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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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5.3 Msa¥anudangulunistise Ry fawssuuiisesiuisnisdisetuiivainvany Wy
N1397158RuUaIeNI9 NMsHaudITE NTenslvanakuAidva wSouaaunszuLiisyduiivasasde
wazazaIniuiiedi Oliveira et al. (2016) wuinAnuBanguuazanulasadelunisdrsztuiy
Yadeddnyfidmarenisvensuwavaufimnelaluusnnsladafnd

5.4 N15WAIWY Dynamic Capabilities @519A113@1150v8989AnsIUNTUSUMIBE19TIA5 0B
ﬂﬁL‘U?ﬂlﬁluLL‘UaﬂJaﬂaﬂ’lWLL’méJEJin’Nﬁﬁﬁf\] L miﬁmu’lizwﬁmmmﬁuLﬂﬁaugmwumi
Tiuinnsldedssaiilunsdiifinimgnisalliaiafa 1wy Sosssuviinienisszuinvedlsa
Teece (2018) L@u®31 Dynamic Capabilities 1JutladodrAglunisasisaulauioumenisusadu
Tuanmwndonnsssiafiudeuuasegnsnii
nsdifineuazAlagnsnnudnsa

nsfnuInsdifedsvesuiEniivszavanuduialunisensefuauninuinisanansoli
Toyaidednuazuuinie fUaNTUszansam degrsvesudnivszauanudnialunisiau
AMAINUINNS

1. Kerry Express Thailand ussnlaunalulad Al waz Machine Learning unlglunas

PR UEUNNTVUAILAZNTAIANTIUTNNER vilianunsaiuseansanlunisdndeiazan
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ApuanusanLazinn1IN1dIndslaatvagain (Kerry Express Thailand, 2023)
2. Flash Express us#mldldnagnsnisveneiniorianisliuinised19sansiiiuszuy
wsuled vinldanunsanseunquituiinisliuinislénirsendunandudu venaind Sainaue
Uinmsivianviansuazdangu 1wu vimsdndssuiimsangly 1 Fu uazuinsiiuRuuatonng vinld
mmiamauauaqmmé\’aqmsﬁwmﬂwmwaaqﬂﬁﬂé’ (Flash Express, 2023)

3. DHL Express Thailand viswldasulunisimuigudnszaedumiiiuaiowasly
waluladdnlud® v ldannsafiuainuiuazanuwiugilunisdanisian uenaind salv
Anud g iumsiauyaaInsegereLiled Ima%’ﬂIUsLmsmﬂﬂausmﬁmamqmﬁgﬁmmwﬁﬂL,Lax
WiNYen15U3N15gnAn (DHL Express Thailand, 2023)

4. 5CG Logistics Us¥mldiaunusnisladainduuunsuieas aaudnsdanisadsaudn
nsvuds TaudansTiuinissumaning Taeldinalulad loT uay Big Data Tunisifinuszdnsaiw
msﬂ/‘mmuazmﬁmeﬁ%’az@Lﬁaﬂ%’wqqmﬂﬁu%msasmeiaLﬂaq (SCG Logistics, 2023)
MnnsdRnwIME sunsaaslunEBuLas LU URTRLE R
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1. m3l4 Al uaz Machine Learning agnaunsuane Tuswian Al azfunumddasnntuly
MINATIVTRYA N1IAIANTITAIAINNABINTT WarN13UTUUTIUTEANEAINNN5YI191U Huang and Rust
(2021) MAMaidn Al agdanunuitnusgilidudou wazdielyminauannsagatiunuidos
Taufnadvassiiasiinuenedsnumniy

2. MIsnaLTzUUIUdRlul® waluladeruninuglinudulazlasuaziiunumdidglunis
yudsdudluounan Tnsanigluiiuiivinslnavieluamiieadiinnsasasinda Kirschstein (2020)
mansalinszuLrudssmlusiRaytsandunuuasiiuussdvsamlunsindsdudnlsogieiifodfny
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