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Abstract

Over the past decade, sports tourism has become a key mechanism driving the global
tourism economy. With Thailand’s potential to become a regional hub for health and sports
tourism, combined with the distinctive advantages of Phuket—particularly its variety of
water-based and outdoor activities—the hotel industry has significant opportunities to
evolve into “Sports Hotels” designed to meet the specific needs of international sport-
oriented travelers. This research aims to examine business plans and propose appropriate
and sustainable development strategies for sports hotel businesses in Phuket in order to
enhance their competitiveness. This study employs a qualitative case study approach
involving two cases. The primary objective is to investigate business plans and develop
strategic recommendations for sports hotels targeting foreign tourists in Phuket. The sample
group consists of 15 participants, including 10 hotel operators and 5 international tourists.
Data were collected through in-depth interviews and participant observation. The analysis
was guided by the McKinsey 7S Framework in conjunction with the Marketing Mix (7Ps).
The findings reveal four core strategic directions for the development of sports hotel
businesses: 1) enhancing service quality specific to sports tourism, such as improving facilities
that cater to nutritional needs and physical recovery for athletes; 2) developing staff
competencies, including specialized sports knowledge (e.g., trainers) and international service
standards; 3) applying digital marketing strategies to increase market reach and brand
awareness among sport-oriented travelers; and 4) establishing strategic collaborations with
local authorities and sports associations to improve facilities and promote international
sporting events. The study recommends integrating these strategies into core business
planning to strengthen competitiveness and long-term sustainability. Such efforts will elevate
Phuket’s image as a premier sports tourism destination in the Asian region.

Keywords: sports tourism; sports hotels; business development; marketing; Phuket
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szuumsdansRinssudafesiamnsely Tuvaeilsausud 2 fnagnslamzngugndiinfwuasyis

AT UBBUAWT TUTNISTANITEALAY wazseuulassaiesAnsidmudang uganasnszany

¥
Y a 1 (% L4 aa v 1

grnalvinuiuImsudazigldnasiidalunisdedula uenantidildssuuadviasgnasuisasisly

&

n139eaesinuazfanssuasuau q ludiuvesgduuuluianie Soft Elements lsausui 2

'
=

Jypansnd

v

wrlanensgaazlasunsilineusuegwiaiias dwaliuimsidaunimuazasig

n
AusnalagsansiegnA Yeilswsudl 1 dnsmivanegadunn uiamsdseanuanuseninee

Y

Fadanaliusz@ns 1 nluni1saiuanuanad TakAnNmA1991NISIRIUA 2 NLUUNITYNIIUBUU
Wande daasunisviiausiududuiuegeiivseanina feeiiulszansamlaesiuveeaans
T5ausud 1 Julgu1gassnIyaaINsNansyemawazitunsiauinye wadwindssaunisally

U99IY YeueRlsensud 2 dyaainsidanudiunganiznis wimaerdgyiulymnissnwininau

1Y v I A

Tuszozenn Fedodunnuimeddaiuddy aruaiiou lssusud 1 ianuddglunisan

o

JofosSaunaziiiuruiisnelalugnen dlswuusud 2 eadeimusssusdnsiiduuduasaduayy

mavihnuduiin Jaegdmadsennuyniuveminmularn1sassnuaAlags

Journal for Strategy and Enterprise Competitiveness | Vol. 5 No. 13 January — April 2026

J

NIAINAYNTUALANUAINTANNNTUIITURIANT | U7 5 atun 13 uns1au - Wwigu 2569



72

NaN1sAN®IEIUUTTANNINIIRAIR 7Ps aguliAuLwInIan siaung sAalssusudeiu

| o

Imsimusaesinuazuinsatuegaumngan Tagwamuiininafvufanssufiviuazuinig
fluy saianauaznenwiite Wefiuanufelivesgné dwiudeamsnissmisaisuee
Wuunanrloduvesfiinosulal (0TA) niesluslunfanssufiwiegaduduiedFenguidivane
filunazansUssma dmiunediuassuisaiuagan Wy aumfin Anwa wagaoudidndeu
Asldmsgiuaing uenandgensuiudsnuyomsielinoulandundnreadendsquam
98 MATUNIU NAYNTNIIAAINATTaAsIdYemeluluaiife lAnduan wasianssunusiing
ilpadansiuduususegnaninewans suymainseseusswinuziany Wy nsldgunsalfimn
nsUgunenadesdu uazuinisgndl ndeudariununssgalai ofnsndnaui Sdnenm
dmivdanndeunslu arseenuuuliaenndesiuSufmidaauy vazfsrtussuuseaionin
uazAanssusng o Fosdisuazazain niouszuuAnmunnufiswelaiiionisuiulssuinisedae
soiles nanideiasioulfifiudsauunndnswessuuuugsianasmadanissevinlaosm 2 s
n¥euauonuamaiaulududdgieszuuosdng Hnveyaaing uazn1snatn diusunmsaiig
mudsfunaznoulandgnintinvisndivadeimetsnsuiuuasiiussansnmgean

