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Abstract

This research explored the relationship between logistics practices and brand perception in the
luxury hotel industry in Bangkok, Thailand. The study focused on how logistical elements such as
supply chain coordination, service responsiveness, and back-of-house operations which influence
guest’s perceptions of luxury and brand value. Using a qualitative content analysis approach, data
were collected from the official websites, social media pages (e.g., Hotel’s Facebook page), and
online reviews (e.g., Agoda, hotels.com, booking.com) of more than 10 prominent luxury hotels in
Bangkok, complemented by review of over 15 related academic publications both research papers
and academic papers. The findings reveal that effective logistics practices, especially those related
to consistent service delivery, personalisation, and responsiveness which play a critical role in
enhancing brand trust, uniqueness, and perceived worth. Furthermore, the study highlighted the
tension between global standards and local cultural expectations, requiring hotels to balance brand
consistency with authentic Thai hospitality. The study contributes to the existing literature by
applying logistics theory in a service-oriented luxury context and offering practical insights into
strategic logistics planning to reinforce brand identity.
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Introduction

Importance of logistics in service-based industries

Bangkok is a competitive city in the hotel industry whereby hotel operators ensure that
they have good relationship with the customer as this is very critical in view of the effect of events
in the world on the luxury hospitality industry (Kemrichard, 2023). The luxury hotels particularly
the Asian and non-Asian catagories must emphasize on their specific brand attributes as a part of
their services and also adjust to the changing demands of the customers on the one hand and
at the same time, have a high service performance rate (Diskul, 2023). In this competitive context,
digital transformation also holds the key to enhancing efficiency and customer/guest satisfaction
(Anwar et al., 2024). This paper will ponder how logistics not only enable an active daily course of
affairs but also have direct effects on customer satisfaction, brand trust, and loyalty. It is aimed
to provide a detailed background that illustrates the contribution made by logistics strategies to
the success and continuity of luxury hotel branding.

In service industries, logistics helps improve how customers feel, runs processes more
smoothly and gives the business a boost over its competitors. Organisations in the service sector
are realising that applying logistics principles is necessary to give individual customers the help they
need and maintain excellent service quality. Because service flows must be managed in different
ways than goods, this emphasises how important they are. The next parts look at how logistics works
in industries where services are the main product. The quality of logistics services helps to increase
both customer satisfaction and loyalty. Influencing these factors are information capacity, how the
company shares information and the services offered to customers at purchase and after.
Good customer service in logistics results in greater client satisfaction, more customers returning
and good feedback, all important factors for remaining ahead in the service industry (Hauser, 2022).

When a company has strong logistics skills, it can benefit from an important advantage
over its competitors, since logistics services set them apart from others besides price and terms
(Adiguzel et al., 2024). Providing high-level logistics efficiency is associated with better firm performance
and top service for customers, as demonstrated in Pakistan’s furniture industry (Masroon and
Siddiqui, 2024). When providing service logistics, organisations ensure they meet individual customers’
needs by delivering benefits, planning effectively and using customer service that fits each person
(Kolasinska-Morawska et al., 2022; Richey et al., 2021). Logistics used in service sectors means
handling consumer and resource movements, arranging service activities and assuring quality in the
procedures (Sirina and Zubkov, 2021).

Importance of brand perception in luxury hospitality

For luxury hospitality brands, how consumers see the brand can greatly affect sales,
a company’s reputation and its ranking in the industry. Besides products themselves, luxury depends
on other factors that make each experience for the customer unique and exclusive. Influences on
this perception are brand image, exclusivity and matching what consumers believe and these all

help build a brand’s equity. Specific sounds in brand names such as "i" and "v," are said to create
the idea of luxury and motivate customers to use a luxury service (Motoki et al., 2023). To build an

