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Abstract

The research on “Hotel Development Strategies for Competitive Advantage through
Creative Management Innovation” aims to (1) analyze the concepts and components of creative
management innovation that influence hotel development to achieve competitive advant age;
(2) study strategies for applying creative management approaches in the hotel business,
including operations, human resource management, and innovative marketing; and (3) propose
strategic approaches for hotel development to create added value and long-term sustainability.
This qualitative research examined literature on concepts and theories regarding hotel
development strategies for competitive advantage through creative management innovation
and analyzed data in terms of content. The results revealed that creating a competitive
advantage for Thai hotels in the digital age requires a creative management innovation system
that emphasizes the integration of creativity, technology, and database management to increase
operational efficiency and create differentiated customer experiences. Hotels that apply this
concept to their operations can enhance service quality and reduce costs, while human
resource development and innovative marketing foster a learning organizational culture and
customer loyalty. Furthermore, the strategic approach to sustainability emphasizes the creation
of an innovation ecosystem and collaboration with partners. and integrating the concept of
creative economy with environmental, social and economic sustainability. The study results
reflect that creative management is an important tool in raising the competitiveness of the

Thai hotel industry to the international level sustainably.

Keywords: Hotel Development Strategy, Creative Management Innovation, Competitive

Advantage, Human Resource Management, Innovative Marketing
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lugafigramnssunisioadsuaslsusuvedlnemdoifunisutsiuiisuusaitlussduUsana
wagszaulan ﬂaqwémsu%‘mﬁmmﬁﬁqa%’wasiﬁ (Creative Management Innovation) nanedu
in3asflodAnluntsndnsulilsusuanansnadsanuldiudsunansutedueseddulaaangluuiun
figuslaafinnudesnsivasuulategesnd weluladadvadunivnumdfey wazuuifniEos
AudsBu (Sustainability) WWnaefusnpsgilvidvesnisdifiugsha (Tidd & Bessant, 2021) winnssy
MsUIMsdansdeaineassd mneda mIdnuazesnuuunszuIuNIUIMsludnuarlmifidunsld
anuAnaisasAsaniumaluladuazanandrlanginssuguilae ieusuussnunmnisuImsiiia
UsyAvEnmmssidiuanu uaraiissraunisaifiunndnsliunignd (Drucker, 2022) wuamsiilaiidies
Pranduyuuaziiuneldviiiy widmsenssduamdnvaivesusud afreanudnivesgndn ua
Yengnanninsdiuyemesulatduazunanvlosuidvia (Kotler & Keller, 2016) lsausulnelagianizly
nausERunaaiaszsuuLldBininagnsnmsuimsdanisideaiiassdanlflunarnvatesuuu wu ms
sruulgyusedug (A) unldlunisuimsveainuazuinisgnan AMseonRUUNLITH Sadnwel
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L%auimﬁ’usqmuuazLﬁi@gﬁaa%’waiiﬁ (Creative Economy) (Poon, 2020; Tourism Authority of
Thailand, 2023)
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Uspiiuiifanuddydanagns iesnannsaaine “auelval” Tiiuesdng fislufifvossyansnm
N9EINT ANUTRINDLAYBINAT wavn1sadsdadosdeuiniunainlan (Prahalad & Ramaswamy, 2024)
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wazn1zeanuuuuleusuimsiidalemaliiinnsadsassdluynszduesesdng fulu n1sAnwina
g9 NITHAIULTIIUEIUUTANTTUNITUTIITTANIST 9T 198556 FellanudrAgyronisensyauln
anuaRnsatunswisduredssusulvglueuian uarausaduuuimnsliusenounislugaainnssu
U3n15u thlusuldifieasrayariiinesnedsdu (OECD, 2022)
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1) wwaAnAuliUTeulunswistuvedgsialiwsy nseukwIAnAaadnvesrulmuseuluns
ustueBunernuyaesvenagnsnsutsiuly Wy madudindhusunu amnuuenss uaznnssadi
Porter, 2019) @sluviungsnalsusuty n1sad9auuAnNAIK I sEaUNITAIUT T UALA (A
o15ual Snfimnudidnunnnimsudsdusunanissedufen. ludndunis wwndanineinsgiu
(Resource-Based View: RBV) ienuldiisudaduifnannineinsuazauansnsofifiame wld
N LBeuLUUEIN wardnnisléd (Bamey, 2019) seoifiosain RBV wwidnauaiuisanada (Dynamic
Capabilities) e5uUnBANLEINTIVEIRIANTIUNT "Weaiu-adelena-UsuUse’ Munansanimuandoud
funau (Teece, Pisano, & Shufen, 2017) Savangfugmanvnssulsausuindgyimaluladuaznginssu
Fuslaaiivdsuss