6.2 afUs1ena

namsifodenmnmildnnmsfnuwuuuassnsdfinui draueuuamsufoRlunisiam
gsalsusudsiludoringuindmiunanatinvieadlearinemd Tnsuruuwivesdoduny fo matugn
fenudndulun1sysunIsnsauluIAnNITUINITIANIG McKinsey 7S Model wagnagnsng
AsRa1A 7Ps Marketing Mix Widaefusgisai fadunisbudufiaenadesiuegedvoddy
AuMUANE Y 5UIN5UDS Bazzanella et al. (2023) fisvyin mMsvssaanudisanazaudsiulu
9RAIMNITUUINTWINWIABIIAENTAT19ANADARAR B (Alignment) TenINNagNsaIeuen
wazdngn nnglueIAns

Tumsiinswitadenelunaluiea 75 lsusufivszauanudidslunmamzaainamzg
A lawansliviudsnisfinnuesrussneunazlaseasna (Structure) Tugunuulmi Tnaidenld
Imaa%’wﬁﬁw@uqaLLazﬁmiﬂszmaéﬂuwé’mﬁﬂa LﬁamauauaammL%’Jﬁuaaﬂaqwﬁ‘ (Strategy)
agslsfimu dlewSeufisufuusunaina nan1539eves Osmanoslu & Uzim (2018) fiuseidiu
A muimslsusudaimanuiauzesiniwdiiiiui lsusufivszauanudiSaluseduanna
fimsdnnsszuuuinmsiuandauazmeuausinNFssMssufegiaduszuunnilsusuily
Faaoandosiuteazuainnismunuissunssueg1adussuuves Martin-Gonzalez et al. (2024)
fiszyimsianndamiuannsolunsuiiiuresgaamnssunmsvienisndafiun (Sport Tourism
Competitiveness) Fududosft musnsAiwnuuuanIEnIs (Specialized Accommodation)

a o a A o A . . . .
WardI91UIANALAINTIDDALUUNWNBUNAW LABLANY (SpeC|aL|zat|on in Sports Housmg)
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Arsannsdfnululnediawlngdndunisussaunuuuutinga (Ad-hoc) Milwanausdugilu
nsmauauBInMNFBINIRziug i Andlaieuiuuuu iRl ussduaina

Tufifnesyaains (Staff) wasrinwy (Skills) Yedunuiaonadoatuufnies People Tu 7Ps
LagUITeves Alrawadieh et al. (2020) witnan1s3dendumeliiuiadgmnisinviuaains
Tuszeze1 (Retention) Fstaudaiunagniszzonvesesdns WeanFsuisuduluaanisuins
FansvosqudAwnsuasaslunguussmaiamudifiunsgiuszdvaina wuin Snnsldszuy

;Y

dunnor@namzmaiiesnyiuaansidanudeimgsounull Tuvaesiigiindwiaaudaauly

[y

il dmTunagnsnianisnain 7Ps nsldnagnsnisnaindavia (Promotion & Place) aenndadiiy

9 9

11U 98999 Kaew-nate (2024) uazdanuindiasdvszifuniuliaonndoafi drdndgalu
Frundnsiost (Product) Tneamzdam “o1nsdiialy” Ssasieunisuneudilalulnsuinis
Lan1EM1a (Specialized Nutrition) feidutesined1dqydi liaonadestuninsgiuaina
AUl Papaioannou et al. (2024) fnualy dewfioufulswsydfuduiiinnsld “Tasutide
seuana” lsswsuludssnelvedinafiniun1suinisguuuu Hospitality wuuR AT uTard
wnnimsdsaiuanssanmmianie fedeifuguassadenuannsalunisuadumunsouuiin

‘1'71| Martin-Gonzalez et al. (2024) lovauald

7. M3UszenAldNan1sITELNBLETUEE19AUEINITANINITUYITUVDIBIANT
HaATeTulddudRyegdalunsausl MU URNaINsaLEsuas19A AU 50

Tuniswystuldagansoungu Meluseavesdansuazseaulsena lnglanizegned sluuiun

[ <@

YBINITHAUIAAINNTTUN TV DU Y WTNWTUTMTANLAR dIHafoAIINAINITANIINITUYITY
Y8404An3 (Competitive Advantage) lnen1senseaunansin (Product) l1un1sUsuUTIgngaumY
lawuinis wagnrsdiauea msiamen @ msvdnaw saudsusnsiunfiesnuuuniumien
INeAEns N15AEun1swutagdelilsasuaI NN sTanania 89N 1sul ST UA U 1A (Price War)
' a 1% I3 ] A a a a ) .
wazanusaIznguaatansileuld Ussiusennfe Usedninimn1suinisdnnis (Operational
Efficiency) lagdinisuuginlildlaseasan ave uhaznsza1891ui19 (Agile Structure)
AIUNaN McKinsey 7S Model 992819 84AN T8 0150A0UAUBIADAIIUA DINITLANIZVBITNAK)

