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This issue of the Journal of Management and Local Development
(Vol. 8, No. 1, January - June 2025) features research articles highlighting local
development through adaptability and digital transformation of local businesses
and communities for sustainable development.

Key topics include Digital Marketing Development through Social
Commerce to Enhance Potential Sustainable Community Products, ~Tourism
Community Enterprise, The Impact of Digital Transformation and Supply Chain
Management Adaptation of Small Retail Businesses (Traditional Grocery Stores),
Consumer Purchasing Behavior and Marketing Mix Factors Influencing OTOP
Product Acquisition, and Exploring the Potential of Artificial Intelligence for
Sustainable Business Development in the Hotel Industry.

These studies offer both academic value and practical models for
broader application. We thank our expert reviewers for their role in maintaining
quality through the Double-Blind Peer Review process, and we appreciate all

authors and readers for their continued support.

a9.U35zWa AR | Praphol Chitkati Ph.D.
UT58418n135 | Editor-in-Chief
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Exploring the Potential of Artificial Intelligence for
Sustainable Business Development in the Hotel Industry:
A Post-Pandemic Analysis of Chiang Mai, Thailand

:: Chengxiang Ma et al.
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Digital Marketing Development through Social Commerce to
Enhance Potential Sustainable Community Products for
Sapphaya Tourism Community Enterprise

Narusorn Mangkornsila *

Nuchjaree Bureerat *

Sansanee Tempiam ’

ABSTRACT ~

This research aimed to study the guidelines for improving and developing the usage

of social commerce for community enterprises and to study the guidelines for adjusting
online marketing strategies in social commerce for community enterprises. This research
was qualitative and used in-depth interviews with 10 interviewees. The instrument used was
a semi-structured interview form, which was tested for content validity. The research results
are as follows: 1) General information of the interviewees: They were members of the
Sapphaya Tourism Community Enterprise in Chai Nat Province, consisting of executives 6
people and members 4 people, totaling 10 people, with 9 of them being female. They had
an average working experience of 7 years. 2) Social commerce usage patterns: They used a
variety of social media. The qualitative research results were divided into 5 parts as follows:
Part 1: Traditional marketing patterns: Group Line was the most popular for traditional
marketing. Part 2: The need to develop new marketing: TikTok was the most popular. Part
3: Multimedia that wanted to present content marketing: visual media. Part 4: Popular
products that wanted to present cultural capital: batik clothing. Part 5: Problem-solving
methods and online marketing development. And sustainable online marketing strategies
are: creating a customer network with a membership system 3) improving and developing
the form of using social commerce including Facebook, Instagram, YouTube, and TikTok
4) adjusting online marketing strategies for community enterprises by setting guidelines for
developing strategies for each option using TOWS Matrix analysis into 2 strategies as follows:
Strategy 1: Image strategy and Strategy 2: Communication strategy to build customer

relationships.

Keywords: Digital Marketing / Sustainable Products / Social Commerce / Community Enterprise
. J
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The Impact of Digital Transformation and Supply Chain
Management Adaptation of Small Retail Businesses
(Traditional Grocery Stores) in Chiang Rai Province

Jirat Lekpaeng !

ABSTRACT ~

This research aims to study “The Impact of digital transformation and Supply Chain

management adaptation among small retail businesses (traditional grocery stores) in Chiang
Rai province”. The objectives of this research are to 1) examine the impact of digital
transformation, 2) study the supply chain management adaptation, and 3) study the effects
of digital transformation and Supply Chain management adaptation among small retail
businesses (traditional grocery stores) in Chiang Rai province. Data was collected using
questionnaires both online and through direct interactions with 400 respondents. The
statistical methods used for data analysis include frequency, percentage, mean, standard

deviation, and multiple regression analysis. The findings are as follows:

The research found that the most effected to 1) The small retail businesses
entrepreneurs in Chiang Rai province was the financial sector next, costumers sector and
learning and development respectively, 2) The small retail businesses entrepreneurs in
Chiang Rai province was at high level of adaptation in overall. The most adaptive sector was
selecting distributors or dealers, inventory management and product distribution
respectively and 3) The digital transformation has a statistically significant effect at 0.05 level
on the supply chain management adaptation of the small retail businesses entrepreneurs
in Chiang Rai province. The research showed that the adaptation of supply chain
management of entrepreneurs affected to “Learning and Development” section (B =.27)

and “Financial” section (B = .19) at statistically significant 0.05 level.

Keywords: Digital Transformation Impact / Supply Chain Management Adaptation /

Small Retail Businesses (Traditional Grocery Stores)
- J

! Master of Business Administration Program in Business Administration, Faculty of Management Science,

Chiang Rai Rajabhat University.
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nauiessiilalunsinuedsifie nquyUsenounissuauanuuadn (ne) lufmia
183578 9117 9,388 518 AIUINYLIAVDINAUAIDYAINULINIIVBILINY (Yamane, 1973)
fmunszAuANAIAARDU 0.05 IBALIAMIUIATEINANFIBENN INNANITAIUIN NuFIBEN

lalunsiveasetidruuluuesnii la 384 au Jaduduiessiusiveinguiiesis Jsagladu

Msgensy Aetuiefiagiiuanudeiiulngdu meidelaiuveyanquitesaiindu 400 au

o A a < %
wsasdlafldlunisinusausiudaya
ns@nwaduiiiiuaddedauiun (Quantitative Research) Tngd8n1sAnwilugluuy

d1918 Jafunuswveyalaglueseaefiduwuvasunu Mnnaudsenuiiefnvnansznuainnis
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oo

\ngyaRdTauazmMIUTufinI madanmsmdsgunuvesyusznounisuaiUinauiadn (me)
Tundmindeeny

Ao 1 %ayja@?nuﬂa%éwqﬂﬂasuaw;mwwaaumm aun iwe 918 TLAUNITANY
srozmduiugaia seavienaiieu alvaneneiieu Sruluduaiifong LLasﬁﬁgq‘uaq;’mmaa;;mau

wuvaeuany Wuverauuwuulmdenneu (Checklist)

v
o o

Aaufl 2 YoyaiEInUNANTENUAINNITUIgeARdva tnelydidinnuuuifn Balanced

Scorecard lawn AuMsiy Augnat auyutesnglugsia Arunauguasiau Wusnuwuy
wwsaulsziun lnglmdendneuiisswaifil edmanansenuesnouuuvasuniulng
wusszAuAMuddyeenitu 5 sedu fall nsenuanndian nsznuan nsnulunans nsEnuLee
uay NILNULeBTian

poufl 3 nsUiuinunstanmamnslyguniugUsznaunmssuaUanauadn de dade
$av n1dendaunuduan msusmsdnnisAuninieds n13nsrteAum WudoukuUINeTIEIY
Uszanuan died1mnsedunnufaiiuniunisuiuivesymeunuvasunilasuusszduauddy
oo 5 sl USuianniign Uiudann Ususdiunans Usuiiues wasUsuiuesiian

pouf 4 iuuuuasuniuUaeda (Open-end Question) Lt lvignAnssyveiauauuzay «
Wiy 9nEansEnUIINNRNgeARaTaLasnsUusnumdsgUueUsENaUMsTIUAIUEN

