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ABSTRACT

The purpose of this study is to develop a
conceptual framework for Impact of Service
Innovation for Customer Satisfaction: Perspective
on Higher Education. This research proposed the
guidelines to created innovative service
strategiesfor strategy development in higher
education in Thailand. Moreover, this framework
will  increase  the  competitiveness  and
effectiveness in higher education. The research
methodology of proposed framework consisted of
a reviewing of relevant theory and empirical
study, reviewing in the term of academic research
and practice strategy in the education sector,
analyzing of data fromusing Exploratory Factor
Analysis statistical techniques (EFA). The
research illustrate  a

findings conceptual

framework to represent the service innovation
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factor in the higher education which consists of
social-organisational innovation, Business Model
Innovation, Technology innovation, Student Care
Innovation, Curriculum Innovation and Research

Network Innovation.
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