 Wellness Tourism vesUsemAlveiiloniagsiivzairsselddy
dalAuUszmalnga 30,000 Suwmtogansss (1.11 duduum) vieAndulssunu
5.5% Y84 GDP Fauinfiauddayiulssmaduegieunn Fousafiulenmatiazensysuns
W30 “Wellness Tourism” Tunszusiannd it

1) wNugVEMAnsLaskNLNIALILIUTYBAY SYgnan LAY TEeTe)

2) mevinuszauiutunynineuasaviisnuiiniaisLaz AN T
Tngnaunum wihiiveusagnthsanulidaay

3) NM9NNUUTEINUUsE U a1 saNdnsuLNUlABE19saLTa

=2 o a o/ 1 °o <
4.5 wilnfids = Malaganuduia
= i - o @ A a =~ o o o

nNsAnwnuilueanyszavaudiiafelunaniinisniinindiniasy
Sdlevnaulnadadungudusenaunisniu Wellness Tourism ludseina aginlvinig
v = o . a 2 a &£
Fuimdeuuleuaiuayy Wellness Tourism v8a31@sIai39897u

lngn1asgnidiudisatuayuulouisniu Wellness Tourism Lown n5ensas
415190 NTENTIVRLNLINALAN NTENTINTANUITENA N1TVBATEIIUTEmAlNg
Tnauleunglunisatuayu wiadu 4 dufe

1) MsNII supply va3gUsEnaun1seu Wellness Tourism lagni1shgn
Unawulaggelaniuuleuignisanngoun1® (Wellness Tax Incentives) n1slvideya
atuayy N53NNINTIU roadshow LiveRatinviaaieIaNUsemenieg (“SABAI Wellcation”
Roadshow)

2) N1359AHA9 “Thailand Wellcation Association” (@11a31 Wellcation W4

Useindalne) lnedinguszasAaiioasisanuduiusseniteniaiguasusenaunisniu

q
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Wellness Tourism WaUszina wazavuawuInian1sivle wusdyniuaziansaiwus
mawdluiieduindeu Wellcation Economy

3) NNTYNTEAUNISTIAUIAIS LLaza"fmmeu,aﬂLﬂﬁauﬂawuiLLasﬂawmﬁmﬁu
(“Wellcation Excellence Forum”) LU A15a519agunsEAUNINTFIUNITIAUTNITTIAA
Wellness Tourism 1y wanlng aun nsliuinisiugunm sy Saesn uazdue 1o
ey uiinBetuusy

4) msenszRuauazanaursliiuinvesfisafieviunaunswsswmealng
(“Wellcation Traveler-Centric Program”) lng3iA3189 pain point ¥a4 Traveler Tutagdu
wazUSuldswiieldazninavisnasnnisiiuniwndiusmalneaundu wu Ay
azaInaulisesivn nsmdeuafiinuaraoiufiviendion n15eelswsy n1sidunisly

kY

Uszna 1udu

5. Thailand Branding (nMsad1suusudliiduii 1)

5.1 Thailand Unique Proposition (qmnﬂﬁLmﬂﬁhwawizmﬁMS)
PNNSANIToYaNUIUTENARIY MTUNaTeRa1AA1U Wellness waadn
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2819787 LBAINBUUTEAUNIAINIG Wellness Tourism wUU Mekansngsinunyia e

Farhufine
“SABAI Wellness” @uungfie “Comfortable Wellness” 38 Wellness Wuugu1ge)

TRgEDEISHIUAIIN

SA-BAI
Adjective [sa-ba-i]

Comfortable, physically and emotionally

Fadsiinvieadierazldsutuifieninuauianie (Physical Wellness) augly
nSauduauauiela (Emotional & Mental Wellness) sufanssusnge Miluendnwalves
Inegadaeuanuidnauiguaziounaieuuuasnsiu (Holistic) Wiutnvieuieameneu

GUs

“5 SA-BAI” - The Thai-Style Ultimate Wellcation
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SMILE SA-BAI BODY SA-BAI BELLY SA-BAI VISUAL SA-BAI ACOUSTIC SA-BAI

1. “Smile Sabai” (Emotional Sabai) $dn@ - lris1eTaflesniguinseulley
snainlavesrulnefulusmesesdy MIRauSULALNISHIUSNNSAIEANNATIA aufuaIsh
89991 “Thailand = The land of smile” wazsasduag1sasdlanduiendnual aulsveindy

“Thai Smile” %38 “Budsny”
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5.2 Thailand’s Wellness Signature (Aanssu Wellness fduenaneaivas
ng)
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5.3 The Slogan:

SABAI THAILAND

‘SABAI Wellcation, SABAI Thailand”
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“Wellcation” tHuUnSHATUAITENINAITT “Wellness” + “Vacation” 3w
mMseamununeingaiu Brand Unique Selling Point nelireuldus Effortless Wellness”
w30 “Sa-bai” Fard1 “Wellcation” Hi3udliuldfutauduadldiuiiunsvans fadu
Ussindalnemsas own (@35131153037) F137 “Wellcation” wazvilidnvieadioaniomumiin

“Wellcation” fastindausemelnadususunsn

Wieadiaslne gune

5.4 Thailand Brand Manifesto (mwﬁa%amw’iuﬁ)

“SABAI Wellcation. SABAI Thailand.”

Wellness wuulng As Wellness WUUAUY9) IWT1EIDMELT U077 ...
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“SABAI Wellcation. SABAI Thailand.”
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Please refer to : “Sabai Wellcation, Sabai Thailand” Brand Manifesto Clip (2mins)

Thailand Brand Manifesto - English Version

“SABAI Wellcation. SABAI Thailand.”

“The real “Wellness” must foster beyond the wellbeing of body, mind,
and spirit.

In fact, the most important factor of all is emotional wellbeing - ones
must feel happy and fulfilled, motivated and positive, and not feeling deprived or
compromising along the wellness path.

