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Emergence of Cannabis Commercialization:

Tourists’ Perceptions Toward Destinations and Future Revisit Intention

Patthawee Insuwanno

Faculty of Hospitality and Tourism, Prince of Songkla University, Phuket, Thailand

Given the rise of cannabis commercialization, understanding its impact on tourists’ revisit intentions
is crucial. This study, grounded in the Theory of Planned Behavior and incorporating variables like
perceived attractiveness and risk, focuses on Phuket, Thailand. Analyzing data from 385 respondents
using R (Lavaan) and Structural Equation Modeling, the results indicate that perceived attractive-
ness (B = 0.225) and subjective norms (B = —0.191) significantly influence revisit intentions. These
findings provide insights for destination managers, emphasizing the need to address perceptions and
implement effective marketing strategies to leverage cannabis tourism sustainably. To enhance can-
nabis tourism appeal, managers should offer educational tours about cultivation, wellness retreats
with cannabis-infused treatments, and events celebrating cannabis culture. Furthermore, it is vital to
communicate functional values, such as health benefits, through various channels, including tradi-
tional media like television and online platforms such as YouTube, to accurately inform and educate
tourists about the benefits and proper usage of cannabis products.

Key words: Cannabis tourism; Perceived attractiveness; Risk perception;
Theory of Planned Behavior; Cannabis legalization

Introduction

The removal of cannabis from Thailand’s Cat-
egory 5 narcotics list in June 2022 marked a his-
toric moment, making the country the first in Asia
to legalize cannabis. The decriminalization allows
cannabis cultivation for medical use and the pro-
duction of cannabis products, such as oils and
tinctures, to be used by authorized medical practi-
tioners and patients (Charoenwisedsil et al., 2023).

This transformation has opened new entrepreneur-
ial opportunities within the tourism industry, echo-
ing trends seen in Canada. Furthermore, research
suggests that the decriminalization of cannabis
holds promise as a potential remedy for challenges
facing the tourism sector, as highlighted by Bonny-
Noach and Horsky (2023). )
Thailand also implemented a significant pol-
icy change aimed at facilitating medical access
to cannabis while attracting tourists through the
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52 INSUWANNO

promotion of cannabis-infused products and well-
ness treatments within legal frameworks. However,
recreational use of cannabis remains illegal. Can-
nabis commercialization generally refers to the
legal framework that allows the production, sale,
and distribution of cannabis products (Shi & Liang,
2020). However, the new policy and regulations
remain ambiguous, leading to various interpreta-
tions and causing confusion among both tourists
and locals. As a result of this unclear policy, many
cannabis-related businesses have emerged, some
of which comply with the legal framework while
others do not fully adhere to it. Nevertheless, the
Tourism Authority of Thailand (TAT) has issued
clear guidelines for international tourists, advising
against the recreational consumption of cannabis
(TAT Newsroom, 2022). Despite this guidance, the
decriminalization policy has led to a surge in can-
nabis-related businesses, making cannabis widely
accessible to tourists throughout Thailand, espe-
cially in popular tourist destinations like Phuket
(Bonny-Noach & Horsky, 2023). Given the rapid
pace of this transition, tourists’ perceptions and
behavioral intentions remain unknown, presenting
an opportunity for the current study.

Phuket, renowned as a leading tourist destination,
has witnessed a rapid rise in cannabis commercial-
ization, with over 380 cannabis-related establish-
ments identified within nine months of cannabis
decriminalization, as of March 2023 (Phucharoen
et al., 2023). The destination has long solidified its
reputation, attracting both domestic and interna-
tional tourists. Phuket’s appeal extends beyond its
tourism amenities; it is marketed for its diverse cul-
tural heritage, historical significance, recreational
activities, stunning beaches, Indigenous cuisine,
and plentiful natural attractions (TAT, 2020). As a
result, cannabis activities and businesses are also
publicly promoted. Consequently, Phuket serves
as an ideal case study for evaluating the impact of
cannabis commercialization on tourism.

Literature on cannabis has largely concentrated
on its medicinal properties and health benefits
(Russo et al., 2007). For instance, Jugl et al. (2021)
reviewed 198 studies on cannabis’ medical applica-
tions, highlighting its therapeutic benefits. Recent
years have seen a broader legalization of cannabis
for both recreational and medical use (Dupej &
Nepal, 2021; Keul & Eisenhauer, 2019). Studies

have examined the impacts of cannabis legaliza-
tion on residents’ attitudes toward cannabis tourism
(Kang, 2019; Kang & Lee, 2018), tourist motiva-
tions (Taylor, 2019; Wen et al., 2018), and desti-
nation effects (Kang et al., 2016; Newman et al.,
2021), as well as risk perceptions among consum-
ers (Uriely & Belhassen, 2006). However, there
remains a gap in understanding how cannabis
legalization influences tourists’ perceptions and
behavioral intentions toward destinations integrat-
ing cannabis experiences. This study addresses a
significant gap in the literature regarding cannabis
tourism, particularly in the unique context of Thai-
land. While research has been conducted in coun-
tries like Canada and the US, the Thai environment
presents distinct cultural, legal, and economic fac-
tors that influence tourists’ perceptions and behav-
iors. For instance, Thailand’s recent legalization of
cannabis marks a departure from traditional norms,
creating a unique landscape for exploration.

Moreover, previous studies on cannabis have pri-
marily focused on European countries (e.g., Austria,
Britain, Spain) and North America (e.g., US, Can-
ada) (Wen et al., 2023), often overlooking how local
customs and regulatory frameworks shape tourist
experiences and intentions in Southeast Asia. Thus,
this research aims to provide new insights into how
tourists perceive cannabis commercialization in
Thailand and how these perceptions influence their
intentions to revisit. By examining these dynam-
ics, the study contributes to a deeper understanding
of cannabis tourism in non-Western contexts and
informs destination management strategies tailored
to the unique Thai market. The findings provide
valuable insights for tourism authorities, destina-
tion management organizations (DMOs), and stake-
holders in cannabis-related ventures. By leveraging
these insights, stakeholders can refine strategies,
optimize resources, and develop policies to enhance
the appeal of cannabis tourism while effectively
managing potential challenges.

Literature Review
Cannabis Decriminalization in Thailand

In 2022, the Thai government implemented a
significant policy shift by removing cannabis from
Thailand’s Category 5 narcotics list. This historic
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move made Thailand the first country in Asia to
decriminalize cannabis. The primary objective of
this policy change was to capitalize on the medicinal
and health benefits of cannabis (Charoenwisedsil
et al., 2023). However, the unregulated recreational
use of cannabis in Thailand has resulted in increased
consumption and its associated impacts (Sommano
etal., 2022; Zinboonyahgoon et al., 2021). Although
cannabis cultivation and trade are permitted by law,
smoking cannabis in public places, such as schools
and shopping malls, remains prohibited. There is
confusion surrounding the official tourist guidelines
for cannabis consumption, with some suggesting
restrictions on recreational use without specifying
the context, while others highlight legal penalties
for public recreational smoking (Medical Cannabis
Institute, 2023; TAT Newsroom, 2022). This lack of
clarity regarding consumption locations, along with
the widespread commercialization and availability
of cannabis across the country (Bonny-Noach &
Horsky, 2023), has led to confusion among both
locals and tourists.

Specifically in Phuket, the study by Phucharoen
et al. (2023) revealed a notable increase in canna-
bis entrepreneurs. They found that there were more
than 389 cannabis-related establishments including
stores, souvenir shops, restaurants, and nightclubs.
Furthermore, the study found that these cannabis
establishments were predominantly located near
attractions and hotels, as evident in Figure 1. This
aligns with Veilleux’s (2024) study, which high-
lighted the rapid expansion of cannabis tourism,

® A red dot represents o cannabis
establishment

® A blue dot represents a hotel

¢ A pink dot represents an aftraction

Figure I. Distribution of cannabis establishments in Phuket
(adopted from Phucharoen et al., 2023).

particularly in tourism-heavy areas, despite legal
constraints and government efforts to discourage
recreational cannabis use. Market-driven actors have
capitalized on this emerging economic opportunity,
tailoring their offerings to meet consumer demand,
enabling cannabis tourism to grow independently.

The emergence of commercial cannabis extends
beyond its physical proximity to tourist areas, as
online platforms like Google Maps enable tour-
ists to easily locate cannabis-related businesses
and indirectly promote their services. This acces-
sibility appears to facilitate tourists’ access to these
establishments and influence their reasons for con-
suming cannabis. Additionally, Wen et al. (2018)
highlighted that the ease of access to commercial
cannabis plays a significant role in shaping canna-
bis-oriented tourists’ decisions to revisit destina-
tions associated with cannabis tourism.

It is important to clarify that the perceptions
explored in this research refer to the perceptions
of general tourists, rather than cannabis-oriented
tourists specifically. Despite the widespread avail-
ability of these establishments, particularly in tour-
ist destinations like Phuket, they could potentially
influence tourists’ perceptions of the destination.
However, there is limited understanding of how this
transition is perceived by general tourists, which
could impact their future behavioral intentions.
Hence, it is crucial to examine the perceptions of
general tourists who may not actively seek out
cannabis-related experiences and assess how these
perceptions influence their future revisit intentions.

Cannabis Tourism

Previously, the concept of cannabis tourism was
situated within the broader context of drug tour-
ism, where the consumption and use of cannabis
products were regarded as illegal, illegitimate, and
socially condemned (Uriely & Belhassen, 2005).
Steinmetz (2017) noted that at least 1,200 terms
are used to describe cannabis, including marijuana,
hashish, weed, pot, and others.

Several scholars have defined the term “canna-
bis tourism.” For instance, Taylor (2019) defined it
as “a particular emerging type of tourism whereby
visitors purchase with the intent to consume can-
nabis products while temporarily traveling away
from one’s normal place of work or residence”
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(p. 443). Cannabis consumption among tourists is
driven by various motivations (Wen et al., 2018)
and influenced by the broader normalization of
cannabis use in societies (Belhassen et al., 2007).
Typically, medicinal cannabis is prescribed to alle-
viate medical symptoms, while recreational can-
nabis is used for its psychoactive effects (Alcohol
and Drug Foundation, 2024). Recreational can-
nabis users may consume it in various forms for
pleasure, including experiencing an altered state of
mind, happiness, and improved social interactions.
Despite traditional perceptions of recreational can-
nabis use as deviant behavior in many societies
(Uriely & Belhassen, 2005), cannabis tourism has
experienced rapid growth due to the legalization of
cannabis in numerous jurisdictions worldwide.

In the US, the cannabis consumption market has
grown to approximately US$25 billion annually
(Charlebois et al., 2020). This trend is also observed
in countries such as Canada, South Africa, and
Georgia (Rasera et al., 2021). However, the expan-
sion of cannabis tourism is significantly influ-
enced by the legal framework of each destination.
Some countries, like Australia, are implementing
measures to tighten regulations to prevent canna-
bis from becoming a prominent tourist attraction
(Y. Liu & Stronczak, 2022). In the Asian context,
the normalization of cannabis consumption is less
common compared to Western destinations, pri-
marily due to differing legal regulations. Although
several locations have legalized cannabis consump-
tion, its acceptance in tourism remains limited.

As the policies on legalizing and regulating can-
nabis gain momentum on a global scale, the gen-
eral public’s views and overall awareness of this
subject matter are transforming as well. There is a
rapid worldwide shift from demonizing cannabis
to understanding, accepting, and using the plant for
medical, industrial, and recreational purposes. This
societal transformation has created numerous busi-
ness opportunities as well as legal and operational
challenges for the hospitality and tourism industry
(Kang et al., 2016). In this context, the characteris-
tics of the emerging cannabis tourism market repre-
sent another significant area of study (Kang et al.,
2019). Previous studies have highlighted that the
motivations and perspectives of cannabis tourists
are central themes in cannabis tourism literature
(Kang & Lee, 2021; Taylor, 2019; Wen et al., 2018).

For instance, Wen et al. (2018) explored the factors
motivating Chinese outbound tourists to Amsterdam
to engage in cannabis use. They identified three key
factors: enthusiasm, recreation, and curiosity.

