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Abstract

The research article aimed to analyze factor of digital organization characteristics of school under 
secondary educational service area of  ce Chonburi Rayong The sample population consisted of 
13 school administrators and 287 teachers, totaling 300 individuals. The sample size was determined 
using Hair's component weight approach, which suggests a minimum sample size of 250 when the 
component weight is 0.35. To account for potential data loss, an additional 20 % was added, 
resulting in a total sample size of 300. The research instrument was a questionnaire designed to 
assess the digital organizational characteristics of school. The questionnaire exhibited a satisfactory 
item-total correlation coef  cient ranging from 0.60 to 1.00. Data analysis was conducted using 
exploratory factor analysis with varimax rotation. The results revealed four underlying dimensions 
of digital organizational characteristics: 1) Digital Organization Management, 2) Digital Manpower 
3) Digital Adoption, and 4) Data-Driven Collaboration. Together, these four factors accounted for 
64.093 % of the total variance which each component describes the variance at a percentage of 
17.883, 16.569, 16.099, and 13.543, respectively. From the research  ndings, it was discovered that 
digital organization management is the component with the highest component weighting. 
Consequently, the research results can be utilized to study guidelines for educational institution 
development to promote or develop educational institutions into digital organizations that align with 
the context of society in the digital age.

Keywords: Exploratory Factor Analysis; Digital Organization; School
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 2  1 

      ( ) 
 1. 
      109 36.33
      191 63.67
     300 100.00
 2.  
   20 - 30   115 38.34 
   31 - 40   103 34.33 
   41 - 50   55 18.33
   51 - 60   27 9.00
     300 100.00
 3. 
    241 80.33
    53 17.67
    6 2
     300 100.00
 4.  
   13 95.67
   287 4.33
     300 100.00
 5. 
  1 - 10   183 61.00
  11 - 20   72 24.00
  21 - 30   26 8.67
   30   19 6.33
     300 100.00

 2. 
   300  

 (Exploratory Factor Analysis: EFA) 

 KMO (Kaiser-Meyer-Olkin Measure of Sampling Adequacy) 
 Factor Analysis  Bartlett’s Test of Sphericity 

 KMO  .953  0.50  1 
  Bartlett’s Test of Sphericity  Chi-Square = 7122.075, 

dF = 465, Sig. <0.001  .01  
  3
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 3  KMO  Bartlett’s Test of Sphericity

 Kaiser-Meyer-Olkin Measure of Sampling Adequacy  .953
 Bartlett’s Test of Sphericity Approx. Chi-Square 7122.075
  df 465
  Sig.  <.001

 ** Sig. <.01

   31  
  31 

 
 

  31    .01 
 .309 - .711

  (Communalities)   
  0  1  Communality  0    

  Communality  1  
    Communality  .20 

 
   31   X1 - X31 

 .520  .746  

  

     
  

  0.35 
 250  Hair et al. (2010)  

 31   4   4

 4 
   

 
  

 
Eigen 
values  

 

 
Eigen 
values  

 

1 8 16.419 52.964 50.964 5.544 17.883 17.883 
2 10 1.323 4.269 57.233 5.136 16.569 34.451 
3 9 1.126 3.634 60.866 4.991 16.099 50.550 
4 4 1.000 3.227 64.093 4.198 13.543 64.093 

 - 64.093 64.093 - 64.093 64.093 
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Abstract

This research aimed to study the marketing mix factors and technology acceptance factors in  uencing 
the decision to purchase dietary supplements online among the elderly in Suphanburi Province. 
The sample consisted of 400 elderly individuals, and data were collected using questionnaires. 
The data were analyzed using statistical methods such as frequency, percentage, mean, standard 
deviation, and multiple regression analysis. The results revealed that most respondents were female, 
had an income of less than 10,000 baht per month, and had an education level below a bachelor’s 
degree. The respondents' overall opinions on the marketing mix factors, technology acceptance 
factors, and purchasing decisions were at a high level. Additionally, hypothesis testing showed that 
the marketing mix factors, including product, price, distribution channels, and marketing promotion, 
as well as the technology acceptance factor of perceived ease of use, signi  cantly in  uenced the 
decision to purchase dietary supplements online among the elderly at the 0.05 signi  cance level. 
These  ndings provide valuable insights for developing marketing strategies and promoting 
technology acceptance to enhance the accessibility of dietary supplements online for the elderly 
more effectively.

Keywords: Purchasing Decision; Dietary Supplements; Elderly; Technology Acceptance; Marketing Mix
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 2)  (Evaluation of Alternatives):    
     

 3)  (Purchase Decision):  
      Perceived

 4)  (Post-Purchase Behavior):  
    

 
   

 Kotler et al. (2023) 
    

    
   

    
 (Post-Purchase Behavior)

  (Customer Experience) 
 

    (Touchpoints)  

  (Customer Engagement) 
  

    

  (Data and Analytics) 
 

  

  (Content Marketing): 
  

   

  
   

   

  
  (Marketing Mix)  

 E. Jerome McCarthy  . . 1960  4Ps  
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 1.  (Product)  Kotler et al. 
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    Barari et al. (2021)  
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Davis  (1989)  (Technology Acceptance Model: TAM) 

 Rogers and Shoemaker (1971) 
 5       

   Ooi and Tan 
(2016)  (Mobile Technology Acceptance Model: MTAM) 
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(Park and Kim, 2014)
  (Purchase Intention)  

 
 Davis (1989)   
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 1 

  
   
  200,356  ( , 
2567) 
  G*Power  

 (Power)  0.95  (Error)  0.05 
 200    
 400   

  (Convenience Sampling)  
 Google Form  (Uniform Resource 

Locator: URL) 
 
  

    (Closed 
End)  4  
  1     

  (Check List)  3  
  2  4P   

    7  
(Rating Scale)
  3  

 7  (Rating Scale)  15  
  4 

  7  (Rating Scale)  15  
  
Cronbach  (Pilot Test)  30  

 0.759 - 0.901  0.70 (Nunnally, 1978) 
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  (Questionnaires)  (Online Survey) 

 Google Form  URL (Uniform Resource Locator) 
 400     Facebook  LINE 

 1. 
 2. 
 3.  
 
 1.    

 
 (Frequencies)  (Percentage)  (Mean: ) 

 (Standard Deviation: S.D.)
 2.   

 
 (Multiple Regression Analysis) 

 
 400   

   
269   65.50  10,000   220   55.00 

    366   91.50

 1 

    S.D. 
  4.30 0.48 
   4.30 0.53 
   4.30 0.55 
  4.27 0.53 
  4.35 0.48 

  4.25 0.47 
  4.27 0.54 
  4.23 0.41 
  4.24 0.42 

  4.24 0.54 

  1  
  ( = 4.30, S.D. = 0.48)  

 ( = 4.25, S.D. = 0.47)  
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 ( = 4.24, S.D. = 0.54)  

  1 
 

  
 (Multiple Regression Analysis) 

 1. :  0  (Least 
Squares Method)  0 
 2. :  Collinearity Statistics   Tolerance 

 0.373 - 0.425  0.10  Variance In  ation Factors (VIF)  2.353 - 2.680 
 10  Multicollinearity

 3. :  
0.742  0.820  0.85 (Kline, 2005)  

 2 
  

     t p   B SE   

  (a)  0.081 0.106  0.767 0.444
   0.173 0.038 0.172 4.597** 0.000
   0.191 0.039 0.195 4.869** 0.000
   0.295 0.041 0.291 7.140** 0.000
  0.306 0.039 0.303 7.765** 0.000

