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nagnEaMMNEIBM3IHUIM3 (Service Quality

Improvement Strategies)
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Abstract

This research aims to study the marketing
strategy at commercial banks in Thailand to Laos
by Lao PDR. step 2 is performed. In the first step,
make a complex study of the evidence. Monitoring
of evolution. Work efficiency in the operation
of commercial banks in the country, Thailand.
The number of Bank analysis using 14 statistics
used are: frequency per cent average, standard
deviation, find an effective banking operations.
3. to make the interview. Three Bank executives
to find the consistency of the same marketing
strategy. Remove the Guide The action strategy
on the market that banks use and successful
country in Thailand as a strategic step 2 study the
expectations of those interested in service to the
Lao PDR. expectations in order to use the service,
commercial banks in Laos by Lao PDR. using the
interview.A sample of those interests. Service area:
Vientiane commercial banks number of 447 samples
by a simple sampling and analysis data by then
Smart PLS marketing strategy that is designed
to provide consistent with the expectations of
interested parties. Thailand’s commercial banking
services take effect. to interview experts to find
the consistency of marketing strategy.

Research shows that the marketing strategy

that will meet the expectations of interested parties.

2

Service people only commercial banks should Lao
PDR. use strategies to build relationships with
customers (Customer Relationship Management
Strategies), and the second strategy is the strategic
quality of service (Service Quality Improvement

Strategies).

Keywords: Marketing Strategy, Expectations, The

Lao People’s Democratic Republic.
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Sources: World Bank national accounts data, and OECD Mational Accounts data files
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