2) wInNTIUMIUIMTTANTBET9E3A WINNTIUNTUTMTIANTUNETINITARALIULUUNTT
Fannsluel 9 wWu Taseadransviau assuaunsdndula ssuuusegdle viendnufdAnuandnaaniis
agellludAny (Birkinshaw, Hamel, & Mol, 2018) Tugsialsausy wwRaInadenlusfunisesnuuy
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MuUIns Msdanisesdaud waznsysanmamaluladadviadniunsruaunisuins weata
mwméaaﬁmmznm’%auiaEhwial,ﬁm (Nonaka & Takeuchi, 2019) n15unsauAnLATEIRaUsEaUNIT
(experience economy) WnrauAUMsIANsTIEllssusHEnsEiURMIATIgNATUS andudn/u3nns
g Uszaunisalifiaumane (Pine & Gilmore, 1999) Tun1wsau uinnssuni1suimsdanis
Beaduassarenislimudnaisassddudduiedounsiasuuvandeszuy bildudnsuiudss
intoy

3) N150DNLUVUINITHALNITASNANAITIN NTOUANUTNISEALNLNRINAMALAAIINNTTH
Uduiusuaznisasiesiuiuseninad viuinisuazgnen (Prahalad & Ramaswamy, 2014; Vargo &
Lusch, 2024) lugsialseusy n1seenwuuiduniaussaunisalignan (customer journey) n15lddaya
anduiteufundainisuuudiuyeea uaznadaiuiilignddduslumsosnuuuuims dauduna
grdfideulesiunufianels mudnd uagnsuense. fRvesuinnssuuinisdinseungulasiaiianis
a¥1enmA1 NTEUINNTUINNS AnuaNsaveantinaL uazUduusfugndn dsiesenduniseoniuy
WUUB9ATIY (den Hertog, 2020)

4) MaABUKIUAT N3danseld uavainsnlaafimas msUssendldmeluladnaaidu
wilavesmsadrsdelmuseululsausuaielu lddasidussuunmsdanisseld (revenue management)
nsnennsaiguasdsedeyavunelng sy CRM uazuwanvlesueeulatiifienisviouaznsieansiu
anA (Sigala, 2018) UUIAA tourism g Smart Hospitality 1Wun1sysannsteya aunsaldanies uay
sruudeudeuuudealmiiioataszaunisallisesdeunsmdindulaiiedeya (Buhari’s, 2019) Bnvis
narusuiuarszuuSnluiiRnusuIdlunuuinsusUssnniinaseisUss Ans a1 dunu uaznis
Suiamunw (vanov & Webster, 2019) usidnilusisseanuuuaunaszninenaluladivannudunywe
iiesnwirnaudutueasmnueuguuesu3nig

5) ufnnssudn mafanmsnnud wasanudidu wuaAnuinnssuda (Open Innovation) 341
asdnsliududesiomasdanuinielusiniy uimadorlouaieteiusiing anindn umine e
LAYYNTY LTlBI3IAIIIEUALANNMIBINITAIETIA (Chesbrough, 2023) Wlaysann1sfiusEuuns
Fansauduuunyuisusnineniuileetdouasdauda (SECH) asdnsaziinmsiiouiodsiaiilos
(Nonaka & Takeuchi, 2019) Tuaaiziaeaiu ﬂiauﬁﬂmm%ﬁuua%mﬁﬁmaé’wﬁ (Triple Bottom Line)
ﬁzﬂmmﬂiaaﬂqummmswaiwamammmmm dapa uazdswindey (Elkington, 2017) dslulsausy
doulostunsdanisndsu 1 veade n1sdndoisuiinvey uarnisidusuiugueu Tasfemun
azviounaulunmuaunususnazauliUSauszaze

6) Waianagnsamsulswusulng 31nYanguiwasnuITedneiu aunsadunsisiledanagns
1991 (n) T5aUsuAIsEAULUIAR RBV Way Dynamic Capabilities Wewauiauaiuisafieindanis
WEULUU WU TUsTINUINIT Toyaanan wazsvuunisiseuiniely; (1) 19 management innovation
dleusulassadauaznszuiumsividosonismaaes-i3audiis wu lassadauvuadosuads fuduane
o waznalnussgaladeuinnssy; (a) amuluddanazaunsvlvgduiosnszdumsdndulauas
Uszaunisalgndn; uag () fennudsdunaznisiamnegsaseuaguidudiunisvesteiauonae
Wleadremuunnisiaenndesfiuanuamanislsivestiuslna (Buhari’s, 2019)
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lonansuazuvasteyailivszneuse wilsdolnnisuasdismianisuimsgsia msdnnng
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2) meRmdanianans mdnidenienansldinasifaeluil 2.1) auaenndesiuinguszasing
FWoenasdesdidomifsatestu nagrsmaimuilsausy anuldiuieulunsusiuresshalsus
winnssuMIImsdansideaineassd nmsdanslsusuuasnsuinislugnanmnssuvieadion 2.2) Ay
UFefiovesuvasdoya iuenansinnaininsansivinig annmdndn aaidunsdine miisnuves
$5 wieesAnsTldFunIsBensy Hun1siansandunses (peer-reviewed) 2.3) anusiuassvoniion
TanuddgyfuenarsidaiuilutisUssann 10 Ik wiendunquiddyisndudeddlunseu
uuAn 2.0) aArwanysaivesteya deaduenansidteyafivamedmiunisiinsgiideon a1nns
dndonlnglfinasisaina denansioun 60 5163

