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ABSTRACT

The purpose of this study is to develop a
conceptual framework for Strategic Risk in Higher
Education that affects student’s loyalty: In the

context of Rajabhat University. The proposed a
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plan in risk management strategies for increase
the achievement in the operating strategic
development in the university. The
methodological framework consists of reviewing
of relevant theories and empirical studies that
Include risk management, Marketing, competitive
advantage and Other Higher Education. The
research  findings illustrate a conceptual
framework for risk factors in higher education that
affects student’s loyalty. The Risk factors include
7C's;  Customer Needs, Customer Cost,
Convenience Choice, Complete Study, Caring
Courtesy, Comfortable/Comfort Cleanliness and
Coordination ~ Continuity.  Using  statistical
techniques is Exploratory Factor Analysis: EFA is
used to analyze the data and presented the risk
of operations of higher education in Rajabhat
University 7 factors. In strategic and operations
risk management of the University.The results
were obtained from the statistical analysis are
grouped the factors causing the 7C's Higher

Education, which is the seven factors on

performance of The Higher Education.
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