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Abstract 

The current study examined the role of innovation management and marketing communication 

in tourism business performance through social media agility in Thailand. The relationship 

between innovative process, change management, innovation management, marketing 

communication, social media agility and tourism business performance was examined. Primary 

data were collected with the help of survey. Therefore, 480 questionnaires were distributed 

among the employees related to the tourism business companies in Thailand. Results of the 

study shows that both the innovation management and marketing communication has important 

role in social media agility and tourism business performance. Innovation process has positive 

effect on innovation management which further lead to the social media agility and social media 

agility has positive effect on tourism business performance. Furthermore, change management 

effect positively on innovation management which lead to the social media agility and business 

performance in tourism industry. Additionally, marketing communication increases the social 

media agility which increases the business performance. Thus, practitioners should promote 

innovation management and marketing communication to enhance tourism performance.  

Keywords. Innovative process, change management, innovation management, marketing 

communication, social media agility, tourism business performance.  

 

1. 

Introduction  

Business performance is the most significant 

segment of any business venture. The success of 

business venture is dependent on the 

performance. Higher business performance 

denotes to the better business success. As 

supported by the literature, business performance 

has major importance for all business 

organizations. That is the reason, business 

organizations always have special focus to 

highlight business performance to get success in 

highly competitive business environment. As in 

the highly competitive business market, the 

success through business performance is not easy 

for the companies. Especially, in the tourism 

industry, the role of business performance has 

key importance and this industry has high 

competition due to its vital importance. As it is 

mentioned by the literature that the performance 

of tourism business has central importance for the 

nation (Seow, Choong, & Ramayah, 2021) 

because it has important contribution to the 

economy of every nation. Several nations majorly 

depend on the tourism industry due to high 

contribution to the economic development. 

Tourism has different types and each type has 

influence on the business performance with 

significant contribution to promote revenue of 

tourism industry.  

Similar with other nations, tourism business 

performance in Thailand also has vital 

importance due to the important contribution to 

promote overall business activity. Importance of 

tourism business performance in Thailand is 
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supported by several previous studies (Ferry, He, 

& Yang, 2021). Importance of higher tourism 

performance is based on several factors. For 

instance, it has key contribution to the economy 

because it generates high volume of gross-

domestic product. Increase in GDP shows 

positive role in economic development. 

Furthermore, tourism is also important in 

Thailand because it also foster the other business 

activities. Particularly, it has major relationship 

with the hospitality industry (González-Torres, 

Rodríguez-Sánchez, & Pelechano-Barahona, 

2021). Better performance of tourism industry 

attracts the tourist which enhance the hospitality 

performance. Both the hospitality industry and 

tourism industry are strongly interlinked with 

each other’s having influence on the overall 

business performance. Due to the high 

importance of tourism industry in Thailand, the 

current study is also one of the important steps to 

promote tourism business through various 

important elements. The tourism industry of 

Thailand is also growing continuously. Thailand 

is one of the countries which has high potential 

for tourism activities. Among other countries, 

Thailand tourism industry increasing day by day 

and having vital role in economic development. 

In this direction, in competitive environment, it is 

important for Thailand to promote tourism 

performance sustainability through the promotion 

of various important strategies.  

Business performance is based on several 

elements (Esmaeil, Yavar, Sajjad, & Gholsom, 

2021). For instance, innovation management is 

the factor which has central importance. 

Innovation is the major part of any business 

activity; however, the management of innovation 

is more important. Proper management of 

required innovation can increase the business 

performance through social media agility. 

Furthermore, innovation management is also 

dependents on several factors. Most importantly, 

innovation process is the sources of innovation 

management. Better management of innovation 

process can promote innovation management 

activities to enhance social media agility and 

tourism performance in Thailand. This study 

proposed that innovation process lead to the 

innovation management which further lead to the 

social media agility and tourism performance. 