3) nMsAseitaya n1sdeseiteyalinszuiunisinsesiidenidsemnin (Qualitative
Content Analysis) Uszneusietunousollil 3.1) mseruenaisedsazisen (In-depth Reading) 3.2)
N1SMMUAMIIETIATIEY (Unit of Analysis) 3.3) N5W159a (Coding) kavdansnany (Categorization)
3.4) N13d1AT12AUsSTLAU (Theme Synthesis) waz 3.5) n1sfinuuazasuua (Interpretation and
Conclusion)
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4) auu@enevasdaya Lielvin1sideianuindeie idudiunisdsil 4.1) asivaey

[ o

AN deiievelwnasteya (Source Credibility 4.2) NMInsI9dBUYDYAL UL (Triangulation)

4.3) N33 UNANT09508MTIATIER (Audit Trail) wag 4.4) N5IRVTIARAINTIIAUAIUYNA DS
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aguluszuy; (1) MIusnsianisuugiudeya (data driven management) s?fqmamqmmﬁu%’auua
waAnssNgnA umasraunisal waswansiudunuuuuSealnl Weldlunsdedulafisniiuas
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Auinans saudnoudin seriradiin sufmdadin Tegduddvagnysannisiieliuinislisessio
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TanadiedadTaiidouleesold Aranufionsla uasdununisduduau fourenegvateany
wionszuunuuUnZsunnseuUlasnailovandengUasauazuiunagniedisreiios heian Tsausy
Fa¥resuianssunsusmsfigEuld avavaumliiuouddasiadg Ranadwsnadulssaunisal
anAn UseAnSn1mnnan1stiy azanudavgusionnuiuriuvemanaluszere

aAUsI8Na

afunenamsfnwinagnsnsiawlsusugaulmuToulunsuisturiuuinnssun1susns
fanadeaiassdnmseiuneranisinwadtuiyaienlomanisifedfunnAnuasnguififedos
iioeSursuwmenisairennuliiuTsunamsudediuvoslssusuriu nsihuinnssunisuimsdans
Feadrsassduliludanagns InseAunelinseuaquinguszasdisaude Tiun nsiinses
29AUTENBUYDIUTANTTUNITUTINIIANITIAT19ET3A N1sUTBENALINALNSITIET19aT3A wavnsiaue
wamamswannlsustlissdu (Hamel, 2016; Tidd & Bessant, 2021)

1) MFIATILVULIAALALBIAUTENBUTDILTNNTTUNITUTNISIANSTIATNATIANANITIENUT
WINNITUNITUIMITANITIEI9E5IAUTENOUMEUNIAAYAN 3 AU LauA NMSAATNaYNSTIET19a55A
(Creative Strategic Thinking) n153nn1sesAnswuullasuauUasunlas uaznisinnaluladunld
Tun15UsM1599n13 (Digital Innovation Management) (Nonaka & Takeuchi, 2019) LnARidenadas
funguives Schumpeter (2019) fverinuinnssudundasdoddnlunisaieauldivieulunis
uety waratuayuLLAARYEY Barney (2019) AT minenaidiuussey Wy AnufAnadaassduas
psAm 3 Wun$nensiendzdeunuy Inihlrlsusuannsoaiunuunnisegisdsduluna

2) nagnsn1sUsEenAliuinnIsuNITUINITIANIST @198 33ALUgINNTUINIINNANITAN Y
wui Tsausuiiszauanudisalunsuvstusinldnagniuinnssunsuimsdansluaufifdfny Toun
(1) munsaniiuau Inenmsldmaluladuagszuudansos WU sEUUNITIANITNRINN N1590%00ulaY

a

LaZNTIATIENaLAgNAN diewfiuusyansnmlunsendiusu (Sigala, 2018; Buhalis, 2019), (2) #u
MsuivnmineInsuyed lnensaireiausssuesdnsfiduaiunnuanaiisassd madous wazns
fiaunogsreiilea (Amabile, 1997; Drucker, 2002), kag (3) sunmsmanadauinnssy Ingldnagnsnis
doansuususiulszaumsaignduasimaluladfdiia (Kotler & Keller, 2016; Pine & Gilmore, 2019)
msuaunagnssamiuidmalilsusuannsonouaussaufoansvasgniildeseiiussansam
waras1eANNANALUSEE¥81) (Prahalad & Ramaswamy, 2024)

