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ABSTRACT

There are two research objectives set out in this Independence Study which are 1) To study the
relationship between Technology Al-Chatbot and Effectiveness in Services of Hotels in Bangkok
and 2) To study the affectation on an Effective Services of Hotels in Bangkok influencing by
Technology Al-Chatbot. General population of sampling group are selected by Convenience
Sample Method in which the 400 Samples has been collected from those who has experienced
in Al-Chatbot Technology from Bangkok Hotels. The online Google Form a Cloud Platform were
used to collect data on a influencing practical social media platform of Facebook, Line
communication channel as a questionnaires in which the quality check has performed with
reliability acceptable value. Collected data were analyzed using Descriptive Statistics and

Inferential Statistical Instrument.

The result has shown significant determinant of General Information Data, Sample’s genders
(51.8% Male, 48.2% Female) for those who are have ages between 36-42 Yrs. The largest
number of sample (24.3%) whereas 22% of Sample are fallen into the length of two ages (28-
35Yrs., 43-49Yrs.) In relation to Education Level, there is a significant of 62.3% of Samples are
bachelor's degree while the undergraduate numbers are slightly less. Interestingly, those are
enterprise employees (44%) and followed by State Owned Officers (27.8%) In an aspect of
Technological experienced in Al-Chatbot those Samples resulted the relationship between the
two variables by presenting that Al-Chatbot has significant relationship to Effectiveness of
Services by a determination of Means value between 3.8-3.9 for all Quality/Effectiveness
validation model of SERVEQUAL dimensions. ' (Tangibles, Responsiveness, Reliability,

Assurance, and Empathy)

I Tangibles dimension was not included in this study due to the fact that Al-Chat is intangible platform
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droutlulandasoiile Gsszuuiaonuuuil Chatbot (Microsoft Bot Framework) tiuia%asiiotfiy
FIUTIANIFeENs WudaiSansas do3e95uu vasindne  uaznszuaunUsndunslald
WUURBLDNY (Survey Form) WaTNUINNAMIANENITELALEIITSUUAINEIFING MBI IR AL
MINMINNaY 1w anduaen wazia Suduninensiadyuetasding

(Ananeva, 2019) NNIANE1I98 L%I'ad “Artificial Intelligence as Disruptive Innovation in the
Hotel Industry - Finnish Boutique and Lifestyle Hotels Perspective” U834 Daria Ananeva wnAnm
USanln amzsinuataas (Faculty of Social Sciences) 8121377 MINBIADT, TAUTITILAS
N1TUIHITIANTITAN9UT=Ln@ (Tourism, Culture and International Management Program)
University of Lapland §i1aguUszasdlun1s@nsrdnnaluladdyyidszina (Al Arificial
Intelligence) szl agwulasnmsusmTsans waznsd fuaoululssusulszian Boutique,
wae Lifestyle 881915 laan13vin398lald “Kamp Collection” %GLﬂuISGLLﬁJLLilJ‘LIﬂEj;sJLﬂ%a“li’]El
HU3¥1359@N13 (Hotel Management Chain) LLa:mﬁﬁ‘Uﬂ%ﬂﬁlfﬂﬂw.ﬁ Disruptive Innovation 8-
Clayton Christensen ifuiugulunisdniiun1sise HamIAnsITuwuIndag 3 dunan 9 f
Al ﬁwaasﬂmﬁ'd Ao 1) Hotel Services 2) Guest-Host Relationship, L& 3) Working Processes Laz
INNNIANBINLIT Disruption Lﬁ@%uuﬂﬂﬁ'q@lumummwﬁfﬂmu (Employee’s Tasks) &9
sz uanuis Al L°1T1m°1i’sﬂﬁwmuﬁ%'uﬁwé"ammnmsauwmmaogﬂﬁw (Customer Request)
HAUT8IN9 Guest-Host Relationship ¥11l#N32UI%MINUII0L5I6I8MIEUNIANIZFY 739
Uszidn uazmasr e Al lidasdaun laganzsninuiidasing 9 LNTZITUURINNINN

o [

ldat19nuil (Automated) 13489310 Al §98310AL309T10RLL B HANITFUNUIABUAUET AN



o A v w o

139889u1e1131 Human-Guest Host ﬂ'aﬁmma‘hlﬂua%il,ﬁaﬁmﬁ']ﬁu%mwaﬂiaLLiu"L@Tﬁﬂ

rﬁze

' ) ' . . ' v @ v o A o
dald Faiunanaanudn Al iu Disruptive Technology Tuudyuuasdiduuaznan laann1iidn
Y o =2 a o A «