Because it is primarily our hearts; that feeds and leads the wellbeing of
body, mind, and spirit.

In Thailand, we master the art of easy living. — sabai sabai. We don’t
believe that being stressed out will lead to good results. On the contrary, it is
kindness and gentleness that pave a way to success.

As for “wellness”, we believe that ones will achieve a real state of
wellbeing when they can proceed the wellness journey without torturing themselves,
physically and especially emotionally.

That’s why the uniqueness of Thai wellness is by ingeniously integrating
wellness elements in daily lifestyle. It makes wellbeing easily achievable for
everyone. It makes wellness a true happiness. And that’s the secret to our world’s
famous smiles.

Eating well - Feeding body with delicious Thai food that healthily
comprises of soulful herbs and nutritious ingredients.

Exercising well - Performing yoga or receiving a Thai massage that is equivalent to a
passive yoga.

Sleeping well - Allowing the sound of beautiful nature to lull the body
every night.

Live well — Giving oneself a gift of being pampered by Thai hospitality.
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Learn well — Pondering upon Thai wisdoms and cultures, and allowing
thoughts to flourish.

Love well — Sharing a precious time-off vacation with loved ones.

That’s why the Thai wellness is amazingly effortless. Without being harsh
to oneself or changing a lifestyle, one can happily live a wellbeing life through the
Thai wellness.

And we want to extend this SABAI wellness to all our visitors. To

experience the Thai wellness in an effortless way on their vacation.

“SABAI Wellcation. SABAI Thailand.”

Physical Wellness Emotional Wellness

Tnvieadisnfiiumandsssmalnedsanunsedudadsuszaunisel Wellness 4
AunenogluinusisuuasdinUszifuveswilng auiddlne = Fduinruauna Al
ANEUI8AE (Physical Wellness) wagainuauigla (Emotional & Mental Wellness) Tned
Ligosldmnumenemrderuengiuiniazidhdsianssudiu Wellness wenaintiuianssy

Wellness wuulves uenanagliauinuds fadufanssuiiadsnnuaviaziounaiadnaig
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5.5 Thailand Brand DNA (faauvasUssmalngaiu Wellness Tourism)

Consumers
Primary:
Secondary
wellness
travelers
from EU and
USA.

They are
couples or
groups of
friends,
aged 20-60,
with or
without
kids.
Secondary:
Primary
wellness
travelers.

Essence: The SABAI Wellcation
Competitors

Bali, India,
Malaysia

Differentiator: Effortless wellness. wawadiuy

Personality:
Thainess hospitable. Elaborative. Stunningly
beautiful. Connectivity.

RTB: World’s best wellness destination!
Best-in-the-world hospitality, massage, food
and hotels and wellness providers. Beautiful
nature. Affordable destination.

Benefits
Functional: A “well” vacation that is
enjoyable and easy in all aspects (eat well,
sleep well, rest well, recoup well
physically, emotionally, mentally, and

. \

|Il

E Insight: A real “wellness” vacation must
be well without an effort or hardship.

Root Strengths
SABAI Thai massage, Thai food,
hospitality, amazing top travel

1) Root Strengths (31ng1uRAmUUsEINALNE)
sngugaulssmalngluiiu Wellness fignunsaiiunseyanai1e Thailand Branding o
oA wsannaiideyayr 1wu nsuiniveg 8m1svne nsAesusulazguakuEounIgsosdy

wuulvy wazanUNYeLeIneN LazaNaUIYe) wuulng
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2) Competitors (nguUszimafioaiduguisonnieiutiigg)
fnviondisinguisaula fuuildufiezfionsanusemealne Weufuumd duifie was
uae iesndanuduedendiodu Tnsumd naduiies wellness agud drnduife
TaniuiBedlens o1gsimuasmstsanns dusa@adulssmaiiinisatuayugnaivnssa
A1 Wellness Tourism 881993494

3) Consumers (ngugnALdmungves Wellness Tourism vaus1Aslas?)

v

v 1 14 = ¥ 1 1 v QI 1 d‘
ANANGUNANTLIIADIN15AA tilA NdugnAT Secondary Wellness Traveler viaaiile?
WenHeungouls uafinenianssuau Wellness NdaaSugun1nszniavisuiaumneeiag
Tnoiduynidu ansgowsni glsvuazUszmeiioudiugy uiade dewnlusuazduie 39
seauseliiunatatisreudiees

4) Consumer’s Insight (AufBsnsvRainviesieIndulonalsiiu Wellness
Tourism ¥83lne)
o 1 PN ' a v N ' N P ' ]
UnveaeIngyu Secondary Wellness da3ufadn13Nagu1vieaiigaiiioaunalswly

a v & v Aok ) 1Y) v o v q' = e{' v

vauzieatufesnlaguamavundulume  winlinfeunazaqidoninuauizlaanns
LAUNI9 feAUARTIIT Wellness Vacation fuiasedasusznaulumsfanssuidaiiug
wazlddoauaniAIgAUnIIIURTEAIUIN

5) Functional Benefits (Usglaaitinvisaiiznazlaainnisunuszivalng)
nsviesigenauaaglulsemelng azaiisnuavwas Ussaunisaliiailunng suliiu
o Ql' I 3 a a = ca yeg =
Unvioeied lid1aslunisiuf weud ensuald ANIaANG wagBnunnuneg

6) Emotional Benefits (A1u3anfinvisagslasunasainnisulsemelng)
(13 Y] i v Ve i ) Y yee Yo a Y

Better Me” tinviaaiignvzlaauidnndnduly lamnusdninlavinded Tudusenieuas

Inlavesdies willaulaunvisands uwaznwiounaulUlddin

7) Differentiator (nune7uANF19vaIUsEMAlNY)

“Effortless Wellness”— Wellness wuulne s Wellness LUUEUNY M85 809
Wellness fiuia3ainainusdla . Ialﬁammzﬁﬂmaj Wellness fiurtaseianianie mslauay
N9INY YU

8) Reason To Believe (ins1zaglsuszinalnedislit Wellness wuvaunae) 167?)
mssUssmalnedousutnvesiienmesestunarlunifiaidle msUsemalnefionmsine
frudoinesesdianlulan uasdsideauam wWnlufeayulng wazlddrunauilahlngu

wszUsewalnedigidyaneaniiunisuinlneniieusiiunisinleasiauiee limiles
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9) Brand Personality (Useinealneiiyadnetnsls?)
fianuauies 4189 teusesuuazn1sguangeasdla Wullng azdunseu ldle Snaseunss
waztileunes lWnuAulade

10) Brand Essence (Usewlneiumdnagils?)