Additionally, change management is also another 

important factor which influence on social media 

agility through innovation management. Change 

management help to promote innovation 

management which lead to the tourism 

performance. Additionally, marketing of tourism 

opportunities also has influential role in tourism 

business. Marketing has important connection 

with social media. In this direction marketing has 

the ability to enhance social media agility.  

Finally, the current study examined the role of 

innovation management and marketing 

communication in tourism business performance 

through social media agility in Thailand. The 

relationship between innovative process, change 

management, innovation management, marketing 

communication, social media agility and tourism 

business performance was examined. Several 

studies have examine the tourism business 

performance (Mandhachitara & Gulid, 2019; 

Misoc, 2017), however, it is not examined 

through social media agility along with 

innovation management.  

2. Hypotheses Development   

Figure 1 shows the relationship between 

innovative process, change management, 

innovation management, marketing 

communication, social media agility and tourism 

business performance. According to the current 

study, innovation process and change 

management has relationship with 

 

innovation management. Innovation process, 

innovation management and social media agility 

has relationship with tourism business 

performance. Additionally, marketing 

communication has relationship with social 

media agility and tourism business performance.  
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Figure 1. Conceptual framework of the study showing the relationship between innovative process, 

change management, innovation management, marketing communication, social media agility and 

tourism business performance 

Innovation is the idea in relation to the process, 

product or services which can be applied at 

reduced cost leading to the low product cost. 

Along with the other industries, innovation 

process is also important in tourism industry 

which lead to the innovation management. 

Innovation management is a mixture of the 

management of innovation procedures, as well as 

change management. It denotes to product, 

business procedure, marketing as well as 

organizational innovation. Several previous 

studies identified that innovation management 

has important among the business activities 

(Rudskaia & Rodionov, 2018; Kerdpitak, 2021). 

Furthermore, innovation process has effect on 

tourism business performance.  

Innovation management also has relationship 

with social media agility. Social media agility 

indicates that firms must conduct dynamic 

research to comprehend the current as well as 

potential requirements of customers by using 

social media. Social media has key contribution 

to the tourism industry (Li, Teng, & Chen, 2020; 

Kerdpitak et al.,2021). Social media has the 

ability to promote various tourism opportunity. In 

Thailand, there is a great potential of tourism 

which can be highlighted with the help of social 

media. Innovation management has the ability to 

promote social media agility. Various innovative 

techniques can promote tourism practices 

through social media. Therefore, innovation 

process is the key part of innovation 

management, thus, it led to innovation 

management and tourism business performance. 

Finally, innovation management promote social 

media agility which shows positive effect on 

tourism performance. Hence, it is proposed that;  

Hypothesis 1. Innovation process has positive 

effect on innovation management.  

Hypothesis 2. Innovation process has positive 

effect on tourism business performance.   

Hypothesis 3. Innovation management has 

positive effect on social media agility.   

Hypothesis 4. Innovation management has 

positive effect on tourism business performance.   

Similar with the relationship of innovation 

process with innovation management, change 

management has important contribution to the 

innovation management. Change management is 

a methodical approach to dealing with the 

transition or transformation of an organization's 

goals, procedures as well as 

technologies. Change management is highlighted 

in Figure 2. It is based on the assessment of 

change, preparation for change, plan for change, 

implementation of change and sustaining the 

change which lead to the success.  

Innovation 

Management  Innovation 

Process 

Change 

Management  

Tourism Business 

Performance  

Marketing 

Communication  

Social Media 

Agility 
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Figure 2. Change Management 

According to the literature, change management 

has the potential to influence business activity 

(Ufua, Osabohien, Imhonopi, OLUJOBI, & 

Ogbari, 2020). This study proposed that change 

management is important to promote innovation 

management. Increase in change management 

among the tourism companies can have positive 

influence to enhance innovation management 

which lead to the tourism. Therefore, it is 

hypothesized that;  

Hypothesis 5. Change management has positive 

effect on innovation management.  