(Yang, 2020) l6%1n13fn®13981589 “UNDERSTANDING CHATBOT SERVICE ENCOUNTERS
CONSUMERS SATISFACTORY AND DISSATISFACTORY EXPERIENCES” lunmefiviin1sdnundSygiln
luumInends Oulu nMIdunIama lasgatzasdraimidansiidainsdnsuazidilais
yfiuin13 Chatbot §1%IUNIATNVEIRNAIHIUTAINII Online Customer Service lasTaya
A o 2 ) A L < & 2w o
AfuTuTwldnnmIEn s ITBuuuBig MW (Qualitative Research) Asaftsuiistayadamy

ags . . = kg { { N o { a &‘
fa CIT (Critical Incident Technique) T3tdudayaninsanunisianisdymiiiiadu uaziiu
Taymifiegluszauinig lasdgynif Chatbot léinTyaguuutiseanidu 3 ndu nd1nda 1)
Chatbot Response to After-sale Services 2) Chatbot Response to Customer's Needs L8z 3)
> { a |d 1 vV 1
Unprompted Chatbot Actions. udtiaiian 16 dszinnvasdymnindyeddsldldidunguyn
Ing) nsfnsiTsaItuvaniuirdenldannnsdnsiss assivaaddaiuildiianis
WAIUINTOLNITUINIIAANTILI89 Customer Service Experience Chatbot 1aluauaa

“T39U33” $130 “Hotel” TuUSUNVaINIANENIILATIRANN I DIFDIUNNNNINA I e e T

%

a dll Y A n{ £ o 0/ =Y r=| dll A &
@qﬂsmaﬂﬁlumoqiﬂmwaivxmmmwﬂmmuﬂumumamaqﬂﬂaaulmI@wm@]ammu o9

FaAARDINY Wit TUYAWALIIUIN W.a. 2547 uaznitiidoaseunguiislsauwsunniszinn yn
sm”uﬁ'uimwngomwumum Lm:mnmsﬁuﬁﬂmﬁau@;mﬂu 2563 §31%47% 710 318139

nafoulinunsumsdneases (EwnssnEnanNasuSauTas 3, 2563)

& =2

“Al-Chatbot” TuuSunvasinisdinu3apassh naneds maluladdyg vy (Arificial

v

. { > g 4 Qs =)
Intelligence Chatbot) W@ w1 IuatNalFlunissunuiduandlusuuinisvadlsiusy uaz

suuuunsldiruda Application/Software i1unldawmduiatasiiolunszuiunisuinisam

ana a9l39uIN

v @ <

=) = a @ Q o Q€ a
“UyzENITNIN ‘ﬂ%a “QMI]’]W" luﬂﬂiﬁﬂﬂﬁ’l‘ﬂElﬂidﬁ‘ﬂ&l’]ﬂﬂdNﬁﬁﬂﬂ‘ﬂﬁ‘V]’Nﬂ’ﬁUTﬂ’ﬁ\‘]’]u
a A [ A Ao v Aa wa dgl/ =3
Uiﬂ’ﬁ“ﬂa\ﬂi\‘]LLiNﬂLﬂuNﬁ@laUSU n38 Feedback m@wavlmmﬂmsﬂgum’m lummu%mﬂm

= v 1 a a a . dl [ v v
mwwawalwaagﬂmmausmwaﬂsunu UIzaNININ ( Effectiveness) Yl’]@]vL@]@’Jﬂ
“SERVQUAL” Model (Zeithml, SERVQUAL: A multiple-item scale for measuring consumer

perceptions of service quality, 1988)
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N32UUBIAANTTIVY (Conceptual Framework)

a2u198&32 (Independent Variable ¢au3a13 (Dependent Variable)
Technology Al-Chatbot Use®NTMWaIuLINI
- Tangibles
- Reliable
- Pre-Stay
- Responsiveness
- In-Stay
- Assurance
- Post-Stay
> - Empathy
* Theory * Theory
1. Disruptive Technology (Bower & SERVQUAL Model (Zeithml,
Christensen, 1995) SERVQUAL: A multiple-item scale
2. Disruptive Innovation for measuring consumer
(Christensen, 1997) perceptions of service quality,
1988)