Through this extensive literature review, key
themes in cannabis tourism research were identi-
fied, including: (a) residents’ attitudes toward the
development of cannabis tourism (e.g., Kang &
McGrady, 2020; McGrady & Kang, 2022), (b) tour-
ists’ motivations (e.g., Kang et al., 2016), (c) prefer-
ences of cannabis-oriented tourists (e.g., Kang et al,,
2019; Meeprom et al., 2023), and (d) the economic
and social impacts of cannabis legalization (e.g.,
Newman et al., 2021; Phucharoen et al., 2023). This
review highlights the need for further investigation
into how general tourists, not just specific cannabis-
oriented tourists, perceive the emergence of canna-
bis commercialization in destinations and its impact
on their future behavioral intentions.

Tourists’ Perceptions of Destinations

A considerable body of literature explores tour-
ists” perceptions of destinations, examining various
attributes that impact their experiences and future
intentions (e.g., Dedeoglu et al., 2018; Vittersg et al.,
2017). These attributes, often referred to as envi-
ronmental characteristics, are primarily perceived
by tourists during their travels and can significantly
influence their behaviors and future intentions
(Kamenidou et al., 2009). Several studies emphasize
that these characteristics play a crucial role in shap-
ing tourists’ perceptions, contributing to the devel-
opment of the destination’s image and influencing
travelers’ decision-making, destination choices,
and future behavior (Dai et al., 2022; Machado
Carvalho, 2022). For example, Jebbouri et al. (2022)
highlighted that an individual’s beliefs and percep-
tions about a particular environment or setting affect
the development of the destination image.

Additionally, Qu et al. (2011) noted that a des-
tination’s overall image plays a crucial role as a
mediator between brand associations and future
visitor behavior. This view is supported by Coban
(2012), who emphasized that a positive destination
image fosters trust and enhances tourists’ satis-
faction. Understanding how tourists perceive and
interact with their environment is essential, as it
profoundly impacts their overall experience and
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satisfaction with the destination. Therefore, exam-
ining these factors can help researchers and prac-
titioners better anticipate tourists’ behaviors and
future intentions, leading to more effective destina-
tion management and marketing strategies.

In Phuket, the focus of this study, cannabis com-
mercialization was unprecedented until its legal-
ization. As a result, little is known about how the
emergence of such businesses impacts tourists’ per-
ceptions of the destination and their intentions to
revisit. A prior study by Liang et al. (2023), which
focused on cannabis-oriented tourists, found that
motivations such as the perceived attractiveness
of cannabis commercialization and perceived risk
contribute to the formation of a pretravel destina-
tion image and influence tourists’ intention to visit
for cannabis tourism in Canada. While this study
provides insights into the motivations of cannabis-
oriented tourists, it primarily addresses pretravel
perceptions and does not explore how these per-
ceptions, influenced by actual experiences, impact
revisit intention. This gap is crucial, as revisit
intention is a key factor for sustainable tourism.
Therefore, this study extends Liang et al.’s work by
examining how two aspects of perception—attrac-
tiveness and perceived risk—in cannabis-commer-
cialized destinations like Phuket influence general
tourists’ intention to revisit.

Attractiveness

Mayo and Jarvis (1981) defined destination
attractiveness as “the comparative significance of
individual benefits and the perceived capability of
the destination to fulfill these individual benefits”
(p. 201). Formica and Uysal (2006) further empha-
sized that a destination’s attractiveness is shaped
by the interplay between the availability of its
attractions and the perceived importance of these
attractions. Numerous studies have delved into
the attributes that tourists deem important when
assessing destination attractiveness. For instance,
Middleton (1989) explored three specific attri-
butes related to destination attractiveness: facili-
ties, venue prices, and transportation networks.
However, the findings revealed that these attributes
accounted for only a small proportion of overall
destination attractiveness. Subsequent studies have
consistently examined various factors contributing

to destination attractiveness, including historical
and cultural sites, nightlife, dining options, outdoor
activities, and the natural environment (Gartner,
1994). Other factors such as scenery, cultural
attractions, cleanliness, peacefulness of the envi-
ronment, quality of accommodation and facilities,
family-friendly amenities, safety, entertainment
offerings, and recreational opportunities have also
been identified as significant contributors to desti-
nation attractiveness (H. Kim, 1998).

In the context of this study, the emergence of
cannabis-related businesses in the destination is pre-
sumed to enhance perceptions of its attractiveness.
For example, Meeprom et al. (2023) highlighted that
the recent legalization of cannabis-infused products
provides tourists with an opportunity to experience
something novel and different. Therefore, it can be
argued that the rise of cannabis commercialization
in Phuket influences tourists’ perceptions of the
destination’s attractiveness. However, this specific
aspect of destination attractiveness remains under-
explored, presenting an opportunity for further
investigation. Recognizing and comprehending the
key attributes that contribute to tourists’ perceptions
of the destination’s ability to deliver individual
benefits, particularly in terms of attractiveness, is
crucial. Such insights can be valuable for decision-
making in planning, marketing, and devising appro-
priate resource allocation strategies.

Perceived Risk

In a broader context, risk perceptions entail indi-
viduals’ subjective assessments of the likelihood
of encountering unfavorable outcomes (Neuburger
& Egger, 2021). Risk factors have the potential to
impact various aspects, including financial, social,
environmental, health, and safety considerations
across different levels of strategic, organizational,
and project domains (M. J. Kim et al., 2020). In
the context of tourism, perceived risk involves the
uncertainty tourists associate with potential nega-
tive outcomes of their travels (Tseng & Wang,
2016). Tourists gauge the uncertainty surround-
ing tourism activities and their outcomes, forming
judgments about potential risks and uncertainties
during their trips (J. Liu & Gao, 2008). Perceived
risks tend to increase in tandem with the level of
uncertainty, with international travel presenting
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numerous uncertainties, such as concerns related to
hygiene, transportation, cultural differences, safety,
and language barriers. Tourists typically develop
perceptions of risk based on these uncertainties
before embarking on their trips. Existing literature
suggests that when tourists perceive risks associ-
ated with a particular destination, it can negatively
impact their travel decisions and intentions to revisit
(Hasan et al., 2017; Tavitiyaman & Qu, 2013).

According to Cui et al. (2016), risk perception in
tourism experiences can be categorized into three
distinct perspectives:

1. Tourists’ subjective feelings regarding the
potential negative consequences or impacts that
may occur during travel. These subjective fac-
tors influencing tourism risk perception can be
further categorized into two main groups: demo-
graphic variables (e.g., age, gender, and educa-
tion level) and individual cognitive abilities
(e.g., personality traits, emotional states, and
outlooks on travel experiences).

2. Tourists’ objective evaluations of the potential
negative consequences or impacts that may
occur during travel, encompassing various
dimensions, including physical risk, economic
risk, equipment risk, social risk, psychological
risk, time risk, and opportunity loss.

3. Tourists’ cognitive assessment of exceeding
the threshold level of negative consequences or
impacts that may occur during travel.

This study primarily focuses on objective fac-
tors influencing tourism safety perceptions, which
encompass the social and natural environment of
tourist destinations and the security status of vari-
ous elements such as food, accommodation, trans-
portation, shopping, and entertainment during the
travel process (Yueksel & Yueksel, 2007). Yordam
Dagistan et al. (2023) highlighted that perceived
risk significantly affects both perceptions of safety
and travel intentions.

In the realm of cannabis tourism, several studies
highlight traditional perceptions of cannabis, which
are frequently linked to risks and social challenges
(Wen et al., 2023). For example, Charlebois et al.
(2020) conducted a study assessing consumer per-
ceptions regarding legalization, food safety, and the
perceived risks of cannabis products. Their findings

indicate that consumers generally express concerns
about the potential social impacts and inherent risks
associated with cannabis consumption.

This apprehension is particularly relevant for
tourists, who may perceive heightened risks associ-
ated with cannabis commercialization. Factors such
as potential psychological effects and the deviant
behavior of recreational users can exacerbate these
concerns, leading to hesitancy in engaging with
cannabis-related activities. As a result, tourists
may be more cautious about their interactions with
cannabis products and the environments in which
they are consumed, potentially influencing their
intentions to revisit destinations where cannabis is
prevalent (Alcohol and Drug Foundation, 2024).
Therefore, understanding these perceptions of risk
is crucial for effectively managing and marketing
cannabis tourism.

Theory of Planned Behavior (TPB)

Theory of Planned Behavior (TPB) is a psycho-
logical theory that elucidates the psychological
phenomena underlying human behavioral inten-
tions (Ajzen, 1991). The TPB model has been
widely used in the literature to explain consumer
behavior in various contexts, such as the adop-
tion of smartcards or artificial intelligence to make
financial investments (Belanche et al., 2019), the
adoption of self-service technologies (Lien et al.,
2021), and mobile payments (Flavian et al., 2020).

TPB asserts that individuals’ attitudes toward a
behavior, subjective norms, and perceived behav-
ioral control are significantly influenced by their
beliefs about the behavior, social norms, and their
ability to perform the behavior, respectively (Radic
et al.,, 2022). Unlike other theories, such as the
Theory of Reasoned Action, TPB incorporates both
volitional (behavioral belief-attitude toward the
behavior and normative belief-subjective norm)
and nonvolitional (control belief-perceived behav-
ioral control) dimensions (Ajzen, 1991; Lam &
Hsu, 2004). Integrating this nonvolitional dimen-
sion is believed to significantly enhance the theo-
ry’s predictive power for intention and behavior,
particularly in situations where individuals have
limited control over their intentions and behav-
iors (Han & Kim, 2010). In the TPB, Ajzen (1991)
described that attitude toward a behavior reflects
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an individual’s evaluation of performing a specific
behavior. Subjective norm refers to the percep-
tion of the opinions of significant others, such as
friends, parents, relatives, and colleagues, regard-
ing the behavior. Perceived behavioral control
relates to an individual’s confidence in their ability
to carry out a specific behavior.

In the context of tourism, researchers have
applied the TPB to examine various aspects of tour-
ist behavior. For example, Meng and Cui (2020)
conducted a study to investigate tourists’ intentions
to revisit home-based accommodations by aug-
menting the TPB model with additional constructs.
They empirically demonstrated that the extended
TPB model outperformed the original TPB model
in terms of predictive power. Their findings indi-
cated that experiencescape, perceived value, and
memorability positively influence the intention to
revisit home-based accommodations. Additionally,
Yamada and Fu (2012) utilized the TPB to investi-
gate factors influencing museum visits. They found
that beliefs about positive outcomes, such as learn-
ing and socialization, significantly influence indi-
viduals’ decisions to visit museums.

Based on this comprehensive literature review,
the present study is grounded in the TPB, which
captures the unique dynamics of this emerging
market. While the application of TPB in tourism
research is well-documented, extending it to canna-
bis tourism is essential due to the distinct cultural,
legal, and social dimensions surrounding cannabis
use. Therefore, this study utilizes the original TPB
model and extends it by incorporating additional
variables that represent tourist perceptions.

In this context, the study hypothesizes that atti-
tudes toward cannabis commercialization influ-
ence tourists’ intentions to revisit destinations.
Specifically, perceptions of cannabis culture and
its integration into the local tourism experience are
expected to impact tourists’ future revisit inten-
tions. Furthermore, subjective norms, or the influ-
ence of social circles’ views on cannabis use, are
likely to affect tourists’ likelihood of returning to
destinations where cannabis-related activities are
available. Additionally, perceived behavioral con-
trol, referring to tourists’ perceptions of their abil-
ity to engage with cannabis-related activities, is
hypothesized to impact revisit intentions. Thus, the
study proposes that attitudes, subjective norms, and

perceived behavioral control interact to shape tour-
ists’ decisions and influence their future intention
to revisit cannabis-commercialized destinations.

Additionally, the relationship between perceived
attractiveness and perceived risk must be clearly
articulated within the TPB framework. Perceived
attractiveness, such as the appeal of unique canna-
bis experiences, is expected to positively influence
revisit intentions, while perceived risk—related to
safety, legality, and social acceptance—is antici-
pated to negatively impact tourists’ confidence and
reduce their likelihood of returning.

