International Academic Multidisciplinary Research Conference Madrid 2025

Marketing Factors Influencing Investment Decisions
In Health and Wellness Business

Chutima Klaysung
Suan Sunandha Rajabhat University, 1-U-Thong Nok, Dusit, Bangkok, Thailand
E-Mail: Chutima.kl@ssru.ac.th

Abstract

This research explores the marketing factors influencing investment decisions in the health and
wellness business sector in Thailand. The study identifies key variables such as consumer
demand, branding, product innovation, digital marketing, and pricing strategies that impact
investor choices in this growing market. A mixed-methods approach was employed, combining
quantitative analysis through surveys with qualitative insights gathered from industry
stakeholders. The findings reveal that health-conscious consumer trends, strong branding,
innovative products, and effective use of digital marketing are the most significant factors
driving investment decisions. Furthermore, while competitive pricing was important, it was not
as influential as the aforementioned factors. The study aligns with global marketing trends,
emphasizing the importance of adapting to market demand, leveraging brand trust, and
incorporating technological advancements to remain competitive. These findings offer valuable
insights for investors and businesses aiming to succeed in Thailand’s health and wellness
market, suggesting strategies for attracting both consumers and investors.
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1. Introduction
1.1 Principles and Rationale

The global health and wellness industry has witnessed significant growth in recent years,
driven by increasing consumer awareness of healthy lifestyles, advancements in healthcare
technology, and the growing demand for preventive care solutions. This trend has made the
health and wellness sector a lucrative investment opportunity for entrepreneurs and businesses
alike. Marketing factors play a pivotal role in shaping investment decisions within this industry,
as they directly impact market penetration, consumer engagement, and brand positioning
(Kotler & Keller, 2016). Understanding these factors is essential for investors seeking to
capitalize on the dynamic and competitive nature of the health and wellness market.

Thailand’s health and wellness industry has experienced remarkable growth over the past
decade, driven by increasing health-consciousness among consumers, government support for
wellness tourism, and the rising influence of global wellness trends. The country has positioned
itself as a key player in the global health and wellness market, offering diverse services such as
spa treatments, organic food products, fitness centers, and medical tourism. In this dynamic and
competitive environment, marketing factors play a crucial role in shaping investment decisions,
as they directly influence consumer behavior, market opportunities, and business growth
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(Kotler & Keller, 2016). Understanding these marketing factors is essential for both local and
international investors aiming to tap into the lucrative health and wellness sector in Thailand.

Marketing strategies such as market segmentation, pricing models, promotional activities,
and distribution channels are key determinants of success in the health and wellness business.
For example, consumer demand for organic, natural, and sustainable products has led to the
development of niche markets that appeal to specific target audiences (Techarattanased, 2023).
Additionally, digital marketing and social media platforms have transformed the way
businesses connect with consumers, offering personalized experiences and building brand
loyalty (Chaffey & Ellis-Chadwick, 2019). These strategies influence not only consumer
preferences but also the perceptions of potential investors regarding market viability and
profitability.

Additionally, Thailand’s health and wellness industry benefits from favorable
macroeconomic trends, such as the growing middle-class population, increased disposable
income, and government initiatives to promote wellness tourism through programs like the
"Amazing Thailand Health and Wellness Experience™ (Tourism Authority of Thailand, 2020).
These developments create a fertile ground for innovative marketing approaches that align with
consumer preferences and global wellness trends. For investors, businesses that demonstrate
robust marketing capabilities are often viewed as having a competitive advantage and higher
growth potential.

This study examines the marketing factors influencing investment decisions in Thailand’s
health and wellness industry. By analyzing aspects such as consumer preferences, digital
marketing trends, and brand differentiation, this research aims to provide insights into how
marketing strategies impact investor perceptions and decision-making in this thriving sector.

1.2 Research Objective

This study aims to address the critical role marketing strategies play in shaping investment
decisions while providing actionable insights into enhancing business opportunities in
Thailand’s thriving health and wellness industry. The objectives of this study are as follows:

1. To identify key marketing factors that influence investment decisions in the health and
wellness business sector in Thailand.