Along with innovation management, marketing 

communication also has important role in tourism 

business performance. Marketing 

Communications denotes to the utilization of 

diverse marketing networks and tools in 

combination. These channels emphasis on any 

way a business communicates a message to its 

desired market, or the market in general. Previous 

studies also highlighting the key relationship 

between marketing communication and social 

media (Kushwaha, Singh, Varghese, & Singh, 

2020). Therefore, marketing communication has 

effect on social media which further lead to the 

tourism performance. Furthermore, marketing 

communication also has direct effect on tourism 

performance. Better marketing activities by 

tourism companies can promote tourism 

performance through different ways. In this 

direction, previous studies highlighting the 

important role of marketing communication in 

tourism industry (Mulholland & Cachon, 2004; 

Othman, Harun, De Almeida, & Sadq, 2020). 

Hence, marketing communication has the 

potential to effect directly on tourism 

performance and indirectly through social media. 

Therefore, it is proposed that;  

Hypothesis 6. Marketing communication has 

positive effect on social media agility.  

Hypothesis 7. Marketing communication has 

positive effect on tourism business performance.   

3. Research Methodology  

The current study used primary measures to 

examine the relationship between innovative 

process, change management, innovation 

management, marketing communication, social 

media agility and tourism business performance. 

Number of previous studies in the field of tourism 

has used primary measures while considering 

business performance. Even the studies in the top 

journal used the primary measures to report 

business performance in tourism and hospitality 

sector. In this direction, the current study also 

considered the primary measures for business 

performance. This study measured the business 

performance by adopting four scale items related 

to the return on equity, return on assets and return 

on investment in relation to the competitor in the 

current market. By following the previous 

studies, the current study also considered 

questionnaire for data collection in relation to the 

business performance. The other variables; 

innovative process, change management, 

innovation management, marketing 

communication and social media agility is also 

measured by using primary measures. Hence, the 

current study resigned a survey questionnaire to 

examine the relationship among variables. This 

study selected questionnaire survey, because it is 

suitable to collect data and appropriate in the 

current study because several previous studies 

have preferred questionnaire survey in tourism 

industry (Kajzar, Kostková, & Pellešová, 2020; 

Liu, Li, Yen, & Sher, 2018). Questionnaire was 

divided in to three sections based on the nature of 

variables. The first section was based on the age, 

education, income and marital status of the 

respondents. The second section was based on the 

scale items related to the tourism business 
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performance. The third section was based on the 

scale items related to the innovative process, 

change management, innovation management, 

marketing communication and social media 

agility. Finally, 480 questionnaires were 

distributed among the employees related to the 

tourism business companies in Thailand. 480 

questionnaires were returned and used in data 

analysis.  

4. Findings 

Data statistics are given in Table 1. Data statistics 

indicates that data is suitable to proceed further to 

apply statistical tool. In initial data screening, the 

errors related to the missing value was examined. 

Furthermore, the errors related to the outlier is 

also examined. It is clear that data is free from 

any type of error.  

Table 1. Data Statistics  

Note: IP = Innovative Process; CM = Change Management; IM; Innovation Management; MC = Marketing 

Communication; SMA = Social Media Agility; TBP = Tourism Business Performance 

After the data screening, it is confirmed that data is accurate, therefore, this study employed Partial Least 

Square (PLS) in which measurement model and structural model was assessed as recommended in literature 

(F. Hair Jr, Sarstedt, Hopkins, & G. Kuppelwieser, 2014; J. F. Hair, Ringle, & Sarstedt, 2013; J. F. Hair, 

Sarstedt, Pieper, & Ringle, 2012; Henseler et al., 2014). First of all, factor loadings are examined. It is given 

in Table 2; all the scale items have factor loadings above 0.5.  