 Adjust R Square = 0.699 R Square = 0.761 R = 0.872 Durbin-Watson = 2.004
 Std. Error of the Estimate (S.E) = 0.266 F = 21.135 p-value = 0.000**

 *  0.05  

  2   4  
     

 0.05 
  (  = 0.303) 

  (  = 0.291)   (  = 0.195) 
  (  = 0.172) 

   4 
 69.90 (Adjust R Square = 0.699)  

Durbin-Watson  2.004   
(Autocorrelation)   
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  2 
 

  
 (Multiple Regression Analysis) 

 1. :  0  (Least 
Squares Method)  0 
 2. :  Collinearity Statistics   Tolerance 

 0.742 - 0.986  0.10  Variance In  ation Factors (VIF)  1.014 - 1.347 
 10  Multicollinearity

 3. :  
0.042  0.499  0.85 (Kline, 2005)  Multicollinearity 

 

 3 
    

     t p   B SE   

  (a)  2.341 0.220  10.629 0.000
  0.443 0.052 0.390 8.574** 0.000
 Adjust R Square = 0.152 R Square = 0.390 R = 0.390 Durbin-Watson = 1.561
 Std. Error of the Estimate (S.E) = 0.440 F = 73.511 p-value = 0.000**

 **  0.01 *  0.05 

  3  

 0.01    ( ) = 0.390  
(B) = 2.341  

 
 15.20 

(Adjust R Square = 0.152)  Durbin-Watson  1.561  
 (Autocorrelation)   
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   4   
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  (Marketing Mix) 

 Kotler and Keller (2020)    
  

    
  (2565) 
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 Suyanto and Dewi (2023) 

 Somethinc    
    

 
  

 0.01 
  

   
  (Technology 

Acceptance Model)  (Perceived Ease of Use)  
(Perceived Usefulness)  

     
(2565) 

 
  

  Ratmono et al. (2023)  
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 1. 
  

   (Promotion)  
(Place)  

 1)  (Promotion)    
   

   Facebook, LINE  YouTube 
  In  uencer Marketing    

  2)  (Place) 
   

  
    

(Cash on Delivery)   
3)  (Price)  

   
   

 
   

4)  (Product)   
  

 2.  
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Abstract

This research aimed to: (1) study the general information and service usage behavior of customers 
of slow bar coffee businesses in Khon Kaen Province; (2) examine the motivations for using the services 
and engaging in electronic word-of-mouth (eWOM) regarding slow bar coffee businesses in Khon Kaen 
Province; and (3) analyze the motivations that promote electronic word-of-mouth about slow bar 
coffee businesses in Khon Kaen Province. The sample consisted of 400 customers of slow bar coffee 
businesses in Khon Kaen. The research instrument was an online questionnaire. Data were analyzed 
using descriptive and inferential statistics. The  ndings revealed that most respondents were male, 
aged between 18 - 25 years, students, with an average monthly income of 9,001 - 15,000 baht. 
They frequented the coffee businesses 1–2 times per week and spent less than 100 baht per visit. 
The overall motivation to use the services of slow bar coffee businesses was rated at a high level. 
When considering each aspect individually, all dimensions were rated highly: perceived quality 
( = 4.36), sense of atmospheric immersion (  = 4.14), and feeling of a slower pace of life 
(  = 4.02), respectively. The level of electronic word-of-mouth among customers of slow bar 
coffee businesses was also high, ( = 4.13). The results of multiple regression analysis using the Enter 
method indicated that perceived quality, atmospheric immersion, and the feeling of a slower pace 
of life signi  cantly in  uenced the motivation to engage in electronic word-of-mouth at statistical 
signi  cance levels of 0.001 and 0.05. These three independent variables together explained 54.1 % 
of the variance in the dependent variable (R² = 0.541).

Keywords: Slow Bar Coffee Businesses; Motivation; Word-of-Mouth; Electronic Media
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 2 
  

   X1 X2 X3 Y
  (X1) 1 .732** .618** .485**
  (X2)  1 .703** .560**
  (X3)   1 .551**
  (Y)    1

** Correlation is signi  cant at the 0.01 level (2-tailed)

  2  
 

 0.485 - 0.732   
 

 0.01

 3 
  

    Unstandardized Standardized 
  Model  Coef  cients Coef  cients t Sig. VIF
   B  Std. Error Beta   
 (Constant)  .932  .155  5.993 .000
  (X1) .101  .050 .105 2.022 .044* 2.240
  (X2) .342  .056 .347 6.057 .000*** 2.748 
  (X3) .328  .044 .365 7.375 .000*** 2.049

 : R2 = 0.541, Adjusted R2 = 0.538, D.W. = 1.895, P<0.001***, P<0.05*" 

 
  3   (Multicollinearity) 

 VIF (Variance In  ation Factor)   VIF  X1 = 2.240, X2 = 2.748  X3 = 2.049 
 (VIF<5)  Hair et al. (2010) 

  
  (Multiple Linear Regression)  Enter  

  
 0.001  0.05 

 3   54.1 (R2 = 0.541)  (Multiple Linear 
Regression) 
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Abstract

This study aimed to (1) examine the in  uence of service marketing mix factors on the purchase 
decisions of food from university-based restaurants in Chanthaburi Province, and (2) investigate the 
in  uence of service quality on the purchase decisions of food from these restaurants. The sample 
was drawn from students at a university in Chanthaburi. Given the known population size, a sample 
of 305 respondents was determined using Cochran’s formula Data was collected through an online 
questionnaire. Descriptive statistics, such as frequency and percentage, were used to describe 
demographic characteristics, while the mean and standard deviation were used to analyze service 
marketing mix factors, service quality factors, and purchase decision factors. Inferential statistics were 
applied to examine the in  uence between independent and dependent variables using multiple 
regression analysis at a 95 % con  dence level to test the hypotheses. The  ndings of this study 
indicate that: (1) Among the components of the service marketing mix, the dimensions of people, 
physical evidence, promotion, product, and price exert a statistically signi  cant in  uence (p<0.05) 
on consumers' decisions to purchase food from university-based restaurants in Chanthaburi Province. 
Conversely, the dimensions of place (distribution channels) and process do not exhibit statistically 
signi  cant effects. (2) Regarding service quality factors, the dimensions of responsiveness, assurance, 
empathy, and tangibility are found to signi  cantly affect purchasing decisions at the 0.05 level of 
signi  cance, whereas the reliability dimension does not demonstrate a statistically signi  cant impact. 
The  ndings suggest that among the components of the service marketing mix, the personnel factor 
has the greatest impact on customer satisfaction. Meanwhile, customer responsiveness emerges 
as the most critical determinant of service quality. These insights can be applied by business 
operators as strategic guidelines for future business operations.

