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Abstract

This article aims to analyze the business strategies and innovations for competitive advantage in the
hotel industry in Thailand, focusing on creating experiences and enhancing service value for hotel
businesses. This is considered a critical factor in ensuring the survival of hotel businesses in the digital
era by presenting comprehensive marketing and public relations approaches. These include
marketing through influencers' perspectives, as well as collaborations between hotels and other
renowned businesses to create networks and expand customer bases. Additionally, business
expansion by leveraging existing products' reputation and quality can transform them into new
business models, increasing product and service value to establish a competitive edge. Therefore,
the business innovation models, relying on new marketing and public relations strategies, serve as
a key factor in generating revenue and profits for hotel operations in the digital era, while also

enhancing customer satisfaction, which is the ultimate outcome of hotel business operations.

Keywords: Strategies; Business Innovations; Competitive Advantage; Hotel Business
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Mnnvpsnswaesuluiiui ieveununsidingiunndeussma anUiinaansuedlaoenlediiie
Mnmsvudsdudn uagdsoimsonsnnaiinelulsasundugnsuiterlouuumuio wiouinihey
sufunensnsluviosduiietheimudumsinuasidulneduddu melduufn “From Farm to Table:
Nmhsudlfizons” aaenaumstiausiuyensilegunmsne fngiuuazasulnsigniosannviiusesunie
warnsdntufieniiedeusurdudn Bouinssviumandnlusiazdunounasnanouandsuidoudt
nsnssy wenantdfensadndndiosusemuewns ifsmulsrauniseinavioniiendeatieassd
sulludumsiBeudifnriumsensnvaannden  1ufanssufiannsaaiieyadisliiugsialsausule
faiinagnsnsmmauazszdiiusvedsusuiids dodwl aunsaignduinvoadeildlatugunimn
wiensiliinnud s Auandoumudluie  Buuianssumastimsegimiliiasnsnadnnaldiniou
msmsudedy wagnanaidunagnsmanismanasuiuulnifiannsafaganguinvieniisinaningsliiy
§3nal54usu (Melia Chiang Mai Hotel, 2023)

NnfinaIdeiy filsuamsaiiaussuuuuuwnAninfunagnsuazuinngsumiegsne
dionruildiFeunenisudsturesgsialsausald dod
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wimsmmeie  gsfquiearulfiuieu
(Business Innovation)

nagnsuazuinngsunIg

Mensutedy
YaegInalseusy

Tudszindlng

JUN 1 nseumiAnnagnsuazuinnssumegsiaiierulasumenisuiaturesssialsusy

NngUR 1 uandlsiidiudn nagnslunsadnsmnsldiuieumensudstu Wuladdnyiviale
ginvlsssuegsenlugARdvia menstaueruiUaninilunisdweuuinislviugne aaenauNsiEwe
sUuuuMsmMsmatauazUssnduusuuulvsivesgsialsausy Widnvisadienlasiamznguandilusilasdn
TsausaisnBety dnuuinnssungsnakarusmMslugliuusne 9wy nsussnduiusisususuiuems
Alssusetaioau myvhmssaauuulmiiuspaesnmsiiauslasdugouwesieds msswieruszying
ganalsausuuazgsiony 9 Mileldes Wy aur Al Huewns e eauaTensuazvenegIugni
Tidaanntu efudemsumsuszndiusgidsustiduisinnmgdu weuiinmevengsidlml 1
o miteideanazaunmannandasiftogiraiaulndusiuvugsiauuull  ieifiuyarliiy
wandneinazuinislunsademaldiuiounemawisty  eigaguuvuresuinnssmnegsiauay
MsUiMsfiangn AaenaumsiauesULuumssaalvsuuulmsideniiingussasdifioadseuiienela
Tungidnsuuins duilunadnsasanlunsaniunuresgsnalssusy

Ustlenluazdaiauauuzdmiunisidelusunan

Uszlgati@en1sinnis (Managerial Contributions)

nnsfnwmui nagnslunisaianuliuieunanisudety Sndudeserfeuinnssumiegsia
LarnsUINg leassmnuuansslimioninguis Taensasdulumsduiusmiidosiign aaeaau
ahayaduisilitugsialifimnuaenadosiunginssuuaziulimengugnailutiag iy

jiatl gehalsausuanmnsaisadildindssgndliiduuuimislunsusuieairsnagnsuuul
wazasemliUToumansudsty  Tnsendmsaineuinnssumsgsiuas3mssenafaamliiiusdnsas
vieuimsfitogiin nieuiinseenuuuisumnaelifianuaonadesiuanunsallulogtu Taenisih
AefiliogRusiauiluudvosnmnmiaruianssunisuing seenaunsdulietugiony 9 ieifiutesna
lunisusgvrduiiusuazvenegrugnailynussialsusuvesnuesdiuuinnssuwasinaluladadeln
Jdonavaussaufents  adsszaumsal  Wugaalifusdndusiuasinig suiinaninnsuinig
iieliignénleisutszlonigean uaziAnmusinfdegsna

darauauuzdmiun1sidelusunan

annsathEessananludesendnuifindudunmsidelueuanls annmsinseuuwAnieiy
nagvduazuinnssumnagsiaiionulfiuTsunsmsuaduvesgsialsusy  luiamiemenuduiug
Fednunntu wieuisaunsaussendnquiitu 4 Weaiwhuusidaunainvans wiedinuidnsnanes
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fhuvsanmgduiiiinadenisainsnagnsuasuinnssumegsitvesgsialsausilulssmalne fazanusaaing
asilfiURsumanmausiilvitugsRaldluowen fiaunsolinresiosiussneuviedangutiadosms o
eTEmsileviosduszney (Factor Analysis) tietaelunisdangusuusudonsivaeuinduslate
sty naeasunsividednanmeugdilemunaanguigiusin (Grounded Theory) Tuai 4
Tnuideianuiiaulasiely
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