 No. Missing Mean Median Min Max SD Kurtosis Skewness 

IP1 1 0 2.112 2 1 5 1.255 0.42 1.203 

IP2 2 0 2.006 2 1 5 1.034 1.197 1.255 

IP3 3 0 1.956 2 1 5 1.097 0.709 1.204 

IP4 4 0 2.019 2 1 5 1.052 1.696 1.395 

CM1 5 0 1.95 2 1 5 1.139 1.244 1.405 

CM2 6 0 2.025 2 1 5 0.935 0.944 1.015 

CM3 7 0 2.112 2 1 5 1.245 0.358 1.158 

IM1 8 0 1.875 2 1 5 0.947 0.932 1.145 

IM2 9 0 1.831 2 1 5 0.91 1.297 1.196 

IM3 10 0 2.169 2 1 5 1.236 0.34 1.118 

IM4 11 0 2.069 2 1 5 1.102 1.031 1.221 

IM5 12 0 1.881 2 1 5 0.996 2.631 1.62 

MC1 13 0 1.925 2 1 5 1.052 1.12 1.256 

MC2 14 0 2.038 2 1 5 0.999 1.879 1.328 

MC3 15 0 2.056 2 1 5 1.185 0.689 1.234 

MC4 16 0 2.163 2 1 5 1.318 0.14 1.136 

SMA1 17 0 2.044 2 1 5 1.158 0.499 1.107 

SMA2 18 0 1.975 2 1 5 1.089 0.718 1.133 

SMA3 19 0 2.038 2 1 5 1.072 1.172 1.278 

TBP1 20 0 1.894 2 1 5 0.953 1.83 1.354 

TBP2 21 0 2.112 2 1 5 1.095 0.767 1.128 

TBP3 22 0 1.9 2 1 5 1.097 0.914 1.291 

TBP4 23 0 1.981 2 1 5 1.217 0.899 1.339 

TBP5 24 0 1.794 2 1 5 1.019 2.075 1.533 
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Note: IP = Innovative Process; CM = Change 

Management; IM; Innovation Management; MC 

= Marketing Communication; SMA = Social 

Media Agility; TBP = Tourism Business 

Performance 

Figure 3. Measurement Model 

Table 2. Factor Loadings  

 

Change 

Management 

Innovation 

Management 

Innovation 

Process 

Marketing 

Communication 

Social 

Media 

Agility 

Tourism 

Business 

Performance 

CM1 0.737      

CM2 0.741      

CM3 0.849      

IM1  0.721     

IM2  0.752     

IM3  0.776     

IM4  0.796     

IM5  0.804     

IP1   0.83    

IP2   0.74    

IP3   0.752    

IP4   0.828    

MC1    0.726   

MC2    0.826   

MC3    0.823   

MC4    0.768   

SMA1     0.901  

SMA2     0.797  

SMA3     0.908  

TBP1      0.703 
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TBP2      0.771 

TBP3      0.764 

TBP4      0.76 

TBP5      0.78 

Note: IP = Innovative Process; CM = Change 

Management; IM; Innovation Management; MC 

= Marketing Communication; SMA = Social 

Media Agility; TBP = Tourism Business 

Performance 

To confirm the convergent validity and 

reliability, this study used average variance 

extracted (AVE) and composite reliability (CR) 

as shown in Table 3. According to J. Hair, 

Hollingsworth, Randolph, and Chong (2017), CR 

must not be less than 0.7 and AVE must not be 

less than 0.5. Table 3 shows that CR is above 0.7 

and AVE is above 0.5 for all constructs; 

innovative process, change management, 

innovation management, marketing 

communication, social media agility and tourism 

business performance.  

Table 3. Reliability and Convergent Validity  

 Alpha rho_A CR AVE 

Change Management  0.673 0.691 0.82 0.604 

Innovation Management  0.829 0.834 0.879 0.594 

Innovation Process 0.797 0.804 0.868 0.622 

Marketing Communication  0.794 0.794 0.866 0.619 

Social Media Agility 0.838 0.847 0.903 0.757 

Tourism Business Performance  0.812 0.812 0.869 0.572 

Moreover, AVE square root is used to confirm the 

discriminant validity (Henseler, Ringle, & 

Sarstedt, 2015). There are several methods 

available in the literature and recommended by 

the previous studies such as cross-loadings and 

HTMT. However, the current study considered 

AVE square root as shown in Table 4.  

