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Marketing Activities of the Hotel Business in Thailand
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Abstract

This article aims to examine the strategic factors that influence the marketing activities of
hotel businesses in Thailand in the post-COVID-19 era, within the context of
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intense competition and changing consumer behavior. The study analyzes four key
factors: competitive advantage, technology acceptance, intellectual capital, and service
innovation.

The findings indicate that hotels that are able to establish a strategic advantage through
personalized experiences and strong brand communication can build long-term emotional
connections with customers. Technology acceptance, such as the use of online booking systems,
customer relationship management platforms, and artificial intelligence applications, enhances
customer experiences and improves marketing efficiency. Intellectual capital, particularly human
capital, structural capital, and relational capital, is a vital resource that supports value creation
and organizational adaptability. Furthermore, incorporating service innovation that reflects local
culture and specific consumer needs plays an essential role in differentiating marketing
approaches. In summary, the integration of these four factors into marketing activities strengthens

the competitive capabilities of hotel businesses in Thailand in an effective and sustainable way.

Keywords: Hotel Marketing, Competitive Advantage, Technology Acceptance, Intellectual Capital
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Tunswiaduledldsuussyunnaedade liinaduasadsfugusumsiuuazeuued
I¢5unmsiannegisseiiies Wy nmadeusevesaunudugiinim umasalneusags uaznisvenedn
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81, 2568)
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nauinvioaiennndu snade dudle uasinviald egwlsfinu msusiulugnanvnsslsusufisuise
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ddglunsinduladeniiinuesgndn Inslavnzegrsduunliiuvedsausalungy Green Hotel #ifiaanns
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wnldudeniiiniiduiinssodwadenst udesnindiuddnly (Fewey deen, 2568) Fausims
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YsnusUnya uazewusA L ad, 2567)
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Tsausy mavheaalalddieansussenduiusriolavanuiniu uwirninssuunslengideyagndn
oonuuUUsEaUMsalmsinifianuvine wasaisusudfianansaaennugnialussozen e
nalnemsaionsidugsialianansadundaldlusaniifinisursduguise Sdlugaifuslaniinginssm
madenliinsiivAsuasesvnnd gidsusdsiduionivAansammsmaneliviudens
WasuwUasvanil Sumnedsnsensedunagnsanmanaiauuudaiy (Traditional Marketing) 4
NMSAAIMRUUARTWA (Digital Marketing) waznisldwmeluladansaunelunszuiunisdoansuazasng
Aadaiusugnén (Abdul et al, 2025; 1yt ws A3i wawann3md indesazenn, 2567)

mstuufanssumsnsnainvedlsusudafeniuiunsaiiauusus (Branding) wazmsadng
AIILANE9R NGRS (Differentiation) Tagiamzlunanadifssusudusnnliidon nmsaiesndnual
wusuATidau msthiausnuefilaniiy uaznsdeansegsreiiesinuvemsooulauazeamlad
dudufenssuitfiunumddgrionisairsanuyniiuazanusinivesgndn (Alsubaihi et al,, 2023;
Audum ysauedyeh wazeusd Widad, 2567) TnelunsdlvosUszmalned siifalsaususesv 5 a1
Tsausuvnanans waglssusuvuiain mssfiufanssuminsaanadesdnisdlediadmsnensves
wiazngy wu lsssurwadnealdfsuussanalumsilavanawelveg uiawsoldvemnseeulal
agiluszdvEam Wy mimansludeailine (Social Media Marketing) w3en1s3iuilafiudungiau
wessnumMviaaiien (Influencer Marketing) @ sanansaainssadwssunssusuususfifouminnsg
Tawanuuudadsludunuiisniy @uand smuymdes uazan, 2564) uenaint llanfiniseadiend
arundulsraunisaiinniu gshalsssadosiauysraunisaignd Whdugudnansasiansums
msnan bitazdumssenuuuuiinnafinetlandlaidladvenindumangusing 9 nsasaneumud
\J9ussene (Storytelling Content) wiodsansauduendnualvedlsausy uaznsldies sadodu
Customer Relationship Management (CRM) tite¥nugnénnauifunazduaiunslivinieg (qundad
YU, 2563)
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TUsunsy “Check-in wuulSduna” (Contactless Check-in), N15&514 Virtual Tour Lﬁ@lﬁqﬂﬁﬂﬁé’mﬁa
Hosinanavii uaznslfsruu Al lumsmeumnuniedamstes Swimuaiifudumdweansienns
uazUszaumsaliigninudiumsnana (Serafim & Verissimo, 2021; AnRRal uasila wavAnz, 2566)
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aenpdasiuuiunaiaesgeamnssdlsulng lnsnmengussiafidoimsiuiningouas s
aruanasalunmaudeiulusseren e Ssannsntiluvssgndldlunisnsusunag s
MIRAIA MIBNLUUUTEAUNTaignA maiauu3ns uaenisuimsmineinsneluasdng vidlusedy
Weneraruims  warszauluinisvesiienisnan gz lungulsusiruinnaeuasIun
Enfidiosnslivinensegaliuseansnm ileaivaruuanitsuasdFeangutmingfogauiug,
uazdsiu

