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ABSTRACT
Cosmetic surgery tourism, as part of the medical tourism industry, is increasing very
quickly all over the world. It's not a secret that many people are not satisfied with
their bodies and are looking for cosmetic surgeries at a highly increasing rate all over
the world. Also, cosmetic surgery helps people to improve their appearance and in the
mean time it's a way to give people a new self-confident lifestyle.

The primary objective of this research is to increase the awareness of Thailand's
cosmetic surgery tourism in Kunming residents, their attitude, wants and needs

for

cosmetic surgery tourism in Thailand. And also study the factors affecting residents of
Kunming in their selection of Thailand a the country where

cosmetic surgery is

performed. A set of 400 questionnaires were distributed in Kunming. The data was
collected and analyzed by the Pearson Con-elation Coefficient to. test the relation
between influential factors and the selection of Thailand as the destination for
cosmetic surgery tourism ..

There are five influential factors which were identified in this study, " reasonable
service price" has moderate relationship with selection of Thailand as cosmetic
surgery tourism destination "quality of medical service" has strong relationship with
selection of Thailand as the cosmetic surgery tourism destination; "internationalism"
has moderate relationship; "side trips for recreation has low relationship'', and
" positive image of the destination" has moderate relationship with selection with
Thailand as the cosmetic surgery tourism destination. The findings showed that all the
five factors impact those looking for cosmetic surgery tourists to select Thailand as
their cosmetic surgery destination. According to the findings of the study some
recommendations were offered. The reputation of the cosmetic surgery tourism
industry needs to be increased to have more of a competitive advantage to survive. In
addition, authority bodies need to play an important role in controlling the quality and
training programs offered to improve quality of labors in the industry. Moreover,
cooperation and networking needs to be done to build a chain to make the whole

industry work in a smooth and efficient way. Finally, advertising and promotion tools
need to be applied to increase the motivation and attraction of the cosmetic surgery
tourism of Thailand.
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CHAPTER I
GENERALITIES OF THE STUDY

1.1 Introduction of the study
1.1.1 Overview of cosmetic surgery tourism in the world
The medical tourism industry bas been growing in popularity worldwide, currently
involving about 50 countries as a whole. Medical tourism has increased in part
because of rising health-care costs in developed countries, cross-border medical
training and widespread air travel. And clearly some Asian countries are ranked in the
leading positions. (Ramirez de Arellano ,2007) In Asia, there are three countries,
which when combined, comprised about 90% of the medical tourism market share in
Asia in 2008. They are India, Singapore and Thailand, all three of these countries
have invested heavily in their health-care infrastructures to meet the increased
demands

for

accredited

medical

care

through

first-class

facilities.

(NaRanong&NaRanong, 2011)

Cosmetic surgery tourism as part of the medical tourism industry is increasing very
quickly all over the world. The cosmetic procedures grew I 0% in 2003, where the
surgery procedures totaled $6 billion in 2012. Moreover, the markets have potential to
grow 5.2% between 2013 to 2017 (US Cosmetic surgery report ,2012). Unlike general
tourists needing medical attention, cosmetic surgery tourists are people who cross
international borders for the exclusive purpose of obtaining medical services. The
popularity of surgical procedures varied by country with Brazil, the United States,
China, Mexico, India and Japan as the dominant countries for the top five procedures
(Riggs,2012).
Asia is the No.1 continent with the total number of patients who get cosmetic surgery.
The cosmetic surgery does not have quite a long history, everything started in 1968
when

the

American

Society

for

Aesthetic

Plastic

Surgery

was

founded

(Sohn&Lukash, 1987). Normally the words like "plastic, cosmetic, reconstructive and
aesthetic" are used to describe cosmetic surgery. But in fact plastic surgery covers the
1

entire field. It has two branches, which are cosmetic surgery and reconstructive plastic
surgery. The primary function of reconstructive plastic surgery is improving the
function of the human body and reconstructing appearance after injury and illness
(Arnold,2006). In this study it only focuses on cosmetic surgery, which normally aims
to improve the aesthetic appearance of people and operations regulated on undamaged
bodies excepted by time and age, not related to burns, disease, injury and operations
or birth defects. It can also be defined as the elective surgery and non-essential
surgery, which the patients choose to have (Medical News Today, 2012).
The international survey on aesthetic/cosmetic procedures reported in 2011 that Asia
ranked first of the 6 continents for the numbers of procedures and surgeons.

Tablcl.1 Number of procedures and plastic surgeons by continent

2010.
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Source: ISAPS International Survey on Aesthetic/Cosmetic Procedures Performed in
2011
(http://v-.rww.isaps.org/Media/Default/global-statistics/ISAPS-Results-Procedures-201

1.1.2 Overview of Cosmetic surgery tourism in Thailand
General tourism provides the basis for Cosmetic surgery tourism. Thailand primarily
draws patients from Japan, Brunei, Singapore, Taiwan, Pakistan, China and
Bangladesh (Connell, 2011).Medical tourism in Thailand has been a rising star to
boost the whole tourism industry, the revenue has increased and cun-ently accounts

2

for l 0% of the country's total visitors and will reach 2 trillion baht by 2015 (Bangkok
Post reports, 2013).
The table shows the numbers of medical tourists and revenues in Thailand from 20 l 0
to 2012.

Tablel.2 Number of medical tourists & estimated revenue generated
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sources: Ministry od public health, Thailand and Kasikom research center(2013)
(http://vvvvw.mymedholiday.com/blog/2013/l 0/793/thailands-medical-tourism-statisti
cs-a-look-at-the-international-patient-numbersi)
A huge number of medical tourists who come to Thailand to get medical service and
treatment over the past several years has increased by about 13% per annum, as the
table shows, with the Japanese leading in the first position in terms of medical tourists
by nationality, and ASEAN countries comes after that. Moreover, more developed
countries such as the US, UK, Australia and the Middle East's patients also come to
seek affordable and quality medical treatment in Thailand.
Thailand's medical tourism industry has grown because of many reasons. Thailand
has many advantages over its rivals; the first is strong medical professionalism. There
are many professional doctors in Thailand, providing innovative technology in
medical treatment and service, and the doctors who have foreign trained experience
can speak English to communicate with the patients. The second advantage is the low
cost of the treatment. Along with other Asian countries like Singapore, Malaysia and

3

India, which account for 90% of Asia's medical tourism market, the medical
treatment cost in Thailand is much cheaper and reasonable and many patients from
the Middle East and the US are willing to choose Thailand to get medical treatment
and service in Thailand because of this reason. (Cortez,2008) Moreover, Thailand is
known as a world class tourism destination and over a million foreigners plan their
medical trips in Thailand to come sight-seeing while receiving medical treatment.
Thailand has gained a good reputation as a high-quality and reliable medical tourism
destination (NaRanong & NaRanong,2011).
Tourism Authority of Thailand (TAT) has actively supported Thai medical tourism
for many years, including the website and many international conferences to promote
Thailand to the global leaders in medical tourism. Thai medical tourism has
continuously implemented effective marketing programs. The website which was
created by TAT provides many useful healthcare and medical service information for
international patients travelling to Thailand. It also conducted a medical tourism blog
contest to promote the personal medical tourism experience in Thailand. As an
important sector of Thailand's medical tourism industry, the cosmetic tourism has
become key to the market. By the TA T's estimate, average spending on cosmetic
surgery in Thailand is 130,000 baht during a stay of seven days. Tourists from many
countries love to get laser treatment and Botox injections in Thailand, and customers
from the Middle- East, Russia and China are beginning to trend to come to Thailand
as well. The TAT' s deputy governor for tourism products and business, Vilaiwan
Twichasri, said cosmetic surgery is very popular among Chinese tourists now because
of the short distance and low price (Kim&Nuntasaree&Aswin,2013).
The following figures show the number of the international patients treated in
Thailand and its neighboring rival countries during 2002 and 2003. In 2002, Thailand
invited 632,320 foreign patients, several times more than its rivals in the region.
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Figurel.1 Percentage of Total Global Cosmetic Surgery Procedures by
Countries(2011)
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In Thailand there are many famous cosmetic clinics and hospitals in major cities
throughout Thailand, including Bangkok, Pattaya, Phuket and Chiang Mai. The total
numbers of plastic surgeons is approximately 250 and most of them are Thai-board
certified in plastic surgery and cosmetic surgery (Awadzi,2005). Moreover, many
famous hospitals such as Yanhee hospital and Bumrungrad hospital, list the prices for
various surgeries on their websites. Customers can check the price before they leave,
and the prices are in USD and Thai Baht. Usually the hospitals and clinics offer
packages to the medical tourists which include everything medically, while many
clinics also take care of taxis, food, hotel and sight-seeing trips in the package.
(Ramirez,2007) Most Thai doctors have their own websites and email addresses
where the customer can communicate with them from long distances and after they
make the decision, the clinic can arrange the trip for the tourists. They send someone
to pick up tourist at the airport with free transportation and when the customer comes
into the clinic the professional translator can assistance them, although most Thai
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doctors speaks English. Moreover, after the recovery period the clinic and hospitals
arrange trips for the customers where a guide takes the customer to enjoy sight-seeing
and shopping trips. At last for the walk in customers, the clinics and hospitals usually
arrange consulting with doctors in the morning and so surgeries typically take place in
the afternoon. This saves time for the customers and makes for shorter the waiting
time (Roselli 2006).

Yanhee Hospital which is one of the most famous cosmetic surgery hospitals in
Thailand will undergo a 1.25 billion baht rebranding plan to diversify away from its
current focus so it can focus on the cosmetic medical treatment and services. The
hospital is currently the market leader in cosmetic surgery tourism industry in
Thailand, but will broaden its offerings to include other extensive medical services
due to tougher competition. The surgeries included at the hospital are as follows:

Table 1.3 List of Main Cosmetic and Plastic surgeries provided by Yanhce
Hospital

Name of the Surgeries
Abdominoplasty

Explanatory of Surgeries
Designed

to

firm

and smooth the
appearance of the abdomen. The procedure
removes excess skin and fat and may also
tighten the muscles of the abdominal wall.

BleQharQplasty
Breast Lift: Breast lift

Eyelid Surgery
Breast lift, or mastopexy, is a surgical
procedure to raise and reshape sagging
breasts. Mastopexy can also reduce the size
of the areola. If your breasts are small or
have lost volume - breast implants inserted
in e-0njunction with mastopcxy can increase

both their firmness and their size.

-Continue ... List of Main Cosmetic and Plastic surgeries provided by Yanhee Hospital
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Continue ... List of Main Cosmetic and Plastic surgeries provided by Yanhee Hospital

Name of the Surgeries
Breast Reduction

Explanatory of Surgeries
most mastectomy patients, breast
reconstruction dramatically improves their
appearance and quality of life. The latest

For

medical techniques and equipment make it
possible for surgeons to create a breast that can
come close in form and appearance to that of a
natural breast
Cbin Augmentation

A chin augmentation is a surgical procedure to
enhance or reshape the size of the chin by
reshaping

existing bone
prosthetic chin implant.

Face Lift:

or inserting

a

A facelift will help erase the years by
tightening the skin around your neck and face.
It also removes deep creases especially around

the nose and mouth that are common with
aging. It results in a younger, fresher looking
face with tighter skin tone that lasts 5 to 10
years.
Facial Implants

Facial implants add definition to key features of !he
fuee and can help the ovemll >)'IIlmetry and
proportion to create bctkr balance. This proc-edure is
also known as Facial C-0ntouring or Chin I Cheek
Augmentation

Source: Yanhee hospital of Thailand
(http://www.vanhee.net. Access on:l 1,Sept,2013)

1.1.3 Overview of Cosmetic surgery tourism in China
Cosmetic surgery has become increasingly popular in the western countries. Many
Chinese women are going to the cosmetic surgeon to get the affordable surgeries.
Chinese people are tending to think that good looks may bring them good luck and
opportunities in their career and marriage. There is a long history of cosmetic surgery
in China. Many Chinese consumers cannot wait to undergo cosmetic surgery to
satisfy their self-esteem. According to the research of the China Plastic Cosmetology

7

Committee there are more than 10,000 medical institutions carrying out cosmetic
surgeries in the whole country (Chen,2004).
Cosmetic surgery in China is a booming industry. It's an affluent market to mix travel
and medical tourism. Cosmetic surgery is a $2.5 billion a year industry in China, and
it is growing at a rate of 20% a year according to the official Xinhua News Agency.
The No. 9 People's Hospital in Shanghai, which is the best cosmetic hospital in China,
performed 25,000 cosmetic operations in 2003, a 25% increase from the year before,
and 3.4 million cosmetic surgeries were reported in 2010 (Chen,2004). The
International Society of Aesthetic Plastic Surgery (ISAPS)'s report shows that China's
cosmetic surgery operations amounted to more than 3.4 million cases from 2009 to
2010. Of the total number, 1.8 million cases were surgical operations and the rest
were non-surgical cosmetic procedures, such as Botox injection (Women of China,
2012). The number of certified cosmetic surgery clinics has reached 34,000 in China
and in the past years, similar to the Clinic named Dreaming Girl's Fantasy, they are
popping up all over the place. China has become the biggest cosmetic surgery market
in Asia. With the rising health awareness and growing disposable incomes in China,
according to data collected by the All-China Women's Federation, cosmetic surgery
was a 300 billion Yuan industry in 2010 and the medical and wellness tourism grew at
9% in 2011. An increasing number of Chinese tourists choose to receive medical care
and treatment outside their country. China has become the world's third-largest
market for cosmetic surgery, following the United States and Brazil, with more than 2
million operations annually and the number of operations are doubling every year.

The reasons why the Chinese are so obsessed with cosmetic surgery are shown below.
The younger generation is a huge part of the cosmetic surgery, they prefer to have
good looks in order to get a good job, find a boyfriend and even increase their
self-image. (Sethna&Doull,2000) Now cosmetic surgeries with students has increased,
celebrities have started to get work done, it has become a gift for graduation,
Valentine's day or women's day. Some special cases of cosmetic surgeries include
couples who want to look alike, another reason is the increasing income of the people
8

in China, especially the middle class. Cosmetic surgery has become to the 4th most
popular way to spend discretionary income in China after houses, cars and travel. The
chief executive of Chinese lifestyle magazines Huang Huang said that Chinese
women always care about their beauty and emphasized appearance (Yardley,2004).

The trend for the 20 to 35 year old age group is that they are interested in nose jobs,
eye surgery, chin augmentation and jaw surgery. Another group, the over 40 females,
are interested in anti-aging procedures, getting injections of serum like Botox to
anti-age and cutting-edge wellness therapies (Arnold, 2012).

Tablel.4Countries by total number of procedures

Rat1k
1

U.S.

2 Brazil
3

China
4 Japan
5 Mexico

6 Italy
7 South 'Korea
8
9
10
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12
13
14
15
16
17
18
19
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India"
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Germany
Colombia
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Turkey
Russia
Canada

United Kingdom
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Gree;;:e
Venezuela

Thailand
Argentina

22 Saudi Arabia
23
24
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104,767
104,223
81,893
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4.7%

494,731

73,706

1.2%
0.7%

1,094,146
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415,140

46,962
40,427

17.2%
14.2%
6.5%

24.1%
6.5%

7.6%
7.0%

S.0%

388,440

4.1%

391,58&

3.0%
3.2%
2.9%
3.3%
2.0%

274,792
248,247
228,255
159,629
151,020

5.9%
4.7%
4.7%
3.3%
3.0%
2.7%
1.9%
1.8%

1.6%

161,378

1.9%

1.6%
1.3%
1.5%

125,169
139,239
116,343

1.7%

1.1%
0.9%

108,903
82,065
61,027
80,555
59,594
70,254
67,698
55,109
53,644

V3%
0.9%

0.6%

46,343

0.1%

43,258

0.7%

1.5%
1.4%
1.3%
1.0%

0.7%
1.0%
0.7%
0.8%
0.8%
0.7%
0.6%

f!anl\

!n

Total
J>rocedure<

3,105,246
1,447,213
1,050,860
952,651
794,567
704,910
649,938
466,231
455,296
415,448
371,507
276,123
266,146
229,392
221,132
211,406
181,811

142,394
142,185
136,197
133,300
117,216
108,124
101,452
96,902

2010

21.1%
9.8%
7.1%
6.5%

5.4%
4.8%
4.4%
3.2%
3.1%
2.8%
2.5%
1.9%
1.8%
1.6%
1.5%
1.4%
1.2%
1.0%
1,0%
0.9%
0.9%
0.8%
0.7%
0.7%
0.7%

•1N.fia's estimated oomber of plastic sur£"ons was ptO\l!dlxl t.,· their NatloMI Sociefy for this ye~r's study. Thetr pt0'1l<kd «».mt of (;SS Is
mat<!tlal!y diffl>'f;nt than the 2,000 p1;!.1tk su•a~ th<it Wi!\'e estimat~d fot thiS study 111 pj"lor ye1m.

