
ix

TABLE OF CONTENTS

Page

ACKNOWLEDGEMENT iii

ABSTRACT ((ENGLISH) v

ABSTRACT (THAI) vii

LIST OF TABLES xiv

LIST OF FIGURES xv

CHAPTER 1 INTRODUCTION 1

1.1 The Coming of the Creative Economy 4

1.2 Intellectual Capital 6

1.3 The Coming of the ASEAN Economic Community (AEC) 12

1.4 Knowledge Management (KM) Approach 13

1.5 Cognitive tools for knowledge creation 16

1.6 Background and Need 17

1.7 Purpose of the Study 19

1.8 Research Hypotheses 29

1.9 Significance to the Field 30

CHAPTER 2 LITERATURE REVIEW 31

2.1 Knowledge Management 31

2.2 The Development of the Creative Economy in Thailand 38

2.3 Intellectual Capital 44

2.4 Intangible Capital 49

2.5 Thainess Capital 53

2.6 Thai values and behaviors 63

2.7 Nonverbal communication 69

2.8 Culture and Communication 72

2.9 First Impression Management 75



x

TABLE OF CONTENTS (continued)

Page

2.10 Metacognition Sciences 77

2.11 Quality of Experience (QoE) 84

2.12 Mind Mapping 85

2.13 Neuro Linguistic Programming (NLP) 87

2.14 Service sciences 89

CHAPTER 3 METHODOLOGY 94

3.1 Conceptual Framework of the Study 94

3.2  Research Design 96

3.3  Data Collection Procedures 97

3.4  Protocol Analysis 99

3.5 Environment Settings 101

3.6  Preparation prior to gathering the information 102

3.7  Measures: Setting the interview’s scope and creating the

observation tool 104

3.8  Procedure for Data Analysis 107

3.9  Validation 108

CHAPTER 4 RESULTS OF THE DATA COLLECTION 109

4.1 Historical Analysis 109

4.1.1  Case study 1 : The Mandarin Oriental Hotel, Bangkok 109

4.1.2  Case study 2 : Thai Airways International 114

4.1.3  Case study 3 : Jim Thompson 119

4.1.4  Case study 4 : Chiva-Som 121

4.1.5  Case study 5 : Blue Elephant Restaurant 123

4.2 Case study Summary of In-depth Interviews 127

4.2.1 Summary of  In-depth Interviews: Mandarin Oriental

Hotel 127



xi

TABLE OF CONTENTS (continued)

Page

4.2.2 Summary of  In-depth Interviews: Chiva-Som 130

4.2.3 Summary of In-depth Interviews: Blue Elephant

Restaurant 131

4.2.4 Summary of In-depth Interviews: Jim Thompson Thai

Silk Company 133

4.2.5 Summary of In-depth Interviews: Thai Airways

International 136

CHAPTER 5 MAJOR FINDINGS AND HYPOTHESES

VERIFICATION 139

5.1 Major Findings 139

5.2 Hypotheses Verification 139

5.3 Mind Maps for Findings of the Case Studies 152

CHAPTER 6 DISCUSSION AND CONCLUSION 158

6.1 Discussion of Thai Intellectual Capital (IC) – Relevance and

Application 158

6.2 Theoretical Ramifications 171

6.3 Limitations of the study 172

6.4 The Value of Thainess 173

6.5 A Model for Fostering Thainess 173

6.6 Thainess – A Construct for Regional Cooperation 174

6.7 Core Thainess Value Multipliers 175

6.8 Thinking of the Future: World and National Trends 178

6.9 Breakdown of Traditional Family Values 179

6.10 Westernization of the Work Ethic and Lifestyles in General 179

6.11 Economics Globalization Challenge 180

6.12 Recommendations for Practical Applications 180



xii

TABLE OF CONTENTS (continued)

