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Abstract

This study aimed to: (1) analyze the components of a business model for green-heart
exercise and sport tourism event organizers by applying the Sustainable Business Model Canvas
(SBMQ) concept to the Thai context and (2) examine the key success factors affecting the operations
of green-heart event organizers. Data were collected through in-depth interviews with 15 key
informants selected using purposive sampling, including representatives from government agencies,
event organizers, entrepreneurs, and experts in sport and sport tourism management. Subsequently,
a focus group discussion with 12 stakeholders was conducted to review and validate the key issues
identified from the interviews. The data were analyzed using content analysis and thematic synthesis
to capture and interpret the perspectives of stakeholders from multiple sectors comprehensively.

The findings revealed that the business model for green-heart exercise and sport tourism
event organizers in Thailand consists of 11 components of the SBMC which can be categorized into
three core dimensions including value creation, value delivery, and value capture, emphasizing a
balance between economic benefits, social value, and environmental impact. Four key success
factors emerged: cross-sector collaboration, environmentally responsible event design, shared value
creation with local communities, and green awareness communication. The results indicate that
SBMC is an effective analytical framework for developing sustainable business models for green-
heart sport events and can support national sport and sport tourism policies consistent with the

Sustainable Development Goals (SDGs) and the BCG Economy Model.
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Usraupnudusafifadeduindoudidy Ae nsasinasetieanusiuiieduniasy wnyu wazyuoy

[
= %

dowulassadsatuayuiiddu deludunisdanisdwnedeuuagnisnszaisnaysslovdludiui

FaaonadasiunuIAnuos nasmes uaziAswes (Porter, and Kramer, 2011) 31¢8n15a313AuA13

figsivanunsaairsuailsmugiumsinundsasldodsaunauayfugussu
uenaniidnuarnsEnLUUAINTSY (Key Activities) UugIUveIn L sdudaenndoeiunuves

UeAAu wazAy (Bocken et al., 2014) FeliinnudAgyiuuuifnnisasisnuailugsivegedsdudesin

31NN1TBRNRUUANAT (Value Design) Midaulosduainudeinisvesddiuladiudenndglaileines
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Fuslan msfifdananssudlirnuddyfumsiidnsivesyuny §idhsm uazstusiing Widraniiunum
TuRanssuuaznslindnfariviesiuladufedisvesmssenuuunnaiinseunauiaznouaussdnm

2. msdeuaunua (Value Delivery)

namIsenudn finfansailulsamalneisuhnalndudanndeuuazmealuladidrundudiunis
yosnsruUMIAiunuLaznsdeasegaduszuu wu madamsves mslindsnuazein nsAm
fuauawswivesianssa wazmsliunanefuoeulaifiodeasunAnnsdnfanssudiduingiu
danden dsaenadosfunuifnyes adud uazfenau (Stubbs, & Cocklin, 2008) MiausingsAad iy
msysanmMsnagnsiudandeuitiiulasiaisesdng

v

TuAuY 8N4 (Channels) kaga1uduiusiugneAn (Customer Relationships) nsltdunanasy
oaulatifiodeansuuiAnmsinfonssuiiduingfudawnndouuazainanistdiusiudugidrsmianssy
agenalfl onduiieg el danuvesnislénalnnisiidiusinuuuasnig (Value Delivery Mechanism)
ANNUUINSVBY 2089 WazunAIL (Joyce, & Paquin, 2016) Faitiuin n1sdaueunueddadudatends
n1sdeansedeseiisnazasienuyniuluszezenn uananinisaiieszuudiaegsa (Business
Ecosystern) 7114 a1l 9581171901055 10n¥U LAz uYUE ALY BUAILUIAA Sustainable Value Chain
Management 984 lndnasines wagag (Geissdoerfer et al., 2018) 9993 NSAIUBUAMATTINAY
foafinnNsviaukazAuTINdavesEldwladudenniY