1

2
3

4
6
7
8
5
9

11

10
13

12
14

15
16
19

20
17

22
18
23
21

~1

Source: ISAPS International Survey on Aesthetic/Cosmetic Procedures Performed in
2011(http://www.isaps.org/Media/Default/global-statistics/ISAPS-Results-Procedures
-201 l.Pil_f) Retrieved on 23, May,2013
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South Korea's cosmetic surgery market is in hot demand by the cosmetic tourists
from China to take advantage of their neighbor's high-end facilities and well-trained
doctors. Most people in this group are willing to pay large sums of money for
overseas consultations and surgeries, and they also spend money on the services of
interpreters, tour guides and other additional expenses. (H unter,2007) China has a
very big potential market and a huge demand of the cosmetic surgery tourism based
products and services. And Thailand, as a professional supplier in the international
medical tourism industry, has a significant advantage. Moreover, Thailand has a very
special location that is close to China and very easy to access. This report will more
deeply research the topic to get reliable information about the Chinese demand to
come to Thailand for cosmetic surgery and other services which fall under the
category of medical tourism in Thailand and give some useful advice to the Thai
authority to help give more comfortable and professional service to the Chinese
tourists, satisfy their needs and wants, and in other words create a strong image for the ·
Thailand Wellness tourism market and help gain more new tourists and loyal tourists.

1.1.4 Overview of the Specific region (Kunming)
Yunnan is a province of the People's Republic of China, ·1ocated in the far southwest
of the country. It spans approximately 3.94,000 square kilometers (152,000 sq mi) and
has a population of 45.7 million people in 2009 (Yunnan Travel Guide). The capital
of the province is Kunming, formerly also known as Yunnan. The province borders
Myanmar, Laos, and Vietnam. Kunming consists of an old, previously walled city, a
modern commercial district, residential and university areas. The city has an
astronomical observatory, and its institutions of higher learning include Yunnan
University, Yunnan Normal University and a medical college. On the outskirts is a
famed bronze temple, dating from the Ming dynasty. Its economic importance derives
from its geographical position. Positioned near the border with Southeastern Asian
countries, serving as a transportation hub in Southwest China, it is linked by rail to
Vietnam and by road to Burma and Laos. This positioning also makes it an important
trade center in this region of the nation. The specific location of Yunnan made it
10
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become to the hub of China to Southeast Asia. It only takes two hours to fly from
Kunming to Bangkok, which can be an important issue to the people from Yunnan to
choose Thailand to do surgery and also to travel.

According to the research, the most popular cosmetic surgery in Kunming is eyelid
surgery and breast implants, the normal price of eyelid surgery is around I 000 to 2000
USD, and price for breast implants is between 4000 to 7000 USD.

Figurel.2 The map of Yunnan Province

Sources: (http://www.travelchinaguide.com/map/yunnan/, 09,Oct,2013}

According to the published statistics, Yunnan's urban residents' disposable income
last year was 210, 74.5 Yuan. In first three quaiiers of this year, Yunnan's urban
residents' income arrived at 17, 129 Yuan, growing I 0.1 % compared with the same
period in last year. Jn 2011, 1.7 million Chinese tourists travel to Thailand and
reached to 2.2 million in 2012. Yunnan as one of closer province to Thailand many
tourists coming to visit and the numbers are keep growing.
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Related experts reminded that this growth rate of the Yunnan province is merely in
line with the national average growth level. Yunnan does not have more growth
advantages than other provinces and municipalities nationwide. Overall, there is still a
big gap in urban residents' disposable income between Yunnan and other developed
provinces and municipalities.
From the research of the Kunming medical University relating to the situation of
Cosmetic Surgery in Yunnan, it seems that its growing very well but in fact it has
many potential problems.
First of all, most of the cosmetic surgery hospitals and clinics are located in Kunming
which is the capital city of Yunnan, and in other cities of Yunnan it's hard to find
them.
Second, compared with the development of the cosmetic surgery industry of China.
The reality of the cosmetic surgery industry makes more patients in Yunnan choos.e to
go to other provinces to get treatment or even go aboard. But also it creates a big
potential market in the Yunnan province because of the real situation and the need for
change.
There are not many cosmetic surgery hospitals and institutions in Yunnan but they
includes two categories, the public sector and the private sector. There are 4 famous
hospitals all over the province, Huamei cosmetic surgery hospital, Dahua cosmetic
surgery hospital, Wushi cosmetic surgery hospital and Yanan JCI international
cosmetic surgery clinic (Wenku,2012).

In general, the customers who are willing to chose a famous hospital to get the
surgery choose them because of these three main points: the hospital's reputation,
doctors' ability and the price, especially in Yunnan province. Kunming is the capital
city of Yunnan, and the most famous hospitals are here. People come to Kunming to
get surgery instead of the cities where they live. But in the Yunnan province, people's
incomes are less than then most other provinces in China, and the cost of cosmetic
surgery is normally a big amount, so when they chose the hospital they are more
sensitive to the price in the decision making process.
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1.2 Statement of the Problem
Thailand already has a good reputation m the medical industry, and has many
advantages such as many hospitals providing quality surgery and services to the
patients, professional service providers and language users, advanced facilities, and
reasonable prices. All of these factors .can be the reasons which attract visitors to
come to do cosmetic surgery in Thailand. In China, with the economic growth, it has
caused many people to be willing to spend money and travel abroad to do cosmetic
surgenes. Yunnan still has many shortages such as a lack of famous doctors and
surgeons, a lack of new advanced facilities and infrastructures, a lack of new
technology, a lack of standards for the industry, a lack of professional nurses and
other human resources, and a lack of clear regulation mechanisms. Thailand has
already become a popular tourism destination for Chinese travelers. Chinese markets
can be a ·selling point or major marketplace to promote Thailand's cosmetic surgery
tourism. The Yunnan province is the one that is the most close fo Thailand. The
location is very important and special. Thailand can take this as a significant
advantage. However, it's not easy to know the markets and visitors preferences,
especially in the concept of "cosmetic surgery." There is still a lack of info1mation
about them, for example, which kinds of cosmetic surgery do they like to do, how
much money are theiwilling to spend and which kinds of services do they like most.
So, the main study point of this research is to find out the factors which affect medical
tourists from Kunming to choose Thailand a their cosmetic surgery tourism
destination, and their preference on the medical service providers. Moreover there is
lack of related research undertaken previously, this study attempts to fill the gap.

1.3 Research Objectives
The major objective of this research are to study the awareness of Thailand's cosmetic
surgery tourism in Kunming residents, their attitude, wants and needs for cosmetic
surgery tourism in Thailand. And study the factors affecting residents of Kunming in
their selection of Thailand as the destination to perform cosmetic surgery, the five
factors including "reasonable service price", "Quality of medical treatment and
13

service"; "Internationalism"; "Side trip for recreation"; and "positive image of the
destination".

1.4 Scope of the Study
The main respondents of this study are the residents from Kunming who are willing to
take part in cosmetic surgery tourism and cosmetic surgery patients in Kunming.
Moreover, according to the study of The International Society of Aesthetic Plastic
Surgeons (ASPS), 95% of patients are female. So the target population in this study
are females who are willing to come to Thailand to undergo cosmetic surgery tourism.
The independent variables include the following items:
1) reasonable service price 2) qua) ity of medical service 3) internationalism 4) side
trips for recreation 5) positive image of the destination. And the dependent variable is
the "selecting Thailand as the cosmetic surgery procedure destination." The research
will choose one city as the target city, Kunming. Kunming as the capital city of
Yunnan has the most well-known hospitals. It's easy to research them by using a
questionnaires, the questionnaire will be delivered to the people of different ages and
different occupations and different educational backgrounds and different incomes.
The total questionnaires distributed will be 400.

l.5 Limitations of the Study
The study will focus on Kunming, but as we know Yunnan is a big province with a
large population so it's not easy to identify the target population to do the research.
They are many differences between people in a province even in the same city. Their
lifestyles, behaviors and habits are different. When conducting the questionnaire the
data collection may not stand for the whole population. Besides, Chinese people are
conservative and they don't like to share their real opinions of their private life, in
most Chinese people's minds cosmetic surgery is a very personal thing and they may
not tell the truth in the questionnaire, and The respondents may misunderstanding the
questionnaire. So the questionnaire's validity is not easy to control. Lastly, the study
aims to understand the attitudes of the people, it varies by time so the study can only
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used in a short time range, after several years the findings of the study may not be
reliable or accurate, requiting further research.

1.6 Significance of the Study
The study focused on the Chinese market especially in a specific city, the research
from their behaviors, habits and other useful information provided results of their
attitudes and willingness to come to Thailand to do their cosmetic surgery. According
to the study, the travel agency can adopt information and arrange some special
package tours if needed to attract the cosmetic surgery tourism travelers, and it will let
the authorities or the operators in the industry know more about the customer's
attitudes and have a better understanding of the customer preferences and then
according to the study results special marketing plans or treatments plans can be
arranged to satisfy them and even attract more tourists from Kunming, even using the
finding to explore the cosmetic surgery tourism in China.

1. 7 Definition of Terms
•

ASP A: American society of plastic surgeons.

•

Cosmetic surgery: Traditionally defined as the movement of patients from one
location to another to undertake 'aesthetic' medical pro.cedures. The surgeries
includes breast, face and liposuction parts.(Reisman 2010)

•

Cosmetic surgery vacation: Travel abroad to get cosmetic surgery while having
a vacation at the same time. (Brown&Furnham&Glanville&Swami,2007)

•

Internationalism: Wide use of English and other interpreters to support the
service, well-trained employees treating patients by using proper manners and
respecting their own cultures.

•

!SAPS: The International Society of Aesthetic Plastic Surgeons.

•

Medical tourism: The act of traveling to other countries to obtain medical,
dental, and surgical care.( Lawthaweesawat,2009)
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•

Positive image of personal and social skills: The service providers have

friendly and helpful personalities, which let the patients feel like they were at
home and in a good mood to get the medical service.
•

Quality of medical service: The quality of medical care provided to Medicare

beneficiaries.(Lawthaweesawat,2009)
•

Reasonable service price: Price that provides the best total value comprising of

availability, delivery time, fitness or purpose, payment terms, quality, quantity,
and service.
(From:http://www.businessdictionary.com/definition/reasonable-price.html.
Retrieved on 05,Sept,2013.)
•

Side trips for recreations: The clinics and hospitals providing tour packages to

the patients after surgery.(Yiamjanya,2004)
•

Selection of Thailand as a cosmetic surgery.vacation: Selection of Thailand as

cosmetic surgery tourism destination, perform cosmetic surgeries and enjoy
vacations. (Yiamjanya,2004)
•

TAT: Tourism Authority of Thailand
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CHAPTER II
LITERATURE REVIEW

This chapter aims to display the theories which are related to the independent and
dependent variables. It includes an explanation of the theories in summaries and also
discusses the conceptual framework.

2.1 The Definition of Cosmetic Surgery Tourism
Gimlin (2000) used the term "tourism" to explore cosmetic surgery tourism, and
defined the travelers as "patient-tourists," in recognition of their dual role as
individual travelers seeking medical treatment and visitors to destination countries. In
scholarship on medical tourism, some have objected to the term "tourism" to describe
people who aim to seek fertility treatments or other types of medical services. Gimlin
(2000) also used the terms tourism and patient-tourists to emphasize the international
travel aspect of cosmetic surgery tourism, the elective nature of the cosmetic surgeries,
and the cultural fantasies about destinations that may affect travelers' expectations of
their selections of the cosmetic surgery destinations.
Medical tourism is generally delineated into three broad types: cosmetic, dental and
general. Cosmetic surgery is a very important component in the medical tourism
industry. (Burkett, 2007)" mentioned Cosmetic surgery is performed to improve the
appearance, rather than for medical reasons. Cosmetic surgery is surgery which makes
a person feel better about their appearance. Cosmetic surgery aims to improve the
aesthetic appearance of a person, while plastic surgery may include this, or just the
reconstruction (reconstructive surgery) (Roselli,2006). However, the definition of
medical tourism is when a patient moves from highly developed countries to other
areas of the world to get the medical treatment and medical care at a lower cost but
with higher quality. Medical tourism is different from the traditional model of
international medical travel; while the traditional model is in terms of medical tourists
who generally journey from less developed nations to major medical centers in highly
17

developed countries for advanced medical treatment and service that is unavailable in
their own communities. Services typically sought by travelers include two parts,
elective procedures and complex specialized surgeries like joint replacement
(knee/hip), cardiac surgery, dental surgery, and cosmetic surgeries.(Cook,2006)
Individuals with rare genetic disorders may travel to another country where treatment
of these conditions is better understood. On the other hand, virtually every type of
health care, including psychiatry, alternative treatments, convalescent care and even
burial services are available.
The major aim of reconstructive plastic surgery is to improve functions. But it also
includes trying to approximate n_ormal appearance, however, that is the minor
function. Reconstructive plastic surgery is often referred to as simply reconstructive
surgery. Some parts of the world are trying to separate cosmetic surgery and plastic
surgery into different functions. (Jones,2008) Cosmetic surgery can be separated in
terms of elective surgery or non-essential surgery, and the surgery which the patient
chooses to have but does not need to have. Plastic surgery is separated in terms of the
surgery· to reconstruct or improve functions and appearance after injury or illness
(Medical News Today,2012). Through the research it was found that cosmetic surgery
is a part of medical tourism (Connell,2011), which means it can become a selling
point in medical tourism and is also an attractive point to the visitors who are willing
to seek cosmetic surgery procedures in Thailand. Cosmetic surgery is more focused
on the change of appearance in this ways and the major patients are the people who
have higher incomes. As stated in the introduction, now in China the GDP is growing
very fast. More and more people have extra money and care about their appearance
and they are willing to do cosmetic surgery in China and aboard. The index shows
that the level of expense of cosmetic surgery paid for by the Chinese is growing year
by year, even the normal people and younger generations are willing to do it.
Moreover, now many young generations in China think good appearance can help
them to get a good job and boyfriends, which is why more and more people are
willing to do cosmetic surgery.
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2.2 The Rise of the Cosmetic Surgery Tourism
Travel for medical purposes is not a new phenomenon but the global growth of
medical tourists, health professionals as well as medical technology, capital funding
and regulato1y regimes across national borders has given rise to new patterns of
consumption and production of healthcare over recent years (Kerr, 2006).
The significant new segment of healthcare and medical tourism has involved the
movement of patients across borders in the pursuit of medical treatment and service.
The treatment and services may span the full range of medical services, but most
commonly includes dental care, cosmetic surgery, elective surgery and fertility
treatment. There has been a shift towards medical tourists from richer, more
developed countries travelling to less developed countries to access healthcare and
medical service, most of them driven by the low treatment fees, convenient
transpo1iation and internet sources of information
(Lunt&Smith&Exworthy&Green&Harsfall, 2010).
Jn many countries, governments are working hard to bolster their medical tourism
industry. Some countries such as Thailand even market procedures performed in
resort-like settings, encouraging patients to combine a vacation with cosmetic surgery.
And another important reason is traveling abroad lets patients recuperate privately,
without

anyone

at

home

knowing

that

they've

had

cosmetic

surgery

(Franzblau&Chung,2013).
It's not a secret that many people are not satisfied with their bodies and are looking
for

cosmetic

surgenes

at

a

highly

increased

rate

all

over

the

world.

(Brown&Fumham&Glanville&Swami,2007). Also, cosmetic surgery helps people to
improve their appearance and in the mean time it's a way to give people a new
self-confident lifestyle
An important factor for the increase of cosmetic surgery is that contemporary
medicine is now used very widely, it is not just used to treat illnesses and help
patients to survive, but also to ease human suffering in all its forms and improve the
quality of human life on the whole (Donatas, 2007). So more and more people choose
to take advantages of the achievements in cosmetic surgery, looking good and
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young.(Horowitz&Jones,2007) Jn China, people are richer than before and have more
income to spend. Getting cosmetic surgery has become a way to get a quality lifestyle,
and the trend is increasing widely all over the country.

2.3 The Cosmetic Surgery and Medical Tourism Interactions
Medii:al tourism in terms of what has been applied to the industry combined medical
treatment and services and tourism motivations, not clear} also medical tourism is a
term used to describe the growing number of people who are traveling internationally
to get medical service and health care and is defined as travel for the purpose of
improving one's health· outside of one's usual health care environment (Bookman,
2007). Henderson (2004) thinks medical tourism as part of health-care tourism and
cosmetic surgery as a component in it shows that health tourism is the primary
motivator for specific forms of special-interest tourism. Connell (2006) defined the
medical tourism industry as the combination of medical services and tourism industry,
the surgery or treatment is a factor to attract visitors to come to the destination, no
matter for the health care or some specialty surgery. Nowadays, people are not
focused on their bodily health but are also concerned about their outside appearance,
so offering tourism activities while taking the surgery will become a new trend.
Cosmetic surgery tourism is a rapidly growing phenomenon, part of the broader trend
in health, medical or wellness tourism (Reisman,2010).Pitts (2007) defined cosmetic
surgery tourism as the tourists traveling in order to undergo cosmetic surgery, it's part
of the growing trend known as medical tourism. Although cosmetic surgery tourism
can happen within a country, but it is generally conceived of as involving
international travel.( Gimlin, 2000). Cosmetic surgery as a part of the medical tourism
can be defined as a factor to attract the tourists who have special interests to become
medical tourists in Thailand. In recent years, more and more, 'Medical Tourists' are
travelling for cosmetic surgery. (Jyotstna,2010) Traveling for medical care is nothing
new, in the past people were more likely to travel from poor countries to get
higher-quality healthcare and medical treatment in wealthier countries, but nowadays
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more patients are traveling to the developing countries to access less-costly medical
services and surgical procedures. (Edmonds,2007) The main reason of rise of
cosmetic surgery tourism is because the cosmetic plastic surgery procedures aren't
covered by insurance and getting the surgery in the less developing countries is a wise
way to save money and obtain quality services. Medical tourism is growing rapidly in
many less developing countries such as India, Mexico, Dubai, South Africa, Thailand
and Singapore. Prices for cosmetic surgery in these countries are typically much
lower than the home countries, even after the costs of airfare are factored in. In
addition,

having

an

operation

overseas

can

be

much

less

expensive

(Franzblau&Chung,2013 ).