Therefore, it is imperative to explore how per-
ceived risk and perceived attractiveness inter-
act with the core TPB constructs (Abbasi et al,
2021). This integration can enhance the accuracy
and explanatory power of the TPB in predicting
tourists’ intentions and behaviors (Zhao & Liu,
2023). Understanding these dynamics will pro-
vide deeper insights into tourist behavior in can-
nabis tourism and contribute to more effective
destination marketing strategies that address both
the opportunities and challenges posed by cannabis
commercialization.

Methodology
Data Collection

Participants were selected using purposive sam-
pling to ensure diverse representation in terms of
gender and nationality. The selection focused spe-
cifically on tourists who had encountered cannabis-
related elements during their visit. An on-site
questionnaire survey was administered at key tour-
ist attractions, such as Patong and Phuket Old Town,
where cannabis-related shops, businesses, and
activities are prevalent. Participants were chosen
based on whether they had directly interacted with
cannabis-related activities, such as visiting cannabis
shops or engaging in cannabis-related services, or
if they had simply observed cannabis-related activi-
ties or businesses. To identify these participants, a
targeted approach was used, focusing on those who
had encountered cannabis-related shops or activities
in popular areas known for cannabis commercial-
ization. This approach ensured that only individuals
with meaningful exposure to cannabis commercial-
ization were included in the survey.
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To confirm their exposure, participants responded
to a series of self-reported screening questions in
the survey regarding their encounters with cannabis
shops and participation in cannabis-related activi-
ties (e.g., “Were you aware of cannabis commer-
cialization during your visit to Phuket?” and “Have
you encountered any cannabis shops during your
visit to Phuket?”). By collecting data in areas with
high visibility of cannabis-related businesses, the
study aimed to enhance the validity of participants’
responses, ensuring that their experiences accu-
rately reflected the influence of cannabis commer-
cialization on their perceptions and intentions.

Initially, 402 questionnaires were collected;
however, after meticulous data screening, 17 were
excluded due to respondents failing attention
checks or leaving the survey incomplete. Further
data cleaning procedures, including the removal
of outliers, were conducted to enhance data qual-
ity. Consequently, the final dataset included 385
respondents (N = 385) who met the criteria and
were deemed suitable for comprehensive analysis.

Data Analysis

The study utilized the statistical software R
(Lavaan) to analyze data from validated question-
naires and explore relationships. Structural Equation
Modeling (SEM) followed Anderson and Gerbing’s
(1988) two-step approach. Initially, Exploratory
Factor Analysis (EFA) and Confirmatory Factor
Analysis (CFA) were employed to validate measure-
ment scales and assess the representation of underly-
ing dimensions and items. Subsequently, a structural
model was developed to evaluate a conceptual
framework encompassing two main constructs.
The first construct includes tourists’ perceptions,
which comprise attractiveness and risk perception.
The second construct focuses on influential factors
in planned travel, including subjective norms, per-
ceived behavioral control, and attitude toward can-
nabis consumption. Both constructs were examined
in relation to their impact on future revisit intentions.
Model adequacy was assessed using goodness-of-fit
tests, including normed chi-square (¥*/df), root mean
square error of approximation (RMSEA), compara-
tive fit index (CFI), and Tucker-Lewis index (TLI).

The tourists’ perceived attractiveness toward can-
nabis offers on the destination was evaluated with

six items adapted from Blomstervik and Olsen
(2022). Risk perception was measured using three
items adapted from Majeed and Ramkissoon (2020).
Influential factors in planned travel comprised three
components: three items assessing subjective norms,
two items evaluating perceived behavioral control,
and four items assessing attitude toward cannabis
consumption adapted from Ajzen (1991). Future
revisit intention was rated with three items adapted
from Blomstervik and Olsen (2022). The specific
measurement items are presented below in Tables 3
and 4. Participants rated each measure on a 7-point
Likert scale (1 = strongly disagree to 7 = strongly
agree). Additionally, attitude toward cannabis was
measured using 7-point bipolar scales. Demographic
information was collected at the end of the survey.
Three tourism scholars reviewed the measurement
items to ensure their suitability and relevance to the
study objectives. Following this, a pilot test involv-
ing 30 intemnational tourists was conducted to assess
the questionnaire’s reliability, validity, and usability.
Some measurement items were refined slightly to
improve the clarity of the questions.

Findings

The demographic profiles of the respondents
(Table 1) show a balanced gender ratio, with
53.30% male, 44.98% female, and 1.82% choos-
ing not to specify. The majority (61.10%) were
aged 20-30 years old, followed by 21.32% in the
31-40 age group. In terms of educational levels, the
majority indicated themselves holding a bachelor’s
degree with 50.70%. The sample included a diverse
range of nationalities, with Europeans comprising
the largest group (54.08%), followed by Asians
(28.86%), North Americans (6.50%), and Oceani-
ans (5.46%). Smaller proportions were from Africa,
South America, and the Middle East.

Regarding visiting patterns, a significant portion
of respondents (48.88%) visited Phuket with friends,
while a considerable number also visited with
their spouse or partner (22.62%), with their family
(13.78%), or alone (13.78%). Additionally, 67.86%
visited Phuket for the first time. Leisure emerged as
the primary reason for their travel among respon-
dents, with a substantial majority (79.56%).

Investigating the factors influencing respon-
dents’ choices of travel to Phuket, three key factors
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Table 1

Respondents’ Profile, Visiting Pattern, and Motivation

Profile Category and Visiting Patterns

Frequency (%)
(N=385)

Gender
Female
Male
Prefer not to specify
Age
Less than 20 years old
20-30 years old
3140 years old
41-50 years old
51-60 years old
61 years old and above
Nationality
European
Asian
North American
Oceania
African
South American
Middle Eastern
Education
High school or equivalent
Associate degree
Bachelor’s degree
Master’s degree or higher
Employment
Business owner
Administrative officer
Student
Freelance
Government officer
Unemployed
Others
Monthly income (US$)
1,000 or less
1,001-2,000
2,001-3,000
3,001-4,000
4,001-5,000
5,001 or higher
Accompanying
Alone
With friends
With spouse/partner
With family/relatives
With an organized tour/group
Prior visiting experience
No
Yes
Purpose of visiting
Leisure
Business
Visiting relatives/friends
Others

173 (44.98%)
205 (53.30%)
7(1.82%)

24 (6.24%)
235 (61.10%)
82 (21.32%)
18 (4.68%)
21 (5.46%)
5 (1.30%)

208 (54.08%)
111 (28.86%)
25 (6.50%)
21 (5.46%)
8 (2.08%)

5 (1.30%)

7 (1.82%)

73 (18.98%)
51 (13.26%)
195 (50.70%)
66 (17.16%)

78 (20.28%)
55 (14.30%)
69 (17.94%)
69 (17.94%)
22 (5.72%)

14 (3.64%)

78 (20.28%)

62 (16.12%)
86 (22.36%)
77 (20.02%)
39 (10.14%)
39 (10.14%)
2 (1.32%)

53 (13.78%)
188 (48.88%)
87 (22.62%)
53 (13.78%)
4 (1.04%)

261 (76.86%)
124 (32.24%)

306 (79.56%)
16 (4.16%)
51 (13.26%)
12 (3.12%)

(continued)
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Table 1 (Continued)

Frequency (%)

Profile Category and Visiting Pattemns (N=1385)

Influential factors

Ease of accessibility 135 (35.10%)

A variety of accommodations 108 (28.08%)
A variety of activities 201 (52.26%)
Value for money 167 (43.42%)
Local friendliness 155 (40.30%)
Safety and security 102 (26.52%)
Cannabis legalization 49 (12.74%)
Beaches/natural attractions 313 (81.38%)
Cultural attractions 169 (43.94%)
Others 19 (4.94%)

emerged prominently from the data analysis. The
majority (81.38%) identified beaches and natural
attractions as the primary influence in their desti-
nation selection. Additionally, a substantial pro-
portion (52.26%) highlighted the importance of
having a diverse array of activities available at the
destination, which plays a crucial role in attract-
ing travelers. Cultural attractions also emerged as
a significant factor, with 43.94% selecting Phuket
for its richness in cultural experiences and histori-
cal significance. In the context of cannabis-related
factors, 12.74% of respondents stated that cannabis
tourism was a reason for their visit.

Regarding cannabis consumption experiences
among respondents, as presented in Table 2, 43.94%
reported having consumed cannabis, while 56.16%
had never used it. Among those who reported canna-
bis consumption, the frequency varied significantly:
28.67% consumed cannabis once a year, 17.86%
consumed it two-three times annually, 10.81%
consumed it four—five times a year, and 44.18%
reported consuming it more than five times annu-
ally. The primary motivations for consumption were
recreational use (69.09%), curiosity (18.33%), med-
ical reasons (6.58%), and social prestige (6.11%).

When assessing normality, skewness values
ranged from —1.432 to 0.834, and kurtosis values
ranged from —1.361 to 2.012, all falling within
acceptable ranges [skewness between —3 and 3, as
suggested by Brown (2015), and kurtosis below 10,
as suggested by Kline (2011)], indicating a nor-
mal distribution of the data. Furthermore, various
procedural measures were implemented during the
design and administration of the questionnaire to
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Table 2
Cannabis Consumption Experience

Frequency (%)
(N=1385)

Cannabis consumption experience
No, I have never consumed
Yes, I have consumed

Frequency of cannabis consumption

169 (43.94%)
216 (56.16%)

a year
Once a year 61 (28.67%)
2-3 times 38 (1.86%)
4-5 times 23 (10.81%)

More than 5 times
Primary reason for consumption

94 (44.18%)

Medical 14 (6.58%)
Recreational 147 (69.09%)
Curious 3 (18.33%)
Social prestige 13 (6.11%)
Others 3 (1.41%)

prevent common method bias (CMB) from influ-
encing the results. This included using both pro-
cedural (ex-ante) and statistical (ex-post) controls
to mitigate potential distortions. Procedurally, the
study provided clear instructions for respondents,
maintained anonymity, and incorporated both
positively and negatively worded items to reduce
response biases (Pace, 2010). On the statistical
side, Harman’s single factor test was performed,
showing that a single factor explained 34.08% of
the total variance. This indicates that method bias
is not a significant issue, as the variance is below
the recommended threshold of 50%, as suggested
by Eichhom (2014).

To evaluate the goodness-of-fit of the measure-
ment model encompassing all constructs, con-
firmatory factor analysis (CFA) was conducted.
As detailed in Tables 3 and 4, the overall model
exhibited satisfactory fit indices [x*(104) = 180.05,
y/df = 1.73, RMSEA = 0.044, CFI = 0.986,
TLI = 0.980]. Standardized factor loadings and
average variance extracted (AVE) values for each
construct were examined to assess convergent
validity, all exceeding the recommended threshold
of 0.50 (Hair et al., 2010). Furthermore, all AVE
values surpassed the squared correlation coeffi-
cients between respective interconstructs, indicat-
ing discriminant reliability (Fornell & Larcker,
1981). Composite reliability (CR) and Cronbach’s
alpha values for all constructs ranged from 0.82 to

0.95, surpassing the minimum criterion of 0.70,
ensuring strong internal consistency across the
constructs.

The structural model demonstrated a satisfactory
fit, with the following values: *(156) = 252.07,
y/df = 1.62, RMSEA = 0.040, CF1 = 0.986,
TLI = 0.982. The findings elucidated how future
revisit intention (FI) is influenced within the
emerging cannabis commercialization landscape.
Perceived Attractiveness (PA) exhibited a sig-
nificant positive relationship with FI (B = 0.225,
p = 0.009), indicating that increased perceptions
of attractiveness regarding cannabis-related offer-
ings corresponded to a heightened intention among
individuals to revisit destinations involved in can-
nabis tourism. Conversely, subjective norms (SN)
(B =-0.191, p = 0.008) displayed a negative rela-
tionship with FI, suggesting that stronger perceived
social norms associated with cannabis consump-
tion could diminish the inclination to revisit such
destinations.

