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ABSTRACT
The purpose of this research was 1) to study factors affecting the performance for community
enterprises of the service sector 2) to study the influence on the positioning strategy for
community enterprises of service sector and 3) to research results have been developed the
positioning strategy model for community enterprises of service sector, In Northern Thailand
to succeed in the business. The research methodology is Mixed Methods - a combination of
qualitative and quantitative research. The samples were 340 from the Stratified Sampling. The
data were analyzed by frequency, percentage, mean, standard deviation, Pearson's product-
moment correlation coefficient. Analysis of data by AMOS program. Structural Equation Model
(SEM) was used to test the structural relationships and confirm the conceptual framework. The
results showed that the factors that would improve the enterprise community service sector.
There are 4 elements in Northern Thailand: 1) Competency 2) Data-Driven Marketing 3)

Marketing Innovation and 4) Positioning Strategy.
Keywords : Positioning Strategy / Community Enterprise of Service Sector
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gnAndhmsneiiunnsneiu (Kotler, 1999) nagnésumisnansusignidentviduniesdielunisudsdiy
mamsamanazadeldiueumenisudetu vagideldiuisumamsudedugnienindunisimun
NAENSNITINFAMMUINEATN 18U AN (Quality) N15UIN5(Service) arutdede (Reliability)
AMAT (Value) AUABINIsianiz (Customization) kagAnauaneng (Differentiation) yaudl Irfan
(2009) N1 wamssLiuIesgRvaIsaUsld fail madvlnvessenty madulnvesgné
madAulavessamls waznnAvlavesnsdiany aenadesiu Saunila (2014) Ailsesuneiiisniniy
wamsiuiusuasaiald 2 sUnuu Ae nanmsidunumensiu uazkanisiiduanuiiling
n9iu Betaldanuarils naiiulavessears madiulavemingu wavdruuisman fu Hans
sudunuiiduuinnssalnl fe msmuiifuvesmnudifavesesdns Tassmidunasnainnisany
neealun1sUTUUTIRNUANe) 10909ANT WIRNTIH MDY NTYUIUNTRENS, NMInain,
msdnlasadisesdns s
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