3. NMIUTMIANAILETNAGNS (Value Capture)

fifveansuTmssunuazkayselorl nan1s3Tenudn gInfanssuilafilisddivuiminisdnms
Fruvuily aduussandamszozen Wy msamulutanumyuiou ssuudansndsnuazenn uaznnsly
walulaBifleandunuuds nsdidunudnuvasdaenndostuuuafnves yud wazdoinainensesin
(Boons, & Liideke-Freund, 2013) i Laued155A a8 af unisadisaunaseni1g Economic Logic waz
Sustainability Logic iaf1syarmiaasughamugiumseusnunineinsluszezenfielinissiiuny
asaglalnglivihatensnensluouian

uanani msdanianausylvdmadinuuagaswindey (Social & Environmental Benefits) fiiiin
91nAans s Wy mMsadenulugusy Msafuayundndasiviosdu nmsanuTnanezuazmslininens
waznstuRuAaTe d0ARd0IIULLIANNITYIUINTSIATYFAMYUIBY (Circular Economy Integration)
o1 Dielsll uiinerqu uasdifioaly (Pieroni, McAloone, & Pigosso, 2019) 14 31nstndniAsygia
vyuisusndseyndldlulueagsfevisarsnueiiddunduiugszuudinuuazd windeuldegradu
JUsTIU

namsideluuiunlnedsaviioudn SBMC uaiosilefifivszansamluniseSuienszuiunsasng
daeu wazuImsamalunmsinfanssufiunneegnsnseunay Preliiuanuduiusidessuuresiongsy
Awiledien wazafelunagsiafiaenadesazidoulostuumfnanudsdunniifedauiasuas

Jugusssu
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Ualsuauuy

NnuamsITeildFnwuaziauilunagsiagdnfonssuniseendrdsnouazionssunisvieadion
Gefwladiden TasUszenduunin SBMC annsaagufeiauenusiiionistuiadoulieagsia dil

1. darauaunuzidsulaune (Policy Implications)

1) wihenunassuszgndlduunda SBMC Wuedssllodinnzitazoonuuulevedufanssy
A lelyimsivunnagnsdaaiugnanvnssunisiiniianudsduuuguteyaidsszuy

2) Mmasgmsdaaiunsineusuduinsfsaduiuidn sBMC luniseenuuunisdafanssy
iiesnszduTannuaansnvestiinfanssngarudidulazonseiunumngaamnssunsiwilng

2. YoiauauuideufuR (Practical Guidelines for Event Organizers)

1)

19

PAANTSUNITORNMSINIBRAZAINTTUN TV BT aRIAIstwuldn SBMC Wlddunsouwas

eXe

umndumsauiaziSmsiansionssuiteinssdiugsiall muaunasevitsane ULIULAENANTENU
Anaunaseviedfivnaasugia deu uardanndon saurduneunsesnuuUAanTIn MIUTMNINTNEINT
TJaufsmsusiliunaansvesfiangsu

2) YunsunisepnwuUianssa AIskiANE Ry TU Value Creation uaz Value Delivery Tagld

ol SBMC ukawsiun (Blueprint) Hieszygnasanmai (Value Points) 1w n1sasisiusiinslualy

9

Ao A

AR NMsidenldnineNsNgdy uazniseaniuulszauNsalfid1smniauIng

[

3) ginfanssuAsInhsenulueagsfvegedsiunduianssuiioaunanisaduanululis

[

ﬁgamwgﬁﬁ] sAu wardauinden waguuImensiaunsely demsaudenanaisaldiduenans
UsenaunmsveativayusuUssnauvdeliunsdifnudmiuianssundadely

a) msliiauddiunsld sdndasiuazusnisaniesd ui eannslinsnennsanaeuen was
nasenstiduiuvesgurluiufiogauviase

5) ArsadianerneusingsenI e SnAanssu maosuiesiu UsznounT uazy Ny
\fleuindsuniAanisdaianssuiiduiinsdedunndousmiustsdeiios uazutsiunsnenns anud
waglananauiluswag

3. darauauuzdmiunsiteaiwialy

meteadsdelumsvensveuanmsinuludsUssnnianssufmiivannvatemnty Wy Aanssy
fAwnendn Aanssufiseiunund uiefanssundvieadiorluiui i fdnvueistudiossudo
sUuuunsa¥uauiuaznanszmuiddanadesluuuniuendieiu uenandaasinisfneifeiaa
\onaapuanuduiiusseninsesduszneuredling SBMC funadwsduiasusia deu wardanadou
ileiinAufensiazANATUAgLYBIHAITY

miAdElueweme TR AT oslleseiiiufenssufmogned sy wu et iaRnssuiladiden
iieltlunsAamudsgansawveamsdidunuiuaiudsduegraduszuy uagnisnwiLuuinni
szozemaztieliidlanansznuiuasugianardanadendeyuvuluszezendaazidulsslovinonis

WaUUlEUTIEAENISUSUSINNSHANTSURWe8 9 8unaly
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