2.4 Cosmetic Surgery and Patient Selection
There are unique challenges to cosmetic surgery patient selection, according to
Aaker(l 992) an important attribute is one that offers an important benefit towards the
satisfaction of consumer needs, in order to get the satisfaction the cosmetic surgery
willing to selection the surgeon and destination very carefully. However, in reality
cosmetic surgery tourists face a more complex situation when making a choice, such
as lacking of information and lacking of communication with the surgeons and
hospitals. The consumer purchase decision making according to the inforrnation
already obtained, then select a product that feels satisfy their need and buy it. (Jeddi &
Atefi,2013). Before the cosmetic surgery tourists selection·making they use many
mays to collect information, this information can be internal and external. And many
factors that influence their decision making, the main is obtain the best quality, satisfy
wants and needs. Cosmetic surgery tourists behavior is different in different people,
because people have different desires and needs.

2.5 Literature supporting independent and dependent variables
2.5.1 Reasonable service price
Medical tourism has become a trend among the world, the patients travel abroad to
search for high quality medical treatment and services in low-cost countries.
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(Connell,2011) Cheaper medical treatment and service cost is one of the most
important reasons to motivate the patient to travel from developed countries overseas
to get medical treatment. Medical tourists are choosing their medical needs primarily
because of "Price", so cheaper medical treatment can be found in several emerging
medical tourism destinations worldwide. The reasonable service price is defined as
the cost saving opportunity to get affordability of medical treatment and services in
Thailand (Clmble,2013). The price of plastic and cosmetic surgery are highly
different between countries and have very significant affects to the decision making
and choosing service providers and destinations (Hunter,2007). Motivation for
cosmetic surgery tourism is a common topic and the reasons for cosmetic surgery
tourism include low cost medical care, delayed services in the country of origin, and
the inability to obtain specialized care in the resident country; (Martin,2009) the low
cost medical services is the most important reason of all (Bookman,2007). The cost of
cosmetic surgery are vary from country to country due to living costs, medical
treatment costs, popularity and other relating factors (Tapachai &Waryszak,2000).
Comparing with China, Thailand has a very significant advantage in "Price". The
table 2.1 below shows the cosmetic surgeries' price between China and Thailand. As
we can see from the table of most of the surgery costs, most of the prices in Thailand
are cheaper than China. If we compare it with other countries such as South Korea
and Singapore, Thailand is much more cheaper than these countries. For the
customers who are willing to do cosmetic surgery aboard the price can be a very
important issue when they choose the destination, except the price of the surgeries
and the prices for medicine, drugs, and most of the operations in Thailand are lower
than prices in developed countries and China. Although the medical tourist nonnally
has more to spend on accommodations, food and transportation, while in Thailand
most of the surgeries listed are package prices that include your hospital room,
nursing care and meals, and the additional fees are reasonable. As was provided in
chapter 1, Yunnan had a growing economic rate in 2012 but it was still lower than the
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average of China. Therefore, the price of the surgery can be an important issue when
they chose Thailand as the destination
Table2.1 The Cosmetic surgery price in China and Thailand
--

Country

THAILAND

Local Currency

USD

CNY6990

$1075

THBIS,000

$590

Tummy Tuck
CHINA

CNY12,850

$1975

THAILAND

THB99,000-120,000

$3260-3950

Breast augmentation
CHINA

THAILAND

CNY9430-12,200(with

$1450-1875(with

implants made in China

made in China

THB95,000-250,000

$3130-8230

implants

Rhinoplasty (nose augmentation)

CHINA

CNY6990

$1075

THAILAND

THB20,000

$660

Liposuction

CHINA

THAILAND

CNY2280

per area us mg $350

Ultrasound

Ultrasound

THB50,000 per site

$1650

Face lift

CHINA

CNY24,400 (including neck $3750
lift)

THAILAND

per

THB60,000(forehead lift)

$1980

THB95,000(mid-facelift)

$3130

THB60,000(neck lift)

$1980

Continue ... The cosmetic surgery price in Thailand and China
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area

us mg

Continue ... The cosmetic surgery price in Thailand and China

Remark
CHINA

General an aesthesia at$325 (CNY2 l l 0) and hospital room
at$22(CNYJ40) and $45(CNY290) per day

THAILAND

All price are inclusive of surgery fee, doctors' fees,
medicines, nursing and accommodation and food

Sources: Cosmetic surgery abroad price list
(http://www.m ed ical-tourism-in-th ail and .co mlcheap-cosm eti c-su rgery-ab roa
d-price-list.html. 11, Nov,2013)
Moreover, favorable exchange rates and lower prices for medical procedures are
important Cosmetic surgery tourist motivators, it makes the surgery accessible for
those who cannot afford these procedures in their home countries (Roselli,2006).
Recently, the currency rate has been more beneficial to the Chinese customers who
come to Thailand. The Chinese customers can spend less money to get quality service
and surgery, which means they enjoy the reasonable margin. The table 2.2 shows that
from beginning of 2013 the exchange rate of the Thai baht was favorable to the
Chinese, almost reaching to 1:5.5 and the trend is continuing until now.

Figurel.3 The exchange rate for THB and CNY in 2013

Thai Baht {THB) To Chinese Yuan Renminbl (CNY) 2013 History
D.2J
0.20
0.20
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2.5.2 Quality of medical service
Horowitz (2007) classified the quality of medical care as affecting factors to choose
the international medical tourism destination. The Institute of Medicine defines
healthcare quality as the extent to which health services provide care to individuals
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and patient populations to improve desired health outcomes. The quality and
cleanliness of Thai hospitals and the quality of the health care they provide is quite
good and probably much, much higher than you imagine.

Table2.2 The six aims of the institute of medicine
1.

Safe A voiding preventable injuries, reducing medical errors

2.

Effective Providing services based on scientific knowledge (clinical
guidelines)

3.

Patient centered Care that is respectful and responsive to individuals

4·.

Efficient Avoiding wasting time and other resources

5.

Timely Reducing wait times, improving the practice flow

6.

Equitable Consistent care regardless of patient characteristics and
demographics

Source: Pelletier,LR.&Beaudin,CL PhD.(2008) Solutions: Essential Resources for the
Healthcare Quality professional, Second Edition, Glenview, IL: National
Association for Healthcare Quality, Vol.18(2).89-91.

As cosmetic tourism is a part of medical tourism, the patients have more concern
when they choose the hospital. According to the theory, first they think about safety,
and if the surgery can bring them beauty (NaRanong,2011). But they also care about
the outcome, whether it is haimful to their health or not. And a hospital or clinic also
should have a guideline to let the patients have a sense of trust, besides qualifications
of the doctors will be another very important issue when patients choose a hospital
and clinic.(Rust, 1994) (Burkett,2007) Pointed that a warm and friendly environment
will give the patients a very good feeling when they come to the hospital. Quality and
service are factors played up in promotional materials, as might be expected. Plush
hospitals/hotels, standards of care, training of surgeons (Western training is usually
emphasized), and aftercare are all key elements of service (Holiday,2011 ).
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The quality of cosmetic surgery in Thailand spreads through word of mouth from
person to person (Connell, 2011). Thailand has these advantages, and most of the
hospitals and clinics have professional hospitality management methods to provide a
very helpful and useful treatment environment to the patients. This lets the patients
have a very relaxed and happy mood when they get into the hospital and clinic.
Moreover, in Thailand there is no need to wait in a long waiting list, the patients can
see the doctor immediately and arrange the surgery on another day. This helps the
patients save a lot of time. At many private Thai hospitals there's no waiting to see a
doctor -

even a specialist. At last the professional doctor can make meetings and

consultations with the individual, in this way it comes to protect the privacy of the
patients and also gives the proper and suitable surgery plan to each patient.

2.5.3 Internationalism
Many doctors with international qualifications and western experience are adve1iised
to make potential tourists feel more comfo1iable. The medical staff at the medical
facilities should be first class so as to maintain high quality service. Ideally, they
should be fluent in at least two languages (e.g. English and Spanish) since they will
deal with people from different countries (Goodrich, 1993). A conceptualization of
medical tourism by Miller (1996) indicated that the communication channel is an
important medial tourism related issue between medical tourists and the medical
tourism destination. (Corrnany&Baloglu,2010) defined the communication channel
includes websites, biogs, other social networks and also the staff and service
providers in the hospital.

In Thai land, most of the doctors have international qualifications so the quality of
surgery shouldn't be an issue for the patients, besides when the international patients
come to the hospital there are many skilled nurses who can speak English with the
patients. Moreover, many hospitals and clinics have professional translation services
for the patients so the patients don't need to worry about communication problems.
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2.5.4 Side trips for recreations
A tourist attraction is a place of interest where tourists visit, typically for its inherent
or exhibited cultural value, historical significance, natural or built beauty, or
amusement opportunities. Thailand, as a world famous travel destination, has its own
attractions to the visitors, famous for the beautiful beaches and natural mountains.
Besides, the patients can arrange a tour by themselves or by the hospital (clinic) to
take some trips in Thailand after the surgery is complete. This can also be a good
opportunity to get out during the recovery periods. Cosmetic surgery tourism works
not only for surgeries and medical services, but it's now possible recruit the service of
an agent at 'home' (Holiday, 2011).
The package tours offered by the hospital and clinic and the holiday element arc
becoming impotiant issues in this emerging industry. The chance to travel to exotic
destinations is an additional benefit for several medical travelers (Connell, 2006).
Patients are seeking medical services and health care in popular tourist destinations.
Bookman&Bookman (2007) indicated that a specific location is advantageous in
promotion of cosmetic surgery tourism with sun, beach, and seaside attractions
ranking highest amongst medical travelers. In Thailand, medical travelers that
undergone non-major surgeries can enjoy a relaxing recovery in a beach resort.
Moreover, now in Thailand many hospitals such as Bangkok Hospital can aJTange the
surgery place according to the special needs of the patients, such as the surgery can be
done in Phuket and Koh Samui. Patients are choosing travel options which allow
them to obtain medical care, luxury treatment, and extra time for enjoyment
(Bookman, 2007). After the cosmetic surgery the patients can stay in the hotel to
recover and also enjoy their trip in Thailand. This also can be a win-win method, both
benefiting the hospital and the patients. It can be a selling point for Thailand's
cosmetic surgery market also.

2.5.5 Positive image of the destination
Tourism happens in the imagination as well as in actual Jived expenence.
(Tapachai&Waryszak,2000) Holiday (2011) said the destination we choose to go on
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holiday, including where we choose to go for surgery, draws upon those ideas and
images we already have about different places and cultures. So, the image of the
destinations may be the main driving element for choices about where to have surgery.
The theory of destination image has been modeled by (Rithie&Echter,1991). The
importance of a destination image is mentioned in several tourism literature reviews.
An image differentiates tourist destinations from each other and is an integral and
influential part of a traveler's decision process. (Gartner, 1993) In the specific context
of cosmetic surgery tourism, the image of the destination is a key role to drive the
tourists' decision making process (Holiday,2011). Many tourists will select a range of
destinations when considering where to go on holiday. The major element in the
decision making process is to select a specific destination and image of the destination,
(Baloglu&Brindberg, 1997) while it can be powerful where destinations have
memorable elements in the landscape that are featured as icons to promote awareness
and travel to the destination (Page,2003).
Thailand's potential as a world-leading tourism center appears increasingly assured as
it ramps up its destination offerings by adding numerous locations such as Bangkok,
Phuket, Koh Samui and Chiang Mai. The cultural and geographic variety of Thailand
is an advantage that the private and public sectors are beginning to leverage for the
benefit of Thailand's tourism industry (Bangkok Post, 2007). Thailan·d foreground the
beach and the sin as spaces of healing, beach evoke the idea of vacation and
relaxation and offset worries about risks and pain of cosmetic surgeries, from
(Holiday,2011) it is clear that clinics and hospitals use very specific forms of address
and constructions of place in an attempt to market and locate themselves in positive
image, place and surgery are here packaged together in ways to seek the high quality
and positive image to promote the cosmetic surgery destination and cosmetic surgery
tourism experience.
Thailand already has a very rich tourism resource and very positive images as a
popular travel destination. Moreover, Thailand is called the " land of smiles" and is
famous for the friendly locals and helpful professional tourism employees. Both of
these reasons can create a very strong positive image for Thailand. (Jeddi &
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Atefi,2013) emphasis that when cosmetic surgery tourists selection a cosmetic surgery
tourism destination, the image of the destination as a external influence factor to their
decision making process, such as the environment of the destination, the safety issues.
For treatment, when a patient chooses Thailand as their destination to do surgery the
first concern is the quality of the surgery for sure, but on the another hand the positive
image of Thailand can make the decision to chose this country more certain.

2.6 Previous Empirical Research and Methodology
Holiday (201l):Bikinis and Bandages: An Itinerary for Cosmetic Surgery
Tourism
This study explores the reasons and factors which drive the cosmetic surgery tourists
selection and the ways in which cosmetic surgery tourism become to be thought of
specifically as a tourists experience. In the study it finds out the sense of place,
constituted through culture and physical proximity or distance, "retreat", care and the
friendiness of the people are important elements to a successful cosmetic surgery
tourism experience and also the main reason the tourists select the destination to do
the cosmetic surgery while traveling. The willingness of a range of staff, cosmetic
surgeon, nurse, interpreters and tour guides all engage in successful emotional and
ae.sthetic labor are issues of cosmetic surgery tourists experience.

Kim&Nuntasaree&Aswin(2013): Lessons from Thai International Medical
Tourism: Its Market analysis, Barriers and Solution
This study focused on medical tourism in Thailand since the 5-year medical tourism
promotion plan was established by the Thai government in 2004. The research
analysis shows Thailand's medical tourism market, which is one of the most popular
and largest in the world in terms of the number of foreign medical tourists and
revenues. After a brief background on medical tourism in Thailand the researcher
used the SWOT analysis method to explore Thailand's medical tourism market.
Strengths include the effective marketing polices, the strong support of the
government, the use of high quality equipment, and the facilities and infrastructures
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of the hospital. Weaknesses are the language barrier between some of the patients and
doctors, and also between nurses and patients as well as the Jack of cooperative
teamwork and connections between public and private medical sectors, distrust on the
medical facility and service, no regular quality assessment programs for hospitals, and
a lack of internationally well-known hospitals. Opportunities include a globally
increasing senior population and the quick development of the technology of medical
equipment and methods. Threats come from the issues of uncontrollable global
factors and the high competition in the Asian medical tourism market. The research
shows the successful points in medical tourism in Thailand and it also provides the
following useful recommendations to help to remove the obstacles to development of
medical tourism in Thailand.

Lawthaweesawat (2009): Medical Tourism: Special Preference of Foreign
Tourists in Selected Hospital in Bangkok, Thailand
This study researched the specific preferences and characteristics of a sample of
foreign tourists and elements of medical tourism. After distributing the questionnaire
to 152 foreign tourists, the research reached the outcomes, and among the majority of
respondents selected, they said that Thailand was the preferred destination because of
reasonable costs of treatment, quality of care, ease and affordability of international
air travel, the issues of airpo1i pick-up services, vacations prior to surgery, local tours,
sight-seeing and shopping also influenced the tourists decision making but were less
important.

Pullawan (2000) Thailand, a beauty hub for everyone (Internationalizing Thai
Aesthetic Surgery)
The study aimed to understand the Thai aesthetic surgery industry and conduct the
ideas to help the industry get more attention by international medical tourists. The
researcher collected data by interviews, including 2 doctors, 2 former patients an 8
people who were interested in aesthetic surgery in different countries. After analyzing
the market by using the secondary data, the research fond the advantages of Thailand
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were it being seen as a Diamond of nation, and the advantages were, qualified doctors
and service teams, well equipped hospitals, clinics in good environments and lower
prices for the treatment and surgeries. But a Jack of high standards of international
hospitals and the language barrier were weakness of Thailand's esthetic surgery
industry. After all the data the researcher gave recommendations according to the
market mix.