3) uunaidsnagndifteiaulusugauduuazyarifiusyezen kamsAnuTin wuamns
FanagnslumatmulsuniidBudenysanmeiifvesninngs malulad uazarmdsdunsdsey
wameddnsEneuse (1) msadssuuinauinnssluesdng weWelenaliniinauynseduls
iauouAnlyl wagiannuinnssuisnzaufuuTuneadns (Nonaka & Takeuchi, 2019), (2) n1sa3ns
WuﬁﬁmmdﬁsﬁaL‘ﬁai'wﬁ’uﬂ’wmmﬁmﬁ’m%uasu’%mﬁmwﬂm (Chesbrough, 2023), wag (3) n1511
LRANTRILIeg198 i ununsau Triple Bottom Line unldlunisusmsdnnis (EL kington, 2017)
LLu’J‘VI’NLﬁ/ia’]uﬁli’.lﬁlslﬂiﬂLLiiJﬁ’llJ’liﬂ'iﬂ‘H’]ﬂ’J’]ﬂJlﬂL‘UiEJUWNﬂ’]iLL“UWNIG]E)EJ’NJJHﬂQ wouTafisyan1nig
AIswgRalazaisHansEnUBINFodinLLArAIINF DN,
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anunsaagulaidn nsedUsenanIsfnwaTadagiondn mstiutanssunsuimsdanis
Feadreassdunly unuimief Tuszans amlunisadieninuunnaaniag snanazensziu
Tamnuansavedlsausiluszozen Wenaudrfumeluladatelmivazuuimisanudadu lsusuaz
ansnsnasanmlmiiededuilng esng uazdsauldetnsauna (Porter, 2019; Tidd & Bessant, 2021)

Ualauauug
1. Yaiausuuziuleuns

1.1 masgamsinviuleuivdsasunisihuinnssunildlugsialssusuegaduszuy Tngane
nslansUsslenineanendeRunuatvayulassnisuianssuiisjatiunisenssfuaunmnisuinng
wazmswaumeluladAdvialugnanvinssumsvieailen.

1.2 asdnssqudarudmdadmutnnssunisuimasanissenineniasy naenty
wazaanTunsine WileadseadauiuazuaniUAsuluIvInsUImMsdainsassananansathluldls
933lugsnalsuy

1.3 masinuaulouisdnasuniswauilsawsueg 19898y (Sustainable Hotel Policy)
TagysanmsuwiAndudainden ndanuazenn uaznisiaiusiuvesyusy Welilsusulvedulals
oghaiundluszezen

2. YalAUBLULITIIVING

2.1 aandunsinwazinifemsiauivdngnvioesdausfiduuinnssunisuins
Jnn1sBsaireassd ieldlumsimunesdmnuilyel q Wfuduimsuazynainslugaavnssuuins

2.2 msfimsitediuduiefunansenuvesmaluladfdna wu Uy Usehvg (Al) wse Big
Data figUszAnSnmnisuimsdnnisuazanuiianelavesgnanlugsialssisy

2.3 MsfnyITelusuanAlsvgIgveunNsiUTsUgusEnIelsastluninimcie g e
sedusne Wieldlannuuaniadunagniuasuinnssuidmareanuduiomagsia

3. daiauauuBIUg AT

3.1 gusznaumsisausuaisduasulminauynseauiidunulunsAnuasinuuinnssy
Tnednsafinnunienmsinauanziasuuianssy (Innovation Taskforce) iiesznuuuafnlualeg
TunsusmsInng

3.2 msdunaluladndviaunlilun1sdans wu ssuvuimsgnatduiug (CRM) seuuuinsg
n3nensyana (HRM) wagszuviinsgidenagnd ilewiuussansnmlunisdndulanisgsia

3.3 Tssusuarsadnsdausssuesd nsiidasumsasuntas TnsufunisiSoussiuiu
msuanasulszaunisal wagnslissTauniminauifanufnaisassavienaunuinnssuiiviedis
ARAINNGIAR

3.4 arstvunditianrudi$avesuianssy (nnovation KPis) ifipiau wielvanunsofinau
wawaziaLnagnsldegarailedlusyezen
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