Keywords: Marketing Mix (7P’s); Service Quality; Purchase Decisions
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 Kanetro et al. (2023)  
      

   
 Erista Garden

 Ramadhan and Surianto (2023)   
 GoFood (    ) 

  

 Oktarini et al. (2022)  
Mr. Fox   

 Mr. Fox 
     (2564) 

     
   

 
     (2567) 

    
    

 
 
   7P’s 
(Marketing Mix 7P’s)  (Service Quality)  
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(Purchase Decision)  
 1 

  

 1 
 
 
 H1: 

 
 H2:   

  
 
     

  1,072  
    

 Cochran (1977)  291.30  
 305  

 (Non-Probability Sampling)  
(Convenience Sampling)
 
   

 85  3   
 1)     /   2) 

 35  3) 
 25  4)  25  5)  
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 2 3  4  (Ordinal Scale) 
 (5 =   1 = )    (  

  , 2551)
    1.00 - 1.80     
    1.81 - 2.60     
    2.61 - 3.40     
    3.41 - 4.20     
    4.21 - 5.00    

 
  3   IOC   
IOC>0.5   30  

 (Cronbach's Alpha Coef  cient)  0.970 
 (Hair Jr et al., 2017)  

 1

 1 

  Reliability Statistics
 Cronbach's Alpha  N of Items
 .970  85
 
  
  2    (Secondary Data) 

      
   

(Primary Data)  Google Form 
 Google Form   

  305 
 
  2  
  1)  (Descriptive Analysis)     

   
  

 2)  (Inferential Statistic) 
  (Multiple Regression Analysis) 

 95 %  
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 1.    144   47.20 
 2  103   33.80  4,001 - 6,000   136   44.60 

 202   66.20 
  112   36.70

 2. 
   

 ( = 3.806, S.D. = 0.468)
 3. 

   
 (  = 3.832, S.D. = 0.486)

 4.   
  (  = 3.779, S.D. = 0.516) 

 5.   (Multiple Regression Analysis) 
 95 %  

  
  H1: 

 
  7P’s     

     
   

 2  (Multiple Regression Analysis) 
   

R = 0.886, R-Square = 0.785, Adjusted R Square = 0.781, F = 217.924, Sig. = 0.000, N = 305 

Durbin-Watson = 2.206, P<0.05

 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

 
 

 
 

 

0.214 0.113  1.900 0.058   
0.159 0.038 0.167 4.186 0.000 0.452 2.214 
0.125 0.044 0.131 2.823 0.005 0.337 2.970 
0.186 0.037 0.224 4.999 0.000 0.358 2.790 
0.264 0.043 0.284 6.196 0.000 0.342 2.925 

 0.206 0.042 0.215 4.836 0.000 0.365 2.737 
 0.050 0.047 0.051 1.055 0.292 0.305 3.280 

 -0.018 0.047 -0.018 -0.381 0.703 0.332 3.009 
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   7  
 2     Sig.  0.05  2 

  
  2  5   0.886 

 1      
   R - Square  0.785  78.5 

  Durbin-Watson  2.206 (   , 2567) 
 Tolerance  0.337 - 0.452  VIF  2.214 - 2.970  2 

  (Multicollinearity) 
 Tolerance  0.10 

 VIF  10 (  , 2556) 
  5   Sig.  0.05  

  (B = 0.264)  (B = 0.206) 
 (B = 0.186)  (B = 0.159)  (B = 0.125) 

  0.05 
     

    

   = (0.214) + 0.264*( ) 
+ 0.206*( ) + 0.186*( ) + 0.159*( ) + 0.125*( ) 

   = 0.284*( ) + 
0.215*( ) + 0.224*  + 0.167*( ) + 0.131*( )
  H2:  

  7P’s  
     

    
 3
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 3  (Multiple Regression Analysis) 
   

R = 0.881, R-Square = 0.776, Adjusted R Square = 0.773, F = 259.347, Sig. = 0.000, N = 305 

Durbin-Watson = 2.097, P < 0.05

   5   1  
 Sig.  0.05 

  
  3  4   0.881  1 

    
   R - Square  0.776  77.6 

  Durbin-Watson  2.097 (   , 2567) 
 Tolerance  0.245 - 0.358  VIF  2.794 - 4.084  2 

  (Multicollinearity) 
 Tolerance  0.10 

 VIF  10 (  , 2556)  
 4   Sig.  0.05   

 (B = 0.388)  (B = 0.195)  
(B = 0.173)  (B = 0.159) 

   0.05  
    

  

   = (0.278) + 0.388*
( ) + 0.195*( ) + 0.173*( ) + 0.159*(

) 
   = 0.425*(

) + 0.203*( ) + 0.182*( ) + 0.152*( )

 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

 
 

 
 

 
 

0.278 0.115  2.407 0.017   
0.159 0.048 0.152 3.320 0.001 0.358 2.794 
0.388 0.044 0.425 8.775 0.000 0.318 3.143 
0.195 0.053 0.203 3.679 0.000 0.245 4.084 
0.173 0.052 0.182 3.333 0.001 0.250 3.999 
-0.010 0.061 -0.010 -0.165 0.869 0.188 5.333 
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  1 

    
    

  0.05 
 1) 

  
  2)  

  3) 
 

    4) 
   5) 

  

  
  

   -
    

  

  Kotler and Keller (2009)  
(Marketing Mix)  

 Kheangklang et al. (2023) 
    

    
    Kanetro et al. (2023) 

  
       

   
Erista Garden  Padint et al. (2024)  (7P's) 

  
 
    

(2568) 
 

 
  2 
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  0.05 

 1) 
  

 2) 
    

 3) 
  

  
 4)  

       
  

   
  

     (2564) 
     

  
       (2567) 

  
     

  
   (2565)  

 New Normal 
 

 
 1) 

 



ISSN 3027-6837 (Online)
https://so05.tci-thaijo.org/index.php/RMUTI_SS/ 53

 2)  
   

 
  

 
 (Kotler and Gertner, 2002) 

  

 3) 
     

   
     

  (Parasuraman et al., 1988)
 
 1)  

 2)  
  

 3)   
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Abstract

The purpose of this study is to examine the impact of Environmental, Social, and Governance (ESG) 
disclosure on investor con  dence and economic value added (EVA) with a particular focus on the 
mediating role of investor con  dence. The sample comprises 116 listed companies on the Market for 
Alternative Investment (mai) between 2021 and 2023, resulting in a total of 348  rm-year observations. 
Secondary data were collected from 56-1 and sustainability reports of the SETTRADE database. 
The Statistics used for analyzing were descriptive statistics analysis, Pearson correlation coef  cients 
analysis, multiple regression analysis, and PROCESS Macro Model 4 with bootstrapping techniques. 
The  ndings indicate that ESG disclosure has a statistically signi  cant positive effect on investor 
con  dence. However, ESG disclosure does not directly in  uence economic value added. Investor 
con  dence, in contrast, signi  cantly affects economic value added at the 0.10 signi  cance level and 
serves as a full mediator in the relationship between ESG disclosure and EVA. This study contributes 
to the existing literature by offering a fresh perspective on the role of ESG disclosure in determining 
 rm value, particularly within the context of the Market for Alternative Investment (mai). The results 
underscore the importance for both businesses and investors to consider ESG factors in investment 
decisions. Moreover, the  ndings highlight the value of transparent reporting in reducing stakeholder 
risk, supporting informed decision-making, and promoting sustainable business practices.