]

“ ndldl v 5 L & v v VR
SABAI Wellcation” - @0 uiifiliniAdusmassdaiuaIuenady nadusan
Houpaisnie slanaziniledaula lasulseaunisal “wellness” wuvauieq lwiloun

Tnululan

5.6 Branding Strategy (nagnsn1sasiauusug)

s

nagnsniIsdeasiioastsnusunusemalnelidususu 1 d1u Wellness Tourism TN

]

(%
P
U

>e

1. Own “Wellcation”
4519137 “Wellcation” liauanswazdndsussmalnaidususu 1 lngnisdeansetng
sowfles ieliinvesdierilan welgdumin “Wellcation” fosindsssmalnaidususu
1 (Own “Top of Mind” awareness #1371 “Wellcation”) Taen 15deanssiu Slogan “SABAI

Wellcation, SABAI Thailand”

SABAI

wellcation
SABAI THAILAND

2. Communicate Thailand’s Unique Selling Point

Aoasnues Wellness fuansnsvesUssinalneseneudus “Wellcation”
_ A destination where Vacation meets Wellness wilaiiealulanfitnveaiisrazldsuia
Uszaumsal “Wellness” + “Vacation” WUUEUIE MINTDINY TWMIAUANAAKUUDIATI
ASUNIA2ILAUIYNY (Physical Wellness) wagaa1uaunala (Emotional & Mental

Wellness)
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SABAI

wellcation
SABAI THAILAND

10

SABAI THAILAND

a destination where vacation meets wellness.

Wellness aeasiuluwuvatuvaslng a=iin1sdeasiiu Communication Backbone
wnundnlunsdeans) 5 wnuauaeudUs “5 SA-BAI” — The Thai-Style Ultimate

Wellcation

Smile
Sabai

SABAI

wellcation
SABAI THAILAND

SA-BAI

Adjective [sa-ba-i
Comfortable, physically and emotionally

Body
Sabai

Belly
Sabai

Visual Acoustic

Sabai Sabai
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VISUAL SA-BAI ACOUSTIC SA-BAI SMILE SA-BAI

6. Communication Strategy and Roadmap (LuIN19N1580813
Uszandunus)
6.1 Whvanensdeansuszundunus
nsdearsuszvduiusezjatiunisdearsiieadrs Demand (Fnvauli
Shvieadlen Secondary Wellness inUszmnelvaiindu) waziiteadrenundousu Supply
(MawfinduumazenseiunsliuInsiu Wellness vosiUsznounts) Lilelridenndosmna

nagnsisleneld
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i, funsada Demand : MsAeansuazUsvaduiusazsjautiuFos
1) nstlnedu #1 Wellness Destination, 2) miﬁﬂfg]@ Secondary wellness travelers 1o
Wi 10 S e/l

li. AuN19@519 Supply : mi?iaa'ﬁLLazUizmé’mﬁuéwgaLﬁuL%a 1)
nsatuanuguszneunisliiiulon1anisvingsianiu Wellness Tourism, 2) N158n56U

1INTFIUNISIAUING

6.2 5-year Communication Roadmap (5-year Theme)

Please refer to : “Sabai Wellcation, Sabai Thailand” Implementation Clip
(dmins)

LuINeNIsAeatsUszuaduius 59 1sazingadundaziadeluy
Communication Backbone yhnsaeansgiinvioadisanguitming aeld Slogan “SABA
Wellcation, SABAI Thailand”

Tneludusn : Tudndunis Launch Campaien Wuadausn defuisiardoans

nelaneududlueg fie “Sabai Wellcation, Sabai Thailand” LAz deas “5 SABAI” Tunn

d' o o &
FAOUTLV1FAUNUD

SABAI

wellcation
SABAI THAILAND

SABAI THAILAND

A destination where vacation meets wellness

BELLY WISUAL i

SMILE SA-BAI BODY SA-BAI BELLY SA-BAI VISUAL SA-BAI ACOUSTIC SA-BAI
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warlullifng TuisaeuBuen “sABAI” Tuusazuusnvhmsdeanslsdaiaudetu wu

Tufusn : aguuiFos “Smile SABAI” Wiuidaan1suinisfiesosbuuagaiiy
3slaveseulve fueuuszaunisalamnuaunelalifuiinvesedubon

TR 2 - azitiuides “Belly SABAI” iuidosomnsing Avudenslugiuniny
oseuiliifuanisedlasuazdninningiuiesduiifiselovitagafumanuuinasse
Y99 Thai Super Food

Tulf 3 : 9siiuiios “Body SABAI” wiuidasnisuialnedituindundsluusan
Tan UNESCO’s World heritage uazdaiduuszaunisalfidnvieailoannaudesunassegis

tondaniialudin deaglilseaunisalauisne wuu Thai Wellness
O Elﬁ'2>|‘Jﬁ'3 >Uﬁ'4> Ui 5
Smile | Belly Body | visual Acoustic
Sabai Sabai Sabai Sabai Sabai

BELLY BODY VIS
Wy . S0

=" e~ 4 A " 1
s = Ay 35
LW L |

SMILE SA-BAI BELLY SA-BAI ACOUSTIC SA-BAI
BODY SA-BAI VISUAL SA-BAI

Tl 4 : asidiudes “Visual SABAI” wWudesaauiivieaiien favs Tausssu
LWUU Unseen gaslnefiliiennureunatenisansniuazdsly Wellness 11 Mental uag
Emotional 8na3e

