237748

=< o daa a ' LY = =1 - a A Y a
ﬂ"lﬁﬂﬂ'lelﬁ]i)"l]fJ‘VlﬁJB%ﬁWﬁﬂﬂixﬂUﬂ’ﬂMﬂﬂmumﬂﬁyﬁailﬁl'uﬂﬁ!ﬁi’)ﬂi‘]ﬁﬂﬁﬂﬁ
= ] o o A
‘Eu'lﬂ'ﬁﬂﬁﬁ'm!lﬂﬁﬂizmﬂllﬂﬂ Nﬁﬂf‘}ﬂ‘i%fﬁﬂ e
A = o Ada A 1 Y a =3 = A 7
1. LWﬂﬁﬂB'lﬂi)%ﬂﬂﬁﬂﬂﬁWﬁﬂﬂigﬂUﬂ'ﬂﬂJﬂﬂlﬁ'LI"U@ngﬁﬁl!ﬁluﬂ”l'i!ﬁ@ﬂi%

) =

1 A o [ o/ A:y A 2 Qo
usmssnmsdaamuvslsandne laolifngilszasddes asil (1) ivednunilede

v
A

Wlianwadeszauanudamiuvesyadulumslfusmssumssaaw-
uradszmalng dszneudie YededanudemeSausssusaaw Tasodw
drutszaumenmsaata dededudean Jedsdruanuienels uaziledodm
anuiFeiio’l3ale ) iednuilisiitisnswadenuidens 13 lalums 14
uimysumssaamuvelszmaing Usznoudae Tesedunnudenieiensssy
S aseadiuszaunensaaia uazilesoduanuitanels 3) iednu
aseiinionnaselesodmanuitanelolumslduSmssumssaa-

uralszmelneg dszneudie dadeduanuFomaiausssudaay uazilede



Audiudszauniemsama (@) mednuilesenisninaneilesedudenu
Alszneudis fassduanusenmaiausssudaa uasiledomudiudsay
O I I VR
nMmInaa (5) LWE’)ﬂﬂ‘Hﬁ]%%ﬂﬂh@ﬂ‘ﬁﬂﬁﬁﬂ“ﬂi]‘DEJﬂ”Iu’c‘{’Juﬂizﬂ’m’lNﬂﬁﬂa’lﬂ '
dsznevudis PademuanuFenausIsudaan
¥ v @ ur o a v Ada a [ [
2. o TumannuduRusiFaiguesiledenlisninadeszau
a [~ ‘ = i a F=y 1]
anasmuvesyaaylumsdenldusmssumssdamurslszmalng
di g v Y a cv‘ 4
3. ensIdouANUdeAndosved lmaatudeyawalsziny
v b4 ¥ ¥
awlsnlFlumaddeasan 1dun i’]ﬂ%ﬂmmg%mamuﬁsmﬁmn flave
drutlszaunamanan Jededudeay Jedsanuianels uazilodennu3nele
[ = [~ = ~ = ]
Taaliszauanuaamuveyadulumsionldusmssumsdaamuvetszmsne
[~ [
wuaalsaiy
9 @ 9/ = asy =R 3 Ay X =Y
#9893 2l u M IANEIIMIITBFIRUMNILA MIITOTFIUT U
ay A o3 1Y ' = A a t 2 o
msRuFgamwiumsdunvaimzaneludiunialumswaunseu-
s Ay a 7= o3 awv a v ¢ 9}
HUIANAR A5l santumsossdszany Iaslsuuuasuoiy
3 P =1 =1 Y 9 a a Aa =
Hhuasestislumahusiusaudeyaningniyadunngininhiisuinsdaain-
uvstszme Inedla 1405 ms $1uau 495 au addnld lumsimszvideya 1dud
MIUIAUTIANND MIMIAURAY MIMNAIT 0082 HAZMTUATIZH LUADTUNT
Taseadn
NanMs9enuI (1) adeanuremaiansssudaauinNaneasusauInae
Y a ] = =y =N v
szauanuAamiuvesgasyaaylumsidenldusmsumsd ramurelssmalne
o ] ) - ] [y =Y [~
(2) Yaveaulsaun1amsnaln INTNaN AT UFIUINADTLAUANUAANUYDY
yaaulumsdenlfusmssumsdaamurslszmaing (3) hssdudnylid
= - v [ = =1 =y = PN
HAaNNATATUNNABsTAUANAAmUesyaaLlumsden IFUS MBI B A
[ [ =1 =% s ' Y] a 9
uvalszme Ine @) adoanuians 1l Han e s UFIUINABTLAUANNAATTUUDY