AuInduvasiuUsdenagns anuldsaunienisuysdy densadufanssanis

NInaALugsnalswsy

anulsiuSaunnansudady (Competitive Advantage) faiduiiladdgyueanisaiiunagns
msmanelugsialsausy Insemngluanmeifinsudedugs lidesdussmindsusluussmadionty
vi3elsalsusEAUUILYR AvwanssalumsiausuInsTiunnAakazasulang aAnaFesnisves
Fuslnaldegrsiiussavsnm Wulladefidielvosdnsaninsadnumgiugnin iiugaruusud uazvee
drunUsnanldeg1ediiu (15ha sufvs uazidn gou, 2561) ﬁgqﬁiuumﬁmﬁugmﬁuaamwﬂé’m’%au
yamsustuldifunsiauslag Michael E. Porter SsszyinesdnsanunsaaunnuldiuFoulsiu 3 na
gnsuan loun enuludindmuduyu (Cost Leadership), Anuuangg (Differentiation) a5y
AAARINENGN (Focus Strategy) (35AA SUANT Wa¥ITM §0U, 2561) AMTUTINALTWIY NAgNSAIY
uansnsfnmuldoefian Wy msaiisszaumsaliiniouamzyana mMannuAsLSIaNE M3UINNg
anfeendlnddn uaznsliingRuiesiulunsliuinsemsuayatn deairesnmdnualuazauand i
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Tudamanana auildiuFeuilsusuilegavanunsanievensiufnssumensnan Wy mMsns
FLLININNTRAA (Positioning), mi&gﬁwmﬁmmzamﬁuqmﬁwﬁmua, nslademensaoansidngs
nauitmng uarmsiannuinnaiuiinevausslaidladuesinveaileusdazngu feogat Tsausy
vnadnisjaiugninsziunansiageenaiunisliuimsduyanaunnnitmsudsdususian Gy iand
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MnMTIrziegasauaqululsziuauliUSsunensusdu §3deAunudn Jadedeng
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anallfifisumemsutetuiididu ildTuegfutiadunmeusnifissesnafen uidoaiaainnsysainis
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Wwsneaaving uideledoslofiduaiumsnaalvinoulandyaarte uazthwiosdnsgamdiialuszey
Jge