I ! o o A
quaan Quve) Tundarindesse

Fumaunisading WAZVNANNTWYBLATDIED

1. Anwuwafin vnud uasionansnuidefiieiveafiornuanseuuundn uagfomes
WUUEBUNY

2. thuvuasunuiisrsdusmitlulnersssfivinvinsnaeuaugnnswasivanzay

3. avyadeUAmMANAasioleyMIInl 911U 3 1 laan 10C 11y 0.84 wavvnaes

9
v v v v
[

ivveyalaeluuuugeunuiuyUsznaumsssnamuanswndn (evne) Tuiuiidaianeien Faluly

v '
I~ = Y

fulunsaniduniside 9w 30 918 Tesienanudedumniu 0.88 neuavihluiiuveyasss

Aulsensmsidelunsadl

4. AU e urenuugauny (Reliability) #3velauvugounuiiasislunayle

Y

Usuugauntauas luinmsmaaeuanumuzanilomu (Pre-Test-Survey) 971u3u 30 ¥a fungu
fegiilulyuszrnslunsfineideluadad lawn nuszneunisaivdnvuiadn (owie) Jandn

WL LAZLNDNTIAOUNITVIAILT DI UYOILUUEDUNILYBY Cronbach’s Alpha Inglayanduiszans

v v '
=

woavid 0.70 Tuly (Tavakol & Dennick, 2011) gAnwilaA1uiual Cronbach's Alpha WABEATUTIY

U
v

= Y % o' a Ao Yo & = ¥ 4 A g% =
ANRABWNU 0.88 Faflnniuninnirualy Ay Qﬂﬁiﬂlﬂ?? Tuamsiwweansesiienlylunisdnm

YDA INEINTOFDAITANAUIYATIAMUADINTUAZIAURLNZ AL
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n1359UTUtaYa

v

u3TeladnluiusuninveyanyUszneunisgsianivdnvuiadan Gonae) ludmda

Y
v

Weasny G‘IIQLLGIWE]ﬁﬁQ]ﬂWEJu W.A. 2566 — LUWIYU W.A. 2567 A38NITLANLUUADUDINNIUNITEUU
poulaulaz Walk in munuLes

nsAseideya
Bl evveyalagluaiiniside dadl

1. adfidenssann laun manud sevay Anads wazaudsauuinsgIy

2. @0ALTIRUNY Taun mmmam%m’:uuwwnqm (Multiple Regression Analysis)
Ans1zmnnesAMLUUUNR (Enter Regression) Tnsuaniade dnfumsideiiduredinmuuy
Ussfiuen Rating Scale SeduRaun 1-5 Azuuu Tnsnansznuannaingiaa laulan dad 1.00-1.08
KANTEVULDETIAR 1.81-2.60 NANTENULDY 2.61-3.40 NANTEMUUTUNGNS WAY 3.41-0.20 KANTENUNN
4.21-500 waNsEMLINNTigR NMsUsuimumMstanismdegunuresUssnoumssuaUAnaunagEn
() feil 1.00-1.08 Usuiuesfign 1.81-2.60 Usuiues 2.61-3.40 Usudauiunans uag 3.41-4.20

UFusunn 4.21-5.00 USusanniie

asuwanisive
thiaueusnaingUsyannisife 3 9

1. WefnwimansznuannisiuigaaddnavesUsznaunissuaivanvuadnludmia
a
Weesne

vaganuilurewUssnaunsgsnamvanvundn (awe) Tudmindesse wun greu
wuvaauauduweands 91y 31-40 T seaunisfnunuiayay1nituly sesnaidiiiugsia 5-10 9
gonvIenBlioy 10,000 - 50,000 uw danlyarglun1saniiugsia 10,000 - 50,000 U $18A13
duafTvuefsu 50-100 5180175 kAR IUUBNUASLNBIIDUTEITY

HANTENUINNNITUIGYARITaTey Usznaun1ssiuatudnvuiaian (lwnae) ludamdns

v

Beene Tnenmsaunansenuannsgeandviaey luseAunansenuUuna1e ( = 3.34, SD. = 0.92)
IPgHANTENUIINNSANFYARIVIANINTEA Fo AUNTTRY (F = 347, S.D. = 0.97) T8989 fiD AUGNAN
(X = 3.42, S.D. = 0.78) UazKanszNUUBLTgA Av ATUNITITEUITLAZIAIWY (X = 3.12, S.D. = 0.96)

ANUFIAU

2. Wefinyn1susudmunisdansmsdegunmuuesUsznaunissuauanuuinaniy
Jingeesey
msdsudinmunsinnsmdggunuresUsenaunmssuauanuwaén Geme) Tudamia

Beene ngnmsunisuiuimunisianismidegumueylussduliudmn (8 = 3.53, SD. = 0.88)
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Inga1unneaUsudIINTidgn Ao AuAISIEeNEINTIMUIY (X = 3.66, S.D. = 0.89) 5898911 AD
AUNTUTITTANITAUAIAIATS (X = 3.62, S.D. = 0.91) wazUsudiueeianlaun Ae N15nTEaNY

uAn (F = 3.32, S.D. = 0.83) AAERU

ARIVaNaIanan1TUTURINIUNITIANSTITlggUNIU

q

3. WBANWIHANTENUIINNITIUG

Yo UsznaUNMITIUAUanvIadntudmingesse

'
o

HANSENUIINNNSIGE AR IaamareildudAynonsuiudnunsdnnismislggunu
voeyUsenaunIssuaUanvuindn Gome) ludmindesse fisedv 0.48 awnsavihunglasesas
23.00 (R* = 0.23) @Wanon1UNI5InTadan seau 0.46 awnsavinuelasauay 22.00 (R’ = 0.22)

pIuUNSEBNAILUAUAT AsEau 0.48 aunsavihuielasesay 23.00 (R? = 0.23) MUNITUTNITIANT

AUAIMIASY SEAU 0.48 a@unsavinunglasesay 23.00 (R? = 0.23) LarAIUNISNIEINLAUAT SeaU 0.42

v
aa o

ausaiunglasesas 17.00 (R?=0.17) 0N91UIBWULN WNANIENUINNNTTLVIGYANINAATUNTT

]
v

SYUFLAETRIVILAZATUNTRY deanan1TUTufiIn1sAuNIsInnsnalegunu Aslunan1sIdeh

wanslilugavuineud MlnAanisusudiniunisdansnileguniuresusenaunissiuatuin
< ! v o A

yuadn (o) ludwmindese

M13199 1 HANTENUAINNITVFLARIVALAEN15LY Balanced Scorecard HUsznauMssuAIUan

[ ! [ [y a
uaan Quwne) ludmindessie

HansEMuNIsIdngenfAdvia x S.D. FTAU
1. AUAITE 3.47 0.97 1N
2. 9UgNA1 3.42 0.78 )
3. munszuIunInegly 8:58 0.96 Yrunang
4. PUMTTYUTUAZITRILY 3.12 0.96 unang

5912 3.34 0.92 Yruna
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A131971 2 N3UsuImuNIIIRNIslggUnIuSupply Chain) TeayussneunissumUanuuiaan

Qo) Tudsinlessie

n1susuRtunIsIanIsualeaunu x S.D. FTAU
1. AUAITIATRINN 3.51 0.88 1A
2. ULFRNHINTIMUY 3.66 0.89 N
3. ANUNISUSHISTINNITAUAIAAGS 3.62 0.91 11N
4. @IUNIINIZINYEUAN 3.32 0.83 Yunang
924U 3.53 0.88 4N