Tul 5 : aziuies “Acoustic SABAI” Wui3aadeauins Wellness Suidu
ndnwalveding luinasdudesninsssund nsenudi nseuduns @esiinn @os
deiiTAnlusssuvAnazidosaunilneieztundenatieninuauiey wazauiela deasy

wellness AU mental kag emotional

6.3 5-year Activity Grid (Ranssunanlunisadrauusundas 5 )
971 Theme n1sdeansiitannslilunsazy 1919ziifanssuree Nviegmeiilos

nagnszeriIal 5 U 1ieai1an1siuiiayn1sandn Thailand Branding
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a ~

TngAvnssuazuuniu 2 dawmunagns dunfe Aanssuiioasns Demand (Wi
Puutnvisaines Wellness Winnuseinalneg) lundesdivios uagianssuieatuayy

Supply (s uulardsasuEUsznaun1s Wellness Tourism luuszme) Tungesddi

| uA1 > O0A2 > UA3 ) UA4 » UAS

/L £

Smile Belly Body Visual Acoustic
Sabai Sabai Sabai Sabai Sabai
Raise Demand “Belly Sabai” job “Body Sabai” job “Vi i” & i i”
“Sshai jobwith witthSOO :JEJJO w‘tthSOO :J(;O VIs'uzl S'tahbal - T:“c'tshabaI
: i : of
$500,000 Pay i L ,
Pay Pay $500,000 Pay $500,000Pay  *
M] — Jp— e ———— - — v —— | S — ) L . =
adwuusud 1. “Wellcation” Advertising 3. “Wellcation” Experience Roadshow 5. Own Top Search
Gogadinriourien 2. “Wellcation” Ambassadors 4. “Wellcation” Soft Power “Wellcation” in online Media
B2 WA DI A\ ~N ey T AR B R - h O W
Raise Supply Smile Sabai noiEEe” wynalng” Hidden Gems The sound of
Mascot Thailand” nature”

» Competition Competition o
Competition Competition Competition
0 .
. & o

1. deasmsiludhiiuRduastinaiugu Wellness Tourism fuaulnennau

duasugus:znaums " _,
1a:uns:AUUEMS 2. datvanaugus:naumstundasSundiaiWasns:auusms

6.4 319aIREANINTIUNDHT1Y Demand fAegatinviaaine
1. anssunan: “Thai SABAI Blogger” Job with $500,000 Salary
‘ﬁl o ‘NI Y Y = U 1 ] U ¥

n1sdeanslugatagtunarlidnfnquaniulnduasdiauesuladlaazuiain
a A & = v ¢ o 1 N = o s & o
Aanssuunseua audelnsvimdinlusenynd vivelinuyatsluderuesulaiidudnuiuiin
Juimdusuifnnisadrsfanssuiagiiiianisyaimislanseuladuazveneludede
Insviaivalan

WUIANAYNITY : SUANAT “Thai Sabai Blogger” annialaniialuunladinuuy
Wellcation wuvauies lulssinalng 6 ouwazideuiseesninysiu Social Media §71lasu
danazlasuselasiy $500,000 (Syeziian 6 L)

Fan15bidusedade $500,000 duindunisamuitduannsizazidugaaiie
AMNAuLuLazlinn1suenee (Talkability) seninangudnviowneduas Bloggers &

a Yo vy o o saa a a %% a A
L‘V]EJ‘UVL@IﬂUﬂ']il@ﬁ@ﬂizaﬂ']alIWUﬁvmﬂigﬁmﬁﬂqwu"liﬂEJIQJG]@QLaﬂﬂ’]ﬁ@
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Bivoyage - lu
Tusinidums

#ThaiSabai

“\Q'_@Mellcation

s % [ 4
N15USSVIHUNUS:

Phase 1: Press Conference (41ULaa4%17) : Y52n1ATUALAS “Thai Sabai

Blogger” mnﬁ’mﬂuﬂaﬂimL%zgmimﬁamasuwaz Bloggers 9n#eUszLnaialanid

S wardaeuUszaunisal Wellcation wagyi Clip 013 Thailand’s Unique Selling

point uazABLEUF “5 Sabai” el oulavulfiunInALIANTDITTTUTIR (Visual

Sabai) 9nsilesesiigalulanuazidegunimn (Belly Saba) nMsurnlneusanlaniidsads

aun M (Body Sabai) se8Buuarnsieususuevguuazaitlauuulney (Smile Sabai) uay

A9tunaeanaInsssunR (Acoustic Sabai) sdeutavy Wnvniuay Bloggers azaNnIaL
SossmwaznmlUmeunsiialan

o Seulumsading : ilsandidzessniwnzeylsnaiunngandiagyimig

“Thai Sabai Blogger” Wag post avlude social veInuLOY waLhn hashtag

#ThaiSabai Way #ThaiWellcation

® FmAn9zlasuan Press Conference
1. d@or97f Unv1auay Bloggers 91n9171aN218UININLAZLTOIT17
nele concept “Wellcation — 5 Sabai” Tuweknsvialan Lelbgyviu

v ' Y Y o oA A « .y
AUINSaTAsIAnEeniiely “Sabai” Blogger
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2. &» Social Media Viw‘]mﬁﬂ Campaign “Thai Sabai Blogger” 910159

