UNAINTYINTG 1VSVSUYHIAIETATUAAIAUAIEAT U1 INe1aETIINgNY A
Uil 3 auil 3 (ga1As 2560 - un5IAL 2561)

Tuwaudnnssuuinmsnauulfanguuialadlugsialsausy

Model of Service Innovation with Maslow’s Hierarchy of Needs

in Hotel Business

JYaemansnasdaguasal nigyauRaiuui
219159U52ANE19IN1TIANITLIITN INYI1AUN1I5VID N IRATNITUSNNS
UNINYIRLATUNY

ns. 083-249-3456, E-mail: Chatchasorn@hotmail.com

Assistant Professor Chatchasorn Kanjanasilanon

Lecturer of Hotel Management Department, Sripathum University

UNANED

unAEArINsSesiiiinguzasdlunininaus “TumauianssuuinsmunuAnngud
maiaﬂuqsﬁaimwu (Model of Service Innovation with Maslow’s Hierarchy of Needs
in Hotel Business)” 91nnsAnwuuAnfefuuinanssuusenaudae The “S” Curve of
Technology tay S-Curve and Adopter segmentation FzAUTDINITIAUTAT 3 wuulu

g3nalsawsy aln USN1suen (core service) USNSNANANIY (expected service) Uag UIN1T

TLAYLLAY (exceeded service) wavaudAyveIuinnssuuInislugsialsusy Tnedl
nguidruduaudoinisvesuyed 5 4u ves  analad (Maslow’s Hierarchy of Needs)
udunsouundalunisinuimudenlosseninauunanisaiuuinnssy fu Maslow’s
Hierarchy of Needs flagtilugnsaguiissuuvunainuinnssuuinslugsialsausnile
a$1ausmsidudaannisunsiiuanueanis (Beyond Expectation) Ingainnsfine
wui guuumsaieuinnssuuinslussialsausumuumnanandoules The “S” Curve

of Technology U Maslow’s Hierarchy of Needs fdnuwaig “2995” lnediladudrAyfe

I

ANNABINSYRINYEENLTNAUan diu “USnsinangliuinig” Wudeililensaziasla

= a

JaudusesdAgyigsilswusudesaunsanigaudansluiewes “n15u3nis (Service)” uay

]

“YINT3U (innovation)” Hesnuinnssuiidnsnanenszuiunisanaulaldennisesnuuu

[

a . . < 3 o 1% o Y a
U3N13 (service design) TugnusilussrusenoudAglunisasisdneninnisiausnisuay

o

& a

irldganulauseulunisudstuvetesdnsdnnauinnssuduludeiuansiinuues

6 % ¥ =

waazeAnsiagasiiudimnuaguanvuzvesassndnufiuyydarsuduazinuvung

Y

FegumatuazudsuuyaruasAuA1veINGn NTwazUIN15U0egINal T MY

o o/

187A8y: LueauinnssuuInig nguunalad gsnalseusy

Do

14



UNAINTYINTG 1VSVSUYHIAIETATUAAIAUAIEAT U1 INe1aETIINgNY
Uil 3 auil 3 (ga1As 2560 - un5IAL 2561)

Abstracts

This academic article intends to present “Model of Service Innovation with Maslow’s
Hierarchy of Needs in Hotel Business”, from the conceptual study of innovation
consists of the “S” Curve of Technology and S-Curve and Adopter segmentation,
3 Stages of Services in Hotel included 1) Core service 2) Expected service and
3) Exceeded service and the importance of Hotel’s Service Innovation. Maslow’s
Hierarchy of Needs is applied for this study’s conceptual framework which shows the
linkage between innovation and Maslow’s Hierarchy of Needs for reaches the
conclusion of service innovation in hotel business to approach the best service for
the beyond expectation. The study found that, the linkage between "S" Curve of
Technology and Maslow's Hierarchy of Needs is “The Cycle” and the key factor is the
endless human needs while the "service provider" section is something that cannot
be ignored. From the above mentioned, it is important for the hotel business to
maintain its strengths in terms of "Service" and "Innovation" because of innovation
influences the decision-making process, choosing a service design (Service Design) as
a key element in service delivery and lead to competitive advantage of the
organization. Innovation is also the identity of each organization by define the
attributes of what people will perceive and interpret, these are things that represent

the value and value of the hotel industry.

Keywords: service innovation model, Maslow’s Hierarchy of Needs Theory, hotel

business
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