A19199 3 wamﬁmwwmiamaaawmm Naﬂiz%iﬁmﬂﬂﬁiL‘U’WEj?alﬂa?ﬂﬁaﬁﬂNamaﬂﬁiﬂ%UﬂWUﬂﬁisjﬂﬂﬁi

walggumuvesUsznoumssuaUanauagn (ame) ludwindese Tnenms

fauusAy x SD. B t Sig.  Tolerance VIF
A 80 .22 356 .00%
1. punsiiu (X1) 21 07 19 308 .00% 52 192
2. p1gnA" (X2) 12009 A1 131 19 29 341
3 pumsmesmelugsfia (X3) 01 08 -02 -22 82 21 358
4. punsidouguasiann (X4 26 07 27 354 Q0% 32 305

R=.48 R2=.23 Adjusted. R2=.22 SEE=.88 Sig=.00

DAUS1INANISIVEY

HIdelneAuTenan1sITe muingUseanniside Aell

'
=

1. WefnwimansznuannisiuigaeaidnavesUsznaunissuaivanvuadnludmia

)

W93y

a o

NN1sAnYINUI1 NswrgeafIvagUsznaunissiuaudnvuimdn (emwae) ludwmda

'
o

89318 1A TNTINANTEIUINNSIgEARATRDY lussFURansENUIUNaNs Muilasuransemy
1nitgn laun munsiiu fe c;{uﬂquﬁuv;wLLazﬁﬂ%ﬁ’]aﬁuaqﬁamslﬁuqﬁu wavamalnilsveaians
GIBN Lﬁ'aamnmaﬂ%éf’maasgﬂizﬂawmé]’ﬂaiﬁﬂizﬁw%mw lnimm*mmmmyw!u wagsnY
gaAYY VisDINISUILgNA SvdunilafiinainuanssnuresnisunsszuInvedlei-19 ey
yUszneunslusualneina suneunsdend daiauasusy aunsAnyives siudy seuuiay

wag Angny 1oduns (2565) MU wuszneun1sfiluanunsausuilndussuulnavamalveenuie



715d15N1SIaNISIazNIsSwaurialfu

UR 8 QUUA 1 UNSIAU - DNUIBU 2568

|27

sele uprduuTegnAtanas uena Nt gusEnounsTuAUEnTUAEn (evne) Tudmiaidesse
Feivoidiusulunsuiufufiosesiunineigyafirasuinannisunsszuinvadsalain-19
dowFeuifleutuiuasmnieadel fannsoluuinisgnailaina feluaturesssesinaluns
Tnuins welulad wazanmaaemieniaiiu dsaennaesiunanisitevesnsding A38LNUA LAY
Fn3137) 09nden (2562) ﬁﬁﬁmiﬁﬂw?L%ENS”WW;WIGM’J‘c’JﬁJ‘Uﬂ’]iE]éi@ﬂiu&gmﬁ‘i@jﬁﬁ]aamaa fiwun
srumazandedivelaisuludemengrne uarulsuevessslumadaadinunsiuazaind,
annsadalnuinislaesluifndin amadsestannaesulyme msiznmannaniiunumves
suazmndeluguruniuly hinsulemeieanngsenrisanas uaznsuivhlnsuaiug

annmaadlunsuInsdnnisnielusiu wag ilvgnatunanaumely

2. efnwnsususnunmsiamandsgunuvesUsznounissuadnuuadnly
Janindeee

nsUsusanisdanisndeguuesyUsgnaunssuniudnsunadn (avae) ludsnin
Feene Tasamsunisuiudeglussdutiuiaun neaufinesusudaunniian laun augn
Famune fo nisnmadouaLudefievess s Aumuasmadenlsys e Auaanssenio
aneudsduFemesnaynun esnnsiigUssnoumsesdsideniftemisfesouaidmiuluy

naudumvseuIMsviiaifediu ellleniadinuszneunsiiaransEnuINEIAT MUY WU 31NNTT

q

o

AINNUILLANAINTS IUBIWANIINANTLNTTZUINVBALTALATIA-19 UTBNNISNIUTIAIBUUNINTEIAN

E>2

WemnnsynuiniugUseneuns Wevdnnnudesuazanailynglunisda@edun gusznounis
AEiimIanumaeduaiiuiuuazyinsnszen sdweduniomiudadelunisiasaiuydn
g Faaennaeetunan1TITeVeINYYg AT (2565) lavihnsAnwisesnisasemnuduius

aa aal

Aadudwnateieas uavaalugadiniilug (New Normal) nuin Tlunisidendwnateieesia

A

Usgneunnseesngsianauasdnduladeny dadmuisduaduaaiiuuisnuas nesfiansan

e3>

nang 9 ﬁaa"amwﬂﬂfTﬁ%ﬂ’mm%‘w%’uﬁaﬁmm@m q fineuae Lﬁaﬁﬂﬁ;ﬁvﬂixﬂaumiﬁaaaﬁﬂi
gafvansadilsuniiagn Tuidamaunuyugamiatlyats wngUszneunisviouisnuims
$anslad AgvlugUszneumsdidugsiladluewen uenaniyusenounissuaUdnuuadn
() lufwindesne dmesiuflummdmaniunisalaia-19 fedsdvadeuioulunuiui
espanagnsnsvne esninisuegukuuestlauinniu waen1sdentodua1aingunud e
#1499 an1suimIsvesfaunugndmusiavinsuauin vienUseneunisluidendodunoany
smamuagluiods Senenesiunamiitovemssndan e uasams (2566) Tnsdng
Tona wageummeiiiennuogsenvasuaanuuindnlugandslain-19 wua guseneuns
s1unWdnTesdudunesiunagnsgsi wazUsuidsuresmisnisuislyidu Omni Channel

WALy ToAYRsgINatuyAnATlAIn-19 019 1w n1slvaunsu uasmaluladNviuady n1susms
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v '
o

Janissu spnaduszuu nsuimsmsdanisdun msfndenydadmuedualuiumesiuauan
daunmnslusesdun wagUsednsamlunisdnas nsifingemnaniglusuuuusiuatesulau

ﬂ']Uf’l]ﬁUﬂW?U’]EJN’WU%U’Ii’]UﬂWi‘{]JﬂMWaUﬂ’] LAZUSNSIVAINTAIYATINILAUADINT

ARIVaawHanan1sUTuRINIUNITInNI Tl UNIU

]

3. WBANYIHANTENUIINNITUG

¥ & ¥ a I3 [ a
suaaQﬂixﬂawmiimmﬂaﬂmmmLaﬂimammﬁamiw

'
aa o

HANTENUIINNTUFEART A wanan1sUTudn1sdan snisleguniuvesyusenaunis

a 3 aa o !