leegesanda wazanunsathlugnisiiudssdvsainnisanduau uenantimsdnnmsmsneinsyana

a &

MPude (Human Capital Excellence) fondunalnddglasiduimuninyzianizniweiyaains

U =

AUAT N1TUSNT WagIanagnslun1ssnwIndnau (Retention) 981933934 WBsN¥IYARINS

Adanu@ermgduluninensiiiauazaonideunuulaein (Intangible Asset) suluialadfy

Y]

YBINTUINIAMAINGS UaggavingAe nsnanadvianinsadmang (Targeted Digital Marketing)

'
Y ]

lngn15Useendld 7Ps Marketing Mix L1 Promotion H1U%8n19A3Tauagd otanizn1aiu

aglinagns Wedhienguiinvieuiiendainaindaidlaegnsdivsednsnn
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[y 1 1

uenaniy nanIsAnwdaiaudAgydonNaIunTanIanIsutstulussAauUszva (National
Competitiveness) TngUsenisusniie nisenszdunwdnuaiuszine (Nation Branding) n1siilsausy
Tudminguinamsaiiaueuimsifinasguseiuaina elasuaianmdnvaivosuszimalne
Tidu “@uéﬂa’mmiviaaLﬁ&J’JL%qﬁmLLazqsumw (Sports and Wellness Hub)” %ﬁﬁqmﬁ'ﬂﬂfiauﬁm
Afnaunm Usznsiiaesdie nsiiinseldainnisvieaiiendanmnim (Quality Tourism Revenue)
JHesninveadisndsiwiindszoznanininuiuasialddiogs nsnevlandnquidmuned
szdanalagnsenonafinseldsuvesUseng uagainannuiuamiuasegia Usenisiany
AB N13a31IANTINTeeIN1ASTRazLaNyY (Public-Private Partnership) Totausuuzlininusiuiie
fumisgeuiesdulunsaundsdrnsanuazainnsiiuin dsieindunsnssdunisamu
uaziaunlassadreiiug i uivludomta Sasdmalivssmalneiionundeslunsdudnm
Tunsdaniswdsdufmseduununmd wasindnaniwnisutsduluszezen uagdsenisgavine
A N13nTEa1eTelagvaglgauniu (Supply Chain Integration) AI1NABINITUTNITLANIENIY
i Tngwinisie fdermgnisiiug wergunsailinden Feazdaensduliiinnisiaungsia
LarUInTg wagfdwmaliAnnisaiany uaznmsnszneneldludiniadiudy 4 veaasugiaviesdu

wazUsemneluiian

8. JoLduanuzn15Iv8 (Research Recommendations)

a a

lunsindeAunuLaztolauokuzidinagnsannsAnullulssendldeg1elivssdnsua

snfugosildesfnfiddumusufouitisouarveuwnvenising Wesenanisetuiiiy
nITeRenunnlusUsuunsaifnyinuuasansil (Two-Case Qualitative Study) lngldngusiegng
aneazassiuudiadies 15 au wagdidunnfuteyaluiiuiSmiaguiamiidy demed
panTIATeTldRfimnusinsazasiuuiunvedsusudefisaeauaivhnsing Fedama
semuannsalunisiinan1sidelugneds (Generalizability) fugsAaluiufidu q nielssusy
fifvurauarlnssaitanisuimsdanisfiunndaiueg1sduds uananinisiiandoyaainnis
dunwalldednuaznsdanansaliJundnenaiianudssanenivesylidoya (Participant Bias)
viensieudoya (Interpretation) Aiwnnsaify fedu Weidunsvensreunauiuasifiuany

Ya o

avysallun1sfmungsialsusuidaimiinidiudedndadenagtd f3dedweiauauuziuinisdmiu

v
v

nsdelueuen fsil
8.1 FLWIANNITINWIYAAINT
AnwladeniinasiannuyniuuazusipslalumsvinuresyeaInsamza i Liewmun

nagnsn13snEIMENIU (Retention) 1hgsgu
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8.2 Anszinsandulavesuslaalulniis

%’amﬂgmawaaﬁﬂﬂmLﬁmL%qﬁwwmsmmuﬂajmﬁuaéwﬁwmﬂwawﬁu iielangantade
mdinauladentiuims neiufinnudesnisiulnvunisuaslsunsuitussamedufiny

8.3 FRuTyuLiiguReiinig

yns3dsisuiisuiumenisiauvesdmianfndugud fundvszauanudse
Tusgeulan edumuunUfURTiduan (Best Practices) flanunsauiultlsluszduaina

C%
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