However, perceived risk (PR) (B = 0.145,
p = 0.051), perceived behavioral control (BC)
(B=-0.125, p = 0.088), and attitude towards can-
nabis (AT) (B = —0.011, p = 0.895) did not exhibit
significant relationships with FI, as their p values
exceeded the significance threshold (p < 0.05).
This indicates that these factors may not strongly
influence individuals’ future revisit intentions in
destinations where cannabis commercialization is
present (see Fig. 2).

Furthermore, considering cultural influences,
particularly the distinctions between Asian and
non-Asian perspectives, is crucial for under-
standing the dynamics of cannabis tourism. The
findings, derived from SEM, demonstrate a satis-
factory fit for the structural models which repre-
senting both Asian [¥*(174) = 258.14, y¥df = 1.49,
RMSEA = 0.066, CFI = 0.961, TLI = 0.953]
and non-Asian [¥*(174) = 382.79, y¥df = 2.20,
RMSEA = 0.066, CFI = 0.957, TLI = 0.948] per-
spectives. As presented in Figure 3, the results from
the perspectives of Asian tourists notably indicate
that attitudes toward cannabis commercialization
(AT) have a positive and statistically significant
effect (§ = 0.340, p = 0.032). This suggests that a
favorable attitude toward cannabis commercializa-
tion significantly increases the likelihood of revisit-
ing the destination.
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Table 3
Factor Loadings of Measurement Scales
Factor
Scale Items Loadings Mean (SD)
Perceived attractiveness (AVE: 0.70, CR: 0.93, a: 0.93)
I find Phuket’s transition towards cannabis commercialization creates a sense of excitement 0.84 4.53 (1.84)
and curiosity for me as a tourist.
I perceive cannabis-related activities and businesses in Phuket as contributing to my overall 0.86 4.51 (1.80)
novelty experience.
I perceive the presence of cannabis-related offerings enhances the overall appeal of Phuket. 0.84 4.57 (1.80)
I find Phuket more attractive due to the emergence of cannabis commercialization. 0.85 4.10 (1.84)
I find cannabis commercialization enhances the desirability of Phuket for me. 0.81 4.09 (1.81)
I perceive Phuket as more appealing because of the cannabis-related activities and businesses. 0.83 4.00 (1.77)
Risk perception (AVE: 0.75, CR: 0.90, a: 0.87)
I worry about the potential negative effects of cannabis commercialization on my overall 0.89 3.74 (2.08)
experience in Phuket.
I perceive having cannabis-related activities and businesses in Phuket increases my perception 0.83 3.76 (1.87)
of risk.
Cannabis commercialization in Phuket raises my concerns about personal safety and security. 0.88 3.67 (1.98)
Subjective norms (AVE: 0.85, CR: 0.94, a: 0.88)
Most people who are important to me think I should not involve with any cannabis products or 0.92 4.65 (2.01)
activities when traveling.
Most people who are important to me would want me not to involve with any cannabis prod- 0.93 4.61 (2.06)
ucts or activities when traveling.
People whose opinions I value would not prefer that I involve with any cannabis products or 0.91 4.65 (1.97)
activities when traveling.
Perceived behavioral control (AVE: 0.70, CR: 0.82, a: 0.82)
I am confident that if I want, I can involve with any cannabis products or activities when 0.78 4.85(1.97)
traveling.
I have resources, time, and opportunities to involve with any cannabis products or activities 0.89 4.45 (1.97)
when traveling.
Attitude toward a behavior (AVE: 0.81, CR: 0.95, a: 0.90)
For me, involving with any cannabis products or activities when traveling is Bad (1)-Good 0.96 3.42 (1.99)
).
For me, involving with any cannabis products or activities when traveling is Foolish (1)-Wise 0.84 3.20(1.77)
.
For me, involving with any cannabis products or activities is Unpleasant (1)-Pleasant (7). 0.95 3.51(2.03)
For me, involving with any cannabis products or activities is Harmful (1)-Beneficial (7). 0.85 3.38 (1.87)
Future behavioral intention (AVE: 0.58, CR: 0.81, a: 0.88)
I will return Phuket as soon as possible. 0.81 4.83 (1.77)
I am likely to prioritize revisiting Phuket over others in the future. 0.78 4.58 (1.74)
I feel a strong inclination to revisit Phuket to explore more of what it has to offer. 0.70 5.03 (1.58)

Note. All paths are significant. AVE = average variance extracted, CR = compositc rcliability, a = Cronbach’s alpha.

Table 4

Reliability of Measurement Scales

Discriminant Validity PA PR SN AT BC FI
Perceived attractiveness (PA) 1

Perceived risk (PR) 0.53(0.28) 1

Subjective norms (SN) 0.59¢0.35)  0.70(0.49) 1

Attitude toward cannabis consumption (AT)  0.79(0.62)  0.64(0.41)  0.70(0.49) 1

Perceived behavioral control (BC) 0.52¢0.27)  0.55(0.30)  0.40(0.16) 057(0.32) 1

Future revisit intention (FI) 0.23(0.05)  0.04¢0.01)  0.21(0.04)  0.18(0.03)  0.13(0.01) 1
AVE 0.70 0.75 0.85 0.81 0.70 0.58

‘Note. The squared correlation coefficients are shown in italic- along the diagonal; all correlations are presented in the lower left
triangle. All correlations are significant.
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Figure 2. Estimation of structural model. **p < 0.01.

In contrast, the results provide insights into the
factors influencing future revisit intentions (FI)
for non-Asian tourists regarding destinations that
incorporate cannabis commercialization. Perceived
attractiveness (PA) has a positive and statistically
significant effect on revisit intention ( = 0.257,
p=0.015), indicating that the more attractive a des-
tination is perceived to be, the higher the likelihood
of revisiting. Conversely, subjective norms (SN)
exhibited a strong negative and significant impact
on revisit intention (p = —0.282, p < 0.001), sug-
gesting that social pressures or expectations against

Perceived
Attractiveness

Perceived Risk

Future Revisit
Intention

Subjective Nornt

Behavioral
Control

Attitude

cannabis consumption may diminish the likelihood
of returning.

Discussion

This study aims to provide a comprehensive
understanding of the aspects of cannabis com-
mercialization that influence tourists’ intentions
to revisit destinations. This research is particularly
pertinent in Thailand, where cannabis has recently
been legalized, raising questions about whether this
legalization will be beneficial for the destination.

Grounded in the TPB, this study extends its
scope by incorporating additional variables, such as
perceived attractiveness and perceived risk, related
to cannabis commercialization in Phuket, Thai-
land. The research findings indicate that perceived
attractiveness and subjective norms regarding can-
nabis commercialization significantly influence
future revisit intentions for destinations integrated
with cannabis landscapes, surpassing other con-
structs examined in the study.

The findings of this study provide valuable
insights into the implications of cannabis commer-
cialization, particularly amid ongoing global dis-
cussions and debates surrounding the legalization
of cannabis in various countries. Within the tour-
ism landscape, the study underscores that cannabis-
related activities and offerings positively influence
tourists’ perceived attractiveness of destinations,

Perceived
Attractiveness

Perceived Risk

-0.282** Future Revisit

Subjective Norm X
Intention

oV

Behavioral
Control

Figure 3. Estimation of structural models for Asian and non-Asian perspectives. *p < 0.05, **p <0.01.
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thereby potentially increasing future revisit inten-
tions. However, subjective norms regarding can-
nabis have a contrasting effect, exerting a negative
influence on future revisit intentions. This suggests
that individuals are less inclined to revisit destina-
tions where significant others in their lives discour-
age visiting places where cannabis products are
available. Furthermore, the study emphasizes the
substantial influence of cultural factors in shaping
tourist behaviors and perceptions. For Asian tour-
ists, their attitudes toward cannabis consumption
and commercialization are critical determinants of
their intentions to revisit these destinations.
Therefore, this study carries significant impli-
cations for destination managers and policymak-
ers involved in tourism and cannabis regulation.
It underscores the potential benefits of integrating
cannabis-related activities to enhance tourist attrac-
tion and revisit intentions. However, it also high-
lights the importance of addressing societal norms
and perceptions surrounding cannabis, as these can
impact visitor behavior and destination choices. By
understanding and managing these factors effec-
tively, destinations can better capitalize on emerg-
ing trends in cannabis tourism while navigating
potential social and regulatory challenges.

Theoretical Implications

This study offers significant theoretical insights
into how tourists perceive commercially available
cannabis in destinations where cannabis tourism
is not traditionally established. The results of the
present study significantly enrich the existing lit-
erature on cannabis tourism, affirming the notion
that cannabis tourism has the potential to enhance
destination attractiveness. The findings indicate
that perceived attractiveness from cannabis com-
mercialization has a significant impact on the
revisit intention of international tourists to Phuket
(B = 0.225). Tt was identified as the most robust
predictor influencing tourists’ intentions to revisit.
Previous research underscores the significance of
the perceived attractiveness of a destination or its
specific attributes as a crucial factor in attracting
visitors (Kresi¢ & PrebeZac, 2011). Such percep-
tions not only motivate visitors and encourage them
to revisit or extend their stay but also enhance the
competitive advantage of the tourism destination

(Ji & Yang, 2022). For example, prior research
(e.g., Charlebois et al., 2020; Meeprom et al., 2023)
has shown that young adults often pursue prestige,
recognition, and social interaction through the con-
sumption of innovative and novel products, includ-
ing cannabis-infused food items. In the context of
cannabis tourism, the study by Olarn and Chen
(2022) emphasized that the legalization of can-
nabis products is viewed as a potential economic
stimulus for the Thai economy, despite the ongoing
prohibition of recreational use. This alignment with
previous research underscores the broader eco-
nomic and social implications of cannabis tourism,
highlighting its role in driving destination appeal
and economic growth.

Contrary to conventional perceptions of canna-
bis consumption, which are often associated with
risks and social issues (Wen et al., 2023), its use
has been linked to significant physical, psycho-
logical, and social consequences due to the sub-
stances’ potentially addictive chemical properties
(Caiata-Zufferey, 2012; Uriely & Belhassen, 2006).
However, the findings of this study illustrate that
destinations integrating cannabis tourism can pro-
vide unique contexts. Previous studies have found
that commercially available cannabis can serve
as an attraction, drawing people to specific loca-
tions due to the accessibility of legal or illegal
products and related services (Vladez & Sifaneck,
1997). This aligns with research conducted by Wen
and Qi (2020), who interviewed Chinese tourists
engaged in cannabis tourism. Their study empha-
sized that individuals were motivated by curiosity
and a desire for a unique life experience. In the
study, they pointed out that while most interview-
ees felt guilt about consuming cannabis, this guilt
did not deter them from considering cannabis tour-
ism. Instead, it appeared to motivate them to par-
ticipate despite their conflicted feelings. Perceived
attractiveness may entice many tourists from coun-
tries (e.g., China) where cannabis consumption
is strictly prohibited. Additionally, several stud-
ies have highlighted that using cannabis while on
holiday can offer a sense of freedom and liberation
unique to the destination, distinct from one’s home
environment (Wen et al., 2018; Ying et al., 2019).
Furthermore, Urlely and Belhassen (2005) found
that tourists often perceive cannabis consumption
or activities as incidental to their travel experience,
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and they may only become aware of the accessibil-
ity of cannabis after arriving at a particular desti-
nation. In this regard, cannabis commercialization
can be seen as another type of tourist activity that
enhances the variety of experiences available at the
destination, potentially increasing tourists’ inclina-
tion to revisit and explore more of what the destina-
tion has to offer.