exciting brand for a hospitality destination, using these cues is very important.
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Preserving a strong brand look is crucial for keeping a luxury brand respected, especially
now that the internet plays a big role. When online brand promotions are positive, they attract
luxury brands and raise consumer perception of their value (Lee and Kim, 2020; Correia et al., 2022).
Exclusivity and privacy are important for luxury brands because they make people feel emotionally
attached and part of a group, both of which favour the brand (Keni et al., 2022; Tahir et al., 2024).
The way people see a company’s commitment to social responsibility (CSR) can affect the way they
view a brand. CSR activities that fit a luxury brand’s values increase the brand’s perception,
whereas behaviour that seems insincere in CSR may cause consumers to lose trust and regard in
a brand (Hu et al., 2023).

Why Bangkok is a key setting: a global luxury tourism hub?

Due to its smart infrastructure, rich traditions and good location, Bangkok is now a top
destination for luxury travellers from around the world. Festivals are a unique way of Thai culture
depicted in Thai festivals, and this draws big tourist firms to Bangkok and other regions. They offer
deep experiences to tourists as they immerse themselves directly in the event such as water fights,
local dances, worship activities, and art exhibits as seen with Songkran and Loi Krathong festivals
(Huang, 2024). Such celebrations not only place emphasis on the rich traditions of Thailand but
also help provide a festive air augmented by local cuisine, Buddhist temples and colorful night
markets, that makes the nation an enthralling cultural destination (Hussain et al., 2024). Concurring
with its cultural attraction, Thailand has also made a sterling reputation in medical tourism,
which is supported with high quality of healthcare services and skilled medical personnel. Combining
hospitality with healthcare services also enhances its market in the field of medical tourism
across the whole globe. The results of this merger of care and comfort in Thailand are revealed
in the fact that Thailand has become a destination location of medical tourists, not only of other
parts of the world but also neighbouring countries of Thailand, such as Myanmar (Cham et al., 2021;
Pitakdumrongkit and Lim, 2020). Because of its good international links and big airline companies,
Bangkok makes a convenient starting point for anyone travelling to Southeast Asia (Kerdpitak, 2017).
Traditional Thai culture is blended with luxury in the city, giving high-end travellers unique and
exclusive enjoyments. Bangkok is recognised in luxury tourism after luxury hotels and resorts attract
both visitors on business and vacation (Punson and Pokharatsiri, 2023). Spacious temples, beautiful
palaces and charming markets form a backbone of the city’s appeal, allowing visitors to take part
in rich historic activities and enjoy the finer things in life. The city’s reputation worldwide is boosted
by promotions that highlight the unique things it provides for visitors. Tickets to diverse tours,
Bundles and travel packages as well as low prices attract wealthy tourists according to experts
(Singvee et al,, 2025). Luxury retail in Bangkok plays an important part in making the city popular
with luxury tourists. The city gains a reputation as a top luxury shopping place because high-end
shopping centres, popular international brands and loyal local customers attract big spenders
(Theerarak et al,, 2024; Ndineyi and Theerakittikul, 2022). As a result, Bangkok is key in making
Thailand’s luxury tourism sector important across the globe.

Experts use brand perception theories to explain the creation and advancement of attitudes
toward brands in the minds of consumers due to myriad factors. Many have looked into the area of

celebrity endorsement, as it is thought credible actors or models can make a brand more popular
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by passing along their fairness, credibility and know-how. A trustworthy and popular celebrity can
help people think a brand is trustworthy and of good quality. The symbolic values of a celebrity
are typically shared with the brand and this transfer can greatly shape what people think about
the brand (Sharma and Jha, 2024; Serman and Sims, 2022; Baudier et al., 2023). Some experts say
consumer traits and surrounding conditions are significant in forming a brand’s image. According to
this method, brand perception depends on the brand’s features, the person’s specifics or wants
and the environment in which the brand is examined (Liu et al.,, 2021; Lee and Kim, 2023). People
review both what they hope to get from a brand and what they are asked to pay for it and
these things influence their brand perceptions (Bian et al., 2018). How these dimensions are
evaluated will influence how positive a consumer’s view of a brand is and if it fits with their way of life.