swaEnuunmdn (eme) lufwiadese Wuiwé’hLLlJimaﬂiwumaLﬂTﬂ&jQﬂm%maamaﬁﬁaﬁﬁﬁy
yeadinfiszd 0.05 lAuN HANTENUALNITTBLIRALRAL LAY HANTENUALASEY dmSunanssNy
puNTFousuasIAL fo gUsENEUMITERDITRLLAZEEUF WagNSRRLYINYEANANINT0Y
wiinaw esnnnisdeugdunisasesnguitddlunsaivayunisisudasmegsia Tag
firsannlasassiugiuvesgsiasiduneaiivln neimuanuannsninusvamdneusiily
éf’;qﬂﬂaLLazL%ﬂsumﬁfﬂmiﬁ%ﬁawﬁuﬁﬂNuuam?auiaéwaﬁ%am HnsAanuNan1sALduUYes
withnlnemisdsauiimelalumsufifnu Swenraestunamifores fnadvs neudunime
(2564) fvihmsAnwiFeansiasunlaimieddsna (Digital Transformation) m'amméjgﬁmanﬁjﬁa
T1uaTs SME : TuuSunvesnisunsszuiaveslsalain-19 wua esrUsznouvesnTTUAsLLAIMY
AavialumueuladIounenisuadi (Intensive Competition) / ﬁmﬁﬂwuazmmg (Skills and
Knowledge) LLawﬁymmigmwmimsLﬂ%’iuﬁtﬁﬂmaﬁﬂé (Integrated E-Wallet) mamajm@haéw
melaanunisaivedlsalain-19 du ansoarsarudsdulniugsiole lumuvemanssnumeay
N5 Ag ﬁiuuv;uﬁuhu'lLLazhﬂ%aﬁwaaﬁﬁmmﬁmq&%uﬁﬂﬁﬁﬂisumﬁamiamm esannnsiifanis
fnmsianan1saniiuau ﬁummiL'EuLﬁwé’ﬂﬁﬁa%ﬁﬁaﬂ’]iﬂizaum’mé’ﬁaﬁuagﬁu nMafiutures
s6la N3FANITANIMAGEIMIIAIUNNTTY NTAATBIALYY warn1sUTMsTAnIsAunine luiie
Usslonanniu wuderiusulamne luamsuneuiuae Sorinsvees mumsfngves efan faau
uazAng (2561) U1 ganalemedsannsamaseglalasianvesiansdiyunuisulusiuann
weflarannsndniugsianelaonainanaununyuisunisy wasyuiuauiiduinnesouniiy
ANTuNI55INT uazdsaonnaasiunuiteresdng nsiseiiun (2560) lavinisine wanseny
MnmsseeivessuaUanaditmesusUAnuuusadsluiiuil fuaiuenms sunavainuag
F¥asyoos fiwun maveneivesuainaiglniifinesuauanuuudaisadusonees
SuAUANLUURLALAAAINIITEBAY 50 NTNNDUNISTEIEFIvRITUAUAnadtludmiunags
nsUfuiavesTuAUAnuUUA AL Ialanagnsniunsdusniiga Aensanailyate wenaind
yUsznounsTueUanuadn (wmne) ludwiadsse dmudgmmsuimsdnmsmstusuuls
uszuu lufinsdanistny veyamedu semevessiua ilvsuailufnaiils wasgUsznauns

p19nedananisnall Fedennasiunaauideves sivde souwau wag Angny leduns (2565)
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lavin1s@nen n1sUSuiressulanienenansenuaInnITLns szuIavedlsalain-19 wuan
antuntsaluntsdudugsfarulsmsludagtuiiyluuy medudugshanuuladuszou ludinng
Savhyduessiu wavnslumnalulad aﬁwa‘Lﬂ;{wNﬁu’mﬂﬁﬁuﬁﬁﬂﬁ;ﬁi’m’mgﬂhuw gon18 wavseln
gesulymganas uasdaennassiunanuiteres Sas nudes (2563) lavinsAnwinsusush
ﬁywumimmmLﬁammaqliammpgﬂﬁmaums;mhumﬁﬂﬁgﬂtﬁﬂuémmqlmiﬂ-aﬂ Jeaniausisana
fiwun miﬂ%’uGTwmm':tmmmLﬁammaq'iamaqéﬂixﬂaumi%uv;mﬁn%ﬂLﬁm Immﬁvﬂixﬂaumiﬁ
msUsusaiteruegson lawn anmagewnIeL1TRY miu’%mﬁmmiﬁumuﬁaumﬂu;ﬂuﬁw
1TUYITUNIAILNITNAIN LATAIUYTY f5vsnanensUsuimInsnaiLiionueysenves

HUTENBUANTIIUAUAN

Uolauouu:

Farauanurlunisiinanisiseluld

v
aa v

1. mMI3wngaandarUsznaunissiuatudnvwiadn (yoe) Tudmindeass wuan

snumsRudunfadeddlunsaifiugsia Tnarmznsudmsdnmsaunuaunwaseleniens 4 3

o ]

posimTirevalynelagluseuulumsdanmsielgUsenaunsaninsausmsdnnsailvanele uay
ANNARBININITRUYITIUATUENTLIALEN Tinawlin15UTMISTIANTTAAANITUIRUYUYS oL U U
wagnslunendunundaau

2. Mmsvfusmmsinnsmislggumuvesyussnaunssiuaddnawindn (awae) Tudwis

o &

Weesne nua msidendaunuydadmuneidudadvdfgfivhazaesuiuds lnenisuvsiuvendn

v '
P v o

Inendunsg vlvaunsadenydndvungla Geamananuyuiunifianad wagn15as19ANL

WeusEMINUTENBUNTWALEIAT MUY UALTBIIINYIRTMUENTNINTY HUTENBUNITILABY
Andantunssiuauneinis nelusewmunuduni anunmdual wazdoulunissulseiunig 9
fawmadiuyusenaunislagasaazilsiasiiuduluowian wnusudiluaiuaununuatuniely

gumuivhluilsiinanndusuluang

o

3. NANTENVIINNISIGYARITALaENITUTURINITTANIINleUNIUTe Iy UsENaunIs
suadnvundn Gwme) ludmindese laun nansenuaumsiiougsasinuiiasianseny

AUMIRY BagUsznoumsanansanaiidelunauny 1w smunsiseuskasinm fyusenaunis

'
1Y

A0S BUINANGATOUTUANY 9 WaIWIAILesRaLTes WeagilnsuAUEnTwInEna11IE

o o

a39eg lalugpRdiaiivdsusdadluludagduuaziiielnsiuaivin (lwnie) arunsausudinig

v v
o

aoun1saine 4 laviu aun1siiy guszneunsendsteiuiissnsmduieasuaninaaes [y
amuiiudy wasilsasintulueuian unUsumnunsauauauuALA1 NM3anATIYRERTN 9

Adndulpeduldssiarunsavinluiilsiiuaindusylunie
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Foruanuzlunsiiiseadedaly

1. mwﬁ’wmiﬁﬂ‘mLﬁmﬁ’umiwaﬂiwumﬂmiﬂumaﬁ’;maaqiﬁahuwﬁﬂﬁuumim Afins
sumaﬁﬂumﬂﬁu%migqéisﬁu $1410 1A UazHANTENUIINNTHILTMUIBYeseaulauLiiy
wndu iflesnuansenumnavaludagtuuas msusudaluiuanunisadagtuaufanalulad
Tva 9 Agsluguee wu nslavanuisuan AvagdugsAadfidudiuiunin §eo1aassinl
yUsznaumsUsuiluviunarasmaneaudBuressuadinlueuanla

2. msvensveuansAnulUfssiudmindy q wazgiine Lﬁaamﬂqﬁmam%ﬁuﬁ ez

noRnssuvasgnaluiuiuanaiudadenansenune 9 919vzaman1 iUy UsENBUNNTANNTD

v
o [ a

dlunausuunnsiuivewansenugadviawmiloutiunsiminuaz gilnnasediule

3. AIsMsAnwdadedu 9 MinervestuyUsenaun1sA1uan 1w n1suuadusening

v '
a =

HUsznauNIAUANAleiL vidlunuansIusIniiady nsawnegsialudmemnavaiuans

HansenuvedyUsznaunisiidniiielulaveyaiasuaiuwazidulselesulunisnanisfnuly

Fesemdseuiisuasannulaiuseunianiseuatu Truindedu
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genua way 3n535ey eandm. (2562). ualamgiuniseysentugarsygnaninea. Tu