Ricafort (2011) A Study Of Influencing Factors That Lead Medical Tourists To
Choose Thailand Hospitals As Medical Tourism Destination
Nowadays the medical tourism has become more and more popular all over the world.
Thailand is called " the medical hub of Asia" and is rapidly developing to a major
medical tourism destination in Asia. The study aims to explore the major factors
which drive medical tourists to chose Thailand as their destination. According to tlie
study there are many factors which impact medical tourists preferences, which
include the hospital which provides advanced facilities and excellent medical
treatment, offering good service and outstanding care to the patients, accepts
insurance plans and has affordable medical treatment, the hospital has an international
accreditation and has convenient transportation for the patients and low travelling fees
from their home country. Moreover, the hospital is located in a famous city and has
nearby attractions and shopping centers, and after the medical treatment hospitals and
clinics offer affordable travel tours, which are influential factors. The MANOVA was
used in order to test the relationships between the independent and dependent
variables. After the study the researcher gave some useful recommendations
according to the findings, the hospital should focus more on the development of the
quality of the staff including the doctors, nurses and other employees, and the quality
of the medical care procedures. The safety issues, and international issues should be
improved also in order to attract more customers from aboard.
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Sandgren (2013) Medical Tourism- Benefits And Risks: A Guide of Awareness
on Undergoing Cosmetic Procedures Abroad
The research aims to analyze and understand the risks and benefits to get medical
treatment aboard, especially focusing on the cosmetic procedures abroad, and giving
suggestions and guiding the people who have the willingness to get medical services
and procedures aboard. According to the study the main reason people get cosmetic
surgery aboard is the low cost, but in the meantime the medical tourists are also
concerned about the quality of the medical service and the safety issues. In addition,
the findings show that there are a large number of people who get their plastic surgery
and medical trips in Thailand, India and Costa Rica. At last the study gives advice to
the people who want to get medical treatment aboard and avoid the risks. People
should find enough information about their surgery, including the hospital the doctor
and the facilities, then communicate with the clinic and doctor before travelling. Time
control is the least important issue, and patients should give enough time to the
surgeon to analyze their problems and arrange the surgery.

Yiamjanya (2004)A Study of The Relationship of The Selected Health-vacation
attributes

and

The

International Tourists'

Selection

of Chiangmai

as

Health-vacation Destination Case study: Chiangram hospital
The study aimed to find the relationship between the international tourists' selection
of Chiang Mai as a health-vacation destination and the health-vacation attribute, and
find the determinant factors to influence the international tourists' choice. Health
tourism is one form of the special interest of tourism, and it's a potential growth area
in Thailand. The study used 322 questionnaires to explore the factors. The conceptual
framework was conducted by the research to find out the relationships between the
independent and dependent variables, and the SPSS program was used to analyze the
data. The study finds that all of the selected health-vacation attributes have a positive
relationship with the international tourists' selection of Chiang Mai as their vacation
destination. The specialized and side trip are the top two factors to influence the
tourists' choice.
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transportation fees and
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entertainment after
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Sandgren,
(2013)
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tourists'

choice

they

chose

vacation

2.7 Summary of literature reviewed
The study focused on the cosmetic surgery tourism under the Medical tourism
industry in Thailand, their awareness of the industry and the factors that impact
people's attitude and preference to choose Thailand as the destination. The whole
medical tourism industry is quickly growing in Thailand. The study of Kim (2013)
provides a great quantity of secondary data and is a feasible resource to support this
study, which used the SWOT analysis to explore the whole medical tourists industry
in Thailand and inspect the internal and external factors to influence the market. The
findings are based on the study of the secondary data and the results show that
globalization created an opportunity for Thailand, besides the movement of the
medical tourists has become a recurring occasion in Thailand, and the Thai
government plays an important role to support the medical tourism industry by using
the effective polices. The main factors which drive the medical tourists to come to
Thailand are the low cost and quality of the healthcare, affordable transportation fees
and trips after surgery (Lawthaweesawat,2009).

According to this study the reasonable costs of treatment and service , quality of care,
ease and affordability of international air travel, local tours, sight-seeing were the
main attractive· factors to influence the medical tourists to come to Bangkok, and it's
the very useful independent variables in my study. (Ricafort,2011) concluded that
expected price and quality issues along with the safety and internationalism issues
also are elements which impact the tourists decision making, according to this
research when the medical tourists select the destination's hospitals and surgeons they
consider the level of the international level. (Pullawan,2000) says Thailand has
already become a world popular cosmetic surgery destination with a good reputation
and positive image among foreign tourists. The low cost and qualified doctors are a
main advantage of Thailand, which also is a very essential factor when the tourist
selects the destination on undergoes cosmetic surgery abroad.
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The existing literature review is focused on the analysis of the cosmetic and medical
tourism industry in Thailand and the factors that impact the tourists' attitudes to select
the destination.
Firstly, The low cost of treatment and service, the second quality of the services, then
international level of the doctors and hospital, moreover side trip for recreation and
the last one, positive image of the destination are the main factors which were
maintained in the literature.

Health tourism is one f01m of "Special Interest" tourism (Yiamjanya, 2004) and
surgery or treatment is a factor to attracts visitors to come to the destination, no matter
for the health care or some specialty surgery, cosmetic surgery as a part of the health
tourism can be defined as a factor to attract the tourists who have special interests to
become medical tourists in Thailand.

Besides, the conceptual framework conducted by

(Yiamjanya, 2004) proved to be a

good way to explore the selection of medical tourism destinations, the factors in the
study all have positive impact to the selection and the Correlation Coefficient in the
SPSS program is a suitable tool to analysis the data. Moreover, it still lacks research
on medical tourists from China, their attitudes, preferences and their understanding
about Thailand's cosmetic tourism industry. Furthermore, the findings bring to light
information that are very useful for after the research.

Based on the above literature review, reasonable treatment/service, top quality of
treatment, internationalism, side trips for recreation and positive image as the
destinations are the significant factors which drive people to select Thailand as their
cosmetic surgery tourism destination. The literatures identified Thailand as the
professional cosmetic surgery destination, it has been confirmed that under the 5
influential factors there are more elements in details to impact the choice of cosmetic
surgery tourists, by applying the framework of (Yiamjanya,2004), the impactful
factors can be classified into a group to check the relationships among the factors and
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the selections. Besides the Iiteratures are lacking of information on cosmetic surgery
tourists' awareness about cosmetic surgery destinations and demographic information
about the cosmetic surgery tourists, this study added objective thoughts to check all
these in details. At last in this study there are five factors to be included but it still
needs to add more in the further studies and also increase the population to be
investigated.
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CHAPTER III
RESEARCH FRAMEWORK

This chapter discusses the research framework and displays the conceptual framework
with the independent (X) and dependent (Y) variables. It provides the basic
theoretical background of the conceptual framework for the research. Moreover the
section includes the research of the statement of hypothesis and reaches the final goal
to get the expected outcome of the study.

3.1 Theoretical Framework
The theoretical framework introduces and describes the theory, which explains why
the research problem under the current study exists. A theoretical framework consists
of concepts, together with their definitions, and existing theory/theories that are used
for your particular study. A theoretical framework is a conceptual model of how one
theorized the relationship among the several factors that have been identified as
important to the problems. It clarifies the questions and summaries of the overall
concepts being investigated (McDaniel & Gates, 1998).

The theoretical framework of this research is based on a careful review and analysis
of many secondary data and a number of sources which have been conducted by
many authors and theorists. The types of medical tourists can be divided into different
ways based on the motivation factors, medical treatment and service maybe the most
important factors of the medial tourists to choose the destination but accommodation,
food and beverage, length of stay, tourism experience also the factors to affecting the
medical tourists' choice of destination (Hunter, 2007). And the research relates to the
theories of opinion of service quality toward the attributes of cosmetic surgery
tourism in Thailand from the specific area of Kunming in Yunnan province, China.
According to the studies in chapter 2, the researcher adopted the conceptual
framework model from Ricafort (2011) and Yiamjanya (2004) to assist the study.
Ricafort (2011),see figure3.l, focused on the infulential factors that lead mdical
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tourists to choose Thailand as their destination, on the other hand Yiamjanya (2004),
see figure 3.2, studied the issues driving cosmetic surgery tourists' selection to choose
a hospitals in Thailand to undergo the medical service and enjoy the vacation as well.
The resercher adopted the model from Ricafort (2011) and some variables from
Yiamjanya (2004). The literetures are a study of the foregin medical tourists in
Thailand, both of the independent varaibles impact the foregin medical tourists'
prefernce and decision making to choose Thailand, it relates to this study as cosmetic
surgery tourism is a important component in medical tourism, and the population are
foreginers.
Figure3.1 Conceptual framework of influencing factors that lead medical tourist
to choose Thailand hospitals as medical tourism destination

Influence Factors (X)

"'
Infrastructure

Source: Ricafort,K.M.F (2011)
A study of influencing factors that lead medical tourists to choose Thailand hospitals
as medical tourism destination
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Figure3.2
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health-vacation attributes and the international tourists'selection of Chiangmai
as health-vacation destination Case study: Chiangram hospital.
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Top quality medical care

•

Compelling value for money
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Sources:

Yiamjanya,S.(2004).A

Selection of Chiang Mai

study

of the

relationship

of the

selected

health-vacation attributes and the international tourists'selection of Chiangmai
as health-vacation destination Case study: Chiangram hospital.Graduate. School
of Business.Assumption university of Thailand

3.2 Conceptual Framework
The conceptual framework is a group of concepts that are broadly defined and
systematically organized to provide a focus, a rationale, and a tool for the integration
and interpretation of information. Usually expressed abstractly through word models,
· a conceptual framework is the conceptual basis for many theories, such as
communication theory and general systems theory.
In this research the Independent Variables are the selected cosmetic surgery tourism
destination attributes (X) which include the reasonable service price, quality of
medical service, internationalism, side trips for recreation and the positive image of
the destination. The Dependents Variable (Y), is the selection of Thailand as the
cosmetic surgery tourism destination.
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3.2.l Independent and Dependent Variables
3.2.1.1 Independent Variables

Selected Cosmetic surgery tourism Attributes (X)

Reasonable Service Price(Sandgren, 1:-:- - - - ,
2013)

Quality of Medical
Service(Yiamjanya,2004)

Internationalism(Ricafort,2011)
Selection of Thailand as
Cosmetic Surgery Tourism
Destination
Side Trips for
Recreation(Yiamjanya,2004)

(Y)

Postive image of the destination(Holiday,
2011)

Source: Adopted from model from Ricafort (2011) variables from Yiamjanya (2004)

The conceptual framework Adopted from model from Ricafort (2011 ),which
identified the relationship between the independent variables and independent
variable, and variables from Yiamjanya (2004) including quality of medical treatment
and service, side trips for recreation. The variable reasonable service price adopted
from Sandgren(2013), the variable internationalism adopted from Ricafort(2011) and
the last variable Positive image of the destination adopted from Holiday(201 l).
As the empirical study are focus on the medical tourism and cosmetic surgery tourism,
which have very strong relationship related to my study, the model and variables were
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approved as the influence factors. The conceptual framework of Ricafort (2011) and
Yiamjanya(2004) are emphasis the Quality of the treatment an service, as cosmetic
surgery tourism is a important part of the medical tourism, the quality of cosmetic
surgery and treatment will be a very important factors, and from the previous study,
the cosmetic surgery tourists also care about the price of the surgery just like the
normal medical tourists, the conceptual framework by Yiamjanya(2004) thought the
price of the surgery have to reasonable and the patients willing to pay for the price to
get valuable surgery. Compare with the two conceptual frameworks which in medical
tourism and cosmetic surgery tourism, there have many related issues and variable, in
order to make the conceptual framework the researcher combine the two previous
conceptual frameworks and adopted the related variables from both, and here the
variable "Quality of medical service" is specialized the cosmetic surgeries, treatments

3.3 Research Hypotheses
Hlo: There is no significant relationship between reasonable service price and the

selection of Thailand as the cosmetic surgery tourism destination.
Hla: There is a significant relationship between reasonable service pnce and the

selection of Thailand as the cosmetic surgery tourism destination.

H2o: There is no significant relationship between quality of medical service and the
selection of Thailand as the cosmetic tourism destination.
H2a: There is a significant relationship between quality of medical service and the
selection of Thailand as the cosmetic surgery tourism destination.

H3o: There is no significant relationship between internationalism and the selection
of Thailand as the cosmetic tourism destination.

H3a: There is a significant relationship between internationalism and the selection of
Thailand as the cosmetic tourism destination.
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H4o: There is no significant relationship between side trips for recreation and the
selection of Thailand as the cosmetic tourism destination.

H4a: There is a significant relationship between side trips for recreation and the
selection of Thailand as the cosmetic tourism destination.

IISo: There is no significant relationship between 'positive image of the destination
and the selection of Thailand as the cosmetic tourism destination.

HSa: There is a significant relationship between positive image of the destination and
the selection of Thailand as the cosmetic tourism destination.

3.4 Operationalization of the independent and dependent variables
The concepts and variables of this research, which help to get to the final conclusion
and will be explained in the following chaii.

Table 3.1 Operationalization of independent variables
Variables

Conceptual

Operational

Levels of

Question

definition

Components

Measurements

numbers

Interval

I part 2

Interval

2 part2

Interval

3 part 2

Reasonable

Expense for the

Cost of

service price

surgery and

medical

treatment

treatment and
surgery

Expense for the

Drug and

drugs and

medicine cost

medicines
Expense for the

Travel cost

travel and
transportation
fees to get the
surgery and
treatment
Continue ... Table3 .1 Operationalization of independent variables
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Expense for the

Living cost

Interval

4 part 2

Exchange rate

Interval

5 part2

Interval

6 part 2

Interval

7 paii 2

Interval

Spart 2

Interval

9 part 2

accommodation
and other fees to
stay and get
surgery and
treatment

Influenced by the
exchange rate

Quality of

The performance

Hospital puts

medical service

of the hospital to

patient as first

provide the
medical care and
treatment
The performance

Good

of the doctor to

reputation of

provide the

the surgeons

surgery

and medical
treatment

The hospitable

The nurse have

performance of

good manners

the nurses who

and are polite

provide the

when caring

treatment

for the patients

The hospitals

A good

have resources to

reputation as a

provide the

well-equipped

surgery and

hospital

Continue ... Table3.l Operationalization of independent variable
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medical
treatment
The length of

Waiting time to

time spent in

get examined

waiting to be

and have

examined by the

surgery

Interval

I 0 part 2

Interval

11 part 2

Interval

12 part 2

Interval

13 part 2

doctor and have
the surgery

Internationalism

The

Doctors'

foreign-trained

foreign-trained

and certified

experience and

doctors have

advance skills

advanced
technique and
skills
The well-trained

Staffs ability

doctors and

to speak

nurses can speak

foreign

foreign languages

languages

to the foreigners
The professional

Translators'

translation

ability to

service is

translate for the

provided by the

patients

hospital.

~

Continue..• Table 3.l Operationalization of independent variables
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The

Multi-language

multi-language

usage on the

usage m

website

Interval

14 part2

Interval

15 part 2

Interval

16 part 2

Interval

17 part 2

providing the
information on
the website
The

Multi-language

multi-language

usage in

usage m

instruction

providing the
"•

information in
instruction

Side trips for
recreations

Apati from

Getting

medical service,

medical service

experience the

in Thailand

culture of the

provides an

destination.

oppo1iun ity to
access
traditiona-1 Thai
culture

Apart from

Getting

medical service,

medical

experiencing the

services in

nature of the

Thailand

destination

provides an
opportunity to
access nature
trips

~

Continue ...Table 3.l Operationalization of independent variables
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Continue ... Table 3.1 Operationalization of independent variables
Apart from

Getting

medical services,

medical service

experiencing the

in Thailand

religious

provides an

destinations of

opportunity to

the destination

access religious

Interval

18 part 2

Interval

19 part2

Interval

20 pa1i 2

Interval

21 part2

trips
Apart from

Getting

medical service,

medical

experiencing the

services in

leisure trips of

Thailand

the destination

provides an
opportunity to
access leisure
trips

Apart from

Getting

medical services,

medical

experiencing the

services in

shopping at the

Thailand

destination

provides a
opportunity to
access
shopping
centers

Positive image of A very positive
the destination

Famous

image and

sight-seeing

reputation as a

destinations

famous
Continue ... Table3.l Operationalization of independent variables
48

Continue... Table 3. I Operationalization of independent variables
sight-seeing
destination
A very positive

Getting a

image and

memorable

reputation as a

experience in

popular travel

Thailand by the

destination, has

well-known

well trained

friendly and

service providers

professional

and employees in

service

the hospitality

providers.

Interval

22 part 2

Interval

23 paii 2

Interval

24 part 2

and tourism
industry
A very positive

Get convenient

image and

transportation

reputation for

services

well-equipped
transportation to
access
destinations

A very positive

Get a

image and

memorable

reputation as a

expenence m

popular travel

Thailand by the

destination, have

friendly and

well-known

helpful local

friendly local

communities

communities
Continue ... Table3. I Operationalization of independent variables
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Continue ... Table 3.1 Operationalization of independent variables
--

A very positive

Get a

image and

memorable

reputation as a

expenence m

popular travel

Thailand from

destination, has a

the safe

well-known and

environment

Interval

25 pmi 2

safe environment

Table 3.2 Operationalization of dependent variables
Variables

Conceptual

Operation

Levels of

Question

definition

components

measurement

numbers

Selection of

Choose Thailand

Selection and

Interval

I part ::l

Thailand

as the cosmetic

decision

surgery

making

Interval

2 part 3

Interval

3 part 3

destination
Satisfaction of

Satisfy cosmetic

Satisfaction of

Thailand

surgery

Thailand's

expectation

cosmetic
surgery
tourism

Thailand as the

Thinking and

Think

best cosmetic

preference of

Thailand as the

surgery tourism

Thailand's

best cosmetic

destination

cosmetic surgery

surgery

tourism

tourism
destination

Continue ... Table 3.2 Operational of dependent variables

so

Continue ... Table 3.2 Operational of dependent variable
~-

Thailand as the

The professional

The

most

and safety method

professional

professional

to perform

technique and

cosmetic surgery

cosmetic

safety level as

tourism

surgenes

a cosmetic

destination

Interval

4 part 3

Interval

S part 3

surgery
tourism
destination

Thailand as the

Compare with

A trouble free

best overall

price and quality

cosmetic

value cosmetic

surgery

surgery tourism

destination

destination

with low price
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CHAPTER IV
RESEARCH METHODOLOGY

This chapter describes the research methodology in terms of research design, and
includes the research method, research instruments and questionnaire, sample size,
sampling plan, data collection method, gathering procedures, reliability of the
instrument and statistical treatment of data. This research is a study of the
relationships between plastic surgery-vacation attributes and Chinese tourists in
Yunnan province selecting to come to Thailand as their surgery destination. In this
chapter it describes in detail how the research was conducted, and who the subjects
were and the methods followed to achieve the final results and get the conclusions.