2. To analyze the influencing of consumer preferences and behavior on marketing strategies
that appeal to investors in the health and wellness business.

3. To provide recommendations for businesses and policymakers on optimizing marketing
strategies to attract local and international investments in the health and wellness sector in
Thailand.

2. Literature Review

This literature review explores key themes such as marketing strategies, consumer behavior,
digital marketing, and investment decision-making in the health and wellness sector.

2.1 Marketing Strategies in Health and Wellness Business

Effective marketing strategies are crucial for businesses in the health and wellness sector to
gain a competitive advantage and attract investors. Kotler and Keller (2016) emphasized that
marketing strategies, including product innovation, branding, pricing, and promotional
activities, are central to driving business success. For example, product differentiation and
innovation, such as the use of natural and organic materials, enhance the appeal of wellness
products to health-conscious consumers (Smith & Puczkd, 2014).
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In Thailand, the integration of cultural assets such as traditional Thai massage and herbal
products into branding strategies has attracted both consumers and investors (Tourism
Authority of Thailand, 2020). This highlights the importance of aligning product offerings with
market expectations to ensure sustainable growth and investment appeal.

2.2 Role of Consumer Behavior and Preferences

Understanding consumer behavior is a fundamental factor influencing marketing decisions
and investment outcomes in the health and wellness business. According to Schiffman and
Wisenblit (2015), consumer preferences for health and wellness products are largely shaped by
lifestyle trends, income levels, and awareness of health benefits. In Thailand, the rising middle-
class population and increased disposable incomes have fueled demand for wellness products,
fitness services, and preventive healthcare (Global Wellness Institute, 2021). Investors are
attracted to businesses that understand and address consumer needs through targeted marketing
campaigns. For instance, businesses promoting organic food, wellness spas, and fitness
facilities appeal to health-conscious consumers, reflecting a growing market opportunity for
investors (Chaudhary & Dey, 2021).

2.3 The Impact of Digital Marketing on Investment Decisions

Digital marketing has revolutionized how businesses in the health and wellness industry
engage with consumers and investors. Chaffey and Ellis-Chadwick (2019) noted that digital
platforms such as social media, search engines, and e-commerce enable businesses to reach
wider audiences and enhance brand visibility. In Thailand, the use of digital marketing
strategies has allowed businesses to effectively market wellness products and services to both
domestic and international consumers, thereby increasing investor confidence in market growth
potential. Platforms such as Facebook, Instagram, and wellness-focused apps have become
instrumental in promoting health-related products and services, building brand loyalty, and
driving investment interest (Ngai, Tao, & Moon, 2015). For investors, businesses with strong
digital marketing strategies are perceived as more competitive and capable of long-term growth.

2.4 Investment Decision-Making in the Health and Wellness Sector

Investment decisions in the health and wellness business are influenced by both financial
and non-financial factors. According to Ghosh and Ghosh (2019), factors such as market size,
return on investment (ROI), competitive positioning, and marketing effectiveness play a
significant role in shaping investor perceptions. In Thailand, government initiatives such as the
promotion of wellness tourism and health programs under policies like “Thailand 4.0 have
created an enabling environment for businesses and investors (Tourism Authority of Thailand,
2020). Additionally, the integration of sustainable and socially responsible practices within
marketing strategies has attracted socially conscious investors. For example, businesses that
emphasize eco-friendly production, sustainable wellness tourism, and corporate social
responsibility have gained greater investor interest (Global Wellness Institute, 2021).

The literature highlights that marketing factors such as product innovation, branding,
consumer preferences, and digital marketing play a critical role in influencing investment
decisions in the health and wellness business. In Thailand, these factors are amplified by the
country’s strategic positioning as a wellness destination, government support, and changing
consumer behaviors. Understanding these dynamics enables businesses to adopt effective
marketing strategies that not only appeal to consumers but also attract investment for
sustainable growth.
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3. Research Methodology

This study employs a mixed-methods approach, combining both quantitative and qualitative
research methods to gain a comprehensive understanding of the marketing factors influencing
investment decisions.