Keywords: ESG Disclosure; Investor Con  dence; Economic Value Added; The Market for Alternative Investment (mai)

    
    

    ESG (Environmental, 
Social, and Governance) 

  Who Cares Wins  . . 2004 
   

 ESG  
  

  ESG  
   ESG 

    
(Return on Assets: ROA)  (Return on Equity: ROE)  (Earnings 
Per Share: EPS)  (Net Pro  t Margin: NPM)  Tobin’s Q  

 (  , 2563) 
   (Gross Pro  t Margin: GPM) 

 (NPM) (  , 2565)  
 (   , 2567) 
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(    , 2563)
   (Economic Value Added: EVA)  

 ESG   
 (Return on Assets: ROA)  (Return on Equity: ROE) 

 (Earnings Per Share: EPS)  (Net Pro  t Margin: NPM)  Tobin’s Q 
 EVA 

  EVA  (Return on Invested 
Capital: ROIC)  (Clieaf et al., 2014; 
Sanga, 2024)   ESG  EVA 

    (mai)  . . 2567  219  (
, 2567)  mai 

 (SMEs)  
 ESG   

   ESG 
 (EVA)     (mai) 

  
 SMEs 

 
 1.  ESG 
 2.  ESG  (EVA)
 3.  (EVA)
 4.  
ESG  (EVA)
 
  ESG
  (Sustainable Development)   

   (SDGs) 17  
 5Ps   UNSDCF 2022 - 2026 

 ESG (   )   ESG 
 

   ISSB  
 SET ESG Ratings  SETTHSI  

 (SMEs)     (mai)
  (Investor Con  dence)  

    
  ESG  (EVA)  

 (DCF)   (FCFF) 
 (    , 2567) 

 (Brodersen and Pysh, 2014)
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  (Economic Value Added: EVA) 
 Stern Stewart Consulting Group   EVA 

  
  (Cost of Equity) 

  EVA 
 (Clieaf et al., 2014; Sanga, 2024; Sanga and Situmorang, 2024)

  (Stakeholder Theory) 
   

      
 

 (Freeman, 1994)
 
  ESG  
  (Sustainable Finance)    

 (ESG)   Liu (2022)  ESG Ratings 
    

  
    (2563)   ESG 

  ESG  
   (2567)   

    
   (2566)   GRI 
    

  (2561)   ESG  
 ESG100  ESG  

   H1:  ESG 

  ESG  (EVA)
  ESG  

 (EVA)   Sanga 
(2024)  ESG  

   (2563)   (2565) 
EVA  

 
  ROIC  
 EVA  ROIC  WACC  EVA  

  Clieaf et al. (2014) 
 

   ESG  EVA 
 

   H2:  ESG  (EVA) 
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  ESG  (Financial Performance) 

 (Firm Value)  
  Liu (2022),    (2564)    

  (2566)    ESG   ROA, 
ROE, Tobin’s Q    

   
   (EVA) 

   
   ESG  EVA  

 Baron and Kenny (1986)  Hayes (2022) 
  

   H3:   (EVA)
   H4:  

 ESG  (EVA)

     
   

   1

 1 

 
  (Purposive Sampling) 

    (mai)  219   11  
 13   3   

79   116   348  3  
 1 
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 1 

  
     (mai)  219
    11
     13
    3  79  103
  ( )   116
  3  (116  × 3 )  348

 
  (Secondary Data) 

 (56-1)    SETTRADE 
    (mai)   . . 2564 - 2566

 
  (Independent Variable)  ESG (ESGD) 

    SET ESG 
Ratings  (SET)  

 200  3   
(Ordinal Scale)  (Worksheet)  AAA, AA, A, BBB   
5  1  -  

  (Dependent Variable) 
  (ROIC)  

(WACC)  (Invested Capital)  EVA  
WACC  CAPM (Sharpe, 1964)  ROIC 

 (Clieaf et al., 2014)
  (Mediator Variable)  

 ESG  (EVA)  
(Discounted Cash Flow: DCF)  (Free Cash Flow to Firm: FCFF) 

 (WACC)  (Terminal Value) 
 (Brodersen and Pysh, 2014;    , 2567)

  (Control Variables)   (Firm Size: FS) 
 (Industry Type: IT)   mai 

 SMEs  ESG 
 

 ESG, IC  EVA  (FS)  
(LN Total Assets) 

  
   56-1  SETTRADE  (IT): 

 (Dummy Variables)   7  
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 (RESOURCE)   
    Multicollinearity 

  (k - 1) 
 k   6  7  

  ESGD  IC  
EVA   

 (  , 2563;    , 2563;  , 2565; 
    , 2566)

  
 1.  (Descriptive Statistics)     

 
 2.  (Pearson’s Correlation Coef  cient) 
 3.  (Multiple Regression Analysis) 
 4.  PROCESS Macro (Model 4)  Hayes (2022) 

 Baron and Kenny (1986) 
 Bootstrapping  (Indirect Effect) 

  (1) - (4)

 (1)

 (2)

 (3)

 (4)

 
  ESGDit    ESG  i  t
  ICit    
  LNEVAit    
  LNFSit   
  ITitj    
  it      
        (  2)
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 2 

     /

  ESG ESGD  ESG (1-5)  SET ESG Ratings 
    ( : Ordinal Scale)
  EVA  (ROIC - WACC) × Invested Capital
  IC  DCF  FCFF, WACC  Terminal Value 
  FS : LN (Total Assets) 
  IT  (Dummy Variables)

  
    (mai)  3

 3 

  N Min Max Mean Std. 

 ESGD 348 1.00 4.00 1.08 0.43  ESG
 IC  348 63.42 100.00 76.23 5.95  DCF 
 EVA  348 4.08 32.40 17.72 4.98  ( )
 LNEVA 348 15.22 17.29 16.65 0.31 log EVA
 FS  348 4.65 59.87 38.45 13.23  ( )
 LNFS 348 8.44 11.00 10.56 0.42 log FS

 (Dummy Variables)

    (N) 
 ITAGRO ( ) IT1 7 6
 ITCONSUMP ( ) IT2 10 9
 ITINDUS ( ) IT3 36 31
 ITPROPCON ( ) IT4 22 19
 ITSERVICE ( ) IT5 29 25
 ITTECH ( )  IT6  6 5

  (RESOURCE) 

  3   ESG (ESGD)  1.08  5 
 ESG  1-5 (  1 =   5 = ) 

 1.00  4.00 
 ESG   AAA (5 ) 

 (IC)  76.23   
 (EVA)  17.72   (LNEVA)  

(FS)  LNFS  10.56    
 (ITINDUS)  31  (ITSERVICE)  25  
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(ITPROPCON)  19    (ITCONSUMP)  (ITAGRO) 
 (ITTECH)  9 6  5 

 4 

  ***  0.01, **  0.05, *  0.1 

  4  ESGD  IC  0.01 (r = .318) 
 ESGD    ESGD 

 LNEVA  LNFS  IC  IT3 (r = .194) 
  IT3  IT4 (r = -.149)  IT4  IT5 (r = -.279) 

  Multicollinearity  VIF  
(< 10) 

 5  

 ESGD IC LNEVA LNFS IT1 IT2 IT3 IT4 IT5 IT6 
Collinearity Statistics 

Tolerance VIF 
ESGD 1          0.884 1.131 
IC .318** 1         0.849 1.178 
LNEVA -.023 .101 1          
LNFS -.093 .046 .012 1         

IT1 .009 -.027 .029 .022 1        

IT2 -.010 .086 .102 .080 -.078 1       
IT3 .106* .194** -.015 .008 -.170** -.206** 1      

IT4 -.022 -.085 -.053 -.058 -.058 -.123* -.149** 1     

IT5 -.047 -.098 .084 -.013 -.146** -.177** -.387** -.279** 1    

IT6 -.044 -.097 -.035 -.015 -.059 -.072 -.157** -.113* -.135* 1   

 
Model 1 

IC on ESGD 
Model 2 

LNEVA on ESGD 
Model 3 

LNEVA on IC 
Model 4 

LNEVA on ESGD + IC 
B t Sig. B t Sig. B t Sig. B t Sig. 