nsthnssassumeluladiiunuasuamsadufanssummsaaalugsialssusy

nstausumelulad (Technology Acceptance) faidutladuddniidmalnensionuansn
Tumsddufanssumenisnainlugadda Tasanglugshalsusui fesstuneldiToulvves
weFnssufuslaefiuasuutasiuognesings anuaansalumsusussemeliladl 4 Wy szuuaes
poulal szuudanisliausudalud® nisldueundimdudmsuuinisgnan wasssuulnszridoya
woAnssuduilan ruududiinadeUszansnmnianisnainvedesdns (Faens usagus wazas ing
MssiWaIUNg, 2567) ﬁmi"uLLmﬁmﬁjuﬁmLﬁ'mﬁ’umisaﬁuL%ﬁiuiaﬁlﬁ%’umiﬁwmmmwuﬁﬂaaa
Technology Acceptance Model (TAM) Tne Davis (1989) Faauein muddalunsineluladves
yaraaztuagfunssuiimudelumslion (Perceived Ease of Use) uazmsiusfausslonidlésy
mﬂmﬂﬁnmu (Perceived Usefulness) apunladin1swaunduluma UTAUT (Unified Theory of
Acceptance and Use of Technology) FarmpsrUsznouii iy Wy SnSnanisday wazidouly
aduayunsldam (078 nieuya uasnsang n1eydus, 2566)
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Tugshalsasy msgeusumelulagvinefsrnuniouveseanslunsusultssuull wu ssuy
WinduuuulS&ua (Contactless Check-in), s¥UUNSUIANTAIE Al, S2UU CRM (Customer Relationship
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2565) Ine1ddeves 33nd Jayaydu wasynmssal 3930u (2565) wuin nsgausumaluladawa
sonnufielanaranuidlalunistivimssesiuilaaluuimsAdvia deanunsavenenandgaia
Tsausulfegradugusssu Tasamzlunguandtiidanumanidusuanusiasuazauamnnsg
Tsruamssiusyuusrlusii uenaindl sugand quavs (2565) TeumansAnuIAsUTsuITAED
lufawmiauassvdun wudi seaunseeusumalulagved us s AUdNTUS TUN1TILKNUN
nsnaauarmMsinaulaliusnmsseuuuInIaues (Self-Service Technology) Evevioutisnmananga
yosesrnslunmsadsnnuliSeurnugemnava

MMsTagRiddnieiunmninssessumeluladilflumsdiduianssamenismaaly
gafalsausy wuin nssenfumaluladluldifssnisusud suwed osdiond essuuwingu usidu
nszUwMUAsULUALTnagniTidsansenuseiBan TBsiiuau uaznsadnarmiugnalumn
1@ Tssusuii Uszauanudnfalugad dvaind dnvairswiude maladunaluladegasaniis
ANLANTLUNTHATUIMALLAE AULWIARATUNITIAIN WU NMTIATIANGANTIUANALUUITIEN (Data
Analytics), MIveAIALULIANIEUARR (Personalized Marketing), wagn1sasauszaunisalgnAnagials
508MHIU Omni-channel UUAN 9 firle iy CRM, Al Chatbot, Contactless Service wag Mobile
App auiiunuinly Msiasuasenuinfvegnen NsLisUsEANEnImNAeans LayNIuIgIU
anAnlupaadifimsutstuga fideudarunuin Tsusufifianuanansalumsiansmsivasuuyasiny
walulafogafiszuu fnamnsndnwenldivisumamaursiuldlussezem feluudvesnwdnual
Aufianelavesgndn uasnaneuwnunINsraIneg 1 lugUsssy

AmdRvawustyan Adswadansaduianssumenismaialugsialsusy
Nunadaya (Intellectual Capital) 5@Lﬁuw%’wmﬂ'ﬁLG?Nﬂaqmﬁ‘ﬁﬁwﬁmaqmﬁmﬁmﬁ Tneang
gifalsusudwisofuesdmnuiuavinuranyrainsidundn suddassafreneluifivssansam
wazwdiiusiugndnitanansadnulilussozenildednaiuns (Ussasimd wenugIsIAs uasae,
2565) asAUsznauvesmunsiyainduuneenidu 3 47 loud (1) yuuywd (Human Capital) 3
vanefenug anuaansn wagiinwrresyaanslussdnsiiazauannuszaunisal wagmsimuos
sieiilas (2) ulassains (Structural Capital) Fssamfsszuuau nszuiums walulad grudeya uas
uinnssunelussdns uas (3) uarmdusius (Relational Capital) Fsvisnefsnudaniusfugnen §
THuU3ns uasiedeveiusiinsiidmwasionnuindediovesgsia (W@ uasana uazdnyania néduvas,
2565) dmuganalsausy yusywdiunumddaesneds ilosnyrannsidudlviuinislaenss wawdl
duddylumsaisuszaunsaliflviiugndn msamulunisiineusy inwensuing wagnsuivisg
auinelussdnsiaduilavesnsaiomuuyud udaunss vazinulassaing Wy seuunsdams
wouin szuutoyagndn (CRM) videusiuddupouuinsiifumnsgu sssaduayuliuinmsduly
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ogallUszAvBnmuazseles drunueuduius Wussduszneufiddnlunisaiiannuynitunay
amasindnAnngndn Sudunalnenswesianssumsmamaadislinanm

