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ABSTRACT

Research articles used mixed methods are a combination of quantitative and qualitative
research using concepts. marketing strategy, Integrated Marketing Communications, Digital
Marketing as a conceptual framework. The research area was Pattaya. The survey sample group
was 222 tourisms selected from the Taro Yamane table. The instrument was questionnaires and
analyzed by SPSS program in percentage, mean and standard deviation The in-depth interview
and focus group were 20 spa service providers, used by purposive sampling. The instrument was
semi-structured interview form. Qualitative analysis used to content analyze and then write a
descriptive description. The results showed that

The results in the first objective showed tourists satisfied in part 7 P and it can priority as
follow, 1. serviced products 2. serviced prices 3. services locations of 4. spa service 5. employee
management 6. spa environment 7. promotion.

The second results objective found that the factors that create the development apart
from the marketing mix are: 1. building a spa network with other businesses in the same area. 2.
the integration of small and medium-sized spas by spa government official. 3. public and private
sectors jointly create a “white spa” 4. knowledge of services Marketing and public relations. 5.
Create a spa identity in the area. 6. Create tourism activities

The third research objective indicated that the three factors that influenced the healthy
spa development such as: 1. public-private partnership (health spas) 2. Integration of small and
medium-sized spa businesses 3. Building a network of spas and the other service businesses.

The knowledge gained from the research is by government agencies The spa business will
be used to develop communication potential for public relations of the health spa tourism market
in the Eastern Seaboard Tourism Development Zone in preparation for becoming a center of

health promotion in Asia.

Keyword: Public Relation Marketing, Communication Marketing, Strategy
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