4.1 Methods of Research Used
4.1.1 Sampie Survey Technique
A common method of generating pnmary data is through a sample survey
(Zikmund, 1997). The purpose of sampling is to reduce the cost and/or the amount of
work that it would take to survey the entire target population. In statistics, survey
sampling describes the process of selecting a sample of elements from a target
population in order to conduct a survey. A survey may refer to many different types
or techniques of observation, but in the context of survey sampling it most often
involves a questionnaire used to measure the characteristics and/or attitudes of people.
Different ways exist for contacting members of a sample once they have been selected
as the subject of the survey data collection. A sampling survey is a research method
by which information is gathered from a sample of people by the use of a
questionnaire. It provides a quick, inexpensive, efficient and accurate means of
assessing information about the population (Zikmund, 1997).
In this study the method

used to reach the objectives and get final conclusions was a

self-administered questionnaire.
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4.1.2 Descriptive Method
Descriptive research describes characteristic ofa population of phenomenon, it seeks
to determine the answers to who, what, where and how questions. It is often used to
describe the characteristics of functions (Zikmund,2003).
In this study, the researcher used descriptive research to determines cosmetic tourists'
demographic and cosmetic tourism characteristic information.

4.2 Respondents and Sampling Procedures
4.2.1 Target population of the study
The target population, that is, the complete group of the specific population elements
relevant to the research project (Zikmund,2003).

Table4.0 The Procedures by gender

2011vs.1011

Femat&
91~0

of ai! cosmetic procedures

12Jl mlmcn total cosmetic procedures
• 1.3 m!l!lon surglcaf
• 1i .4 mllllon minima!ly-irwasive

2012 vs. 1011

Male

9%
total cosmetic procedures
~·r''"''-'" surgical
mrnfmally· invasive

•

no change
'1'6%

2012. vs. 2011

(10.2
M,.,.,,,,,,11',.,, {1.6 mli!lon)
Americans (t2 m!U!oo}
Americans (980,000)

t-7%
'-1%

•6%

* 21%

Sources: Plastic Surgery Organization (2014) Available at:
:bttp ://www.plasticsurgeiy.org/news/plastic-surgery-statistics/2012-p las ti c-surgery-sta
_tisti~.html.

Accessed on: 1O,Feb,2014
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In this study the target population are the residents from Kunming who are willing to
take part in the cosmetic surgery tourism and cosmetic surgery patients in Kunming.
It included the people that take cosmetic surgeries in Kunming and the people who
have travel experience to Thailand and have some knowledge of cosmetic surgery
tourism in Thailand. Moreover, according to the research by ASPS (2012) the major
patients to get cosmetic surgery are females, which is 91 %, the main patients are
female in the whole cosmetic surgery industry. So in this study the target population
to be selected are females.

4.2.2Sample Size
In this study the target sample size is 400 and the target population is selected from
Kunming, according to (Zikmund, 2003). As there is no prior information on the
actual number of cosmetic surgery tourists in Kunming and Thailand, the target
population in this study is an unsure number and difficult to get the actual number, it
became to a limitation of the study. So, in this study a formula was used to determine
the sample size with a 95% confidence level, the sample size "n" should be 384
respondents. But in order to reduce the error and missing values, the actual number of
questionnaires used in this study will be 400.

Equation #1 Sampling formula
n=384
n=(ZS/E)2
Z= the confidence interval at 95 percent (Z value =1.96)
S= assume 0.5 as standard deviation
E= assume the range of error to be 0.05

4.2.3Sample Units
The sampling unit is a single element or group of elements subject to selection in the
sample (Zikmund,2007). The sample unit of this study is the city of Kunming in the
Yunnan province in China.
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4.2.4 Sampling Procedures
The non-probability sampling method is used in this research. Non-probability
sampling is a sampling technique in which units of the sample are selected on the
basis of personal judgment or convenience; the probability of the population being
chosen is unknown (Zikmund,2003).
Jn this study the researcher studied the awareness, preference and influencing factors

of the cosmetic tourists from Kunming who are noticed and interesting in cosmetic
surgery tourism of Thailand. A set of 400 questionnaires was planned to be
distributed to the target respondents. The samples will all be chosen in three locations,
both of the respondents are the female cosmetic tourists having interest to come to
Thailand to join the cosmetic surgery tourism, and who were undergoing the cosmetic
surgery in Thailand. The locations will include the Changshui international airport of
Kunming and the female patients in 3 cosmetic surgery clinics and hospitals in
Kunmirig. The 3 hospital including DAHUA cosmetic surge1y hospital, HUAMEI
cosmetic and plastic surgery hospital an YANAN JCI cosmetic clinic. Questionnaires
will be equally distributed in these three locations.

4.3 Research Instrument: Questionnaire
Tn this study the researcher used a self-administered questionnaire to collect data from
female cosmetic tourists in Kunming.
Self-administered questionnaires are surveys m which the respondents take the
responsibility for reading and answering the questions. No matter how the
self-administered questionnaires are distributed they are different from interviews
because the respondents take responsibility for reading and answering the questions
(Zikmund,2007).
The questionnaires was developed from the studies of Ricafort (2011) and some
Yiamjanya (2004), used to measure the difference between the dependent and
independent variables and moreover it is also used to measure the demographic
variables, like the age, gender, educational level, income level, occupation and
religion. It is a closed-end questionnaire.
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The questionnaire in this study includes four parts, the first part has 2 questions,
which is the screening questions and one open-ended question for explore the
awareness and selection of other cosmetic surgery tourism destinations. The second
part includes 25 questions aiming to explore the degree of importance of elements
driving the influence of patients from Kunming to choose Thailand as their
destination to get cosmetic surgery. The third parts are five questions to study the
selection decision of them who select Thailand as their cosmetic surgery destination.
The last part includes the demographic information (age, educational background,
religion, income level and occupation).

The questionnaire will be conducted in two languages, English and Chinese. All the
respondents are from Kunming and using their mother tongue can improve the
reliability of the study and avoid some errors. The questions of the questionnaire are
all conducted by the researcher through the use of Google Translate to translate to
Chinese.
(https://translate.google.com.hk/?hl=zh-CN&tab=wT)

Partl: Screening Questions
Are you willing to choose Thailand as a destination for cosmetic surgery tourism?
In this part there are two selections, if the selection is 'Yes' the respondent will
continue to part 2 otherwise, they will stop at this part.
An open-ended question for the selections of other cosmetic surgery destination

Part2: Tourists' preference to choose Thailand as the cosmetic surgery tourism
destination
In this part there are 25 questions to collect feedback which asked about the tourists'
preferences to select Thailand as their cosmetic surgery tourism destination
The researcher used a 5-point Likert scale, 1 = not at all important, 2 = not so
important, 3 =neither important nor unimportant, 4 =fairly important, 5 =extremely
important.
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Table 4.1 Group or variable
Groups of variable

Question items

Reasonable service

1. Cost of medical treatment and

price

Quality of medical
service

Question number
Q3

surgery.

2. Cost of medicine and drugs.

Q4

3. Travel cost.

Q5

4. Living cost .

Q6

5. Exchange rate

Q7

1. Hospital puts patients as first.

Q8

2.

Good

reputation

of

the

Q9

surgeons.

Q 10

3. Good performance of the nurses.

Q 11

4. Well-equipped hospital.

Q12

5. Length of waiting time.

Internationalism

Side trips for
recreations

1. Doctors' oversee training skills.

Q 13

2. Nurses' English speaking skills

Q 14

3. Professional translators.

Q 15

4. Multi-language website.

Q 16

5. Good record of patients history

QI 7

1. Experience the cultural trips.

Q18

2. Experience the nature trips.

Ql9

3. Experience the religious trips.

Q20

4. Experience the leisure trips.

Q21

5. Experience

shopping

Q22

1. Positive images as a famous

Q23

the

centers.

Positive image of the
destination

sight-seeing destination.

2. Positive

images

professional
Continue ... Table 4.1 group of variable
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service

as

a

provider

Q24

Continue ... Table 4.1 group of variable
destination.

Q25
images

3. Positive

well-equipped

as

a

transportation
Q26

access destination.
4. Positive images as a friendly

Q27

local people destination.
5. Positive

images

as

a

safe

destination.

Part3: Selection of Thailand as a cosmetic surgery tourism destination. Q28-Q32
Question items

Question number

1. Selected decision of Thailand as the

Q28

cosmetic surgery tourism destination
2. Thailand can satisfy all cosmetic

Q29

surgery expectation
3. Thailand is the best place go for

Q30

cosmetic surgery tourism
4. Thailand 1s the most professional

Q3 l

cosmetic surgery tourism destination
5. Thailand offers the best overall value

Q32

and trouble free medical hub for
cosmetic surgery tourism

Part4: Personal information
Question items

Question number

I.Age

Q33

2.Education level

Q34

3.Income level

Q35

4.0ccupation

Q36
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4.4 Data Gathering Procedure
This research has two kinds of data, which are primary data and secondary data.
The primary data (Zikmund, 2003) will be collected by using questionnaires and the
secondary data (Zikmund, 2003) will be searched for through online information and
the use of university library resources.

4.4.1 Primary Data
The primary data has advantages over secondary data because of its availability. By
using the questionnaire method the primary data can be gathered in this research. The
400 self-administered questionnaires were used and distributed to get the information
from people who come from Kunming and their willingness to come to Thailand to
get cosmetic surgery and other related medical treatments.
The question.naires were distributed in 3 cosmetic surgery hospitals in Yunnan and the
Changshui international airport.

4.4.2 Secondary Data
The secondary data is the data gathered by someone else (Zikmund, 2003) and the
advantage is it is less expensive and easy to collect. In this study, the secondary data
was mainly obtained froin websites, including online journals and data, as well as
textbooks, articles, journals and reports. Both of the resources are listed in the
references.

4.5 Statistical Treatment of Data
After collecting the data from 400 questionnaires the data will be examined using the
SPSS software, and the outcomes of the SPSS can be used for evaluation and analysis
to interpret the final results.

4.5.1 Descriptive Analysis
Descriptive analysis is the elementary transformation of raw data in a way that
describes the basic characteristics such as central tendency, distribution and
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variability. It can be used to summarize the responses from a large numbers of
respondents in a few simple statistics (Zikmund, 2007).
Considering the data, the descriptive analysis can be used to measure the percentage
and show the level of scales.

4.5.2 Correlation Coefficient Analysis
In order to indicate the relationship of one variable to another the simple correlation
coefficient analysis will be used.The Correlation Coefficient is statistical measure of
covariance or association between at least two variables (Zikmund, 2007). And the
Pearson r correlation coefficient is a standardized measure of covariance use to detect
a straight-line correlation between X and Y, defined as the covariance of the variables
divided by the products of their sample standard deviations (Zikmund, 2007).
The independent variables are measured in an ordinal scale, so the hypothesis will be
conducted as shown in the next page:

60

Figure 4.1 The independent variables hypothesis
Hypothesis
HI:

Statistical test

Statement
The

relationship

between

reasonable

service, price and the selection of Thailand

The Pearson Correlation
coefficient

as the cosmetic surgery tourism destination
H2:

The

relationship

medical

between

service and

the

quality

of The Pearson Correlation

selection of coefficient

Thailand as the cosmetic surgery tourism
destination.
H3:

The relationship between internationalism

The Pearson Correlation

and the selection of Thailand as the

coefficient

cosmetic surgery tourism destination.
H4:

The relationship between side trips for

The Pearson Correlation

recreation and the selection of Thailand as

coefficient

the cosmetic surgery tourism destination.
HS:

The relationship between positive images

The Pearson Correlation

of the destination and the selection of coefficient
Thailand as the cosmetic surgery tourism
destination.

4.6 Pre-test
The main purpose of the pretest is to check the reliability, and the pretests are trail
runs with a group of respondents for the purpose of deterring the potential problems
of design with the questionnaires (Zikmund, 2003). In order to prevent the potential
problems and errors in the questionnaire distribution survey period, the researcher
conducted 30 questionnaires to do as a pre-test. The questionnaires were distributed
during Feb 2nd to Feb I oth in the hospital named Huamei plastic surgery hospital,
Kunming, China, which is the largest cosmetic surgery hospital in the Yunnan
province and Changshui international airport Kunming.
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4.7 Reliability Test

Jn order to find the reliability and validity level of the study, the researcher used the
Cronbach' s Coefficient Alpha (Cronbach, 1951) scales to test the questionnaires. The
Cronbach's Coefficient Alpha is a tool to test the reliability of scales, and determines
the internal consistency or average correlation of items in a survey instrument to
gauge its reliability (Santos, 1999). Indicated 0. 7 to be the good level of a reliability
coefficient, but in the literature 0.6 can be the acceptable reliability coefficient level.

Jn order to get the value, the research collected 30 questionnaires from respondents
and use SPSS software to get the result. The table below shows the outcome of the
re Ii ab ii ity test:

Table4.3 Reliability test for Hypothesis
Cronbach's Alpha

Cronbach's Alpha Based

No. of items

on Standardized Items
.814
Source:

.815

25

Conducted by researcher

62

CHAPTERV
DATA PRESENTATION AND CRITICAL DISCUSSION OF RESULTS

This chapter demonstrates the data analysis and findings of this research. The
descriptive statistics help to describe the relationships between the dependent and
independent variables related to the hypotheses. It includes two parts, the first part is
the presentation of the data analysis from the collection of 400 questionnaires. And
the second part illustrates the hypothesis testing by using the dependent and
independent variables.

5.1 Descriptive Analysis
The 400 self-administered questionnaires were collected in 3 hospitals in Kunming
during April-July 2014.

5.1.lScreening Question Results

Table5.11
Awareness of Thailand as a cosmetic surgery tourism destination
Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

Yes

332

83.0

83.0

83.0

No

68

17.0

17.0

100.0

400

100.0

100.0

Total

Figure 5.11 and Table 5.11 show the total respondents of the study, the total
respondents of the study was 400, the screening question was used to check the
awareness of cosmetic surgery tourism in Thailand, 332 respondents have noticed and
experienced cosmetic surgery tourism in Thailand, and 68 respondents have no idea
of cosmetic surgery tourism in Thailand. 83% of the respondents knew of Thailand as
a cosmetic surgery tourism destination and 17% of them didn't know it as a
destination.
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FigureS.11

Awareness of Thailand as a cosmetic surgery tourism destination

>
0
c

GI

::J

200

CT

....GI

IJ...

100

Yes

No

Awareness of Thailand as a cosmetic surgery tourism destination

Table 5.111 Result of the open-ended questions
Destination

No.

ofRespond~nts

South Korea

46

Japan

11

USA

5

Hong Kong

2

Singapore

2

Australia

1

Brazil

1

Total

68
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Table 5.111 shows the results of the open-ended question of 68 respondents' ideas
about the cosmetic surgery tourism destinations in the world. 46 respondents knew
South Korea as the cosmetic surgery tourism destination and have interest to undergo
cosmetic surgery there, Japan was the second position, 11 respondents knew of it as a
cosmetic surgery tourism destination, followed by the USA which 5 respondent knew.
Hong Kong and Singapore had 2 respondents each. Australia and Brazil also had
respondent who knew it as a cosmetic surgery tourism destination.

5.1.2Frequency Distribution oflndependent Variables
5.1.2.1 Descriptive statistics of Reasonabfe service price as an influence factor to
tourists' preference to choose Thailand as the cosmetic surgery tourism
destination

Table 5.121 Descriptive statistics of Reasonable service price
Statistics

Cost of
Cost of medical

transportation

treatment and

Cost of medicine

and travel

Cost for staying

surgery

and drugs

expense

in Thailand

Exchange rate

332

332

332

332

332

68

68

68

68

68

Mean

3.88

3.64

3.95

3.88

3.04

Std. Deviation

.988

1.058

.954

1.032

1.052

Minimum

1

1

1

1

1

Maximum

5

5

5

5

5

N

Valid
Missing

Remark: In this table the missing variable means the respondents have no idea and
opinion on this topic
As shown in Table 5.121, the statement of 'Cost of transportation and travel expense'
has the highest mean value of 3.95; The ' Cost of medical treatment ' has the mean
value of3.88 as well as "Cost of staying Thailand'. Then 'Cost of medicine and drugs'
had a value of 3.64 and'; 'Exchange rate' has the lowest mean value of2.68.
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Table 5.123 Descriptive statistics of Internationalism
Statistics
Good record of

Doctors' oversea

Valid

N

training

Nurses'

Professional

Multi-language

successful case

experience

English-speaking

translators

website

history

332

332

332

332

332

68

68

68

68

68

4.01

2.83

3.61

3.66

2.89

1.142

1.282

1.193

1.144

1.108

Minimum

0

0

0

1

0

Maximum

5

5

5

5

5

Missing
Mean
Std. Deviation

Remark: In this table the missing variable means the respondents have no idea and
opinion on this topic

5.1.2.4 Descriptive statistics of Side trip for recreation as an influence factor to
tourists' preference to choose Thailand as the cosmetic surgery tourism
destination.

