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ABSTRACT

This study aimed to 1) examine customers’ behavior in using the services provided by the Office
of the Board of Investment; 2) investigate the customers’ level of opinion towards the management of the
organization; 3) study the customers’ level of service satisfaction; 4) compare the customers’ level of
opinion on the management in relation to their personal factors; 5) compare the customers’ level of service
satisfaction in relation to their personal factors; 6) compare the customers’ level of service satisfaction in
relation to their behavior in using the service; 7) examine the relationship between the customers’ personal
factors and their behavior in using the services; and 8) study the relationship between the customers’ level
of service satisfaction and their levels of opinions on the management. The sample group consisted of 400
customers. The research instrument was a questionnaire. Statistical analysis was performed in terms of
percentage, mean, standard deviation, t-test, one-way ANOVA, the Chi-square test, and the Pearson
correlation coefficient. The findings were as follows:

1. The examination of the customers’ behavior in using the services showed that the customers
used investment promotion and information services 2-3 times a month. They contacted BOI at its office by
themselves between 10.01-12.00 hours. They contacted the Services and Public Utilities Division and
received related news and information via the internet.

2. The customers’ level of opinion on the management was high regarding all of the four aspects.

3. The customers’ level of service satisfaction was high towards all of the four aspects.

4. Difference in the customers’ gender and age resulted in difference in their opinions on the
motivation with a statistically significant level of 0.05.

5. Differences in the customers’ personal factors did not yield any difference in their satisfaction
levels with a statistically significant level of 0.05.

6. Differences in the customers’ reasons for using the services resulted in differences in their level of
satisfaction towards the staff, service procedures, and public relations. Difference in the customers’ frequency of using the
services in a month resulted in differences in their levels of satisfaction towards the staff and service procedures.
Differences in types of services used, and the place/division/unit contacted by the customers resulted in difference in their
levels of satisfaction towards all of the aspects with a statistically significant level of 0.05.

7. The customers’ gender related to types of services used. Their age did not relate to their
frequency of using the services in a month and information received. Their educational background related
to reasons for using the services. Their average monthly income did not relate to the place/division/unit
contacted and information. Their status related to their frequency of using the services in a month. The
period of time as well as their occupation did not relate to information received.

8. The relationship between satisfaction towards public relations & motivation and quality control was
found at a moderate level, while other relationships were found at a low and the lowest levels with a statistically

significant level of 0.01.