Constant 61.64 8.09 <.001*** 16.55 38.87 <.001*** 16.80 37.85 < .001*** 16.10 37.88 < .001*** 
ESGD 4.23 6.01 <.001*** -0.02 -.563 .574 – – – -.04 -1.13 .260 
IC – – – – – – .005 1.79 .074 .006 2.05 .041** 
LNFS .875 1.24 .216 .002 .050 .960 .012 .341 .733 .008 .213 .831 
IT1 .042 .025 .984 .051 .567 .571 .049 .542 .588 .053 .583 .560 
IT2 2.42 1.56 .119 .189 2.22 .027** .158 1.87 .063 .159 1.87 .062 
IT3 .983 .743 .458 .086 1.19 .234 .073 1.00 .316 .076 1.05 .293 
IT4 -.167 -.12 .904 .052 .691 .490 .053 .707 .480 .055 .737 .461 
IT5 -.092 -.07 .946 .143 1.96 .051 .142 1.94 .054 .144 1.96 .051 
IT6 -1.33 -.77 .442 .039 .415 .678 .048 .509 .611 .049 .522 .602 
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 5  ( )

  ***  0.01, **  0.05, *  0.10

 6  ESGD  EVA  IC  (PROCESS Model 4)

  Direct Effect   ESGD  EVA; Indirect Effect  
   IC ; LLCI  ULCI  95 %;  p-value < 0.05 
  

  5   Model 1  
ESGD IC  Adjusted R² = 0.581  F = 24.388 (p < .001) 

 IC   ESGD  IC  (B = 4.23, 
t = 6.01, p < .001)  ESG  1   IC  
4.23   1 (H1)   Model 2  ESGD 

 LNEVA  (Adjusted R² = 0.419, 
F = 18.912, p < .001)    (IT2) 

 LNEVA  ESGD  LNEVA (p = .574) 
 ESGD 

    (mai)  2 (H2)  Model 3  IC 
 LNEVA  IC  0.10 (B = 0.005, t = 1.79, p = .074)  Model 4 

 ESGD  IC   ESGD  LNEVA (p = .260)  IC  
(B = 0.006, t = 2.05, p = .041)  3 (H3)
   (  6)  PROCESS Macro (Model 4)  Hayes 
(2022)  Baron and Kenny (1986)  ESGD 

 EVA  (Direct Effect = -0.0456, p = .2238)  IC  
(Indirect Effect = 0.0264, 95 % CI [0.0033, 0.0510])  
Bootstrapping  (Con  dence Interval)   
Baron and Kenny (1986)    

 (Full Mediation)  4 (H4) 

 Model 1 Model 2 Model 3 Model 4 
Adjusted R² 0.581 0.419 0.663 0.651 
F 24.388 18.912 29.851 29.937 
Sig. F <.001 <.001 <.001 <.001 
Durbin-Watson 1.833 1.821 1.819 1.822 

Paths  SE t Sig. LLCI ULCI Result 

ESGD  IC 4.4204 0.7097 6.2284 < .001 3.0245 5.8163  

IC  EVA 0.0060 0.0027 2.2184 0.0272 0.0007 0.0113  

ESGD  EVA (Direct Effect) –0.0456 0.0375 –1.2185 0.2238 –0.1193 0.0280  

ESGD  IC  EVA (Indirect Effect) 0.0264 0.0120 – – 0.0033 0.0510  
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  1 (H1)   ESG 

    (ESGD) 
  Model 1 (IC  ESGD) 

  ESG  
 

 (Stakeholder Theory) 
 He et al. (2025)  

ESG Disclosure   ESG performance  
 

 Liu (2022)  ESG Disclosure 
   (2563)   ESG 

  
  ESG    

   ESG 
  
 ESG  3  1.08   mai 

  
 ESG   

 H1
  2 (H2)   ESG  (EVA) 

  ESGD  EVA 
 (  , 2563;  , 2561)   ESG 

 ESG  
    (mai)   

(SMEs)  ESG   mai 
  

  ESG  ESGD 
  

  3 (H3)   (EVA) 
 

  
    (2563)  

 
    (2567)  

 ESG  
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  4 (H4)   
 ESGD  EVA  Baron and Kenny (1986) 

 Mohammad and Wasiuzzaman (2021)  ESG  
  

   (WACC)  EVA
    ESG 

  
  (IC) 

 ESG  
  

  ESG  
  

 (Eccles et al., 2014) 
  
  (IC)  (EVA) 

 0.10    
    

    
 

    (mai) 
 
  (SET) 

    
  ESG  ESG 

 
      

 ESG   
  ESG 

 “ ” (Trust Capital)  
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Abstract

This research explores how the transformation of media technology in  uences the use of imagery 
in advertising and analyzes current trends in visual strategies and production techniques in the context 
of digital media. A qualitative research methodology was employed, using in-depth interviews with 
six advertising professionals, each with over 10 years of industry experience. The  ndings reveal that 
digital media particularly social media platforms, have signi  cantly reshaped the advertising landscape, 
in  uencing production work  ows, creative turnaround times, content budgeting, and approaches to 
image design. Effective advertising visuals in the digital era must be  exible, clear, quickly comprehensible, 
and tailored to platform-speci  c formats and audience behaviors. Key  ndings highlight the growing 
importance of visual storytelling, the strategic deployment of key visuals to ensure brand consistency, 
and the alignment of imagery with stages of the customer journey. Furthermore, arti  cial intelligence 
(AI) tools have become integral in streamlining content production and enabling rapid experimentation 
with creative styles. This study offers practical and academic insights for advertisers seeking to 
enhance their visual communication strategies in alignment with the dynamics of digital consumer 
behavior.

Keywords: Advertising Image; Communication Strategy; Digital Media; Advertising Creativity; Advertising 

  Production Technique; Visual Storytelling; Arti  cial Intelligence

  “ ” 
  

    
“A picture is worth a thousand words”  

 60,000   90 %  
(Lester, 2013; Medina, 2014)
   

 
   

 
    

     
  

  "  - " 
 (Pilelien and Grigaliunaite, 2016) 

    (Photograph)  (Videos) 
 (Infographics)   (Memes) 

  Negm and Tantawi (2015) 
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  " " 

  
  TikTok, Instagram,  YouTube 

 (Scrolling Behavior) 
 (Dwivedi et al., 2021)  Digital 2023: Thailand 

 3  
 (We Are Social, & Meltwater, 2023) 

   

   (AI)   Midjourney, Canva, 
Runway  Adobe Fire  y 

 (Bengesi et al., 2024)  (Visual Storytelling) 
 

    
 (Messaris, 1997; Kaplan and Haenlein, 2010; Kujur and Singh, 2020) 

 
  

      (2565) 
 

  (Personalization) 
 (Consumer Journey) (Chaffey and Ellis-Chadwick, 2019) 

 Key Visual  (Touchpoint) 
 

  
  TikTok, Instagram, YouTube 

 Facebook    
  (2564)  Digital 

Disruption  

    
 

 
   

 
 1.  
 2.  
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10  
 
 1.   
   