This study also provides empirical evidence iden-
tifying subjective norms as a significant barrier to
engagement in cannabis tourism, thereby enhanc-
ing understanding of the social factors influencing
travel intentions. Previous studies (e.g., Ajzen &
Fishbein, 1970; Hasan et al., 2020; Quintal et al,,
2015) have underscored the significance of subjec-
tive norms in shaping behavioral intentions, par-
ticularly in marketing and tourism context. These
studies suggest that tourists’ destination choices
are influenced by social pressures from signifi-
cant others who may either support or discourage
their decisions to visit specific places. In addition,
the negative relationship observed in this study
(B = —0.191) between subjective norms and future
revisit intention suggests that there is a prevailing
negative perception toward cannabis products or
offerings. This perception can lead tourists to per-
ceive social pressure against visiting destinations
where cannabis-related activities are available,
thereby reducing their likelihood of choosing such
destinations for future visits. This underscores the
importance of social influences in shaping travel
behaviors related to cannabis tourism. The findings
in this study align with research conducted by Smith
(2022), which concluded that social factors can
influence individuals’ decisions to use or abstain
from drugs. Based on these results, it is implicitly
suggested that subjective norms or social pressures
can also impact tourists’ destination choices. In the
context of destinations where cannabis is commer-
cially available, negative subjective norms toward
cannabis may directly influence tourists” decisions
not to revisit those destinations.

Additionally, the study offers new insights into
the relationship between risk perception, and atti-
tude toward cannabis consumption by revealing that
these factors do not significantly influence future
revisit intention where cannabis commercialization
is present. This finding suggests that engagement
in cannabis-related activities is largely viewed as

a matter of individual choice, thereby reducing the
influence of perceived risks and personal attitudes
on the decision to revisit. While traditional tourism
studies suggest that perceived risks typically lead
to decreased revisit intentions (e.g., Allameh et al,,
2015; Hasan et al., 2017), this study’s results chal-
lenge these conventional assumptions. It under-
scores the critical role of individual preferences
and autonomy in engaging with cannabis commer-
cialization, rather than being deterred by perceived
risk. Furthermore, even if tourists opt not to par-
ticipate in cannabis-related activities, they can still
enjoy other attractions at the destination.

Practical Implications

The study offers significant practical implica-
tions for destinations seeking to gain a competitive
advantage from commercially available cannabis.
First, emphasizing the perceived attractiveness of
cannabis commercialization can effectively enhance
tourists’ intentions to revisit these destinations. By
strategically integrating cannabis-related activities
with other key attractions, destinations can create a
diversified tourism offering that appeals to a broader
range of visitors. This approach includes promoting
educational tours that inform tourists about canna-
bis cultivation and production processes, providing
them with a deeper understanding of the product
and its cultural significance. Additionally, wellness
retreats featuring cannabis-infused treatments can
attract health-conscious tourists looking for unique
and holistic experiences. Organizing events or fes-
tivals that celebrate cannabis culture—such as food
and music festivals or art exhibitions—can further
engage visitors and create a vibrant atmosphere that
showcases local talent and creativity.

By highlighting these diverse offerings, destina-
tions can not only encourage repeat tourism but also
attract new visitors, thereby boosting local econo-
mies and fostering community engagement. Ulti-
mately, the strategic promotion of cannabis-related
activities can help destinations position themselves
as innovative and appealing choices in the competi-
tive tourism market.

Second, the study underscores the critical role
of subjective norms in shaping tourists’ destina-
tion choices. Negative perceptions surrounding
cannabis consumption can significantly deter
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tourists from revisiting destinations where can-
nabis is integrated into the tourism experience. To
counteract these perceptions, it is recommended
that destinations craft targeted marketing mes-
sages emphasize the positive aspects of cannabis,
such as its medicinal and recreational benefits. For
instance, destination managers should focus on
conveying functional values, such as health ben-
efits. Additionally, effective communication is cru-
cial; destination managers and government bodies
should convey these potential benefits to the pub-
lic through various channels, including traditional
media like television and online platforms such as
YouTube. This approach not only disseminates reli-
able information but also provides opportunities to
educate tourists about the potential health benefits
and proper usage of cannabis products. By launch-
ing educational campaigns and creating engaging
promotional materials, destinations can effectively
reshape public attitudes and build a more favorable
view of cannabis tourism. This proactive approach
can help mitigate negative biases and attract more
visitors to cannabis-integrated destinations.
Furthermore, destination management organiza-
tions (DMOs) and policymakers should proactively
implement regulations to promote the responsible
and well-supervised use of cannabis. By establish-
ing certification programs for cannabis establish-
ments and enforcing robust regulatory frameworks,
destinations can enhance credibility and reassure
tourists about the safety and legality of cannabis-
related activities. Issuing official certificates and
maintaining high standards will address potential
concerns and build trust among visitors and their
influencers (Wang et al., 2020). These strategic
measures will not only attract new visitors but also
ensure the long-term sustainability and positive
reputation of cannabis-related tourism initiatives,
creating a compelling and responsible tourism
offering that resonates with diverse audiences.

Conclusion

In recent years, the prevalence and legaliza-
tion of cannabis commercialization across many
countries have sparked ongoing debates about its
potential impact on tourism. Scholars argue that
integrating cannabis into tourism offerings can
yield substantial economic benefits (Olam & Chen,

2022). However, contrasting viewpoints highlight
concerns about addiction and adverse psychologi-
cal effects associated with cannabis consumption
(Alcohol and Drug Foundation, 2024; Caiata-
Zufferey, 2012; Uriely & Belhassen, 2006; Wen
et al., 2023). While previous research on cannabis
tourism has predominantly focused on Westemn
and European contexts, such as Colorado, Canada,
and Amsterdam (Bonny-Noach & Horsky, 2022;
Kang et al., 2016; Wen et al., 2018), there remains
a significant gap in understanding its implications
within an Asian context.

In response, this study is set in Phuket, Thailand,
marking the region as a pioneering example in Asia
where cannabis legalization has been embraced. It
aims to explore how factors from the TPB (sub-
jective norms, perceived behavioral control, and
attitude toward cannabis consumption), along with
perceived attractiveness and risk perception, influ-
ence tourists’ intentions to revisit destinations that
integrate cannabis tourism alongside traditional
attractions.

The findings underscore that tourists’ decisions
to revisit destinations with cannabis offerings are
significantly influenced by perceived attractiveness
and subjective norms, whereas factors such as per-
ceived behavioral control, attitude toward cannabis
consumption, and risk perception show no signifi-
cant impact. These results are crucial for stakehold-
ers, highlighting the potential of cannabis to shape
future travel intentions.

Therefore, strategic marketing that empha-
sizes the benefits of cannabis alongside traditional
attractions can diversify destination activities and
foster a greater desire for exploration. Implement-
ing mechanisms such as certification programs
for cannabis establishments can enhance trust and
reassure visitors of responsible oversight, thereby
positioning destinations to leverage cannabis tour-
ism for sustainable economic growth.

Limitations and Future Research Suggestions

This study acknowledges several limitations that
warrant consideration. First, its focus on a single set-
ting, Phuket, Thailand, limits the generalizability of
findings to other cultural and geographical contexts
where cannabis tourism may operate differently.
Second, the use of a cross-sectional research design
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restricts the ability to establish causal relationships
between variables. Moving forward, longitudinal
studies are essential to observe how perceptions
and intentions evolve over time in response to can-
nabis commercialization in tourism contexts.

For future research directions, it is recommended
to conduct comparative studies across various
settings beyond Phuket to explore how cultural
nuances and regulatory frameworks influence tour-
ists’ perceptions and revisit intentions regarding
cannabis tourism. Longitudinal research would
provide insights into the sustainability and long-
term impacts of cannabis tourism on destination
attractiveness and visitor behavior. Additionally,
qualitative exploration could complement quan-
titative findings by capturing tourists’ subjective
experiences and motivations related to cannabis
tourism. Investigating the socioeconomic impacts
on local communities and assessing different regu-
latory approaches are also crucial for understanding
how cannabis tourism can be managed effectively
while maximizing benefits and minimizing poten-
tial drawbacks for destinations and their residents.
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Introduction

The Global Wellness Institute (2022) reported that the market value of wellness tourism
grows by an average of 21% annually, reaching US$11.3 trillion by 2025. The global spa
market has also experienced a significant growth, expanding from US$58.09 billion in 2022 to
US$64.42 billion in 2023 (The Business Research Company, 2023). Wellness tourism,
including wellness spa, serves as an escape from the stresses of daily life, offering a relaxing
and rejuvenating environment (Luo et al., 2018).

The Global Wellness Summit (2023) emphasised the importance of incorporating
multisensory elements to enhance the overall wellness experience, promote positive
behavioural changes, and improve well-being outcomes. For example, many spas use
aromatherapy products to deliver enticing aromas, employ professional therapists to provide
stress-relieving touch, incorporate calming sounds to facilitate mindfulness, and offer carefully
crafted teas to delight the taste buds. However, there is limited understanding of the relationship
between multisensory experiences and tourists” escapism, immersion, and health perception.
By considering the five senses in the wellness spa experience, spa practitioners can hamess the
power of each sense to evoke positive psychological responses. Leveraging the interplay
between senses enables spas to create a holistic experience that nurtures immersion, escapism,
and health perception.

Previous studies dominantly investigated visual sense, leaving other sensory
experiences unexplored. Furthermore, previous research examined an individual sense in
isolation (Boesveldt & Parma, 2021). To the best of our knowledge, this study is among the
first to consider all five senses in the context of the wellness spa experience. Understanding
how different senses interact can inform the creation of more immersive experiences, products,
and interventions. However, the specific role of each sense in shaping the wellness spa
experience is underexplored. Therefore, this study aims to examine the role of each sense in
the wellness spa experience, particularly their effects on escapism, immersion, and health
perceptions. Furthermore, the study investigates how escapism, immersion, and health
perceptions influence wellness spa-goers' subjective well-being. This focus aligns with the
growing recognition among scholars that tourists increasingly seek more immersive and
meaningful experiences rather than superficial or surface-level encounters (Chen, 2020; Filep,
2014).

Therefore, this study advances previous research by clarifying how multisensory
experiences shape escapism, immersion, and health perception, and their subsequent effects on
well-being. Methodologically, it integrates qualitative and quantitative approaches to provide
a robust analysis of sensory impacts. Practically, it offers actionable insights for spa operators
to enhance sensory elements and improve the well-being of spa goers.
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Literature Review
Wellness Spa Tourism

World Health Organization (1948) defines wellness as the absence of disease or
infirmity and a state of total physical, mental, and social well-being. Other researchers define
wellness as more than just the absence of illness and disease; it encompasses physical health
and happiness (Panelli & Tipa, 2007). Corbin (2016) proposes six dimensions of wellness: (a)
physical wellness, which focuses on self-care and health; (b) emotional wellness, which
involves managing emotions and stress; (¢) spiritual wellness, which indicates finding meaning
in life and inner peace; (d) intellectual wellness, emphasizing learning and personal growth; (e)
social wellness, which includes building positive relationships and community engagement;
and (f) environmental wellness, relating to interactions with and awareness of one’s
surroundings.

Wellness tourism activities include hot springs, spas, yoga, massages, acupuncture,
modern medical treatments, beauty treatments, walking, mountaineering, skiing, visiting
summer resorts, sightseeing, and learning horticultural art (Majeed & Kim, 2022). They also
encompass martial arts, religion, and tea ceremony culture (Global Wellness Institute, 2021).
Various studies have explored motivations for visiting spas. For example, Mak et al. (2009)
identified "relaxation and relief," "escape," "self-reward and indulgence," and "health and
beauty" as motivating factors. Additionally, Kucukusta and Guillet (2014) revealed that people
favor mid-range pricing, highly qualified therapists, privacy, a comprehensive range of spa
facilities, and branded products. Furthermore, Han et al. (2018) found positive associations
among five key quality attributes: treatment quality, variety of service options, price, therapists
and service staff, and facilities. These attributes were linked to affective experiences and
satisfaction, which subsequently influenced destination loyalty. However, there is limited
understanding of how human senses shape escapism, immersion, and health perception during
wellness spa experience.

Multisensory Aspects of Wellness Tourism Experience

Research indicates that the five senses significantly shape human experiences (Agapito
& Chan, 2019). Several studies (e.g., Krishna et al., 2010; Yang et al., 2010) have examined
the impact of sensory inputs on the creation of aesthetic experiences. Visual elements, such as
color, lighting, and design, can influence the overall consumer experience and contribute to
greater affective pleasure. However, the roles of the five senses in shaping consumer
experiences are still not well-defined in the literature (Holmqvist et al., 2020).

