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Abstract

The aim of this research is to develop a framework of service innovation,
perceived quality, perceived value and image which affect student’s satisfaction and
student’s loyalty in higher education in order to enhance competitiveness and
effectiveness in higher education. The research methodology consists of two parts:
theoretical and empirical study. The data was collected through questionnaire from the
samples of students of technology and innovation faculty of the top five universities in
Thailand. A total of 302 questionnaires were completed (78.03%). The collected data was
analyzed by using Exploratory Factor Analysis (EFA) and Structure Equation Modeling (SEM)
The research finding can be concluded as a new framework to identify the factors of
service innovation in higher education. There are five important factors of service
innovation that impact to student satisfaction: (1) Social - organizational Innovation
(2) Business Model Innovation (3) Technology Innovation (4) Curriculum Innovation and
(5) Student Care Innovation. Moreover image of the university, perceived value and
perceived quality are antecedent influences of student satisfaction which lead to student

loyalty.
Keywords: Service Innovation, Student Satisfaction, Student Loyalty, Higher Education
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