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Chapter 5
Study on Consumer Behavior in ASEAN 

+6 Phase 3 Report on In-Depth Consumer 
Behavior in Sectors of Tourism 

and Health Service

5.1 Cambodia  

1. In-Depth Study on Consumer Behavior in Health Service Sector 

The health and public health of Cambodia is considered to be at the average level 

with its quality being developed to meet international standards. As concerns the capability 

of medical practitioners in Cambodia, this is at the acceptable level since study programs 

and most of the textbooks are influenced by France.  Nonetheless, in the rural areas of 

Cambodia, there is a lack of and great demand for medical devices equipment and  

facilities and practitioners. Medical and public health service stations, and specialized 

personnel are available only in the capital or large cities. Therefore, those living in the rural 

parts of the country are generally unable to gain access to medical service. As a result most 

of them prefer to buy medicine than going to hospital for proper treatment. However, those 

earning medium to high income mostly go to private and international hospitals for medical 

services. They also travel abroad for medical treatment to countries such as Thailand, 

Singapore and Vietnam since they have confidence in the treatment and it shows the  

economic status of high-income earners. At present, regarding the overall healthcare of the 

majority of Cambodians, they are still largely unaware about health and do not pay great 

attention to health checks with only some doing so. However, in terms of healthcare  
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behaviour, the public in Cambodia very much like exercise. When buying healthcare prod-

ucts, they place importance on the product characteristics and reliability of source. Now-

adays, the Cambodian public, especially women, take great care of their skin health as they 

are influenced by fashion media and foreign trends such as those of Thailand and Korea. 

As a result, fashion and beauty are very popular among the new generation in Cambodia 

and this trend looks set to increase in the future.   

2. In-Depth Study on Consumer Behavior in the Tourism Sector

Cambodia has the advantage of its beautiful natural scenery with its diversity of 

geographic locations and tourist attractions making it a country suitable for all year round 

travel. Cambodia, therefore, needs to develop the related components and business  

related to the tourism industry to a greater extent such as accommodation, hotels and 

convenience in transportation or journeys. Shortage of accommodation around the tourist 

attractions of Cambodia is not chronic. The quantity of rooms is generally adequate for the 

demand of tourists. It is only during the popular season that there may be problems regarding 

insufficient accommodation to meet the demands of tourists. There might also be obstacles 

in transportation as concerns journeying from province to province as this is still under 

development. In the future, transportation is expected to be improved and journeys more 

convenient. At present, the number of tourists traveling to Cambodia increases every year, 

enabling a rise in the expansion rate of the tourism industry in Cambodia.

A survey result of the tourism behavior of the public of Cambodia showed that they 

prefer to travel in the country and go on family trips during holidays. The most popular 

destination is the sea and beach as well as natural tourist attractions such as mountains 

and waterfalls. Nowadays, those living in the urban areas have changed their tourism  

behavior by going to department stores more. Those of middle income or higher like to 

go to Vietnam since it is convenient for traveling to by car and is similar to going to the 

provinces. 
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Currently, the number of foreign tourists traveling to Cambodia for leisure is rising 

each year. There is also an open door policy and the government pushing forward the 

tourism industry, allowing the tourism business for foreign tourists to expand further in the 

future. The study of the consumer behavior of the sample group of foreign tourists reveals 

that foreign tourists mostly travel to the sea and beach, which is the number one destination. 

They also travel to Cambodia to admire its beautiful culture and traditions. The majority of 

foreign tourists use travel agencies and prefer to go to Cambodia during November and 

March. The tourism trends gaining more interest from foreign tourists include ecotourism, 

rafting and community-based tourism, etc. 

As concerns the tourism business and service, Cambodia is in need of  

development in terms of the capacity to provide services. For example, the service business 

in Cambodia still lacks knowledge and understanding as regards appropriate service. 

Furthermore, the personnel still lack development in the quality of service at an international 

level and still need to improve in terms of knowledge and expertise in operating tasks to 

meet the international level. Cambodia is still in the process of development, whether it be 

personnel or up-to-date equipment. It is speculated that in the future Cambodia is likely to 

be one country with growth in the tourism and service industry that meets standards.
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5.2 Myanmar

1. In-Depth Study on Consumer Behavior in Health Service Sector 

In-depth quantitative and qualitative studies on consumer behavior in both sectors 

were conducted by a questionnaire targeting a sample group of Myanmar consumers and 

foreign tourists. Data was also collected from interviews with entrepreneurs involved with 

these two sectors. The result of the study revealed that:

The overview of the health service of Myanmar indicated that the capacity  

of practitioners to perform diagnosis was at the good level. However, the number of  

practitioners was insufficient for the needs of the public and so was the readiness of the 

locations and medical equipment. The quality of treatment and service provision was  

average. In general, the Myanmar public prefer to buy medicine and an individual frequents 

the doctor every six months to one year. They see doctors at clinics and private hospitals. 

Those with high income go to international hospitals. Moreover, some opt for alternative 

medicine. The Myanmar public are aware of their health at a moderate to high degree. This 

can be seen from gym memberships, interest in outdoor sports, and consumption of vitamins 

or supplements among certain groups. As for behavior in buying health products, the 

Myanmar public place importance on guaranteed quality and the information on the label 

more than any other factor. Even if they are healthy and of fair complexion, they are  

interested in seeing skin doctors, predominantly influenced by Korea. Consumers also pay 

attention to the treatment of pimples and orthodontics. Nonetheless, orthodontics in  

Myanmar is still expensive. The Myanmar public also knows and opts for alternative  

medicine, especially herbal medicine. Concerning health checks, the majority of people in 

Myanmar consider it important. Those earning moderate to high income, in particular, have 

their health checked annually in Thailand and Singapore. Going abroad for health checks 

gives them the opportunity to travel in that destination. However, 90% of the Myanmar 

public have neither health nor life insurance, making them have to pay for treatment.
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2. In-Depth Study on Consumer Behavior in the Tourism Sector

The tourism sector of Myanmar is still being developed. However, Myanmar is  

a destination popular among tourists both from Asia and Europe owing to a variety of  

attractions. Accommodation for tourists is not sufficient and hotels with international  

standards are still short in number. Traveling in Myanmar is of medium value to tourists. 

Public utilities related to travelling are also at the moderate level, resulting in moderate 

convenience. At present, the government sector is improving and urging development in 

suburban areas which are connecting points to other interesting tourist attractions. This will 

stimulate domestic tourism and can offer convenience to travellers in the future. As regards 

the traveling behaviour of local tourists, they tend to go on trips with family during holidays. 

The frequency of taking trips is once a year and the most popular destination is the sea and 

beach. 

As for foreign tourists, a popular activity or destination is going to the sea where the 

nature is well-preserved, historic places, and temples. They travel to Myanmar during long 

holidays. The most popular season is from October to December. Foreign tourists usually 

go to travel agencies to organize a trip abroad and travel to several countries with in  

Southeast Asia within one vacation. For example, they travel to Myanmar and then Thailand, 

Laos and Vietnam. 

Regarding Myanmar’s tourism industry, it is expected that public utilities will be  

sufficiently developed. Developing personnel to enhance the quality of service to meet  

international standards will enable the tourism industry to further expand. The Myanmar 

public travel abroad more due to the influence from Korea and lower expenses as a result 

of the increase in the number of low-cost airlines and support from the government sector 

as regards the tourism industry. Moreover, HRD relevant to the sector of tourism service is 

a supportive factor creating greater expansion in the tourism sector.