A5A U HHN195298 (Design and Methodology)

v
v A vR a

lun1sirpasefiidansn3saleisn15398189U5u1 ™ (Quantitative Method) eyl

U

va

wuugaun I luNITALTILTINTIYAINNGNAIREN I(ﬂﬂmi’ifﬁ'ﬂﬂ%ﬁgﬁﬁ'ﬂm%aﬁuu,uum:u
§2@3n (Convenience Sampling) %%amif,jmmuﬁ'uaty LLa:LL%ﬂLL'LI'LIaa'LImm\i’méaﬁ'\iﬂuaau‘laﬁ
(Social Media Platform) 400 a1'U s’fidmjm}”@aﬂwaﬁawﬁﬂawumadaeﬁﬂﬂaﬂmu ludania
NIINNUAIBAT U 385 628819 %auuuaaumwﬂszﬂauﬁaUiagaw&ﬂﬂmaa;ﬂ%ﬁms
JRAITEY ﬁa;&mﬁmﬁ'uﬂi:aumszﬁﬁmﬂi‘*ﬁu‘%mﬂw WwsuHNwHa&13 Al-Chatbot LLﬂZﬁﬂ;&aLﬁU’Jﬁ’U
ﬂi:ﬁﬂ%mwé’mu%mwaﬂﬁLLsuuuﬁrugmmaamﬂ"ﬁmumum%aaﬁa Al-Chatbot 1@ ¢
LLmJaa‘umuﬁﬂum%aﬁa‘lumnﬁwﬁa;‘Jlavlﬁmumsmaaaaummjl,%mmzy lunsaTianly

gIaTIadLHanilag 10C 2t 0.99 LLamé'amﬂﬁfu;ﬁﬁ'ﬂ"L@TﬁﬁLLuuaaumu"liJmaaﬂ%ﬁ‘hmu

usTene lTA1Tauas (Percentage) lodNlady (Mean) uas& 1O 9LUUN1AT3 1% (Standard

o9

v [ %

Deviation) ULazmMy3taTzwlayaaidandunwus (Correlation Coefficient) luauu@ziutaf 1 uaz
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s0@LT9au% Inferential Statistics) lEadAnNenInanasuuLIEUATS (Linearity Regression)

lusnndignuten 2

NAN13IDY
Nﬂﬂ’]iﬁﬂ‘]&k’ﬁﬁ'ﬂwuiﬁgﬁl AULLUFAUDNTFAFIWNUSUI A INRLA LI NUIZTHININATIY LAS

]
a

iwanids 1 Sauaz 51.8 uaz 48.2 anwday Je1yludai 36-42 T wnfigadisdauas 24.3 luvmen
1 s 1 v & R 1 1 a
saInguany 28-35 1, 4349 I Idadiuaunz 22 898930 FeszaunmsdnmaulngaudIynn
a v 1 1 v [ a a o =3 v
a3 Jauaz 62.3 lasdrulngresgaevuvusauniduninaulunisniensuisionas 44 uaz
FIINNIUT I TMINAENIIUTaIITNEITBRT 27.8

KanIfnsITBNLINgudiatnifinauuuusaunaiudisdunaluladdyyilizdng
Al-Chatbot J1/38NTNINAaeWUSNITV09139UTN @ y@hLaﬁmﬁ"l,ﬂﬁl,ﬁmﬁ'umﬂlunﬂﬁm Tag
1 dl 1 1 = Q a ~ dl 1 %
ANLaADaLTznINg 3.8-3.9 LLa:m:@waamwmmumglmmumn
LAZRIBALNYITAINUUTEANTAIWAIWLINNT LRAI IALR WA LI TALAWAITZALANUAALIA

