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ABSTRACT

The purpose of this thematic study was to find out a person factor of Muslim
customers in using facebook and The influence of marketing mix toward muslim
customers via facebook to accept the services by reasonal and emotlbnal factor : A
case study of ibtisam halal cuisine. The samples were 400 Muslim fanpages of ibtisam
halal cuisine by using a questionnaire. Data analysis procedures were by percentages,
mean, S.D., and Pearson's sample correlation coefficient.

The research result found out that most of Muslim fanpages of Ibtisam Halal
Cuisine were female 232 and male 168 customers. Mostly were 26'- 35 years old with
Bachelor degree who worked as employee in private company. Their incomes around
25,001 - 35,000 Bath. They accessed facebook everyday more than 8 hours per day.
The main Purpose of using facebook of 109 customers was to explore some information
and proved the hypothesis that personal factor related to the influence of market mix
The influence of marketing mix toward muslim customers via facebook to accept the
services : A case study of. ibtisam halal cuisine.

And also found out that the The influence of marketing mix toward muslim
customers via facebook to accept the services : A case study of ibtisam halal cuisine

were in the highest level in all aspects that meant market mix had influence to Muslim
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customers of using facebook to accept the services : A case study of ibtisam halal
cuisineand this researchv found that the behavior of using facebook related to make a
decision to accept the service by reasonal and emotional factor.

Making a decision to accept the service by reasonal and emotional factor of
Muslim customers via facebook were the highest. This research found out that Muslim
fanpages of ibtisam facebook decided to accept the service by emotional first,
especially superstars, singers or celebrities who recommended ibtisam halal cuisine
made them conformable. Then they made a decision by reasonal. They thought that
fanpage made ibtisam halal cuisine more reliable. In conclusion, .the influence of
marketing mix toward muslim customers via facebook to accept the services by

reasonal and emotional factor : A case study of ibtisam halal cuisine.



