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Abstract

The tourism and hospitality industry serves as an essential economic driver in
Thailand, representing a crucial source of national income. The COVID-19 pandemic caused
a significant downturn in economic activities and resulted in considerable changes in
consumer behavior—external factors that are outside the control of individual businesses
but have far-reaching effects on the sustainability of tourism ventures. This study aims to:
(1) examine the levels of customer relationship management capability, market orientation,
innovativeness, organizational agility, and organizational performance within Thailand's hotel
sector; (2) analyze how these capabilities influence hotel business performance; and (3)
develop a performance model relevant to the hotel industry in Thailand. A mixed-methods
approach was adopted. The quantitative component included a sample of 360 hotel
executives or owners connected with the Thai Hotels Association, chosen through a multi-
stage sampling method. The sample size was determined using a ratio of 20 cases for each
variable observed. Data were collected through a questionnaire and later analyzed using
structural equation modeling. The qualitative component involved in-depth interviews with
20 key informants, which comprised hotel entrepreneurs, association board members,
presidents of regional associations, and honorary advisors. The results revealed that: (1) all
five constructs—customer relationship management capability, market orientation,
innovativeness, organizational agility, and organizational performance —were rated highly;
(2) each of the first four constructs had a statistically significant effect on hotel performance
at the 0.05 significance level; and (3) the resulting model, termed the “20CMI Model,”
includes Customer Relationship Management Capability (C), Market Orientation (M),
Innovativeness (1), Organizational Agility (O), and Organizational Performance (O). Qualitative
findings further emphasized the importance of digital transformation to improve hotel
performance. This includes incorporating advanced digital technologies to enhance service
efficiency, utilizing artificial intelligence for customer interaction, and aligning services with
consumer needs and global standards. Additionally, enhancing staff skills in information and
communication technologies was deemed vital. The study provides practical
recommendations for policy development aimed at improving the performance of hotel
businesses in Thailand.
Keywords: Customer Relationship Management Capability, Market Orientation, Innovativeness,

Organizational Agility, Organizational Performance
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Kaiser — Meyer — Olkin = 0.962; Bartlett's Test of Sphericity = 6675.951, df = 153, P-value =
0.000

MInsIRaBUANLdIRUS szl TdWszdntnnaRliviinsAnulunuudassaunis
TA5983197 98015957980 UA1dUUTTANS anduius wuuLResdu wud faudsidasesnyid
AwduusuIndige Ao nstadugndi (CTFO) AunisuszaIuusEnInemuigsu (IDCD) da
FulsrAnsavduiudivingu 0.798 Fednuazassnuduiusiinandilineliaadgyminduusd
UszdnE 7 vin1sfnelusuudiassaunisiassasdrud sadud avnuduwus duuinfuly
Multicollinearity (A1 r 1A 0.80)

2. BNFNATDIAMUAINITONITIANITYNANTIFURUSAIN N15H BUUAAIN AINNEAIUITAN

a

winnssu Armadesiivesesdnsitidenansidunuvesssidlsuslulsemalng nan1siiase
WU éTa"L;Jﬁmmaamé’aqﬁ’u%’agaL%aﬂizﬁ’fﬂﬁmiwzfjﬁﬁwaﬁaﬁﬁflmmiéf A X7 = 486.61, df =125,
P-value = 0.00000, Relative XZ = 3.89; GFI = 0.87; AGFI = 0.82; RMR = 0.039; SRMR = 0.015;
RMSEA = 0.090; P-value for Test of Close Fit = 0.00; NFI = 0.98; IFl = 0.98; CFl = 0.99; CN =
127.39 sredigauiinAadaneaeumunaunduunfaziunaeinsUssfiufing wHaENARIEADY
Galdunen Y2 A1 Relative Y2 A1 GFI @1 AGFI fin RMSEA A1 P-Value for Test of Close Fit wagfin
N SalaisnunasinisUssdudeidafiedn wwudiaesaunislassadinuanufigiu (Hypothesis

Model) elifinunaunduiudeyaidsuszdny (Model Non Fit) Fedsnarilinisussanuan
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FuUseansansnalunuuinassndaliiirnuindedeaaneiiazilUlglaas
lunabiiauaenndesiutayalieUsedng @anmi 2 warn1sen 4