1PAASDIVDV

\
=
)

AN

o\
and

nsuszgaiauanauItedudinAnerssauiAasen 14 (u. 1-11). Tudiningdy
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Consumer Purchasing Behavior and Marketing Mix Factors
Influencing OTOP Product Acquisition
in Kamphaeng Phet Province

Petchara Budseeta *

Atthawit Aemocha ?
Itsaree Donkram >
Wannaphan Rakchon *

Chookiat Nuamai ®

ABSTRACT N

The objectives of this research were 1) to study the purchasing behavior of OTOP

product buyers in Kamphaeng Phet Province. 2) to study the marketing mix factors that
affect the purchasing of OTOP products in Kamphaeng Phet Province. A survey using
guestionnaires was conducted with a sample of 324 people who had previously purchased
OTOP products in Kamphaeng Phet Province, selected through stratified random sampling.
Data were analyzed using percentage, mean, and standard deviation. The research findings
revealed: 1) The most frequently purchased OTOP product was food, followed by textiles
and clothing. The most important purpose for purchasing OTOP products was for personal
consumption, followed by family use. The most common purchasing decision was made
immediately upon seeing a suitable price, followed by when seeing a desired product. 2)
The overall marketing mix factors influencing the purchase of OTOP products in Kamphaeng
Phet Province were at a high level. The factors, in order of importance to purchasing

decisions, were product, price, distribution channels, and marketing promotion.

Keywords: Purchasing Behavior / Marketing Mix Factors / OTOP Products in Kamphaeng

Phet Province
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Exploring the Potential of Artificial Intelligence for
Sustainable Business Development in the Hotel Industry:
A Post-Pandemic Analysis of Chiang Mai, Thailand

Chengxiang Ma *
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The hotel industry has been significantly impacted by the COVID-19 pandemic,

leading to changes in guest behaviour and hotel operations. Adopting artificial intelligence
(Al) technologies has become increasingly popular to improve efficiency, sustainability, and
the overall guest experience. This review article focuses on implementing Al in the post-
pandemic context of Chiang Mai, Thailand, to develop a sustainable business model that
reduces energy consumption and improves resource management. More specifically, hotels
in Chiang Mai which depended mostly on international tourists before the pandemic, have
had to adapt their ways of working and include new technology to make the area more
appealing to guests. The research analyses the opportunities and challenges of Al adoption
in the hotel industry, drawing from successful examples of Al implementation in the hotel
industry. The study also explores the potential for sustainable business development in
Chiang Mai using Al, highlighting the importance of considering local values and engaging
with the community to promote responsible tourism practices. Although there may be initial
investment costs and challenges associated with changing consumer behaviour, adopting a
sustainable business model incorporating Al can lead to long-term benefits for both the
environment and the hotel industry. Using Al for energy management, waste reduction, and
personalised guest experiences can improve efficiency, reduce costs, and enhance the
overall guest experience. By embracing Al technologies and sustainable practices, the hotel
industry can adapt to the post-pandemic context and contribute to a more sustainable
future.

Keywords: Sustainability/ Hotel/ COVID-19/ Artificial Intelligence/ Chiang Mai
N J

! Walailak University, Thasala District, Nakhon Si Thammarat 80160, Thailand, email: chengxiang.ma@wu.ac.th
2Hotel and Tourism Department, Bangkok University International, Bangkok University, Pathum Thani 12120,

Thailand, email: thawit.s@bu.ac.th




71531SN1SIaNIsIa:NIswauuIialfu

s0]

UA 8 QUUA 1 UNSIAU - DNUIEU 2568

Introduction

Artificial intelligence (Al) has the potential to significantly enhance sustainability in the
hotel industry, both by reducing energy consumption and by improving resource management.
One way Al can help with sustainability in the hotel industry is by optimising hotel energy use
(Chuan et al., 2024). For example, Al algorithms can monitor energy consumption patterns and
identify areas where energy use can be reduced. They can adjust lighting, heating, and cooling
systems automatically to minimise energy consumption while maintaining guest comfort. In
addition to energy conservation, Al can help hotels manage their waste more efficiently. For
example, Al can help hotels sort and recycle waste more effectively, reducing waste sent to
landfills (Szczepaniuk & Szczepaniuk, 2023).

The hotel industry in Chiang Mai suffered a major decrease in tourist visitors and
occupancy soon after COVID-19 spread. According to the publication, hotel revenue in Chiang
Mai dropped by 75% in 2020 (Tourism Authority of Thailand, 2020). Because of this, hotels in
the region are, now, integrating digital facilities and launching green initiatives to appeal to
local people and follow the new health and environmental regulations (Chiang Mai Citylife,
2020).

Another area where Al can make a significant impact is in water conservation. Al can
monitor water usage in hotels, identifying areas where water is wasted and recommending
reducing consumption. Al can also help hotels optimise their water treatment processes,
reducing the amount of water wasted during treatment. Finally, Al can help hotels personalise
their guest experience in a way that also reduces waste. For example, by analysing guest
preferences and behaviour patterns, hotels can better anticipate and provide the services and
amenities their guests will appreciate while avoiding unnecessary waste from offering amenities
that guests are unlikely to use. According to Booking.com (2020), 82% of tourists in Thailand
are now more concerned about green travel which is why hotels in Chiang Mai should quickly
adapt their business practices. These artificial intelligence programs have proven that they can
directly help hotels save energy and resources which in turn helps reduce their carbon
footprint (Sustainability Times, 2019). Thus, using Al in Chiang Mai, Thailand's hotel sector, can
be a valuable tool for promoting sustainability by effectively managing resources and
minimising wastage; it can ensure guests have a pleasant and eco-friendly experience during

their stay (Debnath et al., 2024; Rhallab, 2024).
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Opportunities and Concerns Regarding Al in the Sustainable Hotel Industry

Kim and Lee (2018) highlight the potential of Al to enhance the tourism experience,
particularly in the areas of personalised recommendations and virtual assistants. By analysing
large volumes of consumer preferences and behaviour data, Al algorithms can generate
tailored recommendations for travellers, improving their overall experience. Additionally, Al-
powered virtual assistants can provide 24/ 7 customer service and support, enhancing
responsiveness and reducing the need for human staff. Tussyadiah and Park (2018) explore
the potential benefits of hotel service robots which Al can power. These robots can perform
various tasks, from providing information to guests to cleaning rooms and delivering room
service. By automating these tasks, hotels can reduce labour costs and increase efficiency
while giving guests a novel and engaging experience.

According to Sigala (2020), the COVID-19 pandemic has severely affected the tourism
industry and requires innovative solutions for recovery and future development. One such
solution is Al, which can enhance the flexibility and responsiveness of tourism products and
services. Additionally, Al can aid in implementing new health and safety protocols by enabling
chatbots to screen guests for COVID-19 symptoms and offer appropriate guidance. Overall,
these studies suggest that Al has the potential to bring significant benefits to the hotel industry,
from enhancing the guest experience to improving efficiency and reducing costs. However, it
is essential to note that there may be challenges associated with implementing Al, such as
ensuring data privacy and security and managing the impact on human workers. Therefore,
careful planning and consideration are needed to ensure that the benefits of Al are maximised
and any potential drawbacks are minimised. Artificial intelligence (Al) is a powerful tool that
can be applied to various problems in the hotel industry, including sustainability. Using Al
algorithms and machine learning techniques, hotels can optimise their energy consumption,
reduce waste, water conservation and provide a more personalised guest experience. Here are

some specific ways that Al can help promote sustainable hotel:

Energy conservation

Payne and Rawlins (2019) discuss the potential of Al to help hotels reduce their energy
consumption, focusing on occupancy sensors, machine learning algorithms, and other Al tools.
Therefore, Al can help hotels monitor and reduce their energy consumption in several ways.
One approach is to install occupancy sensors in hotel rooms, which can detect when guests

are present and automatically adjust the lighting, heating, and cooling systems accordingly.

