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2.1




13

211

1) lia (Pooling and Transfer of Resources)
(Direct

Financing)

(Indirect Financing)

2) (Clearing and Settlement)

Non-banks

Letter of Credit
(Custodian Service)
3) (Risk Management)

(Economic  Cost)

(Insurance)
(Collateral and
Credit Enhancement) (Derivatives)

(Diversification)



2.2

2.2.1
23

2.3.1

2.3.2
24

SFls

SFls

(Deposit)

(Demand Deposit)

(Specific Financial Institutions  SFIs)

(Time

14

Deposit)

(Saving Deposit)

SFls
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8 SFls 4 SFls
4
2.4.1 SFls
4
1) (Government Savings Bank)
2) (Bank for Agriculture and Agricultural Co-
operatives)
3) (Government Housing Bank)
4) (Islamic Bank of Thailand)
2.4.2 SFIs SFls
4
1) (Export-Import Bank of Thailand-
EXIM Bank)
2) (Small and

Medium Enterprise Development Bank of Thailand-SME Bank)
3) ( .) (Thai Credit Guarantee
Corporation)

4) ( .)(Secondary Mortgage Corporation)

25

1 (Credit)

(" : ,2520). 57



251 !
(refinance)
2.5.2
1) (Demand)
2) (Supply)
Developer
2.5.3

16



11

2.00

12

13

14

2.00

2.00

i



2.1

2,500,000

2.2

800,000-2,500,000

2.3

800,000

18



(monthly to netincome

( )
4)
ratio) 33% 2
5)
6)
80-90 3
7)
33
80
8)
8.1
QAL
8.2
6
8.3
8.4
8.5
8.6 (
2 , ' [ ], 19
http:/iwww.reic.or.th/RealEstateForPeople/Topic-AdviceHomeL 0an02.asp
3 ;! [ ], 19 2555.

http:/lwww.bot.or.th/Thai/FinancialLiteracy/credit/Pages/sm4.aspx

10-30

2555,

19


http://www.reic.or.th/RealEstateForPeople/Topic-AdviceHomeLoan02.asp
http://www.bot.or.th/Thai/FinancialLiteracy/credit/Pages/sm4.aspx

8.7

10

4 2543

26

26.1

Hasan-uz-Zaman

http:/lwww2.bot.or.th/FIPCS /Thai/lPFTPCS_List.aspx?docgroup=4#

10

2543,

20


http://www2.bot.or.th/FlPCS

™

muunY,Oifo

1)
2)
3)
4) (Welfare Economy within the context o f Shariah
Principle)

L (Principle of Trust)

2. (Principle of Liberty)

3. (Principle of OQwnership)

4, (Principle of Justice)

5. (Principle of Tazkiyah, every one earns and
spends his earning legally)

6.
262 ()

( )



Ibadat
Munakahat
Muamalat

Jinayat

(Riba)
(Gharar)

(maysir)

4.1
4.2
4.3
4.4
4.5 entertainment
4.6

4.7

(Sale or Bai)

11 (Bai Sahih)

22



12

13

14

23

(Bai Baatil)
) : (Bai Fasid)
, (Bai Makrooh)
(Bai Sahih)

(agad)

(Mabee)

(Price, Thaman)
(Qabza)
(Maloom)

(Muta aiyan)

(Physical, Hagiq)
(Constructive, Hukm)
4

(Murahahat) (Make-Up ICost Plus Based Financing)

80-90%



(Musharakah)

(Mudarabah)

(ljarah)

(Partnership)

(Letters of credit

(Profit-Sharing)

(leasing)

24



25

7

2.6.5

1) Wadiah Yad Dhammanah (Malaysia)

2) Qard (Pakistan)

2

L (Wadiah Yad Amanah)

2. (Wadiah Yad Dhammanah)

(hibah)

Wadiah

) Hibah

Wadiah Demand Account

1. Wadiah Yad Dhammanah + Mudharabah
Mudharabah

Wadiah Profit Sharing
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2. Qard

3. Qard + Mudharabah

4, Wakahlah Wakeel

5. Wakalah + Mudharabah!

6. Musharakah

7. Mudharabah ( rabb-al-
mal) ( mudharib fund manager)
26.6 Murabahah
+
Cost-plus Mark-up Spot-sale Deferred Sale
Spot-sale Deferred sale

Murabahah Price = Costof Good sole + Profit or Mark-up
Murabahah Sale

1 3



26.7

(mark up)

+ mark up

BBA

BBA

AL BAI'BITHAMAN AJIL (BBA)

(installment)

BBA
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2.6.8 (ljarah)

ljarah

AWIAINTalunIIng1ae
CHuLALONGKORN UNIVERSITY



ljarah  ( )

(Leasing)

ljarah Thumma Al Bai = leasing to purchase

269

IRR

IRR

21
271

(decision making)
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2.1.2

11

I « " " ( -
243 .. ) L
12
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2.1

2.2

«

(buyer’s characteristics)9

(cultural factor)

(social

factor)

3



2.3 (personal  factor)

2.4 (psychological factor)

(motivation)

(perception)

(learning)

(beliefand attitude)

(buyer's decision process)

32



(Reader)

(Reader)

(Reader)

15

10 5

(Reader)

3 (Pull factors) (Push factors)

11

1.2

13

3



14

2.1

2.2

2.3

3.1

3.2

3.3

(Social action)

(Commitments)

(Force)

(Opportunity)

(Ability)

(Support)

34



(Problem or Need Recognition)

(Information Search)

(Evaluation of Alternatives)

(Purchase Decision)

(Postpurchase Feeling)

35



2.2

= 3
ngANTINMIYe
vesrjuilan
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0 (CUSTOMER

SATISFACTION)

(Product Competitive Differentiation)

L (Product Differentiation)
2. (Services Differentiation)
3. (Personal Differentiation)
4, (Image Differentiation)
(Customer Added Value)
(Total Customer Value) 0
it ( : 2539), 57



(Uttility)
4
(Product Value) (Service Value)
(Personal Value) (Image Value) 4
" (Thomas; & Earl)
©
1 (Tangibles)
2. (Reliability)
3. (Responsiveness)
4, (Competence)

" Jones, Thomas 0. and . Earl Sasser Jr, “Why Satisfied Customers Defect,” Harvard Business Review 73
(November-December 1995) : 88-99

P . ( : (25%8). 17

38
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5, (Courtesy)
6. (Credibility)
| 1. (Security)
8. (Access)
9. (Communication) )
10. (Customer understanding)

(Tools  for Tracking and

Measuring Customer Satisfaction)

(Marketing Concept)

4

L (Complaint and Suggestion Systems)



2.1

2.2

2.3

2.4

2.5

(Customer Satisfaction Systems)

(Ghost shopping)

(Lost Customer Analysis)

40
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