Y

Chi-Square=91.24, df=75, P-value=0.09771, BRMSER=0.025

Va v =

H33839lavinn1sUSU

=

) | 2051

&>

NN 2 LLU'Uﬁi’waaqam’ﬁimqa%’wﬂ%’uLLf’fLLazﬁwmﬁmmaamé’mﬁu%gaL%QUiz%’ﬂﬁLLamL‘flu

AZLUUNINTFIU (Standardize Solution)

a a s
A5 4 NAUTETUIUNITULRDT

fiandsnu R? | 8vawa | A2ua1usa | Mgy | A27uE1unse Ay
A153AN1S fan 14 ASDIAIUDY
ANALTY (MKFO) | winnssu 99ANT
FunNusnIW (INCB) (ORAG)
(RMCB)
ANNAGDIAIVBY | 0.72 | N9RS 0.18* (1.99) 0.60% 0.34* (2.84) -
99AN3 (ORAG) (6.51)
NP - - - -
Tagsin | 0.18% (1.99) 0.60% 0.34* (2.84) -
(6.51)
NANNSALHEUY | 0.90 | NN9RTS 0.25% (2.51) 0.30* 0.22* (2.20) | 0.24* (3.53)
UYDIDIANT (3.65)
(ORPE) Neoeu | 0.12* (2.48) 0.14* 0.08* (2.21) -
(2.97)
g5 | 0.37%(2.25) 0.44* 0.30% (2.90) | 0.24* (3.53)
(6.05)

wuuassaunsiassaianlaiauwasUTulALay (Adjust Model) dmnuaenadesiudaya

FeUseand IneRarsananaradaninageuls fe X?=91.24, df = 75, p-value = 0.09771; Relative
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Xz = 1.22; GFl = 0.97; AGFI = 0.94; RMR =0.0070; SRMR = 0.018; RMSEA = 0.025; P-Value for
Test of Close Fit = 1.00; NFI = 1.00; IFI= 1.00; CFI = 1.00; CN = 421.16 4 ss1utnausi n 17 L&
Avuall HaN1SNAFRUANLATIN NHANTITUARAATRITUANIRFIUYNTD

3. dnauewuuinasananisaiiunuregsialsusululssmalng nsinseiadausunn
LAZLBIAMA N WU NasATuuvesgsialsauwsululseinalng Usenaume ANausanis
IAN1TNANTIFUNUTAIN NMYATUARIN AIUANWITANNUTANTTY UATARBIAIVDIBIANT ¢
LLuaﬁﬂﬁycﬁﬁjsﬁﬂa%NLL‘Ude’WaaQ “20CMI Model” (C = Customer Relationship Management
Capability, M = Market Orientation, | = Innovativeness, O = Organizational Agility, O =
Organizational Performance) dusiavasAusznouiiunumidenagniiideslesiuenaiussuy (5u
MnANLEnsaluNIIAnIsgnA B sduiusa i velsdnsaansasIuIn Tiesed uadld
Usglovinnteyagnaldediefiuszansnm dwalianunsneenuuuuin1sinsamuaudomnIsves
anduazaisanudndluszezenldedeaiuszanine vasifioatu sadnsfifinisg adunainas
ansanevauesienslasulaswewmaaldegnniunan siumsileszinginssuvesgnAiuas
G yufsnsUszannuniglufidedensdindulauaznisuiunagndeseaania fanuannn
Hauasuliosdnsinruadesunidy lnanzegeduilossdnsfeaundayiuaall wiueu
YPIANTNLIAFOUNITIAD LU A1IELATYFAINUNIUNTRANIUNNTAUNITUNT T2 UIAVRILIATEUA
wonanil anuansaniauianssudadiunuindrdalunistundouanuaiusalunisut dunes
23ns lnemsiamnwdadaeiival q nslénaluladifiowduysednsanlunisumsdnnig wazns
duafunginssuaiiasdlussdng siliesdnsianudavgulunisnevaussionudonisi
Wasuuaswesgniuaznanaldiogieviuviaei il amanansnvieaud Tiud N153ANITQNALTS
s nmsaiunaa uazuianssy azdwasionsAAAdeITITRIRIANT Feazthlugia
mMssndunuiilaaaulufifiang 4 017 fun1siiu sugndn sunszuaunisnielu uazdiunis
Bouduaziivln esdnsiidimunassiigaazansadadula Usuwaou uazdudunagnsldesisdl
Uszansamuaziiuna sadusudnvasiidfsonnuogseauasaudisavesgsielsusulugai
fnsudedunazmaiasundasgsedsdeiosisnmi 3