Ol
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Nguyen et al. (2020) present a summary of the status of research on occupancy-based energy
management in hotels, including the use of occupancy sensors, smart thermostats, and other
Al tools. Which discussed by adapting Al tools in hotel management not only saves energy but
also improves guest comfort by ensuring that rooms are not too hot or too cold. Another
approach is using machine learning algorithms to analyse data on energy usage patterns,
identifying areas where energy is wasted and making recommmendations for improvement. For
example, hotels can use this data to identify rooms or areas that use more energy than others
and then take steps to optimise energy usage in those areas. By optimising energy usage in this

way, hotels can reduce their carbon footprint and save money on their utility bills.

Waste management

Singhal et al. (2020) review the literature on innovative and sustainable waste
management in hotels, including using computer vision, machine learming, and other Al tools
to optimise waste sorting and recycling. Therefore, Al can help hotels manage their waste more
effectively, reducing waste in landfills. One approach is to use computer vision technology to
sort and recycle waste more efficiently. For example, cameras can be installed at waste sorting
stations to identify and sort recyclable materials automatically. Sim et al. (2019) describe a
machine learning algorithm that was developed to optimise waste collection routes in hotels,
reducing the amount of fuel consumed by waste trucks and improving the efficiency of waste
collection, which indicates that Al can be used to optimise waste collection routes, reducing
the amount of fuel that is consumed by waste trucks. This not only saves money but also

reduces greenhouse gas emissions.

Water conservation

Water is a precious resource, and hotels consume large amounts of it. Singhal et al.
(2019) provide an overview of the current state of research on hotel water management,
including using machine learning algorithms to detect leaks and optimise water treatment
processes. Al can monitor and reduce water usage in several ways, such as by analysing water
consumption patterns and identifying areas where water is being wasted. For example, Al
algorithms can detect leaks in water systems and alert hotel staff to the problem to address
it quickly. Majumdar et al. (2021) describe the potential of Al to help hotels conserve water,
with a focus on machine learning algorithms, computer vision, and other Al tools; Al can be
used to optimise water treatment processes, reducing the amount of water that is wasted

during treatment.
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Personalised guest experience

Sadhwani and S. P. Singh (2021) discuss the potential of Al to provide a more
personalised guest experience in the hotel industry, with a focus on machine learning
algorithms, chatbots, and other Al tools, indicates Al can also help hotels provide a more
personalised guest experience while minimising waste. Herrero et al. (2020) review the current
state of research on personalising hotel guest experience, including using machine learning
algorithms to analyse guest feedback and preferences. For example, by analysing guest
preferences and behaviour patterns, hotels can anticipate and provide the services and
amenities that guests are most likely to use and appreciate. This can help reduce waste from
amenities provided but not used by guests.

In summary, there is a growing body of literature on using Al in the hotel industry to
promote sustainability and provide a more personalised guest experience. These studies
demonstrate the potential of Al to help hotels reduce their environmental impact while
improving the guest experience and operating costs. Overall, Al can be a powerful tool for
promoting sustainability in the hotel industry. By optimising energy consumption, reducing
waste, conserving water, and providing a personalised guest experience, hotels can reduce
their environmental impact while still providing high- quality services. While there are some
concerns about the use of Al in the hotel industry, there is not a significant amount of negative
literature on the topic. However, some potential downsides have been identified by
researchers, such as:

- Privacy concerns: the use of Al in the hotel industry may involve collecting and
processing personal data, which can raise concerns about privacy and data protection.
Some guests may feel uncomfortable having their data collected and analysed by Al
algorithms (Abbasi & Alghamdi, 2019; Chen, W., & Li, X.,2021).

- Job displacement: Al in the hotel industry may lead to job displacement, as some
tasks that human employees currently perform may be automated. This could have
negative consequences for employees who are replaced by Al systems (Choi & Choi,
2019; Xie, Liang, Li, & Wang, 2020).

- Dependence on technology: Al in the hotel industry may make hotels more reliant
on technology, which could be problematic if the technology fails or malfunctions.
This could lead to disruptions in hotel operations and dissatisfied guests (Abbasi &

Alghamdi, 2019; Xie, Liang, Li, & Wang, 2020).

o3



o4

71531SN1SIaNIsIa:NIswauuIialfu

UA 8 QUUA 1 UNSIAU - DNUIEU 2568

- Cost: the implementation of Al systems in hotels can be expensive, which may make
it difficult for smaller hotels to adopt these technologies (Choi & Choi, 2019; Chung &
Koo, 2019).

Opportunities of using Al after Covid-19 Pandemic in the Hotel Industry

The COVID-19 pandemic has caused significant changes in the hotel industry, with
guest behaviour and hotel operations being significantly affected. Al technologies can help the
industry adapt to these changes, increasing efficiency and sustainability. Al can be used for
contactless check-in and check-out, predictive analytics for demand forecasting, enhanced
cleaning protocols, personalised guest experiences, and sustainability initiatives. Al-powered
chatbots and voice assistants for contactless check-in and check-out can reduce contact
between guests and staff, minimising the risk of transmission of COVID-19 and other infectious
diseases. Predictive analytics can help hotels forecast demand and optimise their pricing and
inventory decisions. Al-powered robots and drones can perform routine cleaning tasks and
detect areas that require additional attention, ensuring a safe and hygienic environment for
guests. Al-powered systems can also help hotels reduce environmental impact by optimising
energy consumption, reduce waste, water conservation and provide a more personalised guest
experience. In summary, Al can help hotels reduce their environmental impact while still

providing high-quality services to their guests.

Challenges

While there are some potential downsides to using Al in the hotel industry, it is
essential to note that careful planning and implementation can address many of these
concerns. Researchers and industry experts also widely recognise the benefits of using Al for
sustainability, efficiency, and guest experience. The topic of Al reducing human touch in the
service industry has been the subject of much discussion in recent years, with some arguing
that the growing reliance on Al could have negative implications for service quality and
customer satisfaction. A critical literature review of this topic, citing relevant studies to support
the analysis.

Several studies have highlighted the potential risks associated with relying too heavily
on Al in the service industry. For example, Zhang et al. (2020) argue that using chatbots and
other forms of Al-driven customer service can lead to a "dehumanisation" of the service
experience, as customers may feel less connected to the brand and less satisfied with the

level of service they receive. Similarly, Mora et al. (2020) note that Al may be less effective in
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handling complex customer queries, leading to customer frustration and dissatisfaction.
However, it is also worth noting that Al can bring significant benefits to the service industry,
particularly in improving efficiency and reducing costs. For example, Luo et al. (2019) find that
using chatbots in customer service can reduce the time and expense of handling customer
queries while improving response times and customer satisfaction. Wirtz et al. (2018) also
suggest that Al can lead to more accurate and personalised service. Al algorithms can analyse
large volumes of customer behaviour and preferences data to make tailored
recommendations.

In conclusion, the literature on this topic suggests that the impact of Al on human
touch in the hotel industry is complex and multifaceted. While certain risks are associated with
relying too heavily on Al, such as a potential reduction in service quality and customer
satisfaction, there are also significant benefits, such as improved efficiency and more
personalised service. Therefore, service providers need to balance using Al to augment and
enhance the service experience while maintaining a strong focus on human interactions and

customer relationships.