Table 4. AVE Square Root 

 

Change 

Management 

Innovation 

Management 

Innovation 

Process 

Marketing 

Communication 

Social 

Media 

Agility 

Tourism 

Business 

Performance 

Change 

Management  0.777      
Innovation 

Management  0.602 0.77     

Innovation Process 0.636 0.615 0.789    
Marketing 

Communication  0.766 0.664 0.622 0.787   

Social Media Agility 0.668 0.745 0.729 0.771 0.87  
Tourism Business 

Performance  0.736 0.685 0.665 0.693 0.693 0.756 
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The results of the study based on the relationship 

between variables is reported with the help of t-

value and beta value as shown in Table 5. T-value 

above 1.96 was considered as a minimum level to 

accept the hypotheses. Beta value was used to 

examine the direction of the relationship.  The 

relationship between innovative process, change 

management, innovation management, marketing 

communication, social media agility and tourism 

business performance was examined by using 

PLS structural model as most recommended step 

of PLS-SEM to examine the relationship (J. Hair 

et al., 2017; J. F. Hair et al., 2012). It is given in 

Figure 3.  

 
Note: IP = Innovative Process; CM = Change Management; IM; Innovation Management; MC = Marketing 

Communication; SMA = Social Media Agility; TBP = Tourism Business Performance 

Figure 4. Structural Model 

Table 5. Direct Effect Results  

 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Change Management -> Innovation 

Management  0.4 0.401 0.099 4.061 0 

Innovation Management -> Social Media 

Agility 0.31 0.296 0.146 2.118 0.035 

Innovation Management -> Tourism Business 

Performance  0.063 0.064 0.184 0.345 0.73 

Innovation Process -> Innovation Management  0.481 0.483 0.103 4.674 0 

Innovation Process -> Tourism Business 

Performance  0.517 0.538 0.192 2.701 0.007 

Marketing Communication -> Social Media 

Agility 0.503 0.518 0.126 3.978 0 

Social Media Agility -> Tourism Business 

Performance  0.269 0.249 0.127 2.109 0.035 
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Results of PLS-SEM shown in Table 5 indicates 

that innovation process has positive effect on 

innovation management. Innovation process also 

has positive effect on tourism business 

performance. Furthermore, change management 

has positive effect on innovation management. 

Similarly, innovation management has positive 

effect on social media agility. However, it has no 

direct effect on tourism business performance. 

Finally, social media agility has positive effect on 

tourism business performance.  

5. Conclusion  

The promotion of tourism business performance 

has central importance for most of the countries, 

especially, Thailand. Therefore, the current study 

examined the role of innovation management and 

marketing communication in tourism business 

performance through social media agility in 

Thailand. In this direction, the relationship 

between innovative process, change 

management, innovation management, marketing 

communication, social media agility and tourism 

business performance was examined. Data were 

gathered from Thailand through survey 

questionnaire and analyzed by using statistical 

tool.  

Results of the study hilighted important insights 

for the literature as well as practice. It is found 

that; innovation management and marketing 

communication are the major facilitators of social 

media agility and business performance in 

tourism industry. It is evident from results that 

both the innovation management and marketing 

communication has important role to enhance 

social media agility and tourism business 

performance. Innovation process has positive 

effect on innovation management which further 

lead to the social media agility and social media 

agility has positive effect on tourism business 

performance. Innovation management increases 

the social media agility and social media agility 

increases the tourism performance. Besides, 

change management effect positively on 

innovation management which lead to the social 

media agility and business performance in 

tourism industry. It shows that increase in change 

management increases the innovation 

management and innovation management 

increases the social media agility. Moreover, 

marketing communication has positive effect on 

social media agility. Hence, marketing 

communication increases the social media agility 

which increases the business performance. 