People’s perceptions of a brand often reflect how loyal they are to it, as their views determine
if they will stay committed and buy from the brand. Consumer behaviour and loyalty are the result
of how brand awareness, quality and brand image are connected (Foroudi et al., 2018). When trust
and credibility are at the heart of a brand, it leads to lasting loyalty and many positive recommendations
(Parris and Guzman, 2022). Additionaly, both branch personality and type theory state that consumers
see traits in brands, like sincerity or competence which influence their decision on how to categorise
the brand and what they are expecting from it (Alguacil et al., 2021; Hassan et al., 2023). In the luxury
sector of hospitality, service quality and logistics cannot be separated, given how high the expectations
are from customers (Nguyen and Ngoc, 2024). Good delivery of services depends on effective logistics,
so guests notice the value and quality (Aljohani, 2024). Because offering exclusivity and personalised
experiences is a priority in luxury hotels, every function such as stock control, collaborating with
suppliers and delivering services must be carried out flawlessly (Avula et al., 2024). Specifically,
the reputations of internationally recognised hotel brand names create an expectation of what services
and reliability should be delivered. Usually, these brands can make the guests think about eating a
good experience earlier in their lives so that this puts their confidence and trust to the test (Deng,
2022). Also, user-generated content and news on social media can have a strong impact on the
perception of people, both boosting and negatively affecting a brands image, depending on the
experiences that are shared (Ryu et al., 2021). Setbacks in logistics, including late services, shortages
of products or changes in quality, often reduce people’s opinion of the brand and their satisfaction
with the service.

Research sample

The SERVQUAL model provides a useful way to see how logistics affect customer opinions
about quality, including in transportation and logistics (Yang et al., 2024). The dimensions of logistical
efficiency—reliability and responsiveness—are closely associated with tangibles, reliability,
responsiveness, assurance and empathy (Setiono and Hidayat, 2022). To be reliable, a transportation
company must perform its promised task with accuracy and dependability which largely depends on
effective logistics. It is largely logistical tasks that ensure that room service, the concierge and event
staff can help guests quickly. When logistics are efficient, the strengths in these service quality areas
become clear, resulting in satisfied guests and better brand views (Septiana and Alie, 2023; Pangestu
et al, 2023). When working in hospitality, Supply Chain Management (SCM) is not just about buying
goods; it also includes many processes designed to add value to end customers (Berthold, 2019).
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For high-end hotels, SCM covers buying excellent products, maintaining relationships with service
providers and guaranteeing that good and services arrive promptly and continuously. A properly
organised supply chain helps hotels offer the same high level of service and raises customer
approval which are crucial for a luxury brand (Alreahi et al., 2023; Ayam and Kusi, 2023). This is even
more valuable in the Experience Economy propounded by Pine and Gilmore (Ranjan et al., 2022).
From their perspective, it’s more important to customers now to have a memorable time than to
own something physical. As a result, both operational tasks and feelings of immersion and
personalization during a stay are supported by the logistics in luxury hospitality (Kastenholz et al.,
2022; Kang, 2025). As a result, logistics helps establish the unique, memorable experiences that
sum up modern luxury hospitality. Some examples are Ritz-Carlton Hotel Nanjing and Hotel AX
in Helsinki, where the logistics are carefully arranged so that all visitors get hand-written welcome
messages, their room-preferences stored between their stays, and their requests fulfilled almost
immediately, via internal digital systems. These back-stage logistics generate invisible service
provisions that strengthen the luxury image and the emotional experience that the brand has
with the visitors (Tao, 2025; Abdalla, 2024).