yaaulumsidenlduimssuimsdaamuvslszmalne wag (5) Yedvanuiede



237748

Phalefimaneasufaundeszavarudamuvesyadulumsidonldusms
smsdaaurlsane Ine
aw AW a 1 d’, =) ] Qs
WansIeNY A usnUzaIae 1T suimsdaauvalseme lnenlsiann
] H a W r'd =Y o o
drulszaumamsaaanilsznsudie MEASUNNITRY FATIHARBULNY BAT
o 1 o Y 4 aw
mlsuseasssuiion aAnuazaINaL1e tazms lavandsemdunus namsdide
:ly Y o T g 9) % -] -
F1IHUN NIZUIUMTVBIMST IFaIulssaun1emIaaIndauIalssansnm
¥ v ¢ v
FAIUNPBNTNadUTIAN NUTZNBUAIY DNTNAVDIATBUAT LIazBNEWAINDU
ao dy Y o ¥ A A qY a a v (7=
Hamsed Iy yaauibenldusmssumsdaamuvalsemalne il
Aaooa :; ° 9 s & d‘l Y a =Y ' ]
ansnanwzilvyanaluaseunsmiemeuldus mssumssaauvsdsems lng
a' dgl 9 dyaa' :; A ~ XY c?’ Y a o @
nduld wonntideanwuianlums el 1aun yaduswanndana
9 s @ 4 =Y ] [} ] (3 T 13
anuin s lundasaaimstulunsazdszan dawlng lidh lsnuuanaeseving
A s a =Y a o o o a { A
$UUNMIRUD AU VILVUNTRUVBITUIM TN ouTludansumsoaaln

arsna luiGsanana

237748

In this dissertation on “Factors Influencing the Opinion Levels of
Muslims i Choosing the Services of the Islamic Bank of Thailand,”
the researcher investigates, develops, or examines the following:

1. The factors influencing the opinion levels of Muslims in choosing
the services of the Islamic Bank of Thailand. (1) These factors consisted of
the factor of belief in Islamic culture, the factor of marketing mix, the social
factor, the factqr of satisfaction, and the factor of trust. (2) The factors
influencing trust in the services of the Islamic Bank of Thailand consisted
of the factor of belief in Islamic culture, the factor of marketing mix, and

the factor of satisfaction. (3) The factors influencing the factor of satisfaction
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with the services of the Islamic Bank of Thailand consisted of the factor of
belief ih Islamic culture and the factor of marketing mix. (4) The factors
inﬂuencihg the social factor consisted of the factor of belief in Islamic culture
and the factor of marketing mix. (5) The factor influencing the factor of
marketing mix consisted of the factor of belief in Islamic culture.

2. Developed a causal relationship model of factors influencing the
level of opinions of Muslims in choosing the services of the Islamic Bank of
Thailand

3. Examined the congruence of this model with empirical data

The variables used in this study were the factor of belief in Islamic
culture, the factor of marketing mix, the social factor, the factor of satisfaction,
and the factor of trust. The level of opinions of Muslims in choosing the
services of the Islamic Bank of Thailand was the dependent variable.

The researcher used both qualitative and quantitative research methods.
In-depth interviews were used in the qualitative research phase of the
investigation as part of the development of a conceptual framework. The
quantitative research phase of the investigation involved an empirical research
inquiry using a questionnaire as an instrument of research to collect data from
495 Muslims in the regions where the Islamic Bank of Thailand can be used
for banking services.

Techniques of descriptive statistics used in data analysis were frequency,
mean and percentage. In addiﬁon, analysis by means of an application of

the structural equation model was conducted.
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- Findings are as follows: (1) The factor of belief Vin Islamic culture
‘positively affected the level of opinions of Muslims in choosing the services
of fhé Islam1c Bank of Thailand. (2) The factor of marketing mix bore no
posmve effects on the level of opinions of Muslims in choosing the services
of the Islamic Bank of Thailand. (3) The social factor also bore no positive
effect on the level of opinions of Muslims in choosing the services of the
Tslamic Bank of Thaiiand. (4) The factor of satisfaction positively affected the
level of opinions of Muslims in choosing the services of the Islamic Bank of
Thailand. (5) The factor of trust positively affected the level of opinions of
Muslims in choosing the services of the Islamic Bank of Thailand.

The researcher has the following suggestions:

The Islamic Bank of Thailand should develop a marketing mix
consisting of financial products, rate of return, profit rate or fee, convenience,
advertising, and public relations. The research findings indicate that the
process of the use of marketing mix still lacks efficiency and the use of sociél
influences to influence family and friends.

Findings also indicate that Muslims using the services of the Islamic
Bank of Thailand failed to influence family members or friends by encouraging
them to use the services of the Islamic Bank of Thailand in increasing numbers.

In addition, a large number of Muslims still lack understanding of all
of the various types of financial products. Most of them do not understand
the differences between the financial system of Islam and the financial system
of commercial banks. The Islamic Bank of Thailand would do well to foster

much higher levels of understanding on the part of Muslims in these connections.