6. Implications of the Study  

Several studies in the literature examined the 

tourism business performance. Previous studies 

have identified several factors effecting the 

business performance in tourism, however, it is 

very rare that any study examined the role of 

innovation management along with the marketing 

communication in relation to the social media 

agility and tourism performance. Thus, the 

relationship between innovative process, change 

management, innovation management, marketing 

communication, social media agility and tourism 

business performance was examined in this study 

which is a unique combination of variables 

leading to the tourism industry. In this direction, 

the current study also examined the role of 

innovative process and change management in 

respect to the innovation management, social 

media agility and tourism performance. This 

combination is rarely considered in literature. 

Furthermore, this study has major advantages 

practically to the tourism industry. It helps to 

make various strategies to enhance tourism 

performance in Thailand. This study suggested 

that tourism companies should promote 

innovation management, change management 

and marketing communication to promote social 

media agility which help to enhance tourism 

business performance in Thailand.  

 

References  

Esmaeil, G., Yavar, B., Sajjad, F., & Gholsom, A. 

A. (2021). Explaining the effect of 

entrepreneurship self-efficacy and 

innovation capability on the performance 

of tourism businesses (Tabriz as a case 

study). Journal of Tourism Planning and 

Development, 9(35).  

F. Hair Jr, J., Sarstedt, M., Hopkins, L., & G. 

Kuppelwieser, V. (2014). Partial least 

squares structural equation modeling 

(PLS-SEM) An emerging tool in 



4266         Journal of Positive School Psychology   

© 2021 JPPW. All rights reserved   

business research. European Business 

Review, 26(2), 106-121. 

doi:https://doi.org/10.1016/j.jfbs.2014.0

1.002 

Ferry, L., He, G., & Yang, C. (2021). How do 

executive pay and its gap with employee 

pay influence corporate performance? 

Evidence from Thailand tourism listed 

companies. Journal of Hospitality and 

Tourism Insights.  

González-Torres, T., Rodríguez-Sánchez, J.-L., 

& Pelechano-Barahona, E. (2021). 

Managing relationships in the Tourism 

Supply Chain to overcome epidemic 

outbreaks: The case of COVID-19 and 

the hospitality industry in Spain. 

International Journal of Hospitality 

Management, 92, 102733.  

Hair, J., Hollingsworth, C. L., Randolph, A. B., 

& Chong, A. Y. L. (2017). An updated 

and expanded assessment of PLS-SEM 

in information systems research. 

Industrial Management & Data Systems, 

117(3), 442-458. 

doi:https://doi.org/10.1108/IMDS-04-

2016-0130 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). 

Partial least squares structural equation 

modeling: Rigorous applications, better 

results and higher acceptance. 

doi:https://ssrn.com/abstract=2233795 

Hair, J. F., Sarstedt, M., Pieper, T. M., & Ringle, 

C. M. (2012). The use of partial least 

squares structural equation modeling in 

strategic management research: a review 

of past practices and recommendations 

for future applications. Long range 

planning, 45(5-6), 320-340. 

doi:https://doi.org/10.1016/j.lrp.2012.09

.008 

Henseler, J., Dijkstra, T. K., Sarstedt, M., Ringle, 

C. M., Diamantopoulos, A., Straub, D. 

W., . . . Calantone, R. J. (2014). Common 

beliefs and reality about PLS: Comments 

on Rönkkö and Evermann (2013). 

Organizational Research Methods, 

17(2), 182-209. 

doi:https://doi.org/10.1177/1094428114

526928 

Henseler, J., Ringle, C. M., & Sarstedt, M. 

(2015). A new criterion for assessing 

discriminant validity in variance-based 

structural equation modeling. Journal of 

the academy of marketing science, 43(1), 

115-135. 

doi:https://doi.org/10.1007/s11747-014-

0403-8 

Kajzar, P., Kostková, M., & Pellešová, P. (2020). 

Results of Questionnaire Survey among 

Selected Tourism Enterprises and Their 

Reflection on Trends in Tourism in the 

Moravian-Silesian Region. Journal of 

Environmental Management & Tourism, 

11(2 (42)), 236-249. 