ﬁagﬂmz@"’uﬁaanmn’Lunﬂ@T’mﬁi’@ meuldifuas SERVQUAL Model

wamswmaauauu&gﬁu

aundgiuil 1) maluladTyqiiszdng AlChatbot Faudunusiulszansaiwdiu
vinmzaslssusnlunyanwaniuas kansnaseunadt lunwnuveanaluladdyanysefug
Al-Chatbot HauguWusastdnsdaun19ana # 0.01 (1 r = .804*) HuUs=ENTA WAL
vimsvadlsausnlunsanwumuas lasfidanuauiusldlufianadon

suNdg i 2) maluladdygiiszdug Al-Chatbot finansznudalszaniamwdiuuinis
pa9lasusulunyamwaninas uanisnaseunudt lumwiinveanaluladdyaidszdsg Al
Chatbot finansznulasasinudsz@nTaindrinuiniveslsausulunianwuniuas aded
fudatynaahia 7 0.01

a17: 1 anuaunusvaunaluladiygiuszdsg Al-Chatbot iy UszanSnwainyinsvaslsausulunganwamiuas

audsauenunalulad Aanaunntvadneluladiygiiszfug Al-Chat nu
Unygnisz@sg Al-Chatbot Udntnmwduuinimaslssusulununwaniuas
(MWTINAULINTT) r Sig. (2-Tailed) ILAUANMNTFUNKS

weluladdygsefvg

.804** .000 T INNRUN WD IZALRY
Al - Chatbot v
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a

31NA1379 1: WansnagausundAg uluninsivvesneluladdyyr1se@ug Al-Chatbot i

o9

ANMUFNWUT LI N9EDHa 71 0.01 (61 r = .804*) nuszAnSnwauUINIIVaslTInIN

‘luﬂgamwumum LRZLFAIANNFUNWE IUAANIILA LN

a17: 2 kMR TzHEUMInanaswygmazwitnaluladilyynzdug Al-Chatbot i Ussdnsniwdrnuuinisvaslsusuly

ngamwwmum (NINTIN)

dudsauwnalulad . e
. fFulszantnanasy
Tygiefng o) t Sig.
Al-Chatbot (NMW373)
#1971 (Constant) 615 5.012 000
inaluladisz@ing Al-Chatbot 835 26.929 .000
R=.804* R?=.646 SEE=.359 F=225.153 Durbin-Watson=2.086 Sig.=.000*

INAIN 2 ﬂ’]i‘ﬂ@aauauuagﬂuﬁ’m Multiple Linear Regression WflJ’i’lmﬂIuIaﬁﬁfyfy’lﬂizﬁﬂf
Al-Chatbot (lnwsax) ﬁwaﬂi:‘n‘um’aﬁs:ﬁw%mwﬁwuu’%mwaﬂidLLiﬂ%ﬂgdL‘ﬂWWﬂ%ﬂi@sha

A @ o o aad = 6 @ nql/
NRYFIAYNINTDAN 0.01 I@]U&lﬁ&lﬂ’?iWU’]ﬂ?ﬂL@O%

Y =bg + by
Tasfl Y = dsz@nFamduuinisveslssusulungommamuns
X = waluwladTygiszfizg Al-Chatbot (luniwsa)
uwnudnaumsazldait
Y = 615 + 835X

L a A€ £
AanLszantwennsol (R?= .646) nia Tauas 64.6

=Y
nsanilsgna
mMIfAne3eFey “Uszdnininanusndsmaluladdygiseding Al-Chatbot 19

laauswlunjamwamiuey wansnasauaun@ziunidoten 1) maluladdyandszisg Al-
Chatbot fianadunusdalszanianduuinveslsusulungaunnamiuas lunnudyuves 1l
' & a v % 1 ' 6
Trandunsazidsauuunsnd usainislszgndld Al-Chatbot ludiudasvasdszauninives

v a A o & ' v o A v o ' A o \
AlTUINT Tuduaiudriaun1idWn nIe1sununsidwn (Pre-Stay) lusznitenivnadlu
159U3% (In-Stay) WAzLAINIZNINBRAINNLTUIANT (Post-Stay) Aiansuasanuaunusidulyly
a o o & o o ' a o o
firnadasaiu sduayudinuuaziu ninuasluudyuuInsianandulsausy nalulad

a 1 1 1 a v a a v a J v {
Jygi/sz@sg Al-Chatbot H83uT El’s?(\‘iLﬁiul%ﬂi:ﬁﬂﬁﬂﬂv\l@‘l’]uu3ﬂ’1‘i°ﬂadiidLLiuaTuiunﬂ@’]uﬁ