Existing research on sensory experiences has focused primarily on the visual sense,
often overlooking other important senses, such as taste, smell, touch, and sound (Anderson et
al., 2017; Chen et al., 2021). However, Agapito and Chan (2019) highlight that incorporating
multisensory elements can create positive experiences in both real and virtual tourism settings.
Their study revealed that taste and sight play a crucial role in shaping tourists' sensory
impressions. Despite this progress, the exploration of these additional senses remains limited.
Scholars argue for a more holistic sensory approach, suggesting that a comprehensive sensory
experience can strengthen place attachment - the emotional connection between individuals
and places (Porteous, 1985; Urry, 1992). This concept, often referred to as "sensescape,"
underlines the necessity of engaging all senses to create a fully immersive experience.

In wellness tourism, particularly in well spas, sensory experiences are crucial because
lighting, scent, and touch influence emotions and overall experiences (Lin & Mattila, 2018).
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Previous research in other contexts highlights the importance of sensory integration. For
example, Ramsamy et al. (2006) discovered that tactile cues allow consumers to engage with
simulated virtual objects, enhancing both interaction and immersion. Vi et al. (2017)
demonstrated that integrating tactile and auditory cues into museum exhibits creates an
uplifting experience for visitors. Additionally, Herz (2016) illustrates that unique scents can
evoke hedonism, nostalgia, and escapism, inspiring professionals to use fragrances for
marketing purposes.

However, these studies have not specifically addressed how multisensory experiences
impact customer perceptions and psychological states within the wellness tourism context.
While existing research shows that each sensory input contributes to the overall experience,
their impacts can vary (Lv et al., 2020). This gap highlights the need for further research to
explore how multisensory elements influence escapism, immersion, and health perception in
wellness spas. This study aims to address this gap by examining the role of multisensory cues
in wellness tourism experiences, providing insights into how each sense contributes to the
overall spa experience.

Dimensional Experiences in Tourism: Escapism, Immersion, and Health Perception
Escapist Experience

Pine and Gilmore (1999) defined escapism as a deeply engaging experience that allows
individuals to temporarily escape from their daily lives. Hagstrom and Kaldo (2014) described
escapism as temporarily getting away from the usual environment. Meanwhile, Astakhova et
al. (2022) highlight that escapism provides mental and emotional respite, offering a sense of
liberation and renewal. Research indicates that engaging in escapist activities can benefit
individuals burdened by the demands and stresses of daily life, including stress relief, mental
rejuvenation, and improved mood (Stenseng et al., 2012; Frochot & Lenglet, 2023). Taking a
break from routine can improve the overall quality of life and well-being (Han et al., 2022).

In the context of tourism, escapism is a primary motivator for travel (Quadri-Felitti &
Fiore, 2012). People often seek destinations and activities that offer a break from their routines.
This need for escape can be categorized into two forms: "escape from," which involves
distancing oneself from everyday life, and "escape into," which means immersing oneself in a
novel experience (Holmqvist et al., 2020). The synergy between these forms can enhance the
overall quality of the tourist experience. For example, Ponsignon et al. (2021) found that deeper
escapism enhances satisfaction for both international and domestic tourists. Travel provides a
sense of freedom, relaxation, and enjoyment by offering an escape from daily routines.

Extraordinary experiences, closely linked to escapism, involve activities or
environments that are distinctly different from everyday routines or typical experiences. These
experiences provide a sense of adventure and novelty (Canniford & Shankar, 2013). Activities
such as salsa dancing or surfing enable individuals to escape their daily concermns and immerse
themselves in a different world (Hewer & Hamilton, 2010; Canniford & Shankar, 2013). The
environment or servicescape, including its design and atmosphere, fosters a sense of
extraordinary experience, as exemplified by theme parks (e.g., Disney theme parks, Wizarding
World of Harry Potter), and spectacular environments (e.g., Nike Town, ESPN Zone). Such
environments play a crucial role in enhancing the feeling of escape by engaging individuals in
settings that allow them to detach from daily routines and realities (Ferrari et al., 2014;
Ballantine et al., 2015).
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Immersive Experience

Immersion involves a state of being deeply involved in and fully present within an
activity or environment (Mainemelis, 2001). It encompasses a range of factors, including
attentional focus, emotional involvement, and a loss of awareness of external distractions
(Kahneman, 1973). Hansen and Mossberg (2013) emphasized the crucial role of tour guides in
creating immersive experiences, highlighting that effective guide performance enhances
tourists' involvement and immersion. St-James et al. (2018) explored film tourism,
demonstrating how movies and TV shows can fully immerse individuals in related tourist
experiences. Bec et al. (2019) found that integrating historical elements with advanced
technology helps effectively manage immersive environments. This approach balances
heritage preservation with enriching visitor experiences in the context of heritage tourism.
Brown and Cairns (2004) describe immersion as a progression, starting with engagement,
where interest and effort initiate the experience. It then deepens into engrossment, marked by
emotional involvement and loss of time awareness, ultimately leading to total immersion, a
state of complete absorption and focus. This deep engagement aligns with Csikszentmihalyi's
(1990) concept of flow, a state of intense concentration, control, and altered time perception.

In exploring the relationship between the five senses and immersion, Brasen et al.
(2019) examined the effects of vibrotactile feedback in virtual reality (VR). They found that
tactile stimuli enhanced participants' immersion and realism. Zhang et al. (2017) distinguished
between spatial immersion, defined as the feeling of being physically “present” in an
environment, and emotional immecrsion, which rcfers to the depth of emotional engagement.
They highlighted the significant role of auditory cues in enhancing immersion. Cowan et al.
(2023) discovered that olfactory cues induce the feeling of being “plugged into” the experience.

Health Perception

Health perceptions in wellness tourism are shaped by four key attributes: (1) Physical
health, emphasizing the optimal condition of the body and its functions (Choi et al., 2015); (2)
Psychological health, highlighting mental well-being (Liao et al., 2023); (3) Improved quality
of life, promoting healthy lifestyle and enhancing tourist experiences (Luo et al., 2018); and
(4) Environmental health, achieving a dynamic balance between tourists’ micro-ecosystems,
such as wellness spas, eco-friendly accommodations, and dining spaces offering locally
sourced meals, and their broader natural and social environments (Luo et al., 2022).

Previous research demonstrated the role of sensory experiences in wellness tourism.
Field (2019) noted that touch techniques in massage therapy induced calm, reduced stress, and
assisted in pain management and immune function. Nunes et al. (2016) found that athletes
receiving massages for quadriceps pain reported lower pain. Additionally, Kokkranikal and
Carabelli (2021) highlighted the connection between gustatory cues and health. Maitra et al.
(2021)-emphasized that scents from massage oils or diffusers enhance wellness by calming the
body and mind, thereby improving overall health. However, previous research lacks a holistic
view of the five senses and how such senses together influence wellness tourism experiences.
In recent years, wellness tourism has evolved to provide more immersive and authentic
experiences that promote holistic health (Dini & Pencarelli, 2022). This evolution marks a shift
from a narrow emphasis on physical health to a broader vision encompassing holistic well-
being.
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Bottom-Up Spillover Theory

Scholars suggest that happiness and enjoyment derived from activities positively
influence tourist satisfaction, creating a spillover effect across various life domains (Chen,
2020). The Bottom-Up Spillover Theory posits that events related to work, leisure, family,
health, and finances affect subordinate life domains, which then influence superordinate
domains such as well-being, life satisfaction, self-esteem, and social integration (Kim et al.,
2021; Sirgy et al., 2017). This theory explains how emotional states from one domain can spill
over into others, impacting overall life satisfaction.

Satisfaction plays a crucial role in this process, as Newman et al. (2015) highlight.
Satisfaction with specific life events influences corresponding domains, which can then
vertically spill over to overall satisfaction. Moreover, research has shown that the positive
emotions resulting from tourism-related activities significantly affect tourists’ contentment and
overall well-being (Alipour et al., 2020; Nawijn, 2010). For instance, Su et al. (2018) found
that a destination’s reputation can heighten tourists’ satisfaction, leading to improved
subjective well-being, demonstrating how positive travel experiences enhance overall well-
being.

In the context of wellness tourism, Liu et al. (2023b) found that wellness experiences
significantly impact both hedonic and eudaimonic well-being. Tourist satisfaction mediates
this relationship, amplifying the positive effects of wellness tourism on overall well-being.
Higher satisfaction with wellness tourism corresponds to greater well-being among tourists.

Although this study does not directly measure satisfaction with wellness spas, the
Bottom-Up Spillover Theory remains relevant. It explains how life events influence well-being.
This study measures the perceived pleasantness of sensory experiences in shaping escapist,
immersive, and health-promoting experiences. These sensory experiences are linked to
subjective well-being, illustrating how wellness spa experiences contribute to overall well-
being.

Subjective Well-being

Subjective well-being refers to an individual's self-assessment of their happiness and
overall life satisfaction, encompassing both cognitive evaluations (e.g., life satisfaction) and
affective experiences (e.g., positive emotions and the absence of negative emotions) (Diener et
al., 1985; Diener et al., 2018a). This multidimensional concept integrates emotional
experiences and cognitive judgments (Diener et al., 2018b). In contrast, quality of life
encompasses broader, objective measures, such as physical and mental health, independence,
social relationships, personal beliefs, and interactions with the surrounding environment (Liu
et al., 2023a). While quality of life addresses external and measurable factors, subjective well-
being focuses on an individual’s internal, personal perceptions of happiness and satisfaction.
This distinction highlights that subjective well-being offers a more personalised and actionable
framework for understanding, whereas quality of life provides a holistic view that combines
both objective and subjective dimensions (Kaufman et al., 2022).

Research shows that tourism can significantly enhance well-being, particularly among
seniors and frequent travelers with higher education levels (Michalko et al., 2009). Modern
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tourists increasingly seek escapist and immersive experiences to boost their well-being (Hansen
& Mossberg, 2013). Since well-being is a central goal of wellness tourism, it is crucial to study
factors, such as escapism, immersion, and health perception in this context. However, there is
limited research on how these three dimensional experiences impact subjective well-being
within wellness spas.

Methodology
Study overview and study site

This study adopted an exploratory sequential mixed methods approach following
Harrison (2013). The first phase employed a qualitative approach, involving participant
observations and semi-structured, in-depth interviews using purposive sampling to probe
multisensory experiences in wellness spas. Participants were intentionally selected based on
specific characteristics relevant to the study, such as having experience with wellness spa
services. This targeted sampling ensured meaningful insights aligned with the study's
objectives (Bernard, 2017). By applying this method, the qualitative study achieved a balanced
distribution of gender and types of wellness spas, ensuring that diverse perspectives were
represented and enhancing the overall trustworthiness of the findings.

The second phase utilized quantitative techniques to examine the influence of
multisensory cues on immersion, escapism, and health perception, and subsequently evaluated
the impact of these three-dimensional experiences on subjective well-being. Self-administered
questionnaires were distributed through purposive sampling, enhancing the validity and
reliability of the findings. Measurement items were developed based on findings from the first
phase and literature review. To ensure the robustness of the quantitative analysis, common
method bias, normality, and multicollinearity were assessed. Overview of the research design
is in Figure 1.
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Figure 1: Overview of exploratory sequential mixed methods design
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Phase I: Qualitative study

To investigate how the five senses contribute to escapism, immersion, and health
perception in wellness spa, the study utilized onsite interviews and participant observation.
Purposive sampling ensured diverse perspectives across wellness spa types (e.g., day spa,
medical spa, hotel/resort spa) and gender. The semi-structured interview technique was
employed with 11 interview questions (see Appendix I). The interviews continued until data
saturation, which occurred at the 30th participant. Each interview lasted approximately 45
minutes, was conducted in Thai and English, audio recorded, and later transcribed into English.

Furthermore, the first author conducted field-observations of sensory experiences in
three different types of wellness spas. Field notes documented various aspects, including the
overall atmosphere, location, and environmental factors, thereby providing contextual richness.
Demographic details of spa customers, such as gender, age, and nationality, were also recorded.