Kerdpitak C., Junhasobhaga J., Morasilpin T., 

Teppratuangtip P. (2021). Factors Influencing of 

social media and  

Customer relationship management 

(CRM) on Performance of Historical 

Tourism Business in Thailand. Review 

of International Geographical Education 

(RIGEO), 11(8), 1255-1265. 

Kerdpitak C. (2021). The relationship between 

CRM strategy and customer satisfaction in rice 

business in north- 

eastern Thailand. Journal of Southwest 

Jiaotong University. Vol. 56 No. 2 P.431-442. 

Kushwaha, B. P., Singh, R. K., Varghese, N., & 

Singh, V. N. (2020). Integrating social 

media and digital media as new elements 

of integrated marketing communication 

for creating brand equity. Journal of 

Content, Community & Communication, 

11(6), 52-64.  

Li, M.-W., Teng, H.-Y., & Chen, C.-Y. (2020). 

Unlocking the customer engagement-

brand loyalty relationship in tourism 

social media: The roles of brand 

attachment and customer trust. Journal of 

Hospitality and Tourism Management, 

44, 184-192.  

Liu, Y.-C., Li, I.-J., Yen, S.-Y., & Sher, P. J. 

(2018). What Makes Muslim Friendly 

Tourism? An Empirical Study on 

Destination Image, Tourist Attitude and 

Travel Intention. Advances in 

Management and Applied Economics, 

8(5), 27-43.  

Mandhachitara, R., & Gulid, N. (2019). 

Stretching the performance quality-

value-behavioural consequences chain: 

an empirical study of business and leisure 

https://doi.org/10.1016/j.jfbs.2014.01.002
https://doi.org/10.1016/j.jfbs.2014.01.002
https://doi.org/10.1108/IMDS-04-2016-0130
https://doi.org/10.1108/IMDS-04-2016-0130
https://ssrn.com/abstract=2233795
https://doi.org/10.1016/j.lrp.2012.09.008
https://doi.org/10.1016/j.lrp.2012.09.008
https://doi.org/10.1177/1094428114526928
https://doi.org/10.1177/1094428114526928
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1007/s11747-014-0403-8


1Chayanan Kerdpitak et.al                                                                                                                                     4267   

© 2021 JPPW. All rights reserved   

segments in upscale hotels in Thailand. 

International Journal of Leisure and 

Tourism Marketing, 6(3-4), 279-305.  

Misoc, I. (2017). The Effects of Cultural 

Diversity on Team Performance: A 

Comparison between the Performance of 

Monocultural Teams and the 

Performance of Multicultural Teams in 

Tourism Organizations. International 

Journal of Academic Research in 

Business and Social Sciences, 7(7), 

2222-6990.  

Mulholland, R., & Cachon, J. C. (2004). Online 

marketing communication in the tourism 

industry: an exploratory study of website 

effectiveness among tourist lodge 

operators in Northern Ontario. Journal of 

Small Business & Entrepreneurship, 

17(3), 175-186.  

Othman, B. A., Harun, A., De Almeida, N. M., & 

Sadq, Z. M. (2020). The effects on 

customer satisfaction and customer 

loyalty by integrating marketing 

communication and after sale service 

into the traditional marketing mix model 

of Umrah travel services in Malaysia. 

Journal of Islamic Marketing.  

Rudskaia, I., & Rodionov, D. (2018). The concept 

of total innovation management as a 

mechanism to enhance the 

competitiveness of the national 

innovation system. Paper presented at the 

Proceedings of the 2018 International 

Conference on Internet and e-Business. 

Seow, A. N., Choong, Y. O., & Ramayah, T. 

(2021). Small and medium-size 

enterprises’ business performance in 

tourism industry: the mediating role of 

innovative practice and moderating role 

of government support. Asian Journal of 

Technology Innovation, 29(2), 283-303.  

Ufua, D. E., Osabohien, R., Imhonopi, D., 

OLUJOBI, O. J., & Ogbari, M. (2020). 

Change management and capacity 

utilisation: A critical requirement for 

business sustainability among small and 

medium-sized enterprises (SMEs) in 

Nigeria.  

 