3.1 Quantitative Method

Quantitative research is used to gather numerical data to identify and measure the
significance of marketing factors such as product innovation, branding, pricing, and digital
marketing on investment decisions. The target population for this study includes investors
actively engaged in the health and wellness sector in Thailand and business owners and
managers operating health and wellness-related businesses such as wellness tourism, spas,
fitness centers, organic food producers, and medical wellness services. A purposive sampling
method is applied to select individuals and organizations with relevant experience in the health
and wellness industry. A sample size of 200 respondents is targeted for the quantitative study,
while 10-15 key informants will be interviewed for qualitative insights. The questionnaire
consists of closed-ended questions, rating scales (e.g., Likert scales), and demographic inquiries
to gather responses about the importance of marketing factors such as branding, pricing, and
promotional activities. Data from the questionnaires will be analyzed using descriptive statistics
(mean, percentage, frequency) and inferential statistics (e.g., regression analysis, correlation
analysis) to identify significant relationships between marketing factors and investment
decisions.

3.2 Qualitative Method

Qualitative research is applied to provide in-depth insights into the perceptions, motivations,
and expectations of investors and business owners in the health and wellness sector. Semi-
structured interviews are conducted with selected investors, business managers, and industry
experts to gather qualitative data. Questions explore perceptions about Thailand’s health and
wellness industry, opportunities, challenges, and marketing strategies. Open-ended questions to
explore investor motivations, challenges, and marketing strategies. Data from interviews will
be analyzed using thematic analysis, where recurring themes and patterns are identified and
categorized.

4. Results

The findings reveal the extent to which key marketing factors—branding, product
innovation, digital marketing, pricing strategies, and market demand and trends—influence
investors' decision-making processes.

4.1 Demographic Profile of Respondents

The demographic analysis showed that 54% of the investors were male, while 46% were
female. The largest age group, accounting for 60%, ranged from 30 to 50 years old, reflecting
the prominence of mid-career investors in the health and wellness business sector. Regarding
investment experience, 45% of respondents had over five years of experience, while 30% had
between one and five years. In terms of the primary sectors of investment, wellness tourism and
spa services dominated with 48%, followed by fitness and nutrition at 32%, and organic food
and products at 20%. These findings suggest that wellness tourism plays a leading role in
shaping the health and wellness market in Thailand.
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4.2 Descriptive Analysis of Marketing Factors

Respondents evaluated key marketing factors influencing their investment decisions using a
5-point Likert scale (1 = least important to 5 = most important). Market demand and trends were
rated as the most critical factor (mean = 4.52), highlighting the importance of consumer-driven
growth in the health and wellness industry. Branding emerged as the second most influential
factor (mean = 4.40), signifying its role in creating trust and differentiating businesses. In
addition, product innovation (mean = 4.35) and digital marketing (mean = 4.25) were also key
drivers, reflecting the importance of staying competitive and leveraging digital platforms to
attract investors.

4.3 Inferential Analysis

A multiple regression analysis was conducted to measure the relationships between
marketing factors and investment decisions. The findings are summarized that market demand
and trends had the strongest positive influence (B = 0.361), confirming its importance as a
primary factor driving investment decisions. This reflects growing consumer awareness and
interest in health-conscious lifestyles (Global Wellness Institute, 2021). Branding (§ = 0.325)
and product innovation (p = 0.281) played significant roles in influencing decisions. Effective
branding increases trust, while product innovation ensures businesses remain competitive and
attractive to investors. Digital marketing (p = 0.242) further supported investment decisions,
particularly through platforms like social media and digital campaigns. Although pricing
strategies (f = 0.185) had a relatively lower beta coefficient, it remained statistically significant.
The regression model’s R? value was 0.78, indicating that 78% of the variation in investment
decisions can be explained by the five marketing factors.

4.4 Qualitative Findings

Interviews with 12 key stakeholders, including investors, business owners, and marketing
professionals, provided qualitative insights into investment decisions. The analysis highlighted
key drivers influencing investment in the health and wellness business sector. Respondents
emphasized that health-conscious consumer trends were the most significant factor, particularly
post-pandemic, with growing demand for wellness tourism, organic food, and fitness solutions.
Brand trust also emerged as crucial, as a strong and reliable brand helps attract customers and
maintain a competitive edge. Innovation in products and services was identified as a vital
strategy for differentiation, with offerings such as Al-driven health monitoring and tech-
enhanced spa experiences appealing to modern consumers. Additionally, digital marketing and
online visibility through platforms like Instagram and YouTube were recognized as essential
tools for promoting businesses and influencing customer and investor decisions. While
competitive pricing was not the most critical factor, it remained significant in attracting middle-
income consumers by ensuring affordability without compromising quality.