%

IS d‘ d' . v Y
A1ATLY8ULTB9517a9LUEAD Social VBIRULBY HAENITIUINIUY hashtag

ey

#ThaiSabai Way #ThaiWellcation

Phase 2: Usgniena: ﬂszmﬁmamsﬁ@Lﬁaﬂﬂﬁwié’mﬂu “Thai Sabai Blogger” uag
?iamﬁégﬁﬁm Thailand’s Unique Selling point LazABULTUS “5 Sabai” H1UNNSIH “Thai
Sabai Blogger” l9nnaadld@inuuu Thai Wellcation ruUssaunisel 5 Sabai Tu 1 Suiie
nmuazisssIludoansuasysevnduiug

o Fsfinninazlesu - Aornewnd Yhe1uas Bloggers annilanazdasnnm
LazI30991 1 Judufanssu “Wellcation - 5 Sabai” Aifl#suAmdentsiidy “Thai Sabai
Blogger” @apudnlududa wewnssadosia vlan

Phase 3: 42981 6 wiou: T Blogeer MlFunisdmdeniiunisiisemelne

¢ A & ! e ! =
dudaUszaunisal Wellness lugn1ufiangg simnaiauwasatenenUssaun1saas duie

oaulay

2. fanssuatiuayw:

2.1) Master “Wellcation” Advertising Materials: 115a3140155U3UAN153AT7

o & v =l

YouuTUn Indufeed

v v

A5LED BN UTEIdUNUSNIAINN Consistent AUAABALATINTG bl
1Maztdudndenld anildnsedeanledu deduiadasliniswamundeanan (Master
o . . r-ﬂl U - [ Y} v 1
Advertising Materials) ligldlavanusemduiusnaonszuziiailasinisou Lo
e Clip VDO
® ZadAsiun
® Mascot “Smile SABAI”

o nasiiazlddearsroudud “SABAI Wellcation, SABAI Thailand” 1fu

£

AU

2.2) “Wellcation Advertising” : lawa oo a 15Uz v1dunNuslaed

Y & A

ngUszasAiioadan1sandnliiunewdus Wellcation uazdeoans Wellness wuulnesiy
ABULTUA “Sabai” warasuszurdunusludeesulayl Aedsiuinazds Out of Home Media

Tutsemengutvang
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SABAI

wellcation
SABAI THAILAND

a destination where vacation meets wellness.

sa0e/NFoVseyIFITUs I [daa s UYL nAe 199

SABAI i X saBAl o T saBal .
wellcation wellcation (1= wellcation
SABAI THAILAND SABAI THAILAND ¥ SABAI THAILAND

ACOUSTIC SA-BAL BODY SABAL VISUAL SA BAI
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Wellcation
SABAI THAILAND

()
w5

/|

i.'
-

| |

=

ot

"

a

o

2.3) “Wellcation Ambassadors”: N153UNOAUNTENTNAITANUILNA LNDETS

Wiazueasym Wellcation UszdusazUszina wiaduduwnulunistedealsussunduius
| = a Y o 1% I (3 . P Y Y = 1 o | ::4'

nsviesneneguamlviiulsemelnenigldnoudud 5 sabai iielidndanquiinvieaiien
naudmngluusasUssmelaognaliusednsam

lnenn Wellcation luudazUszing agvimiNgieninanssuseg Nagyinlv
anunsadnfienguinieniisauastnviuliaulanisuiviewniendaguanluyssinelne
F1981909NTIUY N159A Thai Wellcation Festival, n1sdmnanssy “Belly SABAI” T4

Y
Y

C% ] = Y a L3 a = [} a I ¥
‘Uﬂ‘Vl’e']\‘iLV]EJ’]IG]L‘UﬂUi%ﬁ‘Uﬂ’]‘imﬁ@ﬂ%u’iﬂ%’ﬁlﬂﬁ‘ﬂﬂﬁ@i@ﬁLLﬁ%ﬂG]E]?!‘Uﬂ']‘W Wunu
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AI9YNNININNIIU 17th Thai Festival in Osaka

2.4) “Wellcation Experience Roadshow”: ¥aysaanssulustun ludeu Fair
fAIfuMviesfisanas Wellness Tuuszimeidmane usnanaziludiuvesnislideya
unasvieaiied wuztlsusuiinn usenis Suemisuasunadliuinisdiu Wellness udn
T Thai Pavillion 283l Zone filAufliSend the “SABAI” Experience Zone fagdnsadns
Uszaun1sal 5 SABAI Tifiuguigeu

1nglu “SABAI Experience Zone” azUsznaulunig

- 158Uy lazy boy: ‘Lﬁiimiammlﬁﬁjaamaq AaNEAIeEEN9INNTRL
B

+ 1359 Thai Herbal Drink (Wu thaglaf) finseses anduuasiiasswam druan
ANLATEN TUANTAYEBNINTINNY WADINTTYT0DR viodle (Belly Sabai)

- WIU VR (Virtual Reality) Tngluwiu VR 1s19zdaldasuanuiivendieonay
U3387I1A Wellness 31n01A6199 gaiienduianauient aviglaluvaesuu (Visual
Sabai)

« 1#89 (Acoustic Sabai) §itsagliduidsssssuvAdundonaiisauriounais

(Acoustic Sabai)
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- T FeIIYNITUIN W1IEUIA AR U1 tna Tisendneateiney Lilerauaany
v & = a ° = .
AAULUBLAZAUFAILH IEAAINATTN N UNALAUUIUIY (Body Sabai)
. MIRDUTUMETOBENNAIILD (Smile Sabai)

Mnuadifiodeansnauldud Wellcation (Wellness wuulng Wellness kuu

Sabai)

The “SABAI”

Experience Zone

willcatigt

a 2INg THAILA

& LU “SABAI” Aunsnaglu Thai Pavilion
Soun‘e:hf?ps://www,thegt'riay'léncom/thailrnd—new—tourism—marketin@ Tuﬂ‘lu Travel EXhibition Tuus:lnﬂd.l\)"l

concept.htm

2.5) “Wellcation Softpower”: #1910 Soft Power ansaifudelunisiuslum
Sausssuuaranuiiliiduesned Fauuimislunisadie Softpower wialuslum Wellcation
aunsavilalay

a) NINeUnsT (Movies/ Series) : atfuayuale Incentives Tigasne
ameundteilneuazsisUsang Whandrevhameundludedlneuasdnenendessriniy
aonuiivieadienluussmalnewas Taiusssu Wellness wuulveq amupaudud 5 Sabai

f10879N198513 Soft Power H1UATWHUAS LUU ATNBURT
Hollywood 1383 “The Beach” 1uanslag Leonardo Dicaprio fiunaneviiluuszmelne
wdnameunsioonaeluslan fvildenumen imzfiiuazdmiansedadudadaiu

WAz A IUTIANUNYTIDLNEIA1DUINNN LB BUTNEN LAY 1aTTl
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The Beach

“.

