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Abstract The purpose of this research was to find out the model
of service marketing strategies of Thai commercial
banks for preparing to ASEAN community.This research
combined the both quantitative research and
qualitative research into the studies.The quantitative

research has been conducted with 540 samples of customers. The data was
collected by questionnaire and focus group discussion. The statistics
employed in the research are confirmatory factor analysis and structural
equation model: SEM .The results found that there were 4 factors influencing
on the bank performance which were service marketing mix factor, internal
marketing, customer relationship marketing and service innovation. The most
important component influencing on the marketing achievement of Thai
commercial banks were service innovation in item of product innovation and
influencing on the bank performance in term of share of mind.The constructed
model of service marketing strategies of Thai commercial banks for preparing
to ASEAN community was good fitted with the empirical data. (X% = 229.59,
X°/df = 1.34, P-value = .000, RMSEA = .025, GFI = .96, AGFI = .94)

Key words: service marketing strategy, marketing achievement of Thai

commercial banks, ASEAN Economic community
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LUIAR ﬂquﬁ UTeauNIIaInuUINIg U89 Lovelock and Wirtz (2007)
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133 (Lin and Chen, 2010) nsdnmsgnAdusitusiis 3 fudsznaude lasaadng
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maﬁquémmmﬁnLﬁuqiﬁaimadﬂmuu’"s’mmim (Moustafa and Mohamed, 2010)
warn139AnIsgnAduRusIBnSnanimsudsuindenisimundndusiuagll
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nandnuaagsmeios (Patrick, 2012)
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Aan1sdeauAmAINITUSNSIARUgNAT LagauuwlIAnn1snatanieluves Kotler
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(Gunday, et al.,2011)
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AunsnatnvessuInIndisdinglaussyndldmusuifinves d1dneusieia
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7 Uszpnsiidnwiadedléun g3uuinstusuasmnddly
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e  1BENI1 20 HvREIMUSTIANYY mudefinunvesnis
113338 ¢ v v 5 a
WATIEviaunsiaseaine (gauna segled wazauy, 2551)
Tnennsnuwindsdldiuusdiuau 27 §uvs uagléngy

fegevaSuuINsAusuIATMIAYEng F1uu 540 feea
MsduiegSUATUUINsAUsUIAmsINalvdlne T9iEnsdunuudiegie
LLUU%’uQﬁ (stratefried random sampling) ‘f?umaumﬂLL“LJﬂSmﬂﬁwm‘j‘UEjLﬂuLLUU
Fugfinumeuazngamm uudld 5 nia wagiimsduiiegissumsndyding
wuvagnadheuuulalldiu dssrnssuesmdedine $1uau 68 u dunoudi 2
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7.2 w3asiiafildlunsise
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7.3 Bmsaantasdenieuiunisnsadeunmunmiaiaciie
N5UIAMNIMYBILUUABUANTABNTIAIAALTAEI TS (validity) uay
msBedieldl (reliability) MssArANuissnss tnegidervgyduiu 5 inuay
watlA Index of ltem Objective Congruence (I0C) lagdaaia1uilal I0C 141nAIN
0.60 ynde dmfunismianudesiu #1633 Alpha Coefficient W84 Cronbach
(1990) I¥raradesiuresuuvasuniusisatiusiiy 0.90 mdussansvesa
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Hadeiddviwarenadugnisnunisnatnvessuiamamndvlnewasldnisiiesed
WUUTIABIEUNISIATIAT
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ﬂ’TW‘V]I 2-6

Chi-square 738.54 ,df=567 , P-value=0.0000 , RMSEA=0.024 ,*p< 0.05 , **p< 0.01
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