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Abstract

An important business in the tourism industry chain is the tourist accommodation. Which the
marketing concept has changed from the only accommodation type to a place that provides a living
experience. this research therefore selects the issues of cultural boutique hotel loyalty management to
study by using contemporary management factors as per the market 4.0, which consists of the influence
factors of opinion leaders about cultural boutique hotels. Customer participation in product creation and
managing the customer experience Which has the middle separating factor which is Relationship And
emotional attachment While the following factors were the level of loyalty in both attitude and behavior.
In terms of quantitative research to re-examine the rational model, using data from samples of 280 guests
staying at the cultural boutique hotel in Bangkok, supplementing the study with quality research through
in-depth interviews. 7 cultural hotels. the quantitative study found that all factors have a high level of
average.the cultural level is the highest recognition. As for model testing, it is found that the influence of
opinion leaders in cultural boutique hotels Customer participation in product creation Have a positive
influence on customer loyalty, except Customer experience management factors that have a negative
influence that may be caused by high levels of management but lack the direction that does not respond
to customers due to the ability of personnel and understanding of customer experience is not good
enough because the sample unit that The study is the customers who have used the cultural boutique
hotels both domestically and internationally no more than 3 times with a total of 84 % . Of the samples
that have just stayed for the first time, there are 81 percent. In terms of qualitative research, found that
customer experience management is not effective due to the limitations of human resource management
that requires language understanding. And culture of both Thai and foreign customers well in response

to the management of these factors.
Keywords: Heritage boutique hotel loyalty, Influencer endorsement, Customer experience management,
Customer coproducer
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