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ABSTRACT

This research was a qualitative and studied the perception, attitude and
satisfaction of Islamic Bank of Thailand. its objectives were studied the perception,
attitude and the satisfaction of the Islamic Bank of Thailand

It was found that most the respondents were female, 51.2 is 21-30 years think
radio 36.8 with bachelor's degree. The percentage of 55.8 is a student, as a percentage
of income, 28.8 10 000-20 000 baht, radio 42.2 status. The percentage of 50.0 Islam,
were 96.0.

Is the period in the customers of the bank is more than 2 years realistic in the
service the Islamic Bank of Thailand is near / near the office. The percentage of 45.7
types using deposit service, were 74.7 credit service type credit individuals were 49.9
using ATM card service The percentage of 90.0.

Perception of the bank, the perception that iBank is a short name that is used
instead of the Istamic Bank of Thailand. Yes, were 95.0. Islamic bank is a bank that

provides financial services follow Islamic full only in Thailand. Yes, were 54.8.



Customers' éttitude towards the bank. Overall in the level of agreement
concerning finds the service channel respectively. The staff of the image of the service
and the preduct. |

Customer satisfaction with the bank. An overview in the high level when
considering the convenience, the highest. The vestibule, products and services,
personnel and the quality of service, the site and the Facebook (Ibank).

The hypothesis testing, customers' personal information such as age,
education, occupation, their experience is different attitudes toward the Islamic Bank of
Thailand different. Except for the factors of gender and different religions. Are satisfied
with the reading digital magazine for different customers' personal information, including

gender, education, occupation, marital status, and the degree.