—

msasw Soft Power RiM=WNtdungon

feiusndadiuTonialunisld Movie Soft Power TunsUssandusiug
“Wellcation” 1ifufi3dnluarenivifisui Insauslininsslinisatvayunield
incentives fugasanmeuns azas F3duarsonstiuiiisingg foenargludesisUszime
g T5anmeuns Netflix Fes518nsingiia Online TV iiefagaliiinnsarsnmeunsuio
M snrUsznduiusanaiiaulaves Tha’s SABAI Wellcation sonlulunants

b) Celebrity Soft Power (Ratlu {iToidesuaziiavinanisniufn)
dadonuazatuayuliyanamaiidismeuniuazdienenyszaunisnl Wellcation lu
Usznalnamunewdus 5 Sabai kudesne 11 Online waz Offline

#0e193n5851 Soft Power HuAaTiy : Hesliad ufuesvnlned
a319UsIngN3al Soft Power 11wty anesianaianadl Coachella luuseweansgowsni vin
Tinmieuzhaduiifinluisnionlan uazdssaliinveaiisraulaiiosnazassdudn

WTNEINELUWUNTUY
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<

Fatuisndafiulentalunisld Celebrity Soft Power lunns
Usgadusius “Wellcation” Thduiidnluateniviisianid lnsausliniaiglinig
atfuayuwield incentives Aufalluuay Celebrities e lnauazyasend Tunisdae
Promote Lazd3ns Soft Power AU Sabai Wellcation

c) Soft power W1ua18n15TU (Airlines) : IngUoANTINLDIINEY
M59usAeY Miunadiusemalnglunisusenia @nnouncement) odumniadslszme

Ineaedannu “Welcome to Thailand - the capital of Wellcation”

eaecaige.— @ Arrival Annoucement
— = Us=niadausuuulasaviou

o,

'HAILAND

Welcome to Thailanc

the capital of Wellcation
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d) ¥nvieafienTeguain (Wellness Tourism) : afuayuly
FnvieafienasiSessn amuwaz VDO clip enevnenUszaunisal Wellcation luuszindlne
suAe Social Media 11 Facebook, Instagram, Tiktok, Youtube

Fsnsa$1a Soft Power md’]ﬁ%ﬁamaﬁiaqmaaLLazmmﬁmm

Pnvisnigtylieennundusausyaunisal Wellcation tuusemalnaifinuiniu

2.5) “Own Wellcation Top Search in Search Engine a2 Online

Platform”:

Google

Best Country for a wellness vacation y

Google Search I'm Feeling Lucky

Lﬁaﬁm/iauﬁméfaqmim%agamaﬁauﬁmuazmsviauﬁsm%afcjsumw

(Wellness Tourism) fnagn19ayan1u Search engine 1Wu Google Fausn§enasadie
Content (iffonlude Online) WielUszmalnefndusunsnuassusiudug Tunsium 3
ansavilalay

a) 9ailefiu Website #ineq fifldoidvauazindusiu Top Search og
WaIuazsINYI1 Content 984 Thailand’s Wellcation

b) squilenu Youtubers/ Tiktokers (Qﬁ%alﬁmluﬁa Youtube Way
Tiktok) Pigruunuadus1urusnn $3ush Content was Thailand’s Wellcation

) N15%™ Website uavde Social Media (Facebook, Instagram,
Tiktok, Youtube) SUENmLaal,ﬁa?iaa'ﬁﬂizma"’mﬁuﬁ‘amuﬁLLaw%mWiW‘] AU Wellness

Vacation v83Usewalng
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6.5 waziBuananssutioad1a Supply w‘Kiu{f’lmuLLazﬂnszﬁummgqums
Tiu3n15 Wellcation luuszinelne
nsafaszaunsalialvdutinrioniiss Wellness Vacation Laflifiesudiin
1NNITUINTINEUTENOUNSITIUIY Saedn aur e mis S1ud wseuTenifiies
Wil udsieuRnannisfeusufetausssuiinand it (aulnemnau) Snde Fail
i Rsfestinsdeasussmduiuslfaulnennauldidusnlunn dud duidnnaduded
TemalsmuuzAutinviesiilen
FetiuluusiasUisaed Theme Tunisluslumnudo Mass lurantagusssisu
hludelimmuuasiidausalunsdudnhuiifuaswieudousuinvieniendagunmiay
wBoutssmelnedaeianssuded
1. fanssundn Y4t 1: “Smile Sabai Mascot Competition”
faguszasdiiionseduliaulnensiuianisa¥ressmalneliidu #1
Wellness Destination waslanuagissuanamieslunisdudiulinsdeusuinvioniion

Tyfidszaunisalng

Shanghai Tourism Mascot _ A
" St okidy — STARLUX

‘ALY’ drssnisasvyaAidauau l | . .
= s n m f Singapore Tourism Mascot

NIWNaUaNIF 1087197158579 Mascot uazlalunisiuslun Sabai Wellcation

LUIAANANTSY : lun1sdea1sAauLEUs Wellcation wuulneniuaautdus

“Sabai” azviidudeslduazidladelugusssy awnsaviriui Mascot 1o (Fegrau

Mascot niluiaiilas Kumamoto) fetiulutusn sndseenniggyyiuiasialenialianilnenn
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Aulaidausinluniseanuuu “Smile Sabai” mascot Wiiatdu symbol (Feydnwal) ves
Thailland’s Wellcation anuaeutdUd “Sabai” lagn1ufanssun15UsENINLALIIN vote