As shown in table 5.124 the five statements are the groups about the side trips of
recreation to influence the tourists' to choose Thailand as the cosmetic tourism
destination. The statement of' Experience the leisure trip' has the highest mean value
of 4.10, the next statement is 'Experience the nature trip' has the mean value of 3.93.
The statement of' Experience the culture trip' has the mean value of 3.02 and then
the statement of ' Experience the religious trip' has the mean value of 2.96. The
lowest mean value is 2.89 for the statement ' Experience the shopping center and
complex'.
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Table 5.124 Descriptive statistics of Side trip for recreation
Statistics

Experience the

N

Experience the

Experience the

Experience the

Experience the

shopping

culture trip

nature trip

religion trip

leisure trip

center/complex

332

332

332

332

332

68

68

68

68

68

3.02

3.93

2.96

4.10

2.89

1.000

.959

1.173

.909

1.042

Minimum

0

1

0

1

0

Maximum

5

5

5

5

5

Valid
Missing

Mean
Std. Deviation

Remark: In this table the missing variable means the respondents have no idea and
opinion on this topic

5.1.2.5 Descriptive statistics of Positive image of the destination as an influence
factor to tourists' preference to chose Thailand as the cosmetic surgery
tourism destination.

As shown in table 5.125, the statement 'Positive image as a sight-seeing destination'
has the highest mean value of 4.19 and the statement 'Positive image as a local
community destination' has the lowest mean value of 2.53. 'Positive image as a safety
destination' has the mean value of 3.76 and then the statement 'Positive image of
convenient transportation' has the mean value of 3.28. At last, the statement 'Positive
image as a professional service provider' has the mean value of 2.8
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Table 5.125 Descriptive statistics of Positive image of the destination
Statistics
Positive image
Positive image

Positive image

as a sight-seeing

as a service

destination

provider

as a local

Positive image

Positive image of

community

as a safety

transportation

destination

destination

332

332

332

332

332

68

68

68

68

68

Mean

4.19

2.80

3.28

2.53

3.76

Std. Deviation

.926

1.220

1.092

1.210

1.266

Minimum

1

0

0

0

0

Maximum

5

5

5

5

5

N

Valid
Missing

Remark: In this table the missing variable means the respondents have no idea and
opinion on this topic

5.1.3

Frequency Distribution of Dependent Variables

5.1.3.1 Descriptive statistics of Selection of Thailand as a cosmetic surgery
tourism destination

Table 5.131
Selection of Thailand as a cosmetic surgery tourism destination
Cumulative
Frequency
Valid

Missing
Total

Percent

Valid Percent

Percent

Not all

52

13.0

15.7

15.7

Not so

5

1.3

1.5

17.2

Neither/N

60

15.0

18.1

35.2

Fairly

62

15.5

18.7

53.9

Extreme

153

38.3

46.1

100.0

Total

332

83.0

100.0

68

17.0

400

100.0

System

From the statement 'Selection of Thailand as a cosmetic surgery tourism destination'
of the total 322 respondents who knew Thailand as a cosmetic surgery tourism
destination, 153 of them were willing to select Thailand as their cosmetic surgery
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tourism destination, at 46.l % and 52 of them will not choose Thailand. But still have
large numbers of respondents are thinking and haven't made decisions yet.

5.1.3.2 Descriptive statistics of Thailand can satisfy all my cosmetic surgery
expectation.
Table5.132
Thailand can satisfy expectation
Cumulative
Frequency
Valid

Percent

58

14.5

17.5

17.5

Not so

23

5.8

6.9

24.4

Neither/N

70

17.5

21.1

45.5

-. 86

21.5

25.9

71.4

95

23.8

28.6

100.0

332

83.0

100.0

68

17.0

400

100.0

Extreme
Total

Total

Valid Percent

Not all

Fairly

Missing

Percent

System

The statement 'Thailand can satisfy all my cosmetic surgery expectations' has 332
respondents, of which 95 respondents think Thailand can satisfy their cosmetic
surgery expectations and 58 respondents think negatively. The frequency distribution
in this question is very fair, most of the respondents are don't totally agree Thailand
can satisfy their expectations.

5.1.3.3 Descriptive statistics of I will not hesitate to say Thailand if someone asks
me where is the best place to go for cosmetic surgery.
The statement 'I will not hesitate to say Thailand if someone asks me where is the
best place to go for cosmetic surgery' had 332 respondents and only 15 of them
agreed that Thailand is the best place to go for cosmetic surgery but still have 46 of
the respondents totally didn't agree. The numbers of respondents that think Thailand
is the not the best place but not too bad to go for cosmetic surgery are 115.
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TableS.133
Th a1an
·1 d.IS t h e b est p ace f or cosmetic surgery
Cumulative
Frequency
Valid

Valid Percent

Percent

Not all

46

11.5

13.9

13.9

Not so

90

22.5

27.1

41.0

115

28.7

34.6

75.6

Fairly

66

16.5

19.9

95.5

Extreme

15

3.8

4.5

100.0

332

83.0

100.0

68

17.0

400

100.0

Neither/N

Total
Missing

Percent

System

Total

5.1.3.4 Descriptive statistics of In my opmion, Thailand is probably the most
professional place for safe cosmetic surgery.

The statement 'Thailand is probably the most professional place for safe cosmetic
surgery,' had 332 respondents to answer the question. 9 of them think that Thailand is
the most professional place for safe cosmetic surgery, and the total numbers are 55
and 16.6% of the respondents that didn't agree that Thailand is most professional
place for safe cosmetic surgery.

TableS.134
Thailand is the most professiona place for cosmetic surgery
Cumulative
Frequency
Valid

Percent

55

13.8

16.6

16.6

Not so

74

18.5

22.3

38.9

108

27.0

32.5

71.4

86

21.5

25.9

97.3

9

2.3

2.7

100.0

332

83.0

100.0

68

17.0

400

100.0

Fairly
Extreme
Total
Missing

Valid Percent

Not all

Neither/N

Total

Percent

System

71

5.1.3.5 Descriptive statistics of Thailand offers the best overall value and trouble
free medical hub for cosmetic surgery.

The statement 'Thailand offers the best overall value and trouble free medical hub for
cosmetic surgery' has a total of 332 respondents, 128 of them think that Thailand
offers the best overall value and trouble free medical hub for cosmetic surgery, with
the percentage of 38.6 %. And 53 respondents didn't think Thailand offers the best
overall value, at 16%. 122 respondents think fairly that Thailand offers the best
overall value and trouble free medical hub for cosmetic surgery, at 36.7%
Table 5.135
Thailand is the best medical hub for cosmetic surgery
Cumulative
Frequency
Valid

Missing

Not all

..

Percent

Valid Percent

Percent

53

13.3

16.0

16.0

Not so

11

2.8

3.3

19.3

Neither/N

18

4.5

5.4

24.7

Fairly

122

30.5

36.7

61.4

Extreme

128

32.0

38.6

100.0

Total

332

83.0

100.0

68

17.0

400

100.0.

System

Total

5.1.4 Profile of the Personal Information
The profile including the 322 respondents who have awareness of Tli_ailand as a
cosmetic surgery tourism destination contains the age, educational level, occupation
and income level.
5.1.4.1 Age

Table 5 .141 and Figure 5 .141 demonstrates that the majority of the respondents' age in
this study is in the range of '30-39 years old', the total numbers of this group of
respondents are 113, at 34%. Then, the range of' 20-29 years old', this groups of
respondents reached 23.8% of all respondents and the total amount was 79. The range
'between 40-49 years old' group comes next, the total amount of respondents was 69
at 20.8%. Followed by 'Less than 20 years old group' (41 respondents or 12.3%) and
'Above 50 years old' group (30 respondents or 9.0%) respectively.
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Table.5.141 Age distribution of the respondents
Age
Cumulative
Percent

Frequency
Valid

Percent

Less than 20 years old

41

10.2

12.3

12.3

Between 20-29 years old

79

19.8

23.8

36.1

Between 30-39 years old

113

28.2

34.0

70.2

Between 40-49 years old

69

17.2

20.8

91.0

Above 50 years old

30

7.5

9.0

100.0

332

83.0

100.0

68

17.0

400

100.0

Total
Missing

Valid Percent

System

Total

FigureS.141 Frequency of respondents' characteristics distribution by Age
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5.1.4.2 Education Level (Educational Level Completed)
Table 5.142 Education Level distributions of the respondents
Education level
Cumulative
Frequency
Valid

17.8

21.4

21.4

148

37.0

44.6

66.0

Master

63

15.8

19.0

84.9

PhD

24

6.0

7.2

92.2

Others

26

6.5

7.8

100.0

332

83.0

100.0

68

17.0

-400

100.0

Bachelors

Total
System

Total

Figure

Percent

71

High school degree

Missing

Valid Percent

Percent

5.142

Frequency

of respondents'

characteristics

distribution

Education level

Education level

15

High school degree

Bachelors

Master

Education level

74

PhD

others

by

Table 5.142 demonstrate that among these 332 respondents, 148 respondents (44.6%)
were Bachelor Degree holders, 71 respondents (21.4%) were High School degree
holders, 63 respondents (19%) were Master Degree holders, 24 respondents (7.2%)
were PhD Degree holders and 26 respondents (7.8%) were other degree holders.

5.1.4.3 Income Level

As shown in table 5.143 the yearly income of the majority of respondents was US
$9001-$11000, which is represented by 102 respondents (30.7%). Followed by Above
$11001 which is represented by 75 respondents (22.6%), between $7001-$9000
which is represented by 67 respondents (20.2%), between $5001-$7000 which is
represented by 56 respondents (16.9%) and last is the group of less than $5000 which
represented by 32 respondents (9.6%).

Table 5.143 Income level distributions of the respondents
Income level (yearly)

Cumulative
Frequency
Valid

Total

Valid Percent

Percent

Less than $5000

32

8.0

9.6

9.6

$5001-$7000

56

14.0

16.9

26.5

$7001-$9000

67

16.8

20.2

46.7

$9001-$11000

102

25.5

30.7

77.4

Above $11001

75

18.8

22.6

100.0

332

83.0

100.0

68

17.0

400

100.0

Total
Missing

Percent

System

75

Figure 5.143 Frequency of respondents' characteristics distribution by Income
level
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Occupation

Table 5.144 Occupation distributions of the respondents
Occupation
Cumulative
Frequency
Valid

Percent

17.5

21.1

21.1

112

28.0

33.7

54.8

Entrepreneur

67

16.8

20.2

75.0

Worker

53

13.2

16.0

91.0

Others

30

7.5

9.0

100.0

332

83.0

100.0

68

17.0

400

100.0

Total

Total

Valid Percent

70

Student
Employees

Missing

Percent

System

76

Figure
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As shown in table 5.144 and figure 5.144 112 respondents (33.7%) were employees,
70 respondents (21.1 %) were students, 67 respondents (20.2%) were Entrepreneurs,
53 respondents (16%) were workers and 30 respondents (9%) were other occupations.

5.2 Hypotheses Testing
The hypothesis testing is a method to test hypotheses about parameters in a population,
using data to measure in a sample. In the significance testing, we test some
hypotheses by determining the likelihood that a sample statistic has been selected, if
the hypothesis regarding the population parameters were true (Bernardo, 1999).
A Pearson Coefficient test was used in this study to determine the relationship

between the influential factors and preference factors and the selection decision
making of the cosmetic surgery tourists from Kunming to select Thailand as their
77

cosmetic surgery tourism destination.

5.2.1 Hypothesis 1
Hlo: There is no significant relationship between reasonable service price and the
selection of Thailand as the cosmetic surgery tourism destination.

Hla: There is a significant relationship between reasonable service price and the
selection of Thailand as the cosmetic surgery tourism destination.

From Table 5.21, it can be concluded that Reasonable service price has a significant
relationship with the selection of Thailand as cosmetic surgery tourism destination,
with the significance 0.000 at the significant level of 0.05 under a 2-tailed test.
Pearson Coefficient test in this table indicates that the significance value is 0 .000, it
less ·than 0.05 means that the null hypothesis is rejected. So there is a relationship
between reasonable service price and the selection of Thaifand as the cosmetic
surgery tourism destination.
The correlation coefficient 0.513 means that there is a moderate positive relationship
between the 2 variables

Table 5.211Correlations of Reasonable service and Selection of Thailand as the
cosmetic surgery tourism

Reasonable service
pnce

Selection of
Thailand

Reasonable

Selection of

service price

Thailand

1

Pearson Correlation
Sig. (2-tailed)

.513**
.000

N

332

Pearson Correlation

.513**

Sig. (2-tailed)

.000

N

332

* * Correlation is significant at the 0.05 level (2 tailed)
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332
1

332

5.2.1.1 Discussion for Hypothesis 1
There is a significant relationship between the reasonable service pnces with the
selection of Thailand as the cosmetic surgery tourism destination. "Costs of medical
treatment and surgery is important for me to select Thailand as the destination" and
the " Will you choose Thailand as your cosmetic surgery tourism destination." And
there is a significant relationship between "Costs of medical treatment and surgery is
important for me to select Thailand as the destination" with "I will not hesitate to say
Thailand if someone asks me where is the best place to go for cosmetic surgery." One
more significant relationship is "Costs for transportation and travel expense is
important for me to select Thailand as the destination" with "Thailand can satisfy all
my cosmetic surgery expectations." There are two influential factors showing positive
relationships with the selection of Thailand as the cosmetic surgery tourism
destination. The null hypothesis is rejected.
(Sandgren,2013) and (Yiamjany,2004) indicated in medical tourism the pnce of
medical treatment and service is a important factor to the medical tourists to choose
the destination, the result of the hypothesis test shows that in cosmetic surgery
tourism industry the price of the cosmetic surgeries and treatments also impact
tourists' decision making, even the influence is just moderate but the cosmetic surgery
tourists from Kunming are care about the cosmetic surgery prices. The previous
studies show that Thailand has advantages on cosmetic surgery price, the cosmetic
tourists from Kunming might be attracted by the reasonable cosmetic surgery in
Thailand.

5.2.2 Hypothesis 2

H2o: There is no significant relationship between quality of medical service and the
selection of Thailand as the cosmetic tourism destination.

H2a: There is a significant relationship between quality of medical service and the
selection of Thailand as the cosmetic surgery tourism destination.
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From Table 5 .221, it can be concluded that Quality of medical service is an important
issue to my destination selection has a significant relationship with the selection of
Thailand as a cosmetic surgery tourism destination, the significance 0.006 at the
significant level of 0.05 under a 2-tailed test.
Pearson coefficient test analysis in the table shows that the significance value
is .0.006 which less than 0.05 it means that the null hypothesis is rejected.
The correlation coefficient 0.602 means that there is a strong positive relationship
between the two variables.

Table 5.221 Correlations of Quality of medical service and Selection of Thailand
as the cosmetic surgery tourism destination

Quality of medical
service

Selection of
Thailand

Pearson Correlation

Quality of

Selection of

medical service

Thailand

1

.602**
.006

Sig. (2-tailed)
N

332

Pearson Correlation

.602**

Sig. (2-tailed)

.006

N

332

·-

332
1

332

**Correlation is significant at the 0.05 level (2 tailed)

5.2.2.1 Discussion for Hypothesis 2

There is a significant relationship between quality of medical service and selection of
Thailand as the cosmetic surgery tourism destination. "The Hospital puts patient first
is an important issue to my destination selection" has a positive relationship with
"Will you choose Thailand as your cosmetic surgery tourism destination", "I will not
hesitate to say Thailand if someone asks me where is the best place to go for cosmetic
surgery," and "In my opinion, Thailand is probably the most professional place for
safe cosmetic surgery". Then "Good reputation of surgeons is an important issue to
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my destination selection" has a positive relationship with "Thailand can satisfy all my
cosmetic surgery expectations." Besides, "Well-equipped hospital is an important
issue to my destination selection" has a positive relationship with "Will you choose
Thailand as your cosmetic surgery tourism destination." At last, "Length of waiting
time is an important issue to my destination selection" has a positive relationship with
'Thailand can satisfy all my cosmetic surgery expectations" and "Thailand offers the
best overall value and trouble free medical hub for cosmetic surgery". There are four
items that have a significant relationship with the selection of Thailand as the
cosmetic surgery tourism destination, and the null hypothesis is rejected.
(Holiday,2011) (Yiamjany,2004) and (Bookman&Bookman,2007) are proved that the
quality of medical service is the main reason and most important factors to affect
medical tourists' selection of medical tourism destination, and the cosmetic surgery
tourists as well, the hypothesis shows that the quality of medical service have strong
relationship with the selection of Thailand as the cosmetic surgery tourism
destination.