These processes generated a substantial amount of data, resulting in 174 pages of
interview transcripts and field notes. Thematic analysis was conducted to explore the
relationship between the five senses and immersion, escapism, and health perception based on
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informants’ wellness spa experiences. As Clarke and Braun (2017) suggest, this approach is
effective for uncovering, examining, and interpreting patterns of meaning ("themes") within
qualitative data.

Findings

The interviewees were 21 to 56 years old with an average of 36. Thirteen of them were
male. Nine were international tourists visiting Phuket, while the remainder consisted of
domestic tourists and local residents.

Escapism: Visual and olfactory senses were most impactful in creating escapist experiences.
A 56-year-old British spa-goer described how the visual aesthetics, such as landscapes and
water features, made him feel transported to a different world, away from daily stress: “When
Iwalked to the treatment room, I saw beautiful landscapes, well-groomed plants, flowers, and
a waterfall. It made me feel as though I had been transported to an unfamiliar place,
somewhere I couldn’t quite pinpoint.” Similarly, a 31-year-old Chinese visitor noted that the
spa's design and ambiance created a serene, otherworldly environment. He expressed that
“From the moment I arrived, the entire building exuded a beautiful design aesthetic. Painted
in black and surrounded by lush plants, the spa stood out in its tranquil environment. Despite
its proximity to the town and main road, the atmosphere inside felt completely different and
transported me to a serene new place.” Olfactory cues, such as the scent of Ylang-ylang, also
enhanced the escapist experience. It made them feel disconnected from their usual
environment. One participant remarked, “The scent I encountered during my spa session here
promoted my feeling of being transported to another world. It could make me imagine another
place that is not my usual environment.”

Immersion: Auditory and tactile stimuli were crucial for enhancing immersion. Pleasant
sounds, such as instrumental music and water flow, facilitated deep engagement in activities.
A 34-year-old male local resident highlighted the significance of auditory cues in creating an
immersive experience, stating that “I could hear instrumental music, with no singing,
accompanied by the sound of flowing water. It was relaxing and enabled me to fully immerse
myself in the spa session.” Conversely, distracting noises like conversations and traffic
disrupted the immersive experience. One participant noted, “The sounds like grabbing things,
people walking around, someone shouting outside the massage room, were distracting me a
lot. Those sounds pulled me back from the immersion.” Tactile sensations, including the touch
of therapists and the texture of spa materials, contributed to relaxation and a sense of deep
immersion. A 22-year-old Chinese participant highlighted how these tactile elements created a
soothing, tranquil state, enhancing the overall experience: “During a treatment session, I
experience a delightful sensation of coolness and comfort. The touch of the therapist’s hands
on my body creates a soothing and refreshing feeling. This comforting touch brings about a
deep sense of tranquility, almost making me feel like I could easily drift off into a peaceful
slumber. In that state, my mind becomes blissfully free from any thoughts or worries, allowing
me to fully immerse myself in the moment and simply enjoy the blissful experience of the
treatment.”

Health Perception: Tactile, olfactory, and gustatory stimuli were instrumental in shaping
health perceptions. Tactile sensations, like firm massage pressure, were particularly important,
as illustrated by a 36-year-old Thai participant: “I requested hard pressure. When the masseur
applies hard pressure, my muscle pain would be eased.” Olfactory stimuli, such as herbal
scents, were linked to relaxation and a perception of health benefits. One participant remarked,
“I could smell the scent of herbal balm during the session, and it had a cooling effect. When
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the herbal balm was applied, I felt that it would help alleviate my muscle pain. Personally, I
associated scents with relaxation and a sense of improved health.” This aligns with the
experience shared by a 45-year-old female participant at a medical spa: “In the treatment room,
I could smell the herbal scent. I liked the herbal scent as it relaxed me and was good for my
health.” Gustatory experiences, like herbal teas, were also believed to enhance health, with
participants noting that these beverages contributed to their sense of well-being. A 29-year-old
female customer at a day spa highlighted, “The spa served a kind of hot herbal tea. It was not
sweet and was a little bit bitter. It was the natural taste. It was nice; 1 felt healthy.”

In conclusion, the first phase of the study revealed that visual and olfactory senses
influence individuals’ perception of escapism. Participants noted that visual aesthetics—such
as landscapes and overall design—and olfactory cues, including scents, aromas, and essential
oils, transported them away from daily stress, fostering a sense of being in an unfamiliar place
and allowing them to imagine a different world. In terms of immersion, auditory and tactile
stimuli were crucial. Pleasant sounds, such as instrumental music and flowing water,
facilitating deep engagement, while distracting noises disrupted the experience. Tactile
sensations from therapists' touch and spa materials contributed not only to relaxation but also
to a profound sense of immersion, leading participants to describe soothing feelings that helped
them drift into an immersive state. Additionally, tactile, olfactory, and gustatory stimuli shaped
health perceptions, as participants linked massage pressure, herbal scents, and drinks to
improved health.

Building on these qualitative insights, the second phase of the study utilized quantitative
techniques to assess the influence of multisensory cues on immersion, escapism, and health
perception, along with their subsequent impact on subjective well-being. This approach aims
to validate and expand the findings from Phase I, providing a more comprehensive
understanding of how these sensory cues together shape the overall wellness spa experience.

Phase II: Quantitative study
Sampling and procedure

An on-site self-administered survey was conducted from August to November 2023 at
various wellness spas in Phuket, Thailand, including day spas, medical spas, and hotel spas.
Initially, 244 questionnaires were collected. However, 23 questionnaires were excluded
because the respondents failed to pass the attention check or left the survey incomplete.
Consequently, the final sample size for final analyses is 221.

Three items assessed the tactile sensory experience, and two items evaluated the visual
sensory experience (Buzova et al., 2021; Lv et al., 2020). Two items measured olfactory
sensory experience (Roy & Singh, 2023). Auditory sensory experience was evaluated using
three items from Liu et al. (2018), and five items assessed gustatory sensory experience (Hsu
etal., 2022). Escapism was captured with five items (Jouhki et al., 2022). Immersive experience
was evaluated with four items from Errajaa et al. (2018). Health perception was measured using
five items (Majeed & Ramkissoon, 2020). Subjective well-being included five items for life
satisfaction from Diener et al. (1985) and 20 items for affective aspects (10 positive, 10
negative) from Watson et al. (1988). Participants rated each measure on a seven-point Likert
scale (1 = Strongly disagree to 7 = Strongly agree). The Positive and Negative Affect items
used semantic differential scales (1 = Not at all to 5 = Very much). However, when examining
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the negative affect items, all aspects exhibited factor loadings below the cut-off point of 0.5.
and were excluded from further analysis.

Four tourism scholars reviewed the measurement items to assess their suitability and
, relevance concerning the study’s objectives. Subsequently, a pilot test involving 30 wellness
; spa-goers was conducted to evaluate the clarity of the questionnaire. Certain measurement
items were slightly refined to enhance clarity.

The two-step approach by Anderson and Gerbing (1988) was employed to analyse the
Structural Equation Modelling (SEM). In the first step, a Confirmatory Factor Analysis (CFA)
was conducted to assess the validity of the measurement scales and evaluate how effectively
the underlying dimensions and items represent the constructs. In the second step, a structural
model was constructed to assess the conceptual framework involving three primary constructs:
sensory experiences, dimensional experiences, and subjective well-being. To evaluate the
model’s adequacy, a goodness-of-it test based on Normed Chi-square (y 2/df), Root Mean
Square Error of Approximation (RMSEA), Comparative Fit Index (CFI), Tucker Lewis Index
(TLI) was conducted.
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Findings

Fifty-cight percent were female. Thirty-seven percent fell within the 20-30 years old
category, and 36% of the respondents aged 31-40 years old.

Regarding wellness spa visiting patterns, 33.48% of respondents preferred visiting spas
alone, while notable proportions visited with friends (27.15%) or with their spouse or partner
(26.70%). Massage emerged as the most popular wellness spa program among respondents
(57.02%). Additionally, 82.35% reported having previous spa experience, while 17.65%
indicated that it was their first time. Sixty-four percent of respondents mentioned that their spa
sessions lasted between 60 to 119 minutes.

For common method bias, Harman’s Single Factor test was conducted. The total
variance explained by a single factor was 22.35. This indicates that common method bias is not
salient, as the variance score falls below the threshold of 50.00 (Eichhorn, 2014). Measurement
model exhibited satisfactory fit indices (y> = 1264.58, df = 844, ¥?/df = 1.50, RMSEA = 0.047,
CFI = 0.934, TLI = 0.926). As shown in Table 1, convergent validity was evaluated using
standardized factor loadings and average variance extracted (AVE) values for all constructs,
all of which surpassed the minimum threshold of 0.50 (Hair et al., 2010). However, the AVE

5 for the immersion construct fell below 0.5 (0.48). Nevertheless, an AVE of 0.4 is deemed
6 acceptable (Fornell & Larcker, 1981), particularly if the composite reliability exceeds 0.6.
i Furthermore, all AVE values were greater than the squared correlation coefficients between
8 the respective inter-constructs, providing evidence of discriminant reliability (Fornell &
jg Larcker, 1981). Composite reliability (CR) and Cronbach’s alpha values for all constructs
;1 ranged from 0.78 to 0.95, exceeding the recommended cut-off value of 0.70. This ensures
2 internal consistency across the constructs.

i3

4

5

6

7

8

9

0
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Table 1: Factor loadings and reliability of measurement scales

Page 12 of 2

Scale items Factor loadings Mean  SD
Tactile sensory experience (AVE: 0.73, CR: 0.89, a: 0.86)

During the spa session, I found the touch of therapists or masseurs 0.76 6.20 0.90
pleasant.

I found the level of pressure by the therapist or masseur pleasant. 0.72 6.06 1.01
I had pleasant touch sensations during the spa session. 0.86 6.15 0.94
Olfactory sensory experience (AVE: 0.72, CR: 0.83, a: 0.83)

I had a pleasant experience because of nice scents at the spa. 0.89 5.95 1.01
The scents during the spa session were pleasant. 0.80 6.05 0.98
Auditory sensory experience (AVE: 0.65, CR: 0.74, a: 0.82)

I was comfortable with the music or sounds, such as flowing water, 0.81 5.81 1.29
birdsong, during the spa session.

I heard pleasant sounds (such as flowing water, birdsong, etc.) during 0.75 5.52 1.45
the spa session.

The background music during the spa session was pleasant. 0.63 5.90 1.22
Gustatory sensory experience (AVE: 0.79, CR: 0.95, a: 0.95)

I was satisfied with the food and drinks provided at the spa. 0.94 5.38 1.29
Tasting the food and drinks provided at the spa helped me relaxed. 0.91 5.24 1.38
Food and drinks tasted good 0.92 5.37 1.35
The food and drink during the spa session were pleasant. 0.90 5.39 1.33
Tasting the food and drinks provided at the spa made me feel 0.76 4.95 1.46
exhilarated.

Visual sensory experience (AVE: 0.73, CR: 0.85, a: 0.84)

Both exterior and interior of the spa establishment were attractive. 0.84 5.95 1.21
The overall visual cues, including lighting, decoration, color, layout, 0.87 5.96 1.08
furniture, and landscape during the spa session were pleasant.

Escapism experience (AVE: 0.61, CR: 0.88, a: 0.89)

This spa session helped me forget about some of my real-life 0.89 5.56 1.23
problems or worries.

I was able to set aside my problems, pressures, and everyday concerns 0.87 5.65 1.18
during the spa session.

The spa session helped me escape from unpleasant and worrisome 0.79 5.57 1.26
things.

This spa session helped me temporarily escape from reality. 0.72 5.85 1.21
During the spa session, I felt separated from my usual environment. 0.60 5.69 1.25
Immersive experience (AVE: 0.48, CR: 0.78, a: 0.81)

I sometimes lost awareness of everything around me during the spa 0.58 4.55 1.67
session.

