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Abstact

This research is a qualitative research which is designed to study situations, patterns,
and trends regarding the health tourism and to analyze the potential and marketing mix
of the health tourism of Kerala state located in India. The research tools employed are
observation and semi - structured interview. The data collected is executed through content
analysis. By using purposive sampling, the sample consists of seven respondents who are
business proprietors involved in health tourism industry of Kerala state and local guides in
four major cities in Kerala state including Trivandrum, Alleppey, Kumarakom, and Cochin.
The research result reveals the health science is used throughout the health tourism in
Kerala state. The trend of the health tourism in Kerala state tends to increase. Furthermore,
the health tourism in Kerala state is designed congruently with natural tourism destinations
where ancient Indian identity and western tourism management are harmonized in order to

add more value to the state and to maximize tourists’ satisfaction.
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Saodvitiuengsmduvdn uazidusUuuuiaesninaumaussninsauuuns funnuazorgsiom

1.2 maddsld (Accessibility) nsinfsmuunawionilonBsquaineneg veeiginsay
Ussmaduifetudsnnisassyulnadiunsdrfauntniondealaeniads wu ouu suds
a513asz LHusy Diflesudnisdnenuazananaaenyy viliddundsioadieadlifim
flens Fesdisovdodonnanudsznounsensuvihiuisazdrdaundsioniisndeauninle

1.3 g mngmnuaraIn (Amenity) AadunsanuazanUssanlasainsfiugiu ds e
AwazaInUsTLamAIasndt wazdsetneanuaznInvesan Uity Tsausy Saesvmsiny
mMsviesisnBsguandanuazain asuasuldinasgunamdnana

Usgliui 2 drudszaunsnaiaviendion

AziteeAuneanuiuinfudnenmundsieafisnvesiginsay Ussmaduide lae
aoandeafuLANLALN Bl FesdUszaunsIna e iisavesdnuesiazyud (Boom &
Bitner, 1981) @315304 L35l (Sereerat, S., 1998) uazauITevotaziden Aantey Lazgn1f
avis¥nt (Silanoi, L. & Sutthirak, S., 2015) dsil

2.1 nARAY (Product) anfueinianisvieniisndeguainvesdsingas Wunsuan
NEusEsIImstItRsnw e sdaaiuauamgUuuuBuAs mAun NN svieafieIs TN
wazatmuume Tumnluuieiud

2.2 71 (Price) MAveskdnfasimamsvisadiadequamvesdginsazAnmaiduituana
glsmunauitimsnendnio thvioadienniglsy wagsImauvnaNAnILLATE Y

2.3 aadl (Place) szj'awmmiifmﬁmmamémﬁmsﬁmqmsm’aqLﬁml,%aqmmwmm%’@mazﬁ?u
FndmtheiunUlsduasfunudmhedundn uazdewihnisvessarmidnlusseznanny

2.4 M3daEEuNIIaN (Promotion) TUAMIILVBINTANARINIINNTHANATEINTHBATIEN

Fagunmueadgingas wui fimsansaiiletnvieaiisatilusunsuguamifusyeznanu vie
mMsdndanvuzdudaFuiinveaiisfidanlivinmsluimasieadieveny

2.5 yaAa (People) yAaNITNIannauNIINITvofiendsquanuesigingas 1wu
wnnd gAnasuloazidudu Wudifinnuianuamisaldninsgiu lnsyaainsudeniniu
NINsvieailETeaun YR ssEInsaT AR UNTABUIINIIBIYDISFUNA

2.6 N5¥UIUNIS (Process) NsvUIUNITUIMSTTAMA U lARAIMYsEiuTauAgnd
msmsvieafisndeguamuesiginsay neaauuinsezinsousuminauiiuinegiduuszd
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sfamsUiuUsaunmmsnsniinvieafieotaineae

2.7 Msas1uazildueanwuEnIInN18aIN (Physical Evidence and Presentation)
daundeumisnienmasldgninauslusiuuureanisuimsvsaiisndsquainvessginsay
dnllngiiinsuszgndsuuuumsmnussanudilagldsuuvunsenviduieluna vionisdiass
anmvgthuduifeasioneuiiodmaliAndnenmenuaudfianelauigndn

Useifiudl 3 madman$deluldussleniiFos msusuldlunisvoniindegunimues
Uszinalneg ilefiarsanuiunnisieaiienainnniside wuin Ussinaaisisuigduiodu
‘U’izLwﬂﬁﬁuiﬁm’lﬁlﬁﬂﬂ’liﬂ@ﬂLﬁ&J’JL‘?Nﬂ’]iLLWVIET (Medical Tourism) waznnsyiesifieandeguain
Tuyuveanisvieailsndaduaduguain (Wellness Tourism) Alnsunmdengsamuaznsgua
aunmuuudude Tnedalidginsandussiiunsesdisauuunsssiisndadaiugunim
(Wellness Tourism) ausgildsunissensuludanisnmsvieadienidsuie Ssanunsoandiu
Tfumsvieaiieandeauamuedlvefitiondnvalidusaduindeu nanfe sUuLuUMewiods
aunmvadlneasidudnuazveanitygvissduvienidynineasnunsndilulundn s
nansviotfisndsguain wu nmsussgndldunndunulnevionisuusemuayulnsine
aonunsnasiulusunsumsvionfisndeguam nmsdnanminedesvesaniuusznoumsiiieides
fumsvieafisndaguandniuusseinia giivseina wiefmusssuuszimdiiiiondnualvos
Ing Wudusindinisnulevigvessgasiidnuasysaunissuduiuaiaenvulmduiunig
AenfusUseme d0nARBINUYYLAA LT RoCTTe (Jittangwattana, B., 2009) fina1271 dmsu
Usendlnetutuindulssaiifigasudonsveaiisniedaaiugunin (Wellness Tourism)
tnveaiieafiunszUszmalnaiduussimeisiuse imansunenum fussmdluay iamsssy
Juvesnues Malfiunsazan Taunedendiasny uwanll eulvedidnvaueddeifienueugu
wazduiins savensivhlauing Snsuwndmadeniinannvans Tngtanznsldniideyalne
Tunsdaeiuauamm wu nmswnwsulneiodesuasiidnuazianzou fayulnsiliidueims
waztundndasilunisauaguain [udu

Ualauaug

1. fsunamsimunulsvnefunsviouiisnBsguawlidanuuaseuving s
Sunweulidaou fmsduiunusrafugusssuuazsioiiles

2. Sguramrsenszaunsunndunulnelidunisunnduuvesfsin aundnnisuung
unulnesaiy

3. fuszneunisgsiaiisadesiunmsvioniisnBsguanvesUszmalneaisainalusiunsy
msvieaiisndsguamlidanunainnaneiionsvaussinvieafisvarongulaeiduaeaunsn
wndnwvalnnudulne
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