FeaonndoaiunAduues UsTasiml nevugRTINAS uazae (2565) wuil Visvilaaneideu
El,ummwé’ﬂw%’wélmwiswmlms?’fqﬁmﬁ@msv‘!umaﬁ@mﬂamaLﬂuisw ﬁwamwﬁ’mﬁumuﬁqqn’h
agafltudAy Tuusunvadlsusy uves ¥8n1 uwasana wasdain nauvas (2565) wandliliiuii
nundygrdmadoanuaninsalunsasiuinnssuuinsuasnisnevauswianginssuuilnaluge
Faviednednau Tneawzlundy SMEs Bdlundniiu Ashraf et al, (2023) ldfnwgsialsausluglsuae
wuin yumslyaidunddutedenfirnudanyugs anunsasesivings (9u COVID-19) waziiugly
51 Iwesansitlinuamnudmelldedrafuussavameannsodiduianssumenisnainegareiilos
lazan uazdiaunsasnugugnalilaudlugifings

nmsEnwuwui yumatyan Wuwnunasddylumsaiuainsingnimmenisnain
yosgsnalsausuegeseusu ifivsusidunsnensiidudodals mausaunsausdsudunmuai
fu3lfeswiunsinsifinanm msaauusudfiundetie way msdnwanuduiusiugndeis
seiflea TngiamenuuyudAvszneufeyransiiinnug sinves uaspaAvinieuazlviuinisedile
013w feidunalndrdglunisdaeuuszaumsaifiunnsindliungndn damulaseaing wu szuums
Ian13nnglu gruteyagne uaruinnssuniemalulad aduddiugivatuayunisaidunangsunia
memaeliiilsydvEamuaziinnnudeios aavhenuanudiiusaduatoumelofidoulodsusy
fungugnéuaziusiinggana asfoudsanulindawasanuasindndfineliifnmsliuimatuarnis
vensoetadussaund deuldeuisaguldi medanisunelyanedidinagnslifiedsedie
msnaainiy mndadumnguiiduaiuanuansalunisudsusazanudsBuresgsialsausly
YLD NUVITI

nagnsuasuInnTsuUIN Mdwasensmliuianssumnenisaanlugsialsausy

uIMNTINNNTUTNNT (Service Innovation) 1Hud nuil stiaduiBanagnsiidisnsnalaemssie
auddslumsiidufanssumeanmsnainvesgsialsausa Tasanglugaifuilaalieuddayiv
Uszaunsallamyyana AnsazaInaune wavanaulanil winnssumsuinmsdsimiiidunaln
wé’ﬂiumsa%ammmem'wLLasLﬁmﬂaﬁﬂﬁﬁw%miﬁmﬁﬂsﬁﬂLaua(ﬁmﬁﬂm waala wazmuy, 2566)
wwIRnveIuinnIsunsUssausawdseandu 2 Awan leun (1) uinnssundnsiaei (Product
Innovation) Fsvsnefanseenuuuuimslvsivsoiingaensilmiliiuidmsiiler wu msliuinig
#oainLUU Smart Room Maiisszuudamswdsnuluviesin uag (2) uianssunszuIums (Process
Innovation) @ smnedamatmunguuuurieduneulunisliuins wu msldnalulad seludaly
nszuIunMadndu-dnend viiensliszuu Al lumsuugihufininaiinssfunginssuvesgndn (nsnua
UNANVIA UavUAIY YeF3, 2567)

ATV AT Taynyas wasiiedls Aaius (2566) wansbiliiugl winnssunisusnsd
naegaiiveddiensinauladenisusuveminviendien nsnmlsusslunmeldvasUsemalneds
Msutetiuge mstiuinnsaiaenrdestumiudesnsvesnguidwenedadunauaddyiidielmlsusy
annsofnaandld wardminmuddennssUssmeests Santos-Rodrigues (2023) #31 ufnnssunis
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Usnslu SMEs TsausuflmnuduiusiBauinsonansaidunuiazmsiivlnvesesdng lasiamziile
annsonauuianssndfueadasnsresg ndluudasiiuild o amngan vnedinisAnwives
Ashraf et al, (2023) s¥ydn winnssumsuinisanansavimihiduduusdunas (Mediating Variable)
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