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ABSTRACT

This independent study aims to study factors affecting customers decisions on using Islamic
Bank of Thailand services at the head office. The data were collected from 178 samples,who were the
customers_of the bank. The data were analyzed by descriptive statistics in terms of frequency,
percentage and mean.

The results of the study showed that most respondents were female, age of 21-40 years old,
Islamic, education bachelor degree level and private company officer. Their average incomes were
10,001-20,000 baht per month. Their reasons to be Islamic bank customer because Islamic religion
financial regulation. They also used Islamic bank once a month. Most of respondents useid to deposit
accounts and accessed bank’s information from Islamic bank officer.

The factors affecting customers decisions on using Islamic bank of Thailand services at the
head office in conclusion with moderate significant level. The high significant level were people and
process factors while place, physical evidence, product, promotion and price factors were at moderate
significant level. Other factors affecting customers decisions on using the Islamic bank of Thailand

services were fotally at moderate significant level which were culture, phychological, personal and



social factors, respectively. Considering in each factor which showed the highest significant level
affecting vustomers decisions on using Islamic bank services, the product factor was the deposit type
which responded to customer needs, the price factor was interest rate of deposit, the place factor was
the bank location nearby and convenient travel, the promotion factor was special options for
customer deposit accounts, credit and foreign affairs, the people factor was polite manner of bank
_ staff, the physical evidence factor was modern office automation, the process factor was complete and
clear information, including the culture factor was Islam religion, social factor was the persuasion
from family members, the personal factor was income and psychological factor was the bank benefit,

respectively.