5.2.3 Hypothesis 3
H3o: There is no significant relationship between internationalism and the selection
of Thailand as the cosmetic tourism destination.
H3a: There is a significant relationship between internationalism and the selection of
Thailand as the cosmetic tourism destination.

From Table 5.231, it can be concluded that Internationalism has a significant
relationship with the selection of Thailand as a cosmetic surgery tourism destination
with the significance of 0.000 at the significant level of 0.05 under a 2-tailed test.
Pearson coefficient test analysis in the table shows that the significance value
is .0.006 which less than 0.05 it means that the null hypothesis is rejected.
The correlation coefficient 0.515 means that there is a moderate positive relationship
between the two variables.
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Table 5.231 Correlations of Internationalism and Selection of Thailand as the
cosmetic surgery tourism destination

Internationalism

Selection of
Thailand

Internationalism

Pearson Correlation

1

Sig. (2-tailed)

Selection of
Thailand

.515**
.000

N

332

Pearson Correlation

.515**

Sig. (2-tailed)

.000

N

332

332
1

332

**Correlation is significant at the 0.05 level (2 tailed)

5.2.3.1 Discussion for Hypothesis 3

There is a significant relationship between Internationalism and the selection of
Thailand as the cosmetic surgery tourism destination. Doctors' overseas training
experience has a positive relationship with "Will you choose Thailand as your
cosmetic surgery tourism destination", "Thailand can satisfy all my cosmetic surgery
expectations," and "I will not hesitate to say Thailand if someone asks me where is
the best place to go for cosmetic surgery." The Doctor's overseas training experience
rejected three items in "Selection of Thailand as the cosmetic surgery tourism
destination." Then, "Website and other information provided in multi-language is an
impactful factor to my selection" has a positive relationship with "Will you choose
Thailand as your cosmetic surgery tourism destination." Besides, "Professional
translators impact my selection" has a positive relationship with "Thailand can satisfy
all my cosmetic surgery expectations. "There are 5 items in "Tourists' preference to
chose Thailand as the cosmetic surgery tourism destination" rejected to items in
"Selection of Thailand as the cosmetic surgery tourism destination". So, the null
hypothesis is rejected.
Internationalism in the study are related to the international qualified surgeon and the
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international communication channel, as the cosmetic surgery tourism is the patients
seek medical treatment in the foreign countries the level of internationalism is a
important factors to the tourists, it has very strong relationship with the destination
selection (Ricafort,2011 ). In this study the hypothesis result show that the
internationalism have moderate relationship with the destination selection. Many
tourists from come to seek cosmetic surgery in Thailand are because of the work of
mouth or recommendation from people, as they normally hard to speak English, the
translator are hired to help them. So the internationalism just have moderate
relationship with the selection of cosmetic surgery tourists from Kunming.

5.2.4 Hypothesis 4
H4o: There is no significant relationship between side trips for recreation and the
selection of Thailand as the cosmetic tourism destination.
H4a: There is a significant relationship between side trips for recreation and the
selection of Thailand as the cosmetic tourism destination.

From Table 5.241, it can be concluded that Side trip for recreation has a significant
relationship with selection of Thailand as the cosmetic surgery tourism destination
with the significance of 0.000 at the significant level of 0.05 under a 2-tailed test.
Pearson coefficient test analysis in the table shows that the significance value
is .0.000 which Jess than 0.05 it means that the null hypothesis is rejected.
The correlation coefficient 0.463 means that there is a low positive relationship
between the two variables.
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Table 5.241 Correlations of Side trip for recreation and Selection of Thailand as
the cosmetic surgery tourism destination

Side trip for
recreation

Selection of
Thailand

Pearson Correlation

Side trip for

Selection of

recreation

Thailand

1

Sig. (2-tailed)

.463**
.000

N

332

Pearson Correlation

.463**

Sig. (2-tailed)

.000

N

332

332

1

332

* * Correlation is significant at the 0.05 level (2 tailed)

5.2.4.1 Discussion for Hypothesis 4

There is a significant relationship between side trips for recreation and the selection of
Thailand as the cosmetic surgery tourism destination. "Experience the nature trip as a
reason for me to choose Thailand as the destination" has a positive relationship with,
"Thailand can satisfy all my cosmetic surgery expectations,""In my opinion, Thailand
is probably the most professional place for safe cosmetic surgery tourism," and
"Thailand offers the best overall value and trouble free medical hub for cosmetic
surgery tourism." Also, "Experience the religious trip as a reason for me to choose
Thailand as the destination" has a relationship with 4 items in the "Selection of
Thailand as the cosmetic surgery tourism destination." There is "Thailand can satisfy
all my cosmetic surgery expectations," "I will not hesitate to say Thailand if someone
asks me where is the best place to go for cosmetic surgery tourism," "In my opinion,
Thailand is probably the most professional place for safe cosmetic surgery tourism,"
and "Thailand offers the best overall value and trouble free medical hub for cosmetic
surgery tourism." Moreover "Experience the leisure trip as a reason for me to choose
Thailand as the destination" has a relationship with "I will not hesitate to say Thailand
if someone asks me where is the best place to go for cosmetic surgery tourism." At
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last, "Experience the shopping centers/complexes as a reason for me to choose
Thailand as the destination"

has a relationship with will you choose Thailand as

your cosmetic surgery tourism destination." There are 4 items in the influenced
factors which rejected the items in the selection of Thailand as the cosmetic surgery
tourism destination. So, the null hypothesis is rejected.
The side trip after the surgery is a popular activity to the medical tourists, they can
enjoy the sunshine and visit attractions in Thailand, (Yiamjany,2004) found that there
is a relationship between the side trips and selection of Thailand as the medical
tourism destination. In this study it just focus on the cosmetic surgery tourism, the
patients are those who have surgeries on face, even though after the recovery period
they can still go outside for the vacation but the scares on face may impact their
happiness. So the result shows that the relationship is low.

5.2.5 Hypothesis 5
H5o: There is no significant relationship between positive image of the destination
and the selection of Thailand as the cosmetic tourism destination.
H5a: There is a significant relationship between positive image of the destination and
the selection of Thailand as the cosmetic tourism destination.
Table 5.251 Correlations of positive image of the destination and Selection of
Thailand as the cosmetic surgery tourism destination
Positive image

Positive image of
the destination

Selection of
Thailand

of the

Selection of

destination

Thailand

1

Pearson Correlation

.550**
.000

Sig. (2-tailed)
N

332

Pearson Correlation

.550**

Sig. (2-tailed)

.000

N

332
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332
1

332

From Table 5.25 l, it can be concluded that positive image of the destination has a
significant relationship with selection of Thailand as the cosmetic surgery tourism
destination, with the significance of 0.000 at the significant level of 0.05 under a
2-tailed test. Pearson coefficient test analysis in the table shows that the significance
value is .0.000 which less than 0.05 it means that the null hypothesis is rejected.
The correlation coefficient 0.550 means that there is a moderate positive relationship
between the two variables.

5.2.5.1 Discussion for Hypothesis 5

There is a significant relationship between positive image of the destination and the
selection of Thailand as the cosmetic surgery tourism destination. "Positive image as
a famous sight-seeing destination as an important factor to influence my opinion to
select Thailand as the cosmetic surgery tourism destination "

has a positive

relationship with, "Thailand can satisfy all my cosmetic surgery expectations."

Then,

"Positive image as a professional service provider destination as an important factor
to influence my opinion to select Thailand as the cosmetic surgery tourism destination"
has a relationship with "In my opinion, Thailand is probably the most professional
place for safe cosmetic surgery tourism," and "Positive image as a well-equipped
transportation access destination as an important factor to influence my opinion to
select Thailand as the cosmetic surgery tourism destination " has a relationship with
<

"I will not hesitate to say Thailand if someone asks me where is the best place to go
for cosmetic surgery tourism." Moreover, "Positive image as a safety destination as
an important factor to influence my opinion to select Thailand as the cosmetic surgery
tourism destination" also has a relationship with "Thailand can satisfy all my
cosmetic surgery expectations." There are 4 items in the influenced factors which
rejected the items in the selection of Thailand as the cosmetic surgery tourism
destination. So, the null hypothesis is rejected.
A good image of the destination can bring cosmetic surgery tourists' attention and
have impact to their selection of destination to perform the surgery (Holiday,2011).
As the previous study said there have relationship between the image of destination
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and the cosmetic surgery tourists selection, the result of this hypothesis proved that
the relationship but not strong. Thailand as a world wide famous tourism destination
can attract many tourists but the cosmetic surgery tourism still need more powerful
image to promote.
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CHAPTER VI
CONCLUSION AND RECOMMEND A TIO NS

This chapter presents the summary and results of the research and gives
recommendations and suggestions for further studies. It includes three parts, the first
part is the summary of the research, the second part is the outcome and conclusions
for the whole research, and the last part is the recommendations for the further
studies.

6.1 Summary of the Findings
In order to identify the awareness and tourists preference to choose Thailand as the

cosmetic surgery tourism destination, the researcher conducted a questionnaire to
evaluate the variables between tourists' preferences and the selection items of
Thailand as a cosmetic surgery tourism destination. There are 400 respondents in this
study to answer the questions about their awareness of Thailand's cosmetic surgery
tourism, their preferences and influencing factors to choose cosmetic surgery tourism
destination.

6.1.1

Sample profile

Table 6.1 Summary of respondents' general characteristic
Demographic

The major group of

The minority group of

characteristic

respondents

respondents

Between 30-39 years old

Above 50 years old 30

113 respondents (34 % )

respondents (7.5%)

Bachelors 148 respondents

PhD 24 respondents (6%)

Age

Education Level

(44.6%)
Income level

Occupation

$9001-$11000 102

Less than $5000 32

respondents (30.7%)

respondents (9.6%)

Employees 112

Others 30 respondents

respondents (33. 7%)

(17.5%)

88

Out of 400 respondents there are 332 respondents who identified Thailand as a
cosmetic surgery tourism destination.

6.1 Summary of Hypothesis Testing

The research studied the topic of "A study of factors affecting Chinese tourists in
Kunming's selection of Thailand as a cosmetic surgery tourism destination", and
obtained 332 questionnaires from the target respondents by using Pearson's
Correlation Coefficient analysis to test the hypothesis. The outcomes are as indicated
in table 6.2.
Table 6.2 Summary of result from Hypothesis Testing
Statistic Technique

Hypothesis

Hypothesis
testing result

Hlo:

There

is

no

significant Pearson's

Co1Telation

Rejected to
Hlo

relationship between reasonable service Coefficient
price and the selection of Thailand as
the

cosmetic

surgery

tourism

destination.
H2o:

There

1s

no

significant Pearson's

relationship between quality of medical

Co1Telation

Coefficient

Rejected to
H2o

service and the selection of Thailand as
the cosmetic tourism destination.
H3o:

There

1s

no

significant Pearson's

relationship between internationalism

Correlation

Coefficient

Rejected to
H3o

and the selection of Thailand as the
cosmetic tourism destination.
H4o:

There

1s

no

significant Pearson's

relationship between side trips

for

Correlation

Coefficient

recreation and the selection of Thailand
as the cosmetic tourism destination.
Continue ... Table 6.2 Summary of the result from hypothesis Testing
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Rejected to
H4o

Continue ... Table 6.2 Summary ofresult from Hypothesis Testing
There

HSo:

IS

no

significant Pearson's

Correlation

relationship between positive image of Coefficient

Rejected to
H5o

the destination and the selection of
Thailand

as

the

cosmetic

tourism

destination.

6.1.2

Summary of Descriptive Statistics

Table 6.3 Summary of Descriptive Statistics
Research Items

The highest mean and the lowest mean

Reasonable service nrice
Cost of transportation and travel expense

3.95

Exchange rate

3.04

Quality of medical service

4.15

Reputation of surgeons
Performance of nurses

2.69

..

Internationalism
Doctors' oversea training experience

4.01

Nurses' English-speaking

2.83

Side trins for recreations
Experience the leisure trip

4.10

Experience the shopping

2.89.

centers/complexes
Positive image as a destination
Positive image as a sight-seeing

4.19

destination
Positive image as a local community

2.53

destination
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The table presents the highest and lowest means of the influential items, in the
independent variables reasonable service price, cost of transportation and travel
expense had the highest means and the exchange rate had the lowest mean. It means
that the respondents are more influenced by the travel expenses when make selecting
decisions. And reputation of the surgeons had the highest mean, performance of the
nurses had the lowest mean of the independent variable quality of medical service, it
shows that the respondents are care about the experience and ability of the surgeons.
Then,

Doctors'

oversea training experience has

the highest mean of the

Internationalism, while the Nurses' English speaking had the lowest mean. Moreover,
experiencing the leisure trip and positive image as a sight-seeing destination had the
highest mean confirmed that when the tourists select Thailand as the cosmetic surgery
tourism destination the ability to travel and vacation become important impact factors.

6.2 Conclusion of the research based ori the objectives

Based on chapter I there are two objectives of this research, the first objective is to
study the awareness of Thailand's cosmetic surgery tourism in Kunming residents,
their attitude, wants and needs for cosmetic surgery tourism in Thailand. From table
5.11, there are 332 (83%) respondents who have knowledge of and identified
Thailand as a cosmetic surgery tourism destination. But still there are 68 (27%)
respondents who have no idea about Thailand as a cosmetic surgery tourism
destination. South Korean, Japan and the USA are the major destinations of their
answers. Moreover, through the face to face communication with the respondents I
also find that most of the respondents know about Thailand's cosmetic surgery
tourism from the TV play and travel experiences in Thailand. The results show that
the majority of the respondents have awareness of cosmetic surgery tourism in
Thailand, but some of the respondents still have no idea about Thailand's cosmetic
surgery tourism. However the respondents are familiar about Thailand but according
to the Table 5.131 there are 46.1% respondents out of332 who will select Thailand as
their cosmetic surgery tourism destination, but only 23.8% of them believed that
Thailand can satisfy their all cosmetic surgery expectations (see Table 5.132). 4.5% of
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the respondents think Thailand is the best place to go for cosmetic surgery, 2.3%
respondents think Thailand is the most professional place for cosmetic surgery
tourism. These two rates are lower than the majority, but 38.6% of respondents
believed that Thailand provides the best overall value for cosmetic surgery tourism.
These outcomes shows that the respondents are willing to choose Thailand as the
cosmetic surgery tourism destination but they still have doubts and questions.
The second objective is to study the factors affecting residents of Kunming in their
selection of Thailand to perform cosmetic surgery. Hypothesis 1-5 tested the
relationships among the influential factors and the selection of Thailand as a cosmetic
surgery tourism destination. The ·existing literature by (Diago,2003) proved that the
low cost and qualified surgeons are main advantage and essential factors when the
tourists select the cosmetic surgery destination, Horowitz (2007) classified the quality
of medical care as affecting factors to choose the international medical tourism
destination and Ricafort (2011) concluded that international issue also a elements
which impact tourists select a medical tourism destination. Yiamajanya (2004) studied
the tourists behavior when selecting Thailand as the medical tourism destination, she
found out that the medical tourists also prefer to have a leisure vacation after recovery
period. (Jeddi&Atefi,2013) emphasis that their many factors influence the consumers'
decision making an selection of a products, the purchase decision making according
to the information already obtained, and select a product that feels satisfy their need
and buy it. Then cosmetic surgery tourists select a cosmetic destination has many
influence factors, but the main reason is how they desire and wants can be satisfied.
The test results showed that all five hypotheses are rejected, so the 5 influential
factors absolutely influence the respondents' selection decision making process. The
variable " Reasonable service price" have moderate positive relationship with the
" selection of Thailand as the cosmetic surgery tourism destination". " Quality of
medical service" has strong relationship with "selection of Thailand as the cosmetic
surgery tourism destination", " Internationalism" has moderate relationship with
" Selection of Thailand as the cosmetic surgery tourism destination" then, " Side trip
for recreation" has low relationship with " Selection of Thailand as the cosmetic
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surgery tourism destination." And the last variable "Positive image of the destination
" has moderate relationship with " Selection of Thailand as the cosmetic surgery
tourism destination". The five independent variables are proved that the previous
study, the variable adopted both from medical tourism and cosmetic surgery tourism,
as cosmetic surgery tourism as a part of medical tourism (Burkett,2007), the impact
factors in medical tourism also can be used in the study of cosmetic surgery tourism .
But there are some items in the influential factors that do not significantly impact the
respondents. When the respondents think about the expenses they are paying more
attention with the cost of medical treatment and surgery and the costs for
transportation and travel expenses. Comparing the cost of Thailand has significant
advantages compared to South Korea, some items are even cheaper than China, and
for the Kunming residents the travel expenses are much lower than going for cosmetic
surgery in another country. The respondents also care about the quality of the service,
they think hospitals puts patients first, reputation of the surgeons, well-equipped
hospitals and length of waiting all impact their choice of Thailand's cosmetic surgery
tourism. Cosmetic surgery tourists definitely care about the quality of the surgeries,
when they choose to go for the surgeries in an overseas hospital they are willing to get
the top quality treatment, the ability and reputation of the surgeons, hospitals
infrastructure, and waiting time are the issues which help make their decisions. Then,
for cosmetic surgery tourists who go for surgeries in a foreign country, the
communication channel also becomes an issue to impact their choice, the results
showed that the doctors' oversea training experience, Multi-language website and
professional translators impact the issues. Foreigners can use website to search for
useful information, talk with the surgeons and arrange their routes. Translators
become an effective way to communicate with surgeons, nurses and staff. While,
cosmetic surgery tourism is not just about the cosmetic surgery, travel experience is
another mission of the cosmetic surgery tourists. Thailand as a world ·famous
destination has beautiful beaches, temples and cultural attractions, the cosmetic
surgery tourists think the natural trips, religious trips, leisure trips and shopping
experiences are attracting them as the reason to select Thailand as their cosmetic
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surgery destination. Finally, Thailand has a good reputation as a famous sight-seeing
destination, provides professional service, convenient transportation and also provides
safe environments to the tourists, all these issues impact the tourists from Kunming to
select Thailand as their cosmetic surgery tourism destination.
As to the comparison with previous studies in chapter 2, there are differences between
them. Most of the previous studies are focused on Thailand's medical tourism in
general or the cosmetic tourism in other countries. Then, even China has become a
big potential market but it lacks research about the tourists' preferences and
influential factors of cosmetic surgery tourism. The five influential factors which have
been proved in this study have significant relationships to impact cosmetic surgery
tourists' selection of Thailand, but not all the items in the driving elements are related
to the selection. Finally, it provides information to me to continue further studies on
related topics.

