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The study on the effects of the health promotion tourism business’s marketing
strategies on the loyalty of Generation B customers was aimed 1) to study the health
promotion tourism business’s marketing strategies of Generation B customers, 2) to
study the loyalty in the health promotion tourism business of Generation B customers,
3) to study the effects of the health promotion tourism business’s marketing strategies
on the loyalty of Generation B customers, and 4) to compare the differences between
the health promotion tourism business’s marketing strategies and the loyalty of
Generation B customers with differences in status, educational level, profession and
income level. The target population was composed of Generation B customers who
participated in the health promotion tourism and were 45-63 years of age living in
Bangkok and metropolitan area. The sampling group consisted of 400 persons. The
data were analyzed using descriptive statistics and inferential statistics : t-test, F-test,
LSD and Multiples Regression.

According to the study results, it was found that among the health promotion
tourism business’s marketing strategies, the price and the personnel were ranked very
high significant. As for the loyalty, the sampling group showed their loyalty in the

purchase intention and the word of mouth communications were ranked highly



significant. The result found that the product had the effects on the overall of loyalty
(0.3?’4),-thc purchase intention, the word of mouth communications and the price
sensitivity. The price had the effects on the overall of loyalty (0.141). The place had
the effects on the overall of loyalty (0.139) and the complaining behavior. Finally, the
process had the effects on the overall of loyalty (0.183), the purchase intention and the

price sensitivity.
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