&
JU

v} v (4
N15UTSUHUNUS :

Phase 1: Press Conference (41UL0a3917): Y52n1An15330U52N1A98NLUY
“Smile Sabai” mascot Ingl¥ianeneni3ossniiunves idea mascot fieoniuumugie

Tneluauwnaiiniedigussaideuiasuuay Bloggers wWisauauiiiele
?iamasuuiwﬁ’lsdnﬁmEJLL‘Wi'aaﬂ"L‘ULﬁaﬁqgm‘[,ﬁﬂulwsLﬁTwiaudaﬂizmm

o Houlunsadas : firimesnuuudesduaulvewidudielfaunsomenen

1599311 Wellcation “Sabai” wuulngs muaewdudladaiau

=

® Fsin1nd198l@5UaIn Press Conference : N5 WNIY1IETIATIH LU

ganwuulsznin uenantudadunisdearsiudmulveynaulinsuiinigiul
Feslasenisnisasisuszmelneliilu #1 Wellness Destination K1umau

\GUA 5 sabai

Phase 2: n13AnLAankazliUsEyI¥UsIL Vote: IARIAMENTIUNITINBYIINTS
ARLEN “Smile Sabai” mascot MANTBU 5 WUU wazaseszUULialiaulngynALEaTaL

374 Vote AAAUNIUIEUU Online 19

o Fsiimninazlafu : adunisiidiusuwessrrvurmilneynaulunisiau
#adon mascot Mzidudunulunisdeansiiu Wellness Vacation Tiuuszimalng uas
maﬂgwmﬁuﬁmmﬂm Wellcation

Phase 3: UsznAna: Uszniana “Smile Sabai” Mascot #1l#un1s Vote 11
flgnuazdoasuszuduiusnisin “Smile Sabai” mascot TUlHludes19q 1y nsvinudu
souvenir (199752An), M54 mascot lﬂiuﬁaﬂizﬁma"’mﬁuﬁnﬂﬁa T37319218u roadshow,
clip, event, NFINULOAIUIT 6119 e dudy

e Fwinninagldsu : n15¥usues official mascot Mazgnimnldlulassnis

Thailand Wellcation nasmszeeiian 5 U

2. fanssuatuayu:
2.1) “@eansmaduidrtunisuazliiaudanu Wellness Tourism fuaulnenn

Au”: vidsuszundunusisSoudvunen sidususu 1 a1u Wellness Tourism 289U5sinea
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Ingliaulnensiu Wideyauavaiusineaiu Wellness Tourism 3ugian1sasaianssuiive
nszruiarlinulneddisulunsaieanulssrivlaliiuinvesneudguamnuiiou
2.2) “FansannugUsenounislundazdaminliiesnseduuinis 7 Siullenso

[
LY

InAvaNInuEUTENaUN13e1U Wellness Tourism luwsiagdamintiioninausiuiuiuninsy

913lna%n iaidla pain points vadEUsENRUNISIiONIMIRALYSINAY wawld1la pain

Y
a =

points YestinviaaeIeUFulTazensEAUNsIIUS NSRBI

7. Expected Result (Nafia1a1azlasu)

7.1 nailldfudairsugiavasUssine

winUszwalvneaiunsoadiawusunlmidud 1 Tudu Wellness Tourism ua
ansafagatinvieiieangu Wellness Travelers aniiials 10 duausiod azadrasgle
drufislruUsznaas 25,300 a1uneaaIsansy (MSeUszun 950,000 A1uum) wseanly
5% U89 GDP

7.2 waitléfuluduvasgsna

n3a$14 Thailand Branding &1 Wellness Tourism 2ganansafsgatinasmui
Tutssimakazdnasmuisilifidunussnaussfiafiu Wellness Tourism disannau Taidn
auidugsialsausy/ Saedmn, gsfadueims, gsnavisuazianssy, $1ud Wudu YanNTA
fordiduasunasnandunisuslnaiifiusnty lidnesfuduemng frunisauunnuvuds

Aulnsauual dawaligsiavateniadiululssmaiisglaniiuyy

v o

uenaNLUMINENFU Wellness Tourism svdulunisisgasgliainngugndnd
fimddeunnninguinvieniisrlutagty Suzdmaduanfunguauduasuinseduns
Hon Feannsaaiiiwonveuazdnilsldininnsviesiieanuuiiy vilwguszneunsi
lsiirtu annsadnenuldludnaiinty dwalinanussnuenssdummduogliatuld
mdaaniinyioafleangu Secondary Wellness Travelers iinanvieaiidlulng fazifulonia
TsaunsaUssrduiusuinisludiuves Primary Wellness Tourism, N1350353949Raunn
uaz Medical Tourism Witivieaiftemsuuazaulalduinislsifinga

7.3 wailldFugyuvuy

nsiivlauas Wellness Tourism aza319uselegunarenulinuiAsugnasesiu

ViesdukarUsvynsiendeagluviediutiug fega wu
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- AU Tirol ludseineoaanse uNuysUINISIAsYNakasyuyuluseiu

a

e laglanaean wellness tourism Tn1s3unelawmIatne “Cluster Wellness Tirol”

v

1290 uilgsfia telemedicine §3579919113 g3RaaU g3nan1u wellness uazduq n31 100

q 9

]
%

509

>N

(%
Y

. wANLUgy “Wellness Pura Vida” 989Uszinaanani1sni aut1nagsiuiiany
guyuvesduiiomul wellness tourism tiaidudnsinisiulaniaasygionazdauly 7
wATUUsEImA

- 11189 Rochester 185§ Minnesota 19381 20 Yuazyjuaunin 56,000 a1unoa
a15ansg lun13a313 Mayo Clinic il Destination Medical Center uazas1sgnainnssy
Medical tourism uiitinvisaisndruiuinnirtag 3 a1uau/d Tuwwudsznauluaie 1a