6.3 Recommendation
6.3.1 Recommendations on increasing the reputation and positive image of
Thailand's cosmetic surgery tourism
According to the findings and results of the study the understanding and awareness on
Thailand's cosmetic surgery tourism still needs

to

be improved and increased. A good

image of the destination can bring cosmetic surgery tourists' attention and have
impact to their selection of destination to perform the surgery (Holiday,2011). The
positive image of Thailand's cosmetic surgery tourism is a very significant issue to
the selection of the destination by the cosmetic surgery tourists. And the cosmetic
surgery tourism industry needs to be increased to have more competitive advantages
to survive against South Korea as the world famous cosmetic surgery tourism
destination attracting tourists from China and even other developed counties. The
main reason is the good reputation and effectiveness of advertisements, and from my
personal experience and comments of the respondents the price of surgeries in South
Korea is much higher than Thailand, and some of their staff are lacking a service
mind, and some surgeons are lacking abilities, qualifications, but because of the
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image and the reputation they still have large amount of people who choose South
Korea as their cosmetic surgery destination. In this study it also find out that, Japan,
Hong Kong, and Singapore are considered as cosmetic surgery tourism destinations.
Thailand has advantages on price, service quality, convenient transportation and
colorful side trip attractions, and all this can be thought of as additional selling points
and adverting points to increase the understanding of Thailand's cosmetic surgery
tourism by the Chinese.
There are many methods which can be used to reach this goal, first of all increasing
the advertisements. For example, South Korea has a popular TV drama program to
share the cosmetic surgery information to the international audience, Thai TV
programs arc popular in China now, and Thailand can adopt the South Korea model to
increasing the reputation and create good images of Thailand's cosmetic surgery
tourism by using the popular TV program. Then join international exhibitions to
promote it. TAT already takes part in it, but the inain objective of TAT is promoting
the whole Tourism industry of Thailand. In the further advertising and promoting plan
the cosmetic surgery firms in Thailand can cooperate with the Government and create
promotional projects to increase the reputation of cosmetic surgery tourism in
Thailand.

6.3.2 Recommendations on increasing satisfaction of the cosmetic surgery
tourists
According to chapter 5, the cosmetic surgery tourists are extremely concerned about
the quality of the medical treatment and service, the quality of the medical treatment
have strong relationship with the selection of Thailand a the cosmetic surgery tourism
destination, many studies also proved that the quality of cosmetic surgeries and
treatments

can

satisfied

the

wants

and

needs

of the

cosmetic

surgery

tourists.(Holiday,2011), (Hunter,2007) were mentioned about the quality of the
surgeries can satisfied the cosmetic surgery tourists. But the only 62.3% of
respondents think Thailand is the most professional place for safe cosmetic surgery
tourism, in order to increase their satisfaction and make Thailand become a world
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famous destination the quality of treatment and service should be improved. Now, in
Thailand most of the cosmetic surgery clinics/hospitals are private but lack of
authority to control and make standards. If all the clinics and hospitals followed it the
whole industry can be qualified. So, the firms in this industry can make alliances or
work together to make standards, the government also need to put efforts in, work
together, make proper rules and specification standards to the clinics and hospitals,
also qualified surgeons and other staff in this industry will make the whole cosmetic
surgery industry more and more professional, and therefore trusted by the patients.
Jn the meantime the surgeons and hospitals themselves should pay more attentions in

improving abilities. Surgeons' overseas experiences was found to be an impactful
issue in this study, and the abilities of nurses and staff should be improved also, more
training program are necessary.

6.3.3 Recommendations on increasing the internationalism and international
cooperation

The findings of the study show that internationalism as an important factor when
tourists choose Thailand as the cosmetic surgery tourism destination. Even (Holiday,
2011) said the relationship is not very strong, but it's still a very important issue to the
cosmetic surgery tourism. Cosmetic surgery tourists from Kunming are really
concerned about the network and communication channels with cosmetic surgery
hospitals and clinics in Thailand. The tourists can use the website to check
information about the surgery and surgeons, arrange surgery dates and also join some
package tours after recovery, through the website they can communicate with the
surgeons in a very convenient and effective way, save unnecessary costs and time.
Even though there are some individual websites which were built by the hospitals,
they still lack useful information and management, most of the websites are in Thai
and English, it's very difficult for the Chinese patients.
Meanwhile, working together with local cosmetic clinics and hospitals also can
become an efficient way to increasing the internationalism and international patients,
for example, a cosmetic surgery hospital in Kunming name Dahua has worked with
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Yanhee hospital in Thailand and the patients can go for surgery in Yanhee hospital or
they can get surgery at Dahua hospital in Kunming, but the surgeons

come from

Yanhee hospital in Thailand. But the limitation point is that the expense is higher than
normal surgeries.

6.3.4 Recommendations on increasing the cross cooperation with other
professions/firms
According to this research most of the cosmetic surgery tourists are interested in the
trips and tours when they go for the surgeries in Thailand. Even the side trip of
recreation has low relationship to the selection but Thailand has colorful natural
resources for travel and incredible attractions. The cosmetic surgery tourism industry
needs cooperation and networks to build a chain to make the whole industry work in a
smooth and efficient way. It's the most attractive advantage to combine the cosmetic
surgery with leisure vacations. The previous study and finding of this study shows
that the leisure trip after recovery can bring happiness to the cosmetic surgery tourists,
also bring extra revenue to the country (Hunter,2007).
There are some successful package tours doing well in Kunming to help patients go
for cosmetic surgery and sight-seeing tours together in South Korea. So, the same
model can be practiced in Thailand, travel agencies work with cosmetic surgery
hospitals to make package tours, including all details like air tickets, pick up services,
accommodations and after side trip tours, even arrange the surgery schedules for the
tourists.

6.3.5 Recommendations on increasing motivation to the cosmetic surgery tourists
According to the questionnaire, most of the respondents (83%) are aware of cosmetic
surgery tourism in Thailand but only part of them are willing to select Thailand to
perform the surgery. There are many factors to drive people come to Thailand for
cosmetic surgery tourism, such as reasonable price, good quality of treatment, tourists
attraction and positive image as a destination. Most of the respondents in this study
are age between 'the age of 30-39, with an income above $9001 per year, which
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shows that most of cosmetic surgery tourists are the adults who have higher incomes.
Jn China these groups of people have higher expectations on the travel experience and

have modern lifestyle concerns about health.
The motivations for them go for the cosmetic surgery tourism should satisfy their
needs and wants. First of all, a "Beauty campaign" can become a marketing tool to
promote, share images and infomrntion for the cosmetic surgery tourists that, if they
come for cosmetic surgery in Thailand can get beautiful faces and enjoy a beautiful
vacation at a reasonable price. Moreover, as the researcher said before, travel agencies
are important roles when promoting Thailand as a cosmetic surgery tourism
destination, Travel agencies in Thailand and Kunming also should work together to
arrange a proper packaged tour to satisfy the patients.

6.4 Suggestion for further research
This study is only conducted to investigate the cosmetic surgery patients in Kunming,
further studies should add more locations and cities to know more about Chinese
cosmetic surgery tourists. Then, the respondents in this study only include the
cosmetic surgery patients, in further studies more audiences should be included,
because there still are more people who are interested in cosmetic surgery tourism but
have not yet become cosmetic surgery patients.
Besides, this kind of research should be included in interviews in the further studies.
The researcher used the questionnaire to investigate, but during the data collection
period there were a lot of face to face interviews, and many respondents were sharing
their ideas and gave many comments to the study, which helped the researcher have
deeper understanding of this study.
Lastly, in this study the researcher only focused on the factors influencing the people
to select Thailand as a cosmetic surgery tourism destination, but lacks information
about the satisfaction of those who have already performed cosmetic surgery tourism
in Thailand, therefore further studies should be more focused on them and investigate
their feedback and experiences.
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Dear Respondents:

This questionnaire 1s designed for a research in partial fulfillment of the
requirements for the degree of Master of Business Administration in Tourism
Management at the Graduate School of Business, Assumption University, Thailand. It
is developed for the purpose of education only and the infomiation will

b~

treated

with high confidentiality. Please· spend a few minutes to respond to the following
questionnaire. If you don't understand the questions or don't want to share your
opinion just stop here. Thank you for your kind assistance!

Partl: Screening Questions
Do you perceive Thailand as a as a Medical tourism (Cosmetic surgery purpose)
destination?
~~~~~~~oo~~~~~ff~3§~~?

In this part have two selections, if the selection is Yes will continue to the part 2
otherwise continue to part 3

~*~~~~m~~~*~~~~*~~~~m=~~~
YES ~D
NO~D
Part2:
Which country or place you know and consider as the first choice cosmetic surgery
tourism destination and willing select to undergo cosmetic surgery?
~-~OO*~~~~~m-~~~-%~~§~~?
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Part3: Tourists' preference to chose Thailand as the cosmetic surgery tourism
destination
For the following statements, please mark (v') with only ONE best that indicates your
level of importance to slow travel, where
5 - extremely important, 4- fairly important, 3 - neither important nor unimportant,
2 - not so important, 1 - not at all important,

NIA -

not applicable/used.

Reasonable service Qrice ifWl¥Jffrm
Cost of medical treatment and surgery is
important for me to select Thailand as the
I
destination-¥ :;ti¥J1fr1-i~}l1::iZt~~OO 1¥J~£

1

5

4

3

2

5

4

3

2 .. 1 .

5

4

3

2

I

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

NI
A

yiffi IE!~
ffi.

2

Cost of medicine and drugs is important for
me to select Thailand as the destination Fi

i?v i¥J 1fr ~ ~~ ~~ 00 i¥J 1ii:fil. ~IE! 1t
3

Cost for transportation and travel expense is
important for me to select Thailand as the
destination :Y::®~ ffl ~~:f~~ 00 !¥J1ii£~

NI
A

NI
A

IEI*

4

5

Cost for staying in Thailand (including food
and accommodations) is important for me
to select Thai)al)d as tlie destination ±.~
~ ffl ~~~~00 B~~£~1EJ ~
Exchange rate influence my opinion to select
Thailand as the destination ~[$~~~~00

811ii£ ~IE!~
Quality of medical service F& ft 7J<. Sf
Hospital puts patient as first is an important
issue to my destination selection 1?&~3H.'11Jl7'JA
1

:JS§ 1lz: ~ 1ii ]Ii~ IE! :f;:
2

Good reputation of surgeons is an important
issue to my destination selection ifF'~B~~

±. ~ 1ii ]Ii~ IE! :f;:
3

4

Well-equipped hospital is an important issue
to my destination selection l~J%i&M!:7'G~~
1iilli~IEl1t
Good performance of the nurse is an important
issue to my destination selection :f?±B~?Kfi
~1iilli~IEl1t
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NI
A

NI
A

NI
A

NI
A

NI
A

NI
A

Length of waiting time is an important issue to

5

my destination selection ~1~Elt fB] ~·~~

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

3

2

1

3

2

1

3

2

1

~~

Internationalism 00 lllFfi.
Doctors' oversea training experience is impact
1
my selection
~ ± ~>7~~:£m f!~n~ ~ Ef1 :® :f~

2

Nurses' English-speaking
selection

IS

impact

my

*

:j:f1±EfJ1fi. i'I:} -'f ff,b Q~ ~tr']:® :j'f
3

Good record of successful case history is the
impact factors to my selection §!jf 8{] PX; J}J ~

Wuic:SR
4

5

Website and other information providing in
multi-language IS the impact factor to my
selection
:§; ii3- § 8{] iXXJ !I:~ ;f Qf§ }~, ~~ n~ :J~ 8{] :® :J'¥
Professional translators is impact my selection

1¥- l~ 81 lli~ il ff~ Q~ ~ 8{] :® :f~

Side trips for recreations W! :7~ EfJ 1* l*J 1* :fj
Experience the culture trip as a reason for me
1
to choose Thailand as the destination 1-*!Mtm

51:. ff l~R% f'~
2

3

Experience the nature trip as a reason for me
to choose Thailand as the destination f.*!Jfr §
?'t fX\. 7'tJ% t~
Experience the religion trip as a reason for me
to choose Thailand as the destination f.*!Jfrff;
~,XJ\1,J'tR~g~

4

Experience the leisure trip as a reason for me
to choose Thailand as the destination f.*!Jfr{;f\

l*1 ff l~R%g~
Experience the Shopping center/complex as a
reason for me to choose Thailand as the
5
5
4
destination
1-*!MZ 9\JJ !lo/] R% t~
Positive image of the destination § EfJ ±ti! EfJ lE TIO%~~ JJ(riJ
Positive image as a famous sight-seeing
destination as a important factor to influence
1
my opinion to select Thailand as the cosmetic 5
4
surgery tourism destination fi= tJ-1'-~ 1"; :Mf
w'f § Ef1 ±ili. Ef1 lE TIO%~
Positive image as a professional service
2
5
4
provider destination as a important factor to
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N/
A

NI
A

NI
A

NI
A

NI
A

NI
A

NI
A

NI
A

NI
A

NI
A

NI
A

NI
A

NI
A

influence my opinion to select Thailand as the
cosmetic surgery tourism destination 1'1=7'1-

1'-1¥- ~~~ 93-t~1~~ s<J iE oo % ~

3

4

5

Positive
image
as
a
well-equipped
transportation
access
destination as
a
important factor to influence my opinion to
select Thailand as the cosmetic surgery
tourism destination 11=~--tJc~i!:fU:lt:iffi
s<J iE ram;~
Positive image as a friendly local community
destination as a important factor to influence
my opinion to select Thailand as the cosmetic
surgery tourism destination 11=7'1-1'ffi:~3
tt/i,As<J~rcWf El B<Jttii,8<JiEOO%~
Positive image as a safety destination as a
important factor to influence my opinion to
select Thailand as the cosmetic surgery
tourism destination

5

4

3

2

l

N/
A

5

4

3

2

l

N/
A

5

4

3

2

1

N/
A

~7'J-1'~~~5E1~~B<JiEOO%~

Part4: Selection of Thailand as the cosmetic surgery tourism destination.

1

2

3

Will you choose Thailand as your cosmetic
surgery tourism destination ?10 ~:121:f"-¥~0011=
~10s<J~m~?6 El s<J±ih~?
Thailand can satisfy all my cosmetic surgery
expectation.

5

4

3

2

1

N/
A

5

4

3

2

1

N/
A

5

4

3

2

1

N/
A

tourism.ft-JA7'J~ 00 ~Jifrt B<J~'.'6~% El B<J
ti!!
Thailand offers the best overall value and
trouble free medical hub for cosmetic surgery

5

4

3

2

1

N/
A

tourism.ft 1A7'J ~ 00 ~Ji~ 'ti 1fr t~ i3<J ~ :i:~
?6~% El s<Jtiho

5

4

3

2

1

N/
A

~OO~~~~ft~~%~?6~*8<J~MM
~
I will not hesitate to say Thailand if someone
asks me where is the best place to go for
cosmetic surgery tourism.:fi'.i~~/G~jtftS<JiJt

~ oo 1i! :Ii frt B<J ~
4

5

*

~ ?6 El s<J tih

In my opinion, Thailand is probably the most
professional place for safe cosmetic surgery

Part5: Personal information
l. Age if:(t;~

1' A{§,~,
113

D Less than 20 ;57 ~

r

o 30-39 zrBJ

D 20-29

zfAJ

D 40-49

zJBJ

D Above 50 ~__t
2. Education level ~:1!C~t1Elt
D High school degree r'BJ 9:i

D Bachelors

D Master~±

D PhD t~±

D Others

*:f4

fl.;fm

3. Income level (yearly)~45:i:A
D Less than :Y-T-$5000

o

$10001-$15000

D Above$20000

zrBJ

D$5001-$10000

zrBJ

o $15001-$20000 zrBJ

~__t

4. Occupation ~H~
D Student ~1:.

D Employee

DEntrepreneur 1::~%

OWorker

D Others

fl,;fm
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