13

ldiadnlduazranndasnungu] SERVQUAL luiiduas *1) Tangibles anufinin1s Jaquninin

GLq, a 6 o

T MWANBRWBINKNY 2) Reliability A8a131350 MR UINT89n ba i b3 wazvinlaating

A A

nda4 \Tafiale 3) Responsiveness dauniaw uazliuinistisiniagnddiniala 4)

2D

Assurance mmfmmmmm LRZNITLINYDINTNING Nuaasaan bmruLazidunoansuluniy

=

Ufidnuatsdusstuanala 5) Empathy anadianidnlagnénfglivuinlalauazasnanld
anen
U
a A o A = A € a

LAZMNHANINAFAUFNNAZINNITITOTN 2) inaluladiyarilszding Al-Chatbot Hus
dadszanimwdnuinmivaslsiusnlunyunwumuas diuaadldiiunansznuvasnalulad
Al-Chatbot siatlszBnTniwauuimsadsdinusany vliusnlaannisdinenispaseiazrinly
Lﬁ@ﬂiziﬂmﬁaﬂwaﬁfayﬁq@LﬁaLflu"ﬁa%laé”'m5@msu’%n’ﬁﬁ'@ﬂm,l,a:w”@umqmmwﬁmu’%mﬂaa

Tvausuladaluluamaa

ALAND UL

nndayadionziildnnuuuseunia gAnsIdoidainisanuddyuesnalulal
Togisz@ug Al-Chatbot dafifisudszdntawawuinisvaslssusy Wlsainsauuinns
[ o A (% ' 2 a wea .. . a v
Jamignauialildgman udairaznnfsdod judnisnislu (Administration) 8ndas 1wz
Wawssanududaasdmwuimadfuanssulngaesnisiessunisuszianssumeluaiunsa

[

3 (Artificial Intelligence) anszendld lanafu wddasriindnm

o9

Wannaluladdyanlszdis
, A o & A \ & & X A = )
261995999 e1109ANT ®38159UTN AMUANVLAINLANVBILARZRIANT NIR iNaauudaunslu
mi@i']Lﬁu'n;sﬁfﬂuqﬂﬁﬁmﬂmw”uga LAzgARINA 4.0 ﬁqiﬁﬁ‘lIi\‘lLLiM (Hotel Industry) Sn1sualant
A a A A o & v A = ) = ] A ci (2 6 o a
Aganngifanikluiiioslng dviuduinsfianudnduedebnazdasussmnagniunduin
p3faNaiL wazshnihduianianisdluaanaidiean Technology %38 Innovation lag
\aW312 Business Innovation #ia wianisun1egina Aadaiuddnyaziliasdnildanuniaun

zudstulNanNldtUSoy (Competitive Advantage)
at9l3fianw 53R IULINT (Service Industry) lastaniz 139usa (Hotel Industry) 694
anwuduizdasendunisuinmininiieszaudisninnunlaiuniseusy wazliana dana
LﬁTﬂﬂﬂLﬂTﬂﬁ]gﬂ@T’] LLazLaﬂald@LLagﬂﬁﬁazmvl,ﬂé”%@] WASIETITNTIAVDIIIUUT AT TINTULSN AU
nswstunuluwdyuvasnwaneal (Brand), ¥0 1w uazn1seanuuy wazRisddgwan 9 0
a  a WV ea o & . v & i
waniaedldlade wiknauluasdns (Tangibles) 81981911 ServQual Model (Zeithml, SERVQUAL:

A multiple-item scale for measuring consumer perceptions of service quality, 1988)

2 Madnwideasililadnenlusn Tangibles (an1uiiisnng. guUdnwainingu) wesain Al-Chatbot 1l Software
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