While the way a brand is perceived is key to luxury hotels’ success, there is not yet enough
research about how logistics operations affect that perception in Southeast Asia (Krupka et al., 2021;
Chalermpong et al,, 2022). Even though service quality, brand image and consumer enjoyment are
mentioned in most luxury hospitality works, the way logistics support these elements isn’t, according
to Jain et al. (2023) and Mercan et al. (2021). Effective logistics covering supply chain, inventory,
guest services and technology can influence both the direct and indirect views of a brand’s reliability,
exclusivity and quality (Boonchunone et al.,, 2024; Somabutr, 2023). Because of its importance in
luxury travel, Bangkok is a good example of this relationship. The city’s high competition for luxury
hotels and its unique culture means that logistics both pose challenges and create differences
(Zhi et al., 2025). However, relatively little research has been done on how efficient logistics affect
brand reputation and satisfaction among guests in the luxury hospitality world in this part of the
world. Because there is little focus on investigation, specialists have difficulties developing advice
and strategies that help hotel managers work towards enhancing their brand value. Therefore, it
becomes clear that a detailed analysis of logistics and brand perception in Bangkok’s luxury hotel
industry is needed to quickly fill the research gap and advise better hotel management.

Definition of Key Terms

Logistics in the luxury hotel industry is defined in the context of this study as the strategic
coordination and management of all the activities in the company, resources, services, that is involved
in the front end and the guest operations that are supported by the back-end processes in the industry.
This provides services like procurement, inventory management, delivery of food and beverages,
house keep supply systems, event management, transportation, responsiveness to the needs of the
guests. In contrast to manufacturing logistics, service logistics does not stress as much on timeliness,
customization, responsiveness, and service quality (Liu et al,, 2023; Reza et al.,, 2020). In luxury
hospitality, logistics also has to facilitate the engineering of memorable experiences which resonate

in accordance with the brand expectations and cultural distinctions.
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The paper is premised on thematic and narrative literature review using Academic journals,
literature and research in hospitality management, logistics and marketing and supply chain studies.
Along with academic sources, the data of this research were collected via desktop research of the
official websites and Facebook pages as well as confirmed reviews on online travel agents (OTAs)
websites (Agoda, Hotels.com, Booking.com, and TripAdvisor). Concentrate on the quality hotels in
Bangkok as well as the international chains and domestic hish-end brands so as to have the diversity
of brands identity and style of service delivery. In addition, more than 40 related articles presenting
research works, professional reports, and case studies were reviewed to cross-validate the insights.
This multi-source strategy is balanced in terms of customer perception and what the industry does.
The data scope was defined in two dimensions: logistics applied to consumers (e.g., room service
delivery on time, concierge delivery, logistics of amenities) as well as internal logistics (e.g., procurement,
inventory management, responsiveness of supply chain), creating a conceptual map structure on
which to analyze the data.

The main aim of conducting this research was to investigate the influences of logistics
practices on brand perception in luxury hotels in Bangkok, Thailand. In particular, the study was
intended to identify the logistics strategies used by these hotels, encompassing not only front-end
operations that customers experience but also back-end operations. It also aimed at analysing the
impacts of such practices on consumer perceptions of luxury, including brand value, reliability,
and exclusivity. In addition, the study evaluated what dimensions of logistic, including responsiveness,
reliability, personalisation, and technological integration, had the greatest influence on shaping guest
perceptions of the hotel as premium brands. In these ways, the study added value to the literature
on the strategic utility of logistics to support brands in terms of positioning within the luxury
hospitality industry.

Content Analysis

Logistics and Operational Efficiency in Luxury Hotels

Luxury hotels rely on logistics (Figure 1), mainly by efficiently handling inventory, managing
suppliers and using proper buying techniques. Literature points out that the best hospitality requires
energy efficiency, but most importantly, it is key to all aspects of service delivery. When logistics
are efficient, the hotel makes sure that great beds and delicious foods are ready for guests, protecting
the smooth delivery of service. It has been found that strong logistics support hotels in making
services unique yet maintaining the same high standards for luxury branding. It is only possible for
departments like procurement, housekeeping and culinary services to coordinate well when all
operations are streamlined and reflect the brand’s promises of uniqueness and class. Issues such
as stockouts or late deliveries may result in poor customer opinions, so it becomes clear that
logistics help form the core of luxury customer services.