I lost track of time during the spa session. 0.62 5.39 1.48
I sometimes forgot where I was while engaging in the spa session. 0.65 4.66 1.65
I became completely absorbed in the spa session. 0.88 5.53 1.28
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Health perception (AVE: 0.55, CR: 0.86, a: 0.86)

The spa session helped improve my mental health. 0.81 5.67 1.15
The spa session was good for rest and rehabilitation. 0.77 6.05 0.87
The spa session helped me perform well in my daily life activities. 0.70 5.46 1.20
The spa session gave me feelings of renewal, restoration, and 0.85 5.97 0.94
rejuvenation.
The spa session helped improve my physical health. 0.53 5.55 1.25
Life satisfaction (AVE: 0.59, CR: 0.88, a: 0.87)
In most ways my life is close to my ideal. 0.83 5.07 1.37
The conditions of my life are excellent. 0.85 5.28 1.25
I am satisfied with my life. 0.86 5.45 1.20
So far, I have gotten the important things I want in life. 0.71 5.04 1.41
If T could live my life over, I would change almost nothing. 0.56 4.39 1.71
Positive affect (AVE: 0.49, CR: 0.91, a: 0.91)
Interested 0.66 3.67 1.01
Enthusiastic 0.54 3.70 1.08
Proud 0.73 3.09 1.22
Alert 0.65 291 1.39
Inspired 0.82 3.24 1.27
Determined 0.85 3.20 1.19
Attentive 0.62 3.08 1.28
Active 0.69 3.37 1.26
Excited 0.67 3.21 1.31
Strong 0.73 3.17 1.27
Discriminant validity TAC OLF AUD GUS VIS ESC IMM HP LS PA
Tactile sensory experience (TAC) 1

Olfactory sensory experience (OLF)  41(17) 1
Anditory sensory experience (AUD)  40(/6) 53(28) [
Gustatory sensory experience (GUS) 36 (13) .50(23) 43(19) [

Visual sensory experience (VIS) 39 (16) .60 (.36) .57 (33) .51(26)
Escapism experience (ESC) A0 (16) 34 (12) 32(11) .36(13)
Immersive experience (IMM) 32(11) 26(.07) .22 (05) .27 (08)
Health perception (HP) A0 (16) 37 (14) 39 (16) A6 (22

Life satisfaction (LS) 18 (04) 23 (06) .21 (.05) .15(03)
Positive affect (PA) 12(02) 20(.04) 23 (.06) .34 (12)

i
37 (14)

19 (.04) 61(38)
33(11) .63 (40) 48(23)
13 (02) 20 (04) 23 (06) 34 (12)
A1¢02) 32(11) 32(11) 36(13) 26(07) 1

1

Notes: All paths are significant. CR = composite reliability, AVE = average variance extracted, a = Cronbach’s
alpha. The squared correlation coefficients are italic-faced along the diagonal; all correlations are presented in

the lower left triangle. All correlations are significant.

The structural model presented a satisfactory fit (y 2 = 1284.36, df = 854, y %/df = 1.50,
RMSEA = 0.048, CFI = 0.932, TLI = 0.925). Tactile sensory experience showed a positive
influence on escapism ( = 0.29, p < 0.01). Additionally, both tactile sensory experience (B =
0.39, p <0.01) and olfactory sensory experience (f = 0.41, p <0.05) demonstrated a significant
impact on immersion. Furthermore, gustatory sensory experience (f = 0.14, p <0.01), auditory
sensory experience (p = 0.16, p < 0.01) and tactile sensory experience (f = 0.22, p < 0.01)

positively influenced health perception (Figure 2).
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Discussion

Our findings highlight the significant impact of each of the five senses in shaping
wellness spa experiences, particularly in relation to escapism, immersion, and health
perception. Visual stimuli play a crucial role in escapism. They align with Urry’s (1992)
“tourist gaze” concept, which suggests that captivating environments help individuals
momentarily detach from daily routines and reduce stress (Iwasaki, 2003). Similarly, tactile
sensations, including skilled touch, temperature, and textures such as soft textiles and smooth
surfaces of spa facilities, enhance escapism by providing physical comfort and fostering
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psychological detachment and relaxation (Oh et al., 2007). These tactile elements offer physical
comfort while promoting psychological detachment and relaxation. This aligns with
Kahneman’s (1973) and Mainemelis’s (2001) theories on complete absorption, where
individuals lose awareness of other aspects. Stenseng et al. (2012) further suggest that such
activities foster positive engagement and present focus, redirecting attention away from past or
future concerns. Additionally, tactile stimuli, such as massage therapy, are linked to health
benefits and relaxation, as consistent with Field (2019) and Nunes et al. (2016).

Auditory sensations significantly enhance immersion. Studies in virtual reality and
gaming contexts (Bums & Fairclough, 2015; Zhang et al., 2017) show that soundscapes
promote spatial and emotional engagement, a finding extended in our study to wellness spas.
Furthermore, our study identified a notable relationship between sound environment and health
perception. Pleasant sounds, such as background music, reduce anxiety and foster well-being,
while acoustic discomfort can have adverse effects (Nobakht et al., 2022). Ensuring acoustic
comfort fosters place attachment, harmony, and well-being (Brown et al., 2015). Olfactory
stimuli further enhance escapism and immersion by conveying spatial orientation and creating
a sense of presence (Maggioni et al., 2020). Cowan et al. (2023) suggest scents heighten
immersion by creating a feeling of being "plugged into" the experience. Scents, especially
through aromatherapy, provide therapeutic effects, promoting relaxation and perceived health
benefits (Maitra et al., 2021). While gustatory experiences in{luence health perceptions by
associating nutritious dicts with physical rejuvenation (Kokkranikal & Carabelli, 2021). High-
quality food offerings in spa settings enhance customer satisfaction and perceived well-being
(Lagrosen & Lagrosen, 2016).

This study, however, shows some discrepancies between qualitative and quantitative
findings regarding sensory experiences. In this study, integrating qualitative and quantitative
approaches aimed to achieve complementarity, completeness, and corroboration or
triangulation. Complementarity provides additional insights, completeness offers a holistic
view, and corroboration validates the credibility of inferences (Venkatesh et al., 2016).
Therefore, these discrepancies are seen as complementary rather than contradictory, enhancing
the understanding of how various sensory encounters influence perceptions of escapism,
immersion, and health perception within the wellness spa environment.

Theoretical implications

First, the study enhances existing literature by deepening our understanding of the five
senses’ role in wellness tourism, particularly in wellness spas. Previous research has addressed
motivations (Mak et al., 2009), customer preferences (Kucukusta & Guillet, 2014), spa-goers’
well-being (Voigt et al., 2010), and traveller’s loyalty (Han et al., 2018). However, there has
been a notable gap in how sensory cues contribute to the perception of escapism, immersion,
and health benefits. These findings contribute to the broader field of environmental psychology
by reinforcing the concept of "sensescape,” which emphasizes the holistic integration of all
senses and their potential to influence positive cognitive perceptions.

Second, the study offers a holistic perspective on sensory experiences in wellness spas,
moving beyond the limited focus on individual senses (Boesveldt & Parma, 2021). By
employing a mixed methods approach with an exploratory sequential design, it combines
qualitative and quantitative data to provide a comprehensive understanding of sensory impacts.
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This approach enhances the rigor and reliability of the findings (Creswell, 2014). It also
highlights the distinct roles each sense plays in shaping the wellness spa experience.

While past research has predominately focused on sensory roles in virtual settings and
museums (Deng et al., 2023; He et al., 2018), this study explores their application in wellness
spas. It extends theoretical understanding by showing how sensory elements can be
strategically integrated to enhance these perceptions across various contexts. This study not
only extends our knowledge of sensory experiences but also paves the way for exploring the
congruence or divergence of sensory influences on escapism, immersion, and health perception
across various sittings, enriching our comprehension of the multisensory aspects of human
experiences.

Finally, while some studies have investigated the relationship between tourism
experiences and subjective well-being (Kim et al., 2021; Liu et al., 2023b), the specific impact
of how escapism, immersion, and health perceptions influence subjective well-being has yet to
be investigated. This study addresses this gap by revealing that escapism is negatively
associated with life satisfaction, immersion and health perception positively influence positive
affect and life satisfaction. These findings enrich our theoretical understanding of the critical
role sensory elements play in shaping wellness spa experiences and their subsequent bottom-
up spillover effects on individuals’ subjective well-being.

Practical implications

The present study provides valuable strategies for tourism bodies, spa operators, and
practitioners to enhance the spa experience. By understanding how each sense impacts wellness
spa customers, they can identify key sensory attributes to focus on to enhance escapims,
immersion, and health perception. Tactile cues, such as the appropriate level of pressure,
comfortable materials, and high-quality massage oils and lotions, positively influence
escapism, immersion, and health perception. Olfactory cues, such as essential oils and aroma
oils, contribute to escapism and health perception. Integrating these scents not only enhances
the spa's atmosphere but also fosters an emotional connection, potentially influencing repeat
visits (Herz, 2016). Auditory elements, including soothing instrumental music, natural sounds,
and noise reduction, improve immersion and health perception. This can enhance acoustic
comfort, fostering place attachment and well-being restoration (Brown et al., 2015; Vardaxis
et al., 2018). Visual elements, such as natural scenery and culturally significant decor, along
with the elimination of external distractions, further amplify the sense of escapism, while
gustatory cues, such as herbal drinks and natural-tasting food and beverages, enhance health
perception. Integrating these sensory elements enables spas to enhance the customer
experience. This enhancement can lead to increased satisfaction and loyalty, ultimately
benefiting the business’s bottom line (Agapito et al., 2017).

Moreover, the study underscores the importance for spa operators to balance escapism,
immersion, and health perception to create a well-rounded spa experience. Escapism offers
immediate relief from daily stress, while immersion and health perception provide more
enduring benefits. Operators can enhance the spa experience by combining elements of all
three: starting with escapism through soothing decor and scents, then focusing on immersion
and health perception with a blend of tactile, gustatory, olfactory, and auditory stimuli.
Providing a final immersive experience, such as meditation or a reflective space, can enrich the
visit and boost overall satisfaction. Tailoring sensory elements to meet diverse preferences,
such as decor, scents, music, and tactile pressure, helps cater to different customer needs,
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potentially enhancing escapism, immersion, and the perceived health benefits of the
experience.

Finally, the study highlights opportunities for innovation in the wellness spa industry
by embracing multisensory stimuli. Spas can enhance customer experiences and ensure long-
term success by exploring novel scents, soundscapes, visual elements, and gustatory offerings.
Introducing themed and seasonal sensory experiences, such as holiday scents or special
soundtracks, can keep offerings fresh and exciting. Collaborations with artists, musicians,
chefs, or fragrance experts can create unique, exclusive experiences that attract a diverse
clientele and differentiate the spa. For example, Adeva Spa in Singapore partnered with HANN,
a renowned expert in fragrances and high-quality body care products, to offer bespoke
aromatherapy treatments and exclusive wellness products. This collaboration enhances the
sensory experience for spa-goers, creating a unique and memorable spa journey that
distinguishes the brand in a competitive market.

Limitation and future research

This study centred on the sensory experience of spa-goers visiting wellness spas
specifically in Phuket, Thailand. There are other countries such as Singapore, India, Brunei,
Hong Kong, the Philippines, and Malaysia, also positioning themselves as healthcare and
wellness destinations (Wong et al., 2014). Future studies explore other countries to ensure the
generalizability of the research findings. Alternatively, future research may examine cross-
cultural differences by collecting data from multiple countries simultaneously. More studies
are also needed to investigate long-term effects of wellness tourism activities on subjective
well-being with multi-wave surveys.

Appendix I

Describe your last wellness spa experience in detail.

Describe the tactile cues you encountered during your wellness spa experience.

Describe the auditory cues you encountered during your wellness spa experience.

Describe the visual cues you encountered during your wellness spa experience.

Describe the olfactory cues you encountered during your wellness spa experience.

What tastes did you experience during your wellness spa experience?

What sense is most important in your wellness spa experience and why?

Which sense(s) helped you to promote your health and why?

Which sense(s) helped you to escape from your daily life and why?

0. Which sense(s) helped you to immerse or distract yourself in your wellness spa
experience and why?

11. Is there anything else you want to mention about your wellness spa experience?

b i S AR bl
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