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Abstract

This academic article presents an analysis and synthesis of approaches to enhance
service quality in Thailand's freight transportation business by integrating theories of service
quality, logistics management, and technological innovation. Through systematic literature
review and current situation analysis using SWOT Analysis and PESTEL Analysis, the study
finds that service quality enhancement requires an integrated approach across five key areas:
service excellence, competitive pricing, modern technology application, network coverage
development, and service flexibility. The article presents a conceptual framework and
development strategies for each area, along with case studies of successful implementation.
It recommends that entrepreneurs and policymakers invest in digital infrastructure, develop
human resources, and promote collaboration between various sectors to elevate Thailand's

logistics system to international standards in the long term.

Keywords: Service Quality, Freight Transportation Business, Losgistics, Technological Innovation, Customer Relationship
Management
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1. Kerry Express Thailand ussnlaunalulad Al waz Machine Learning unlglunas

PR UEUNNTVUAILAZNTAIANTIUTNNER vilianunsaiuseansanlunisdndeiazan
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