   (2562)  
 4.0  

  
  

   (2564) 
 Digital Disruption 

 
     

 
 2.  
   “ ” 

    Messaris (1997)  
 2     

     
 Messaris  

 Z  “ ” (Scrolling Behavior) 
 (Dwivedi et al., 2021)   (Short-form Video Content) 

 TikTok, Instagram Reels  YouTube Shorts  

   Pletikosa Cvijikj and Michahelles (2013)  Facebook 
   (Engagement) 

    
  

 Russmann and Svensson (2017) 
   

" " (Language of Digital Culture)  
      

 (Memes)   (Trend-Based Visuals) 

      
  Dual Coding Theory (Paivio, 1986) 

 3.  (Concept of Digital Media) 
   (One-Way 
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Communication)  (Interactive Communication) 
 (Berthon et al., 2012)  "  

5 " (Five Freedoms of Digital Media)  Wertime and Fenwick (2008)  1) 
 (Freedom of Time)  

 2)  (Freedom of Place) 
  3)  

(Freedom of Format and Scale)      
   4)  (Freedom from Traditional Structure) 

    5) 
 (Freedom of Control)  " "  

(User-Generated Content)
   Kaplan and Haenlein (2010)  “

” (Prosumer: Producer + Consumer)   
Social Media  “ ”  “ ” 

  
 (Platform Dynamics)  

 
 4.  (Creative Strategy in Digital Advertising) 
  

 
  3   

  1)  (Content)  (Storytelling)  (Value Proposition) 
 

  Kaur et al. (2024)  Storytelling 
 

  2)   (Visual Format)  
 Mulier et al. (2021)   TikTok  Instagram Stories 

 
  3)   (Production Technique)    AI-Generated Images, 
AR Filters  Motion Graphics 

  Manic (2024) 
 

   Kujur and Singh (2020) 
 

   
       (2565) 

 (Digital Signage Advertising) 
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   “ ” 

 (Qualitative Research) 
  (In-depth Interview) 

 (Key Informants) (  1)
 1. 
   

 
  1)  10 
  2) 
  3) 
    (Purposive Sampling) 

 

 1 

   ( )  /

  1 20    (Creative Director)
    

  2 20    (Executive Creative
    Consultant) 

  3 20    (creative Director)
     

  4 19    (Creative Director) 
    

  5 19    (Associate
    Creative Director)

  6 18    (Executive Director) 
    

 2. 
     (Semi-Structured 
Interview Guide)  

 2  
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 3. 
   (One-on-One Interviews) 

  60-90  

 4.  
    (Content Analysis)  

 (Thematic Coding)  

 5.  (Data Validation)
     (Data Triangulation) 

  1)  (Source Triangulation) 

  2)  (Method Triangulation)  (Documentary 
Research)    
  3)  (Investigator Triangulation) 

 1. 
   6    

 (Social Media Platforms) 
    

 
  1.1  
    (1)  
      

  
 “ ” (Scrolling Behavior) 

  “ ”  Realtime Marketing 
 

    (2)   
    

  
  

 
    (3)  
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  "Craft"  
 

 Generative AI 

  1.2    
    (1)  
     (Behavioral Data) 

  (Demographics) 
    

    (2)  
      

  TikTok , Instagram   YouTube 
 

 2. 
  2.1  
     

 “ ” (Key Visual)  (Core Idea) 
 

 “ ”  “ ”  (Brand Consistency) 

  2.2  
    (1)  
     (Visual Metaphor)  

  
 “ ”  

    (2)  
    

    

  2.3  
    (1)   Key Visual
      Key Visual 

  
    (2)   (Customer Journey)
    

  (Awareness)  (Consideration)  
(Purchase Decision) 

 (Touchpoint)  
 (AI) 
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 “ ”  
  

 
 1. 
     

   
 Kaplan and Haenlein (2010) 

  “ ”  “ ” 

    
 “ ”  “ ”  

Agile Content Production  (Dwivedi et al., 2021)
 2.  
   “ ” 

   TikTok  Instagram 
 Kujur and Singh (2020) 

   
“ ”  “ ” 

  Kaur et al. (2024) 
   

 (Visual Storytelling) 
   

 (Lundqvist et al., 2013) 
    (Personalized Visual Content) 

 (Chaffey and Ellis-Chadwick, 2019) 
 

    Generative AI 
 

 (Kietzmann et al., 2018)  
  

 3. 
   Key Visual  Touchpoint  
(Customer Journey)  

   
Chaffey and Ellis-Chadwick (2019)  Personalization  Alignment 
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 4. 
    Canva, Runway, Midjourney  Generative AI 

  
 (Kietzmann et al., 2018)  

  “ ”  “ ”
 

  
 (Dwivedi et al., 2021) 

 AI   

 
 1.  (Practical Implications) 
    

   

  1.1   Key Visual  
  (Brand Consistency)

  1.2   (Instant Visual)  
 

  1.3   Content Production  Agile  

  1.4     Generative AI, Motion Graphics  AR Filters 

 2.  (Policy Implications)
  

 
  2.1   

 “ ” 
  2.2  : 

   Customer Journey 
  2.3   AI  

 
 3.   (Future Trends)
   

  3.1   Personalized Visual Content 

  3.2   Short-form Video  Visual Storytelling 

  3.3  :  AI  
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 4.   (Suggestions for Future Research)
    

  4.1    “ ” 
       

 
  4.2   

  TikTok, Instagram  YouTube 
  4.3   Generative AI 

 AI 
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Abstract

The objectives of this research were: 1) to study motivation factors, maintenance factors, risk factors, 
and job performance of supporting staff at Rajamangala University of Technology Isan, and 2) to examine 
the in  uence of motivation factors, maintenance factors, and risk factors on job performance of 
the supporting staff. The sample group consisted of 400 supporting staff members from four 
campuses: Nakhon Ratchasima, Khon Kaen, Sakon Nakhon, and Surin. The research instrument used 
was a questionnaire. Data were analyzed using frequency, percentage, mean, standard deviation, 
and causal relationship modeling. The  ndings revealed that: 1) Job performance was rated at a high 
level, with an overall mean of 4.23, covering quality of work, quantity of work, timeliness, cost, 
and ef  ciency. Risk factors were rated at a high level, with an overall mean of 4.16, including strategy, 
operations,  nance, and regulations. Motivation factors were also rated at a high level, with an overall 
mean of 4.14, covering career advancement, nature of work, achievement, responsibility, and recognition. 
Maintenance factors were rated at a high level, with an overall mean of 4.09, consisting of welfare, 
job security, relationships, and safety. 2) The analysis of in  uencing factors showed that motivation 
and maintenance factors had an indirect in  uence on job performance through risk factors, while risk 
factors had a direct in  uence on job performance. However, motivation and maintenance factors 
did not have a direct in  uence on job performance.

Keywords: Motivation; Sopportive; Risk; Work Ef  ciency; Support Staff
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 2   1)  (Motivation Factors)  5    
(Achievement)     
(Advancement)  2)  (Hygiene Factors)   
11      

     
   

 (Maslow, 1970)   5   1)  
2)  3)  4)  

 5)   Rozi et al. (2024)  
   

    
Amirullah and Natsir (2024)       

  

       
 

 (Dharma et al., 2024)  
  

     
 (Yin, 2023; Xie, 2024)

 2. 
    

  (2560)  
4   1)  (Strategic Risk: S) 2)  (Operational 
Risk: O) 3)  (Financil Risk: F)  4)  (Compliance Risk: C) 

  
(  . . .) (2552)   1)    

   /  2)    
  3)  

  4)   
      

(2550)   
 1)  2)  

3)  4)  5)   
6)   

 (Tenrisau et al., 2025) 
  

   (Melnyk et al., 2024)
 3. 
     

  Peterson and Plowman (1953)   
4  1)  (Quality)   
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 2)  (Quantity)  3)  (Time) 
  4)  (Costs) 

  Nawcki et al. (2023) 
  

     
  Najar (2020)  

 
     

 
      

 (Kovilage et al., 2022) 
  

 
 Herzberg (1959)  Dharma et al. 

