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ABSTRACT 
The purpose of this research are to find out the service marketing strategy 

model of long stay business for the aging people in Thailand. This research combined 
both qualitative research and quantitative research. The data were collected using 
questionnaire, in-depth interview and focus group. The structural equation modeling: 
SEM was employed to test the research hypothesis. The results showed the factors 
influencing the achievement of the long stay business for the aging in Thailand both 
Thais and foreigners. These factors include service marketing strategies factors, cultural 
and social factors, and the psychological factors. The most important element for 
the aging Thais is the psychological factors, while the most important element for 
the aging foreigners is the service marketing strategies which have a direct effect on 
both psychological factors and achievement of long stay business for the aging people. 
All factors are of good fit with empirical data in both model. 
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AGFI = 0.95  1 
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188, P-value = 0.00000, RMSEA = 0.045, SRMR = 0.031, 
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Chi-square = 200.26, df = 152, P-value = 0.00528, RMSEA = 0.022, SRMR = 0.023 GFI = 0.97 AGFI = 0.95  *p < 0.05, **p < 0.01 
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