Guest Experience and Logistics Touchpoints

Lots of partly hidden details behind the scenes help create the quality experience that
guests notice in luxury hotels. Being timely and personalised which are top priorities in luxury hospitality,
depends on smooth logistical operations. For example, in-room dining needs to be prompt,
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cheque-in and cheque-out should not take extra time and unique amenities must be available,
all because of close logistical communication. Good restaurant services depend on ordered inventory,
organised supplies and correct staffing which are all handled in the backend. It seems from literature
that most guests aren’t aware of the efforts behind their experience, yet they do notice the positive
effects like efficient service, staff on hand at all times and customised experiences. If logistics don’t
work smoothly, it takes away the sense of ease luxury is meant to provide, so backroom logistics

remain essential for great service and customer happiness.

Logistic in Luxury Hotels

4

| Inventory Management | | Procurement Strategies | Supply Chain Coordination
y A 4 A 4
| Timeliness I l Personalisation | In-room & Dining Service
2 A 4
Visible Logistic (e.g., Valet, Invisible Logistic (e.g., SCM,
Service Delivery) IT System)
y A 4

Content Brand Image l—’| Enhance Guest Experience '—'I Luxury Brand Perception

Figure 1 Logistics Impact on Brand Perception in Luxury Hotels

Brand Image and Service Consistency

The reliability of distribution plays a major role in how prestigious luxury hotel chains appear
(Figure 1). When logistics are solid, it becomes easier to maintain the brand’s trust with guests. It is
widely recognised in the literature that service must always be consistent in luxury markets. People
expect a perfect experience both at one property and at different branches of the same company.
To be consistent, businesses depend on good logistics that guarantee the same service steps,
quality supplies and prompt operations. It is interesting to see that the literature puts valet parking
and luggage handling under visible logistics, while treatments such as coordinating the supply chain
and stock control are classified as invisible logistics. How logistics are handled helps improve how a
luxury brand is perceived: visible activities create a memorable impression and invisible ones ensure
guests have a smooth, top-quality stay. shouldn’t affect your reputation, as both play major roles in
the way a hotel operates and communicates with its customers.

Local vs. Global Standards in Bangkok

Bangkok’s cultural background plays an important role in shaping the relationship between
what people around the world expect from luxury and local style. Delivering the same experience
to guests globally and meeting local wishes requires careful design in luxury hotels. So, when businesses
use local foods, honour native hospitality and respond to regional needs in their supply chain,
they are applying a localised way of operating. Additionally, these chains are expected to uphold
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their global branding, so they usually need one logistics system and often import the materials
they use. According to available literature, managing the tension between heritage and development
is especially vital in Bangkok, where cultural diversity underlies part of the city’s appeal. People visiting
can anticipate familiarity from premium brand names along with the special features of local culture.
Therefore, good logistics here means acting in coordination with countries around the globe and
with local communities which takes thoughtful organisation and respect for different cultures to keep
the brand’s identity intact.