£ Awawsamsdamsani
1GOAUWUSNIW
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Y anwdusaiunis

J

¢ AUTULIUYIVESAD
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ATH 3 20CMI Model



IFNINTIILNMIVIAININ@U T 15 2L 3-4 (NINHIAN — TUIAN 2568)

aiusena

NHANTTITNUIT FEAUTDIANAINTONTIANITYNANTSFURUSA N N153aiunann
AUENLNTONNUTAINTTU ANUARDIAIVDID9ANT waskamM AL unurassshalsusululssmealny
oglusziuunn uandiiudsfnenimuesgsialssusilunisusuduasinnnegisselidowinunans
anmwndenfiUAsuntategends esdnsfifimsdnnisgnAnidsduiusnmedneiussavsainiin
aunsaTIuTINdayangAnssugnan Jes1en wavihanlglunisimuiuinislinsennudeants duwa
soriiswelauazanuindvesgninluszozen Gedwmadennudisalulifsuselfuazaudadu
¥8103n3 Tnenansinwaonadasiuaiues Junior et al. (2021) Fedliiudsmuddruasnsld
asaumanazmaluladlunmsinnsanuduiusfugndn fanmsaasunudavguuazaaoialy
msuimsnldegsdiussansam luvusifeatu majadunainvesgsialsusudiogluseduuin
wansliiudanisiimnuddydugnandugudnats wazanuaiuisalunisnevauessoniy
WasLuUasweInaIneg1siuasi nsyadugndn quis waznsuszaruaungludia vilinns
Nuusunagnsvesasdnsiullegrsdaveuuazusiug Jstaoifiunnuadesivetesdnslunnizns
urladuiigeedneds Tnsamzluaniunisalings eadnsiianunsatdeyagniuniiesiest Ussanana
wazthluldmvuanagns avannsefuiieduaudsuazduisoannsalldedasnds il
HANTTIVUATUAY 91T Randy et al. (2020), Taeyoung et al. (2019) uag Aysegul et al. (2022)
fisgyinmajutiunanlifiewsdmadandonanisdiiuanuigy uidsunalnesnai
AgasialunsuImsiitaelfesdnsutsiunaniulnldosnediiu venani amuansomeuianssy
Aflunumd i dsadennnuauisalunsaiunuduieady deludundasus n1snan
n3EUIUNTT wazwgAnssu Tnslawizlugailmeluladuazaudesnisvesgndddsuutasesng
a1 ssAnsiansaiauuiansainilddeiies avanusnanduyu WnUsEAnsnm uagai
auuansslunaialdegedaau Wad aonndestusuideves Rima & Zahid (2023) uas
Calantone et al. fisnadusufisunumvesuinnssulunsifisdszansamanssuiuany uavdaasy
Tidneulaseulunsudsduvesgsialswsuluszazen wazauaassiivesesAnsdinadudi
wsddnifunumidnagnslunmsideslosiiadefamadrsiudrgruanisduiueu Tngednsds
spiumuRdesiguinannsanevaussiensiUAsuLlaslfodnsinigs USunssuaunsuaznagns
THaenndeafuanimmannuazwgAnssuiuslnaiuasunUasegiane

JoLaUDIUY
Forauouuriimuannndosiunanisideiiiininuannsanielussinsdutladeduinieouna
nssiiueuegaiideay wistiludesdndiuauddyauuunndrsnainuwazidusrunum
Y89M3aRIY (Mediation) vesnnuAsesiIvesesrng mskiaiy fil
FoLAUBMULLINIVINTG
AdeilatuayuuasBudunuuemguiaanuaiisonate (Dynamic Capabilities View)
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