The research results revealed that market demand, branding, and product innovation were
the most influential factors driving investment decisions, as confirmed by regression analysis,
which showed statistical significance for all variables. Qualitative insights further emphasized
the growing consumer demand for health and wellness solutions, the critical role of strong
branding in building trust and competitiveness, and the importance of product innovation and
digital marketing in attracting both consumers and investors. These findings align with global
trends highlighted by Kotler and Keller (2016), which underscore the significance of market
trends, strong branding, and innovation as key drivers for investment growth in competitive
markets.
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5. Conclusion

The study on Marketing Factors Influencing Investment Decisions in Health and Wellness
Business in Thailand provides valuable insights into the key elements that drive investment in
this rapidly growing sector. The findings indicate that market demand, branding, product
innovation, digital marketing, and competitive pricing are the primary factors influencing
investor decisions. Among these, health-conscious consumer trends emerged as the most
significant driver, reflecting the increasing demand for wellness tourism, organic food, and
fitness services, particularly in the post-pandemic era. Strong brand trust plays a pivotal role in
attracting consumers and maintaining a competitive edge, aligning with the views of Kotler and
Keller (2016), who emphasize the importance of branding in creating customer loyalty and
business growth. Moreover, product innovation, such as Al-driven health monitoring systems
and technology-enhanced wellness experiences, differentiates businesses in a competitive
market and appeals to modern, tech-savvy consumers. Additionally, digital marketing and
online visibility were found to be critical tools for promoting businesses, as platforms like
Instagram, YouTube, and Facebook effectively connect with target audiences, influence
purchasing behavior, and attract investors. Finally, while competitive pricing was not the most
influential factor, its importance in ensuring affordability for middle-income consumers cannot
be overlooked.

Overall, the results align with global investment trends in the health and wellness sector,
highlighting the interplay between consumer demand, branding, innovation, and digital
strategies as key determinants for successful investment decisions. These findings provide
valuable guidance for businesses and investors looking to capitalize on the growing
opportunities within Thailand's health and wellness market, ensuring sustainable growth and
competitive advantage in the industry.

Based on the findings of the study, several recommendations can be made for businesses and
investors in the health and wellness sector to improve their chances of success and capitalize
on the market opportunities.

1. Focus on Health-Conscious Consumer Trends: Businesses should focus on catering to the
growing health-conscious consumer trends. This includes offering products and services related
to wellness tourism, organic food, fitness solutions, and mental well-being. Understanding the
post-pandemic shift in consumer preferences toward holistic health will help businesses align
their offerings with market demand.

2. Strengthen Branding and Build Consumer Trust: Businesses should invest in building and
communicating a clear brand identity that reflects quality, reliability, and consumer-centric
values. Additionally, businesses can enhance their brand positioning by using storytelling
techniques and emphasizing the health benefits of their products and services.

3. Invest in Product Innovation and Technological Integration: Businesses should consider
integrating modern technologies, such as Al-driven health solutions and virtual wellness
programs, to differentiate themselves from competitors. Offering innovative experiences, such
as tech-enhanced spa services or personalized fitness plans, can attract both tech-savvy
consumers and investors.

4. Leverage Digital Marketing and Social Media Presence: Businesses should prioritize their
online presence through social media platforms like Instagram, Facebook, and YouTube.
Engaging content, influencer partnerships, and targeted advertising campaigns can help
businesses increase brand awareness and connect with a broader audience. Additionally,
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companies should utilize e-commerce platforms to provide easy access to their products and
Services.

By implementing these strategies, businesses in the health and wellness sector in Thailand
can enhance their attractiveness to investors, stay competitive, and respond effectively to
evolving consumer needs, thereby ensuring long-term sustainability and growth.
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