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ABSTRACT

This academic article studies the changes and trends in the accommodation business in
Thailand through the integration of the 7Ps marketing mix concept with the principles of
Marketing 6.0, emphasizing the roles of smart technology, customer experience, and
sustainability, which are crucial factors for building competitive advantage in the digital age. The
study's findings indicate that (1) the use of artificial intelligence (Al) and big data allows businesses
to implement dynamic pricing more accurately, enhancing revenue management based on actual
market demand, and (2) the application of Internet of Things (IoT) technology improves service
efficiency, such as in smart building systems, energy management, and customer safety. The
analysis shows that the combination of these two concepts enables the accommodation business
to create shared value with customers and society while increasing competitive flexibility in the

rapidly changing digital economy context.
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8. msldvoya (Data Usage)
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9. 3YTITULATHIAL
(Ethics & Social Responsibility)

Tluunansenun1edpuse
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#nuuwazdInaoy (CSR, ESG,
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10. JULUUBIANS

(Organizational Structure)

1ASEs B UUAAUTY
(Hierarchical Structure) ag
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Tnseasrsuuuide @euloandene
(Open, Networked, Co-Creation
Model)

11. unu e Llulad
(Technology Role)
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12. §AANude8y

(Sustainability Dimension)

Laigjatiunmsiaulnagnedadu
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13, fegnsuszenaly

(Example in Practice)
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14. UnUMYBIGNAT

(Customer Role)
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15. YR IRBAMAN

(Value Perspective)

wesRauAludmaUselenivnng
LASYIND
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913318] (Human-Centric Value)
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nMsmaIakUUR AT unItngaagnsdoanaidegsnssy lnen13nan 6.0 duaiunisfidausau
vosrfuilaalugiue “diwainua” dudemsddtaasnsdoasuuuaesnns uenanidsaing
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33NN (Lodging Business)
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A ugrudud ogorde n¥ouaiuuszaun1saiv i Wy aruaren szuuinwiaiiudasnfe
waznslsiunsiduiing (Kotler & Keller, 2012)

2. whumsasemuiianelavesgnan (Customer Satisfaction) NsumsANudURUSAUgNAT
(Customer Relationship Management: CRM) v usialaddey 1 esanarnuiianelanzdna
sennsinaulawguaznisuanse (Parasuraman, Zeithaml & Berry, 1988)
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uanant Foud AT (2566) Idvinisiisudnuusianizueadiinusudn Avnusuiieuaudd
funnsnandudussamau o dail
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6. FunuAlTI107 lainsii (Cost Determinant) UFn15v0sl5ausuAINITAUA BuUUasle
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