(2024); Yin (2023)  Xie (2024)  
Rozi et al. (2024)  Amirullah and Natsir (2024)  

 (2560)  (  . . .) 
(2552)  Tenrisau et al. (2025)  Melnyk 
et al. (2024)  Peterson and Plowman (1953)
   1

 1 

 
 1. 

 
 2.  
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  (Quantitative Research) 
 
      
4      

   1,128 
    4  

  (SEM) 
  (Measurement Model)  2/df, 

RMSEA, CFI, TLI  SRMR  (Model Fit) 
 SEM  (Model Modi  cation) 

 Mplus  Mplus 
  Central Processing Unit (CPU) Intel Core i5 (  AMD Ryzen 

5)  Random Access Memory (RAM) 8 GB Storage: SSD 256 Gigabyte   
Operating System (OS) Windows 10/11  macOS (64-bit)  10 - 20 

  Hair et al. (2010)  
200 - 300   18  

 360   400  
 SEM  (Strati  ed 

Random Sampling)  
 
    (Questionnaires)  

  4    1 
         

 Checklist  2    
    

     
  (Rating Scale) 5  (Herzberg, 1959) 

 3      
  (Rating Scale) 5  (  

, 2560;  (  . . .), 2552)  4 
    

    (Rating Scale) 
5  (Peterson and Plowman, 1953)
     

  5  
 (Content Validity)  

 (Try-Out)     30  
 (Reliability)   

(Cronbach’s Coef  cient of Alpha)  0.969 
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   (Project Code) 
HEC-01-67-055 
 
    

  2/df <2.00 (Kaplan, 2000)  Root 
Mean Square Error of Approximation (RMSEA)<0.05 (Diamantopoulos and Siguaw, 2000) 

 Comparative Fit Index (CFI)>0.95 (Kaplan, 2000)  Tucker-Lewis Index (TLI)>0.95 (Hu and 
Bentler, 1999)  Standardized Root Mean Square Residual (SRMR)<0.05 (Joreskog and 
Sorbom, 1989)

  
 4   285   71.20  

31 - 40   245   61.30  209   52.20 
 289   72.20  

311   77.70  25,001 - 35,000   195   48.80 
  150   37.50

 1 

     S.D. 

  (Motivate)   
 1.  (Progress) 4.03 0.753 
 2.  (Perform) 4.20 0.587 
 3.  (Success) 4.23 0.569 
 4.  (Respond) 4.15 0.626 
 5.  (Respect) 4.08 0.689 
    4.14 0.568 

  (Sustain)   
 1.  (Bene  t) 3.96 0.790 
 2.  (Stable) 4.15 0.630 
 3.  (Relate) 4.18 0.630 
 4.  (Safety) 4.06 0.670 
    4.09 0.610 

  (Risk)   
 1.  (Strategy) 4.11 0.619 
 2.  (Operate) 4.04 0.695 
 3.  (Finance) 4.16 0.686 
 4.  (Rule) 4.33 0.603 
    4.16 0.562 
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 1  ( )

     S.D. 

  (Ef  cien)   
 1.  (Quality) 4.25 0.570 
 2.  (Work) 4.22 0.574 
 3.  (Time) 4.21 0.583 
 4.  (Expenses) 4.20 0.616 
 5.  (Value) 4.28 0.581 
    4.23 0.552 

  1  ( = 4.14, S.D. = 0.568) 
 ( = 4.09, S.D. = 0.610)  

( = 4.16, S.D. = 0.562)  
( = 4.23, S.D. = 0.552)   

  ( = 4.39, S.D. = 0.627) 
   

( = 4.37, S.D. = 0.624)  
( = 4.37, S.D. = 0.639)  

  ( = 3.78, S.D. = 1.032) 
 ( = 3.86, S.D. = 0.931) 
 ( = 3.83, S.D. = 1.035)

   
  

 
   (Correlations) 
 0.538 - 0.894    

 (Multicollinearity) 
  Tolerance  1 

 Tolerance  0.109 - 0.340  Variance In  ation Factor (VIF)  10 
 VIF  3.024 - 9.137  

 
 

    
 

 (Overall Model Fit Measure) 
  

  
  2
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2-test = 381.755, 2/df = 1.491, CFI = 0.970, TLI = 0.945, RMSEA = 0.000, SRMR = 0.040

 2  
 
  2  

 3   (Fit)  
 3  2/df = 1.491,  2.00  CFI = 0.970  .95  TLI = 0.945  

.95  RMSEA = 0.000  .05  SRMR = 0.040  .05 

 2 

   
 Estimate

 Standardize  
Sig. R2 CR AVE

     Error 
  (Motivate)     0.930 0.728

 1.  (Progress) 0.745 0.023 0.000 0.555  
 2.  (Perform) 0.902 0.012 0.000 0.814  
 3.  (Success) 0.886 0.013 0.000 0.785  
 4.  (Respond) 0.864 0.014 0.000 0.747  
 5.  (Respect) 0.859 0.016 0.000 0.738  
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 2  ( )

   
 Estimate

 Standardize  
Sig. R2 CR AVE

     Error 

  (Sustain)     0.921 0.746

 1.  (Bene  t) 0.816 0.018 0.000 0.666  
 2.  (Stable) 0.882 0.012 0.000 0.779
 3.  (Relate) 0.885 0.012 0.000 0.782 
 4.  (Safety) 0.870 0.013 0.000 0.756 

  (Risk)     0.884 0.657
 1.  (Strategy) 0.881 0.014 0.000 0.776  
 2.  (Operate) 0.756 0.023 0.000 0.572  
 3.  (Finance) 0.734 0.023 0.000 0.538  
 4.  (Rule) 0.862 0.016 0.000 0.744  

  (Ef  cien)     0.969 0.861
 1.  (Quality) 0.944 0.006 0.000 0.891  
 2.  (Work) 0.932 0.007 0.000 0.868  
 3.  (Time) 0.946 0.006 0.000 0.894  
 4.  (Expenses) 0.920 0.008 0.000 0.847  
 5.  (Value) 0.896 0.010 0.000 0.804  

  2  
   (Estimate)  0.734 - 0.946  0.50 

 0.50  4   Average Variance 
Extracted Evaluation (AVE)   0.50 (Hair et al., 2010) 

 0.50   (Composite Reliability - CR)  
   (Internal Consistency) 

  0.70 (Hair et al., 2010)  CR  0.70 

 3 

 Effect EStimate S.E. P-Value  
 Motivate -> Ef  cien 0.041 0.246 0.869 
 Sustain -> Ef  cien -0.149 0.162 0.922 
 Risk -> Ef  cien 1.049 0.213 0.000* 
 Motivate -> Risk 0.752 0.196 0.000* 
 Sustain -> Risk 0.206 0.197 0.294 

   3 
 1. 
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 2.  
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Abstract

The objectives of this research aim to analyze the in  uences of arti  cial intelligence competence 
and innovative teaching on learning outcomes. The research tool used was a questionnaire. 
The researcher collected 702 respondents of the administrators and teachers before analyzed 
by multiple regression analysis. The research results found that the components of arti  cial 
intelligence competence in terms of pedagogical knowledge, technological content knowledge, 
technological knowledge, technological pedagogical knowledge and content knowledge are able 
predict to innovative teaching signi  cantly and simultaneously at R2 = .89, F = 9.34 (Sig .002). Besides, 
innovative teaching predicted signi  cantly to learning outcome R2 = .89, F = 15.09 (Sig .000). However, 
the research results concluded that learning outcomes level will be higher because of the in  uences 
of arti  cial intelligence competence on innovative teaching development.