Page

6.13 Core Application Consensus Multipliers 181

6.14 Conclusion 188

6.15 Value of Study 188

REFERENCES 189

APPENDICES 212

Appendix A Interview with Executive Chef’s Interview 213

Appendix B Interview with Training Manager Assistant of

Mandarin Oriental Hotel 228

Appendix C Interview with Guest Relation Consultant of

Mandarin Oriental Hotel 238

Appendix D Figures representing the utilization for the

Development of First-Impression as New Service

Language Knowledge Creation 245

Appendix E Figure representing First-Impression Mind Map 246

Appendix F Figure representing Buzan’s Multiple Intelligence

Mind Map 247

Appendix G Figure representing Neuro Linguistic

Programming (NLP) Modes of Perception 248

Appendix H Figure representing Submodality Comparisons

Mind Map 249

Appendix I Figure representing Thai Creative Economy

Classification Mind Map 250

Appendix J Figure representing Mind Map of Thai Social

Etiquette Classification 251

Appendix K Figure representing Buddhism Eight-fold Path as

Thai ways of self-presentation 252



xiii

TABLE OF CONTENTS (continued)

Page

Appendix L Figure representing Karma as a thinking and

learning tool Mind Map 253

Appendix M Figure representing Consciousness Creation Mind

Map 254

Appendix N Figure representing the Development of Service

Process Capital Modeling Mind Map 255

Appendix O Figure representing NLP representations system

Mind Map 256

Appendix P Figure representing Buzan’s Smashin Scope Model

Mind Map 257

Appendix Q Figure representing Grinder Pentimento Nonverbal

Intelligence Development Mind Map 258

Appendix R Figure representing Initiative Collective Values

Comparison Mind Map 259

Appendix S Figure representing Case-studies First-impression

Collective Values 260

CURRICULUM VITAE 261



xiv

LIST OF TABLES

Table Page

1 Categorization of good and bad values by Thai cultural standards 9

2 The Three Dimensions of Imagination 51

3 The Sensory Preference Modalities 88

4 Cognitive knowledge creation using six senses for first-impression as

service process capital value creation in Mandarin Oriental Bangkok

Hotel 129

5 Cognitive knowledge creation using six senses for first-impression as

service process capital value creation in Chiva-Som 131

6 Cognitive knowledge creation using six senses for first-impression as

service process capital value creation in Blue Elephant Restaurant 133

7 Cognitive knowledge creation using six senses for first-impression as

service process capital value creation in Jim Thompson Silk

Company 135

8 Cognitive knowledge creation using six senses for first-impression as

service process capital value creation in Thai Airway International 137



xv

LIST OF FIGURES

Figure Page

1 The Skandia Model of Intellectual Capital Development 25

2 The Author’s Expanded Skandia Typology 27

3 Intersecting 3-Circles for Knowledge Management for Value

Co-creation 28

4 A proposed typology of national productivity development 28

5 Four Characteristics of Creativity in Economy 39

6 Manifestations of Creativity 40

7 Thai Creative Economy Classification 42

8 Hongladarom’s theoretical typology on human resources

development 48

9 Seven Forms of Capital 52

10 Seven brain principles 86

11 The Servitization Approach 90

12 Service Dominant Logic 91

13 Conceptualization Framework for the Study 94

14 The Expanded Skandia Model Augmented by Thainess Intellectual

Capital and Knowledge Management Cognitive Tools 96

15 First Impression Knowledge Creation Mind Map 98

16 Interviews and Observation in the Research Process 100

17 The Mandarin Oriental, Bangkok and Mandarin Oriental Hotel Group

registered logos 113

18 The Mandarin Oriental, Bangkok designated fan, dating back to 1810 114

19 THAI logo with the “curve graphic” 118

20 Venn diagram showing Chiva-Som’s key attributes 122

21 The Chiva-Som logo carefully represents the mind-body and spirit,

of which combined health is the key to personal fulfillment 123

22 Blue Elephant logo emphasizes Thai themes 126



xvi

LIST OF FIGURES (continued)

Figure Page

23 Thai Cultural Product Champions Mind Map 140

24 The Value Creation for Market Value: First Impression

Management, Knowledge Capital and Intellectual Capital Mind Map 142

25 Thainess capital as intellectual capital Mind Map 144

26 The contribution of the six-senses to renewal innovation capital 146

27 The Best-Practice Modeling Mind Map 147

28 Bandler’s Neuro Linguistic Programming (NLP) Framework Mind

Map 148

29 First Impression Human Body Language Mind Map 150

30 First Impression as Service Process Capital Mind Map 151

31 Blue Elephant Case-study Mind Map 153

32 Mandarin Oriental Bangkok Hotel Case-study Mind Map 154

33 Chiva-Som Case-study Mind Map 155

34 Jim Thompson Thai Silk Case-study Mind Map 156

35 Thai Airways Case-study Mind Map 157