Cases studies

Examples of Existing Al in the Hotel Industry
Here are some specific examples of how Al can be applied to promote sustainability
in the hotel industry:

- Energy conservation: The InterContinental Davos hotel in Switzerland installed
occupancy sensors in their guest rooms that automatically adjust the lighting, heating,
and cooling systems based on whether the room is occupied. This has helped the
hotel reduce its energy consumption by up to 20% (Siemens, n.d.). The Yotel hotel
chain uses machine learning algorithms to analyse data on energy usage patterns,
identifying areas where energy is wasted and making improvement recommendations.
For example, they discovered that certain appliances in their guest rooms used more
energy than necessary and could optimise their usage to reduce energy consumption
(Hotel Management, 2019).

- Waste management: The Marriott hotel in Orlando, Florida, uses computer vision
technology to sort and recycle waste more efficiently. Cameras are installed at waste
sorting stations to identify and sort recyclable materials automatically. This has helped

the hotel divert over 50% of its waste from landfills (Waste360, 2019). The Citizen M
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hotel chain uses Al to optimise waste collection routes, reducing the fuel waste trucks
consume. By analysing data on waste production and collection routes, they can
determine the most efficient collection routes and reduce the number of trucks
needed for waste collection (Sustainability Times, 2019).

Water conservation: The Hilton Hotel in New York City uses machine learning
algorithms to detect leaks in their water systems, reducing the amount of water lost
due to leaks. This has helped the hotel reduce its water consumption by up to 5%
(GreenTech Media, 2018).

The Crowne Plaza Hotel in Copenhagen, Denmark, uses Al to optimise its water

treatment processes, reducing the amount of water wasted during treatment. By analysing

data on water quality and usage patterns, they can adjust their treatment processes to

minimise water waste (Green Journal, 2019).

Personalised guest experience: The Henn-na Hotel in Japan uses Al-powered robots
to provide a more personalised guest experience. The robots can interact with guests
and learn their preferences over time, tailoring their recommendations and services
to meet better the needs and preferences of individual guests (The New Yorker, 2018).
The Hilton hotel chain uses machine learning algorithms to analyse guest reviews and
feedback, identifying which amenities and services guests are most likely to use and
appreciate. This helps them tailor their offerings better to meet the needs and
preferences of their guests, reducing waste by avoiding amenities that are not

commonly used (Hilton, 2017).

In summary, Al can be applied in various ways to promote sustainability in the hotel

industry, from reducing energy consumption and waste to conserving water and providing a

more personalised guest experience. These examples demonstrate the potential of Al to help

hotels reduce their environmental impact while improving the guest experience and operating

costs.

A Case Study of Sustainable Business Model in Hotel Industry in Chiang Mai,

Thailand

Five Steps of Sustainable Business Model Development

This study focuses on transforming an approximately 140 rooms medium- scale local

hotel into a sustainable business model and Al-powered hotel in Chiang Mai, Thailand, which

includes five steps (Figure 1):
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Figure 1: Five Steps of Sustainable Business Model Development in Chiang Mai Hotel

Conduct Market Research

Y

Develop Sustainability Strategy

A 4

Implement & Monitor Progress Identify Al Integration Opportunities

Develop Technology Plan /

Source: Researcher’s contributed

Step 1: Conduct market research: To begin, it's essential to conduct thorough market
research to understand the local demand for sustainable and tech-enabled hotel.
According to a 2020 survey by Booking. com, 82% of Thai travellers prioritise
sustainable travel, and 75% say they want to stay in eco-friendly accommodations. In
addition, Chiang Mai has a growing tech industry, which could suggest a demand for
Al-powered services.

Step 2: Develop a sustainability strategy: Based on the market research, the hotel
could develop a sustainability strategy that addresses areas like energy and water
conservation, waste reduction, and responsible sourcing of food and materials. For
example, the hotel could install solar panels, implement water-saving measures like
low- flow showerheads and faucets, and implement recycling and composting
programs. The hotel could also source local, organic produce from nearby farms and
use environmentally friendly cleaning products. The Global Sustainable Tourism
Council has developed criteria for sustainable hotel operations, which could serve as
a helpful guideline for creating a sustainability strategy.

Step 3: Identify opportunities for Al integration: Once the sustainability strategy is in
place, the hotel could identify areas where Al technologies could be integrated to
enhance sustainability and efficiency. For example, the hotel could install smart
sensors to monitor energy usage and automatically adjust heating and cooling
systems. Al-powered waste sorting robots, like those developed by Clean Robotics,

could help to reduce waste by automatically separating recyclables from non-
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recyclables. The hotel could also use machine learning algorithms to optimise
inventory management and reduce food waste, as the Green Hotel in Amsterdam did.
The hotel could also consider integrating Al-powered chatbots or other customer
engagement tools to improve the guest experience.

Step 4: Develop a technology plan: With the sustainability and Al integration plans in
place, the hotel could develop a technology plan that outlines the specific systems
and technologies to be used. This could involve selecting vendors for smart sensors
and waste sorting robots, identifying software platforms for inventory management
and food waste reduction, and developing an Application Programming Interface (API)
for chatbot or other Al-powered services. The hotel could also invest in high-speed
internet and other infrastructure to support tech-enabled services.

Step 5: Implement and monitor progress: Once the hotel is up and running, it's
essential to implement the sustainability and technology plans and continually
monitor progress towards sustainability goals. This could include tracking energy and
water usage, waste reduction efforts, and customer feedback on the hotel's Al-
powered services. The hotel could also consider pursuing sustainability certifications,
such as Leadership in Energy and Environmental Design (LEED) or Green Key, to

demonstrate their commitment to sustainability.

In conclusion, setting up a sustainable and Al-powered hotel in Chiang Mai would

require careful planning, investment, and ongoing monitoring to ensure that the hotel's

sustainability and technology initiatives align with the local market and the property's unique

needs.

Sustainable Business Model with Al Technology

Here is an example of a sustainable business model for a hotel that incorporates the

use of Al technology to enhance sustainability and guest experience:

Revenue streams: The hotel could generate revenue through room bookings, as well
as additional services like dining, spa treatments, and tours of local sustainability
initiatives.

Cost structure: To minimise costs and enhance sustainability, the hotel could
prioritise energy and water conservation, waste reduction, and responsible sourcing of
materials and products. This could involve installing energy- efficient lighting, water-

saving technologies like low-flow showerheads and faucets and using environmentally
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friendly cleaning products. The hotel could also implement recycling and composting
programs and source local, organic food and products to reduce transportation
emissions. These sustainable practices could result in long-term cost savings and
reduce the hotel's environmental footprint.

- Key resources: The hotel's key resources include staff, physical property, and
technology infrastructure. To ensure the hotel's sustainability and Al initiatives are
successful, the hotel would need to train staff on sustainable practices and develop
and maintain a technology infrastructure that supports Al-powered services.

- Key activities: The hotel's key activities would include providing high- quality guest
experiences, implementing sustainable practices, and integrating Al technologies to
enhance sustainability and guest experience. This could involve developing
personalised recommendations for guests based on their preferences using machine
learning algorithms or smart sensors to optimise energy and water usage.

- Value proposition: The hotel would offer guests a unique, sustainable, and
technology- enabled experience that aligns with their values. By implementing
sustainable practices and integrating Al technologies, the hotel could differentiate
itself from competitors and appeal to eco-conscious and tech-savvy travellers.

