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The purposes of this research were to: 1) study and compare the quality of creative customer 

experience management in the perspectives of service providers and recipients, 2) 

investigate factors relating to the quality of creative customer experience management, 3) 

compare the quality of creative customer experience management undergone by hotels with 

various room rates, and 4) analyze to find out strategies for developing the quality of creative 

customer experience management. Both quantitative and qualitative methods were applied in 

this research. In quantitative method, the samples, the hotel general managers, were selected 

by using the stratified random sampling method from various room rate hotel categories, 

whereas the hotel customers, both Thais and foreigners, were selected by using the quota 

sampling method. A structured questionnaire with approved validity and reliability was used 

for data collection. The data were analyzed by using descriptive statistics and test of 

relationship. F-test and t-test were applied for testing hypothesis, the mean difference, using 

the significance at the 0.05 level. For the qualitative method, the data were collected from 

general managers using an in-depth interview and from hotel entrepreneurs using brain 

storming conference. 

The research results were as follows:  

 1. Both service providers and service recipients perceived the creative customer 

experience management at a high level in all dimensions. And, there was overall no 

significant difference between the perspectives of the service providers and service recipients 

on quality of creative customer experience management, but the significant difference was 

found in each dimension.  

 2. There was a significant relationship between the perception of quality creative 

customer experience management and the personal factors in terms of age and educational 

level, perception of service characteristics, service providing process, service innovation, 

service value, and creative leadership.  

 3. The appropriateness of quality of creative customer experience management 

in various room rate hotels was significantly different in all dimensions.  

 4. The 9 strategies for developing the quality of creative customer experience 

management consisting of 1) the elimination of experience perception gap, 2) the modification 

of positive image, 3) the creation of difference on specific identity, 4) the sustainable proactive 

personnel development, 5) the integrated complaint management, 6) the increase in creative 

value of service, 7) technological innovation, 8) the customer centric strategy on the value 

enhancement with social and environmental responsibility, and 9) the strategy focusing on 

virtues, morality, and creative business in Phetch Samut Khiri Relation Group.    
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