More specifically, Thai principles of warm hospitality Thainess, culinary offerings based on
regional products, the ideology of adjustment to Buddhist traditions and local aesthetics in interior
design in hotels are frequently observed in Bangkok standards (Suksutdhi and Boonyanmethaporn,
2022). As an example, Sukhothai Bangkok uses customized Thai architecture and domestically made
décor to provide a feeling of cultural imersion to tourists (The Sukhothai Bangkok, 2025).
Global standards, in contrast, are about brand, quality assurance, and service standards observed
in international properties. One such illustration is in the Waldorf Astoria Bangkok that retains most
of the Hilton world-wide working protocols like the luxury room furnishing, the standardised
checking-in procedures as well as the availability of international sourced gourmet foods, but still
incorporates a feel of Thai flavour to show its roots (Waldorf Astoria Bangkok, 2025). The delicate
balance between these two standards is important. International brands should be able to satisfy
expectations of globally-travelled guests who have come to expect a specific degree of service,
as well as differentiate experiences to respect cultural identity of Thailand. As such, it is necessary
to maintain a high level of efficiency in delivering local goods (e.g., organic produce grown on local
farmland) and international ones that are of world standards (e.g., spa products or European-made
linens) in a timely, efficient manner.

The results of this research indicated that the logistics operations-specifically, responsiveness,
consistency and personalization, played a significant role in determining customer perception of
luxury hotels in Bangkok. Those factors increased brand trust, service delight, and brand exclusiveness.
In practice, luxury hoteliers could leverage this knowledge by enhancing their brand based on their
improved logistics operations, including delivering services on time, managing level of stock to
prevent out of stock occurrence, and investing in training and implementing digital technology
to personalise the experiences of the guests. The research also showed that back-stage logistics,
such as coordination of the supply chain and internal service efficiencies directly contributed to
excellence in front-end services. With effective management of logistics processes, luxury hotels
would be able to address global service requirements as well as the cultural needs of guests in Bangkok.

The content analysis indicated four key themes as to how logistics can impact the way in
which people perceive a given brand in terms of luxury hotels located in Bangkok. To begin with,
the paper has highlighted that the brand loyalty of guests depends on their expectations and
experiences when dealing with international hotel chains. Second, it established that the main
difference between logistics and services is that unlike services where consumers go to meet the
provider, in logistics, the consumers are brought to the provider. Third, the local vs. global idea
revealed the need of luxury hotels to balance the cultural authenticity with international
expectations and the coordination provided by its supply chain. At last, the opinions of customers,
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search engines, online sites and service experience ensure, on the one hand, good brand reputation
and, on the other hand, the choice of customers in the future. These themes in collective imply
the critical position of logistics in terms of not only operations but strategic placement of the luxury
brands.

Conclusion

This study explored how logistics activities shape consumer perceptions of luxury hotel
brands in Bangkok. It revealed that strategic logistics practices such as efficient supply chain management,
service responsiveness, and quality consistency are integral to enhancing brand image and reinforcing
consumer loyalty. By drawing on the SERVQUAL model (Yang et al., 2024; Setiono and Hidayat, 2022),
the findings demonstrate that logistics operations can serve as core capabilities that directly
influence customer experience and brand differentiation. Hotels that integrate logistic into their
strategic brand management, particularly in luxury contexts, are better positioned to meet elevated
consumer expectations while maintaining global standards.

The study’s strategic implications suggest that logistics in the luxury hotel sector should be
viewed not just as a back-end operation but as a customer-facing function that contributes significantly
to brand equity. Instead of merely focusing on operational details, hotels should invest in logistics
systems that deliver reliability, personalization, and innovation, particularly by leveraging real-time
data and technology-enabled services. However, this study’s is subject to certain limitations.
The analysis primarily focused on luxury hotels in Bangkok, which may limit the generalisability of the
findings to other geographic regions or hotel tiers. In addition, while qualitative content was examined
through secondary sources and customer reviews, primary data collection through interviews or
surveys would strengthen the findings.

Future research could expand this study’s scope by comparing logistics and brand perception
across multiple cities or countries, or by conducting in-depth interviews with hotel managers,
logistics officer, and development could also explore hybrid frameworks that merge brand theory
with logistics management. Thus, the study connects the research objectives, understanding how
logistics impacts brand perception to real-world strategies and theoretical insights. By aligning
operations with consumer expectations, luxury hotels can enhance customer satisfaction, preserve

their brand promise, and secure competitive advantage in a demanding hospitality market.
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