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Abstract

 The objectives of this research were to study 1) Levels of Intellectual

Capital and marketing strategies for Thai Clothing fashion in AEC market and

fashion business contained intellectual capital at high level in terms of structural 

capital and human capital. In addition, it had marketing strategic planning at high 

level in overall aspects of convenience to buy, communication, consumer wants and 

good level and acceptably at 61.2 percent. According to the causal effect, it was 

found that factors on Thai clothing of fashion business comprising sizes, owners,

times in business, countries’ market in ASEAN, kinds of products and current

outcomes compared to previous year. Meanwhile, Marketing in AEC of corruption and 

Business and Intellectual Capital Factors 
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