Keywords: Arti  cial Intelligence Competence; Innovative Teaching; Learning Outcomes

-19 
 (Online/Blended Teaching)  

 (Arti  cial Intelligence: AI)  
  

(Online Teaching) (Kexin et al., 2020) AI 
 (Effective Pedagogics)   

   
AI   AI  

 AI (Markauskaite et al., 2022) 
   (AI)  (Auto Machine) 

  AI 
  AI  (Divekar et al., 2021) 

 (Teacher Perception)  AI  AI   AI 
  AI  

 AI  AI     
 (Uni  ed Theory of Acceptance and Use of Technology: UTAUT) 
 (Technology Acceptance Model: TAM) 

 (Teachers’ Behavioral Intention to Use AI) 
 (Technological Pedagogical and Content Knowledge: TPACK)  AI 
 UTAOT  TAM 

  TPACK  
 UTAOT  TAM  UTAOT  TAM  (Usability) 
 (Usefulness)  TPACK 

 (Xin et al., 2023) 
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   (Leaning)  
 (Student’s Leaning Outcomes) 

       
     (Trigwell et al., 2013) 

 Zhou et al. (2015)  
 

 (Learning Outcomes) 
    

 Robot AI (AI Based Robotics)
 
 
 
 Sun et al. (2023)  AI (AI Teaching Competency) 

 TPACK   AI (Understanding The Fundamental of AI) 
 (Programming and Algorithm)   

(ICT Tools)   Southgate (2020)  AI  2   1)  
(Narrow AI)   AI   2)  (General AI) 

 AI 
  Adipat et al. (2022)   

(Arti  cial Intelligence: AI) 
  (Psychological)  (Politics)  (Philosophy) 

  AI  (Distance Learning) 
 (Online)  AI  .  1956  . . 1983 - 1984 
 AI -19  

Adipat et al. (2022)  AI  1)  (Smart Content) 
  2)  

(Intelligent Intoring System)  
   (2567)   “ ”  “ ”  

       
 “ ” “ ”  “Innovation”   

   
     “

”      
    (2564)  

“ ”  
    

    Self-Directed 
Learner  1)   

   
   2)  
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   (Module Teaching)  (Micro Teaching) 
3)       

   
 4)   

  
  Learning Outcomes  3   1) 

 2)  3)  
( , 2561)
  

  
  

   
   Outcome-Based 

 
   

 (Learning Outcome)  
  Learning Outcomes: 1)  

 2) 
 3) 

 4)   
  5)  6) 

 7) 
 ( , 2561)

 1 

 1. 
   (Population)     

 209    185  
 290   252   936 

   (Sample Size)   
       

    
 936   Yamane  95 
 234   3   702 
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   (Random sampling)  
   1  (Simple Random Sampling)   2  

  1  4    1   2 
 

   2   (Purposive Sampling) 
    

    
     

 
 
  

 
 

 1)   
   

 2)   1 
 

 3)   2 

 
 4)  

 2  
   4 
   1  4 
   2   (AI Competence) 

 21   1)  (Content Knowledge: CK) 2)  (Pedagogical 
Knowledge: PK) 3)  (Technological Knowledge: TK) 4)  
(Pedagogical Content Knowledge: PCK) 5)  (Technological Content Knowledge: 
TCK) 6)  (Technological Pedagogical Knowledge: TPK)
   3  (Innovative Teaching)  20   
1)  (Curriculum) 2)  (Innovative Learning and Teaching) 
3)  (Innovative Learning and Teaching Communication) 4) 

 (Innovative Evaluation) 5)  (Innovative Education Administration)
   4  (Learning Outcome)  30  

 5  1 2 3 4  5   
   

 5)  
  

    KMO  .80  Extraction  .50 
 Variance  50  

    Alpha  .80  
.40   
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   KMO  .93 .93  .94 
  Extraction  .70-.93  .69-.86  

.35-.99   .50 
  64.8  66.89 

 64.50   
 50   
 1)  2) 

 3)  
 80 

    Alpha  .95 .95  .93 
 .60-.78  .61-.79  .27-.77  

1  Corrected Item  .40   .27
 
  
 1.  

  2 - 3 
 2. 
 3. 

 4.   

 5.  

 
  Stepwise  

 

   53.0  47.0 
 25 - 35   44.3  33.0  36 - 45   14.5 

 46   56.0  37.5 
 4.8  4 - 10   39.8  38.8 

 10   1 - 3   15.5  62.0 
 7.5  12.5  5.8 

  
  2
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 2 

   
  .01  
F = 9.34 (Sig. 002)  .89  .18 

 
  t = 10.26 (Sig. 000) 

 .31
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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 in  uence 
guest’s perceptions of luxury and brand value. Using a qualitative content analysis approach, data 
were collected from the of  cial 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  ndings 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 speci  c 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 ef  ciency 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  ows 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. In  uencing 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 bene  t 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 ef  ciency is associated with better  rm 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 bene  ts, planning effectively and using customer service that  ts each person 
(Kolasi ska-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. In  uences on 
this perception are brand image, exclusivity and matching what consumers believe and these all 
help build a brand’s equity. Speci  c 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  t 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  rms to Bangkok and other regions. They offer 
deep experiences to tourists as they immerse themselves directly in the event such as water  ghts, 
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  eld 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  ner 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 signi  cant in forming a brand’s image. According to 
this method, brand perception depends on the brand’s features, the person’s speci  cs 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 in  uence their brand perceptions (Bian et al., 2018). How these dimensions are 
evaluated will in  uence how positive a consumer’s view of a brand is and if it  ts with their way of life.
 People’s perceptions of a brand often re  ect 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 Guzmán, 2022). Additionaly, both branch personality and type theory state that consumers 
see traits in brands, like sincerity or competence which in  uence 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  awlessly (Avula et al., 2024). Speci  cally, 
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 con  dence 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 
ef  ciency—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 ef  cient, the strengths in these service quality areas 
become clear, resulting in satis  ed 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 ful  lled 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 in  uence 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 ef  cient 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 dif  culties 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  ll the research gap and advise better hotel management.
 De  nition of Key Terms
 Logistics in the luxury hotel industry is de  ned 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 
of  cial websites and Facebook pages as well as con  rmed 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 high-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 de  ned 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 in  uences 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 in  uence 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 Ef  ciency in Luxury Hotels
 Luxury hotels rely on logistics (Figure 1), mainly by ef  ciently handling inventory, managing 
suppliers and using proper buying techniques. Literature points out that the best hospitality requires 
energy ef  ciency, but most importantly, it is key to all aspects of service delivery. When logistics 
are ef  cient, 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 re  ect 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 staf  ng 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 ef  cient 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.

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 classi  ed 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 speci  cally, 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  avour 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 speci  c 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 ef  ciency 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, ef  cient manner.
 The results of this research indicated that the logistics operations-speci  cally, responsiveness, 
consistency and personalization, played a signi  cant 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 ef  ciencies 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, 



 .    12,  2, (  -  2568)
RMUTI JOURNAL Humanities and Social Sciences Vol. 12, No. 2, (July - December 2025)

118

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 ef  cient 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  ndings demonstrate that logistics operations can serve as core capabilities that directly 
in  uence 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 signi  cantly 
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 
 ndings 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  ndings. 
 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 of  cer, 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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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 in  uencers' 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 pro  ts 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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