- Customer relationships: The hotel could foster customer relationships by providing
high-quality, personalised experiences and engaging guests through Al-powered tools
like chatbots or voice assistants. The hotel could also communicate its sustainability
initiatives to guests and invite feedback to improve and refine its approach continually.

= Channels: The hotel could reach customers through online travel agencies, social
media, and its website. The hotel could also partner with sustainability organisations
or local businesses to promote its sustainability initiatives and engage with the

community.

Overall, this business model would prioritise sustainability and Al integration to offer
guests a unique and valuable experience while reducing the hotel's environmental footprint
and long-term costs. This is just one example of a sustainable value business model, and many
other approaches could be taken depending on a business's specific context and goals (Shukla

et al., 2024; Talukder et al., 2024; Tan, 2021).
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Five Sustainable Values Business Model

Elkington (1998) introduced the "triple bottom line" concept to measure sustainable
business performance. The triple bottom line measures social, environmental, and economic
performance. The business model aims to create value across all three dimensions in this
study. The design strives to use sustainable practices that reduce the environmental footprint,
such as implementing energy- efficient technology and minimising waste. This study also
considers social impact by providing training and development opportunities for the local
employees and engaging with local communities. Additionally, this business model aims to
ensure the business is economically sustainable by pursuing revenue growth and profitability.

Ludeke- Freund (2019) argues that sustainable entrepreneurship requires a co-
evolutionary approach, which includes innovation and transformation. This business model
will follow a co-evolutionary approach by continuously innovating and transforming our
operations to improve sustainability. For example, the business model considers implementing
sustainable practices in the supply chain and exploring new revenue streams that align with
the sustainability goals. Schaltegger and Wagner ( 2011) propose that sustainable
entrepreneurship and sustainability innovation are distinct but related categories. This business
model will aim to create value in both categories by pursuing sustainable innovation and
entrepreneurship.  This study will explore new sustainable business opportunities and
encourage innovation among local employees to achieve sustainability goals. By embracing
sustainable entrepreneurship and innovation, the business model aims to create long-term
value and positively impact the environment and society.

Regarding value captured and evaluated, performance is measured in terms of social,
environmental, and economic impact. Using indicators such as carbon footprint, employee
satisfaction, and profitability to assess the success of creating sustainable values. By tracking
and analysing the performance, we can identify areas for improvement and continue to create
value circularly and sustainably. Finally, the business model should be ensured to align with
the United Nations' Sustainable Development Goals (SDGs). To focus on sustainable practices,
social impact, and economic sustainability aligns with several SDGs, including goal 8 (decent
work and economic growth), goal 12 (responsible consumption and production), and goal 13
(climate action), by aligning with the SDGs to create the sustainable values and contribute to
global sustainability efforts. The innovative business model for the sustainable hotel in Chiang

Mai could be extended to include value proposed, value created, value delivered, value
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captured, and value evaluated, which this paper proposes (Figure 2): Five Values of Sustainable
Business Model.

Value proposed: Offering sustainable and eco-friendly accommodations with a focus
on reducing waste, conserving energy, and preserving the local environment; providing
personalised and technologically-enhanced experiences to guests through the use of Al and
automation technologies; supporting the local community by sourcing materials and products
from nearby suppliers and promoting local culture and traditions; and encouraging sustainable
tourism practices among guests and stakeholders, promoting responsible and ethical travel.

Value created: Creating a positive impact on the environment by reducing waste,
conserving energy, and preserving natural resources; enhancing guest experiences by providing
personalised and efficient services using Al and automation technologies; generating economic
benefits for the local community by supporting local suppliers and promoting cultural tourism;
fostering a culture of responsible and sustainable tourism, promoting ethical and
environmentally friendly travel practices.

Value delivered: Providing sustainable and eco-friendly accommodations with state-
of-the-art amenities and personalised services; supporting the local community by sourcing
products and services from local suppliers and promoting cultural tourism; educating guests
and stakeholders on sustainable tourism practices and promoting responsible travel; and
fostering a culture of innovation and sustainability in the hotel industry.

Value captured: Generating revenue through hotel room sales, food and beverage
services, and other complementary offerings; reducing operational costs by implementing
sustainable practices and technologies; building brand reputation and loyalty among
customers who value sustainable and eco-friendly accommodations; and attracting socially
and environmentally responsible investors and partners.

Value evaluated: Measuring the impact of the circular business model on the
environment, local community, and guest satisfaction; analysing the financial performance of
the hotel in terms of revenue, costs, and profits; gathering feedback and insights from guests
and stakeholders to improve the hotel's sustainability practices and services continuously; and

tracking progress towards achieving SDGs and other sustainability targets.
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Figure 2: Five Values of Sustainable Business Model (PCDCE)

Value Proposed > Value Created »  Value Delivered

Value Captured

A

Value Evaluated

Source: Researcher’s contributed

Conclusion

The research explores the hotel industry development of a sustainable business
model throughout Chiang Mai, Thailand, by incorporating artificial intelligence technology into
sustainable practices. The study designed a complete change process that would transform a
medium-scale hotel with 140 rooms into an Al-operated sustainable hospitality operation after
the recovery of the pandemic. This research analyzed various content elements, starting with
Al sustainability methods and moving through Al implementation barriers together with
detailed applications of Al for energy efficiency, waste reduction, water resource protection
and customer- specific personalized service delivery. These elements demonstrate how
technology is vital for businesses to enhance environmental stewardship and operational
performance.

The text evaluated the future possibilities and the multiple obstacles that Al systems
have introduced to hotel companies since the start of COVID-19. It took note of personnel
replacement challenges, security matters, monetary implications and technology reliability
concerns. A five- step sustainable business model development framework with market
research as its first step was introduced, with sustainability strategy formulation, Al integration,
technology planning and implementation, and a continuous monitoring framework, offering
practical guidance to hoteliers and policymakers.

Besides, the study advises improving the skillset of employees with specific courses in
digital fields, program monitoring and data safety, to facilitate Al adoption in each department.
Because of these strategies, employees will adjust well to Al-driven changes and use Al in

different areas. Research findings also point to customized strategies that fit the size of each
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hotel. It is possible for large hotels to automate their systems and invest in smart infrastructure.
Medium- scale hotels ought to use smart energy management systems and guest service
chatbots that are easy to adjust as needs change. On the other hand, small hotels might use
cloud-based reservation software and property management software which saves on costs.
Because education is delivered in stages, both inclusivity and sustainability can be guaranteed
even if resources are limited.

Researchers created a sustainable business model canvas that includes vital
components comprising revenue streams, cost structure, key activities, value propositions, and
customer relationships. The model incorporates Elkington’s Triple Bottom Line framework and
extends to the Five Sustainable Values Framework for comprehensively understanding
sustainable business development.

Applying sustainability strategies integrated with Al creates successful operational
improvements together with satisfied guests and allows hotels to directly help achieve
multiple United Nations Sustainable Development Goals (SDGs) 8, 9, 11, 12, 13 and 17. The
hotel industry of Chiang Mai presents a game-changing opportunity to implement sustainability
practices together with innovative technologies for achieving economic as well as
environmental and social value. As a result, if Al strategies are tailored to different hotel sizes,
focus on strengthening people and make sustainability central, the service-oriented model in
Chiang Mai could be greatly improved. The case shows that other regional hotels can adapt

to develop responsible innovation methods for long-lasting sustainability achievements.
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