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Abstrat

This is a mixed-method research. The objectives are 1) to study the behavior
and expectation of tourists using 3-star hotels in Chiang Rai Province under the next
normal situation 2) to study the service trends and readiness of 3-star hotel operators
in providing services under the next normal situation and 3) suggest guidelines for
developing smart hotel services for 3-star hotels to support tourists under the next
normal situation. Qualitative data were collected through interviews and focus group
discussions with 20 3-star hotel operators in Mueang District, Chiang Rai Province.
Quantitative data were collected using a questionnaire with 400 Thai and foreign
tourists who traveled and used the services of 3-star hotels in Mueang District, Chiang
Rai Province. Qualitative data were analyzed by content analysis and quantitative data
by descriptive statistics, including percentage, mean, and standard deviation, and
inferential statistics, including multiple regression analysis.

The results found that 1) Most of the service users were male, aged between
31-40 years, were from the North, had a master's degree, were civil servants, had an
income between 10,001-50,000 baht, had used the services of 3-star hotels in Chiang
Rai Province 1-2 times, traveled with friends, and wanted 3-star hotels to use
technology for convenience. Tourists had the highest expectation for using smart
hotels in terms of everywhere, followed by exchange, and experiences, respectively.
They were most satisfied with the skills and personality of the service providers,

followed by convenience in using the services, and the format of the services with



technology, respectively. The results of the multiple regression test showed that the
factors of convenience in using the services and the factors of the skills and personality
of the service providers affected the expectation of using 3-star accommodation
services at a significance level of 0.05. 2) 3-star hotel operators have adjusted their
services under the next normal situation in 3 aspects: screening and measuring
temperature, distancing and managing the number of groups of customers, and
maintaining cleanliness. For the adaptation to the development of smart hotels, it was
found that technology was used to communicate with customers, using online booking
and payment systems, self-service check-in systems, and cashless payment systems.
3) The guidelines for smart hotel development are: (1) Experience, using Al and loT
technologies, providing virtual services, and developing smart facilities. (2) Value
creation (Exchange), offering promotions or packages that create value, providing real-
time information, and offering services that create confidence in safety. (3) Distribution
channels (Everywhere), using various online platforms, using Block chain technology
for payments, and creating hotel applications that provide information, bookings, and
24-hour contact. (4) Evangelism, creating a review system on the hotel application or
website, rewarding customers who help promote the hotel via social media, and

organizing activities or campaigns that focus on participation.
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