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Abstract

This research was aimed at studying a model development of service marketing strategy
for perceived value in Thai fusion food at AEC market. It was a survey and development research
applying structural equation model analysis: SEM. The research indicated that Thai fusion food
business had service marketing strategy for perceived value in Thai fusion food at AEC market at
high level. (X = 3.77) The model of service marketing strategy for perceived value in Thai fusion
food at AEC market was created consistently with empirical data and had ability to predict at
good level and acceptably at 88.8 percent. On casual relationship, it was found that the factors
of business basic information about a kind of business, a period of business run, the countries of
AEC market, information acknowledgement from various media and the business outcome at
present compared with the previous year correlated with service marketing strategy of Thai fusion
food restaurants for AEC market. Perceived value of Thai fusion food and service marketing
strategy of Thai fusion food restaurants for AEC market also correlated with perceived value of
Thai fusion food for AEC market.

Keywords: A Model Development, Service Marketing Strategy, Perceived Value, Thai Fusion Food,
AEC Market
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