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The objective of this independent study was to study factors affecting customer decision
to use deposit éccount at the Islamic Bank of Thailand, Lampang Branch. The data was collected
from questionnaire distributed to 267 samples and then analyzed descriptively using frequency,
percentage and mean.

It was found from the study that most questionnaire respondents were female, 50 years
old and over, married, Buddhist, and with educational background of Bachelor’s Degree. Most of
them were entreprencurs with monthly earning of less than 10,001 baht. They used Wadiah
saving account for the purpose of saving. They used the bank services 1-2 times per month.
Most held accounts at other Banks as well. They got information about the Islamic Bank of
Thailand from the bank staff and they did not use any other services at this bank.

The marketing mix factors which influenced the decision to use services at the Islamic
Bank of Thailand were as follows : process, personnel, physical evidence, product, price, place
and promotion.

The sub-factors which affected decision to use the service in each marketing mix factor
were as follows. For process, fast service was ranked at the high level. For personnel, friendly
and attentive staff was ranked at the high level. For physical evidence, well-lit venue and

air-conditioning was ranked at the high level. For product, the bank’s stability and reliability was

ranked at the high level. For price, appropriate minimum deposit amount was ranked at the high
level. For place, the bank’s location near work place was ranked at the high level. For promotion,

door-to-door visit by the bank’s staff was ranked at the medium level.