P « by Aa D ¢ & 4
na1ailas “heart of the city” NUNILIMYIVIARALAUTFVAIN UATNITOONUUUNUT
anssauglidniuiidiawugunmdadusglosiiuypainsves Mayo Clinic wasKagondey

= o | d‘ [ d' . . 1%
FIUNUAVIBUNYILLALATBUATINUT Mayo Clinic Ae

= & o a . v v v =

Feuaalnety N15U818AIv8I55AY Wellness Tourism arsdasyaiulviguyud
g3 asedudwazuinig tulinviesieuiiailunsnseareglabitiuguyulugiinie
A9 WENIINUUGIRBIATNNIAIUTURAYOUADHIAN ABYUYUAIUNEN sustainability BN

A¢

8. Recommendation for Next Steps (LUINNN56DLDN)

8.1 #un13a319 Demand (58319 Thailand Wellness Branding Litafign
tnviaaiflendsgunn)

INUUIABUEUA “Sabai Wellcation, Sabai Thailand” ﬂﬁju Selenium U93%
EueliinITYININTT FiRganaIN “Amazing Thailand” (Integrate with Amazing Thailand
Campaign) ANTWNUIAYE VY. SIAUNTENTIETITUEY

iesanniiy v, Téviuauily Amazing Thailand Bildfanneguds wazdiuii
Huuesndgyfiadasngiunsaina Thailand Branding s Tourism 1ilsegnsudaunss

TudruveauuImegnsmanimafinsiduseluly 5-10 Ydmihdenisdaga
‘ffm/imLﬁ'mﬁa%ﬁa;ﬂaﬁwqaﬁumﬂﬂwﬁu Fathmnendnifetnreaiiondgunm fuduie

wiulonalunis Upgrade wantUaya1n Amazing Thailand Mfsgainvieaiiedund undu
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wAnUgyAiunsisgatiniesiedsauaimiiuindy taslasunisatuanuniu Wellness

IMNNIENTINET1TUEY

o A

D .
aswuusua duiasugus=naums
dugatinriavifien

x

Thailand
Branding

1a=eNs=AuUUSMS

x

Wellness

Excellence

8.2 §1uN158N38AU Supply (N1 NTIUIUGUsENBUNIS daasy
HU3ZNaUN1TLAZENIZAUNITIIUSNIS M13ILUINIG Wellness Excellence)

ausuurlidndanhsnuiuiiaseudunisenssfunarduaudusznounisdu
Wellness lagfunumlunisduile (Synergy and Collaboration) ¥ausiuduiuniAenasu
Aduiusznounslugsiasu Wellness Tourism Tnguyummhiingn laun

1) Formulate Strategy and Action Plan to recruit additional 10 million
Travelers/year : 1alHunagns unuUftRnulaziuindounnunuiiefgatinveaiioands
gunmilAdaiisdas 10 dueu Taovnusuiuniaensusasgsznouns Wellness

2) Improve Travelers’ Experience : ﬁmmmmé]’aqmﬂmmjmﬁﬂﬁmLﬁﬁu%ﬂ
aun1m (Wellness Tourists) luldedn iiennsuleunsuaginuinisliuinisiiielineuauss
aufisnslalifutnvieaiisaluyndunou (Traveler’s Journey Experience) 1 ulsuns
ANuazAINiEeInsliig) amnuazaanlunsndeyaunasionilen awazminlunisaesi
WN ANUUABAAEAABANISAUNN ANAEAINIUNTTTITERY ANUEEAINlUN1SAAsaNIY
13718 Internet \Jusiu

3) Suiladeymannqueusenaunisuasmikuinienisualusiuiuy

4) MaulszanalunsatdvayuulevienisuanauliUsemalvednduiu 1 u 5

YoeUszmeAnisglaain Wellness Tourism gagn
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unagy

ngu Selenium Fosfuiansad1s Thailand Wellness Branding faepauidus
“Sabai Wellcation, Sabai Thailand” wagn15deansuszyduiudidegn Ussnaufunig
NENFuENTEAUEUTENBUNITA1Y Wellness Tourism 081010 u3UsI02aIN1508519
gna11NTIU Wellness Tourism Tdu New S-Curve vosuszwealngls

NANT Wellness Tourism 31 Share of GDP agjﬁl 3% AU eIy
50 wavtsiaSudnUsemaldifiuduie 30,000 anuneaasansgied wieAnlu GDP i
utuis 5% Ferelatasdudundnlunstuindeuasugivvesuszne LLaz%LfJuﬁugm
assmnuduudslituiasvgiavesUsewmeaneld

wazdaduganudifaiifinnudfguazvialdldtuia onswinidsesaulne
FaUszine fanasy nalenL fuszneunsnelvg fuszneunisedosuazUssevu il
Wsanasudotundnsuulouts Wellness Tourism Tiiluanszusand viraedunedgm
#n9q TnedsanaUsslovinasanussiivlavesgnd Wnvieadlendaguaim) Wuitis us

v al I3 Yy v dAa & v v ) v a o w1 PN
NI} 3'3l|ﬂquﬂu’]WIUﬂqiLUULf\nU’]uV]@ Lmllif\ﬂﬂﬂ']i(ﬂ@lﬁl]LLagﬂLﬁﬂqi‘Uiﬂqﬁﬂ‘U‘UﬂwaﬂL‘V]FJ']

FIUAINNITILA

[13 | A @ v '
Together we can move mountains” - Mns1sudenu wligiflianunsadugUassa

v 1w ' Y ¥ 1 [ [V Y] < 1 a &
EUEJ\‘]W’JﬂLi'{LG] LR EEYUNU KNI IUNUDAU ﬂ’]iﬂ’]'ﬂfﬁjﬂ’ﬁLﬂU@UﬂU 1 IUIaﬂﬂ?US‘lﬂJ‘lﬂaLﬂULEJEJN
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