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ABSTRACT

This study examined the marketing strategies of financial institutes that affected
customers’choice of credit card and the credit card behavior of their customer in Mueang District
of Lampang Province. Samples for this study comprised 150 Siam Commercial Bank’s credit card
holders and 150 credit card holders of non-bank sources. The four major marketing strategies
hypothesized to have influence on the choice of credit card were the card using behavior was
confined to the amount of cash-advance withdraw, the payment through credit card, and the terms
and conditions for repayment. Descriptive statistics were used for analysis and Chi-square
statistics for testing the difference in opinion between groups.

The study found most Siam Commercial Bank’s credit card users could be described as
female, 31-40 year old, civil service officer/government enterprise worker/business employee,
and having less than 25,000 baht average monthly income. The primary three marketing strategies
that had the influence on the decision to use credit card were price for the absence of first year

annual



fee, place for numerous branches facilitating the payment procedures, and market promotion for
the widely acceptance of credit card by varies shops and stores. The investigation on credit card
using behavior revealed that most credit card users utilized cash-advance privilege no more than
3,000 baht per month, made payment through credit card for buying goods in range of 3,001-
10,000 baht per month mainly for food and beverage in department stores, and chose to pay the
full payment due as stated in the bill.

Those non-bank credit card users generally could be characterized as female, 31-40 years
old, civil service officer/government enterprise worker/business employee, and having less than
25,000 baht average monthly income. The primary three marketing strategies that exerted the
influence on the choice of credit card were price for the absence of first year annual fee and the
low interest rate for failure to make payment on due terms, and market promotion for getting
discount from using the credit card for buying goods and services, On credit card using behavior,
the non-bank credit card users in most cases used cash-advance option no more than 3,000 baht
per month, mostly for food and beverage items in department stores, and chose to pay the
minimum payment due which was 10% of the outstanding balance but no less than 1,000 baht.

From the test of difference in opinion between Siam Commercial Bank’s credit card
users and non-bank credit card users, they appeared to have different views concerning 11 sub-
strategies. Ten sub-strategies that had more effect on the holding of Siam Commercial Bank’s
credit card than the non-bank one were free admission and first year annual fee, reasonable annual
fee, numerous branches facilitating payment procedures, adequate and widely available ATM’s,
widely acceptance of credit card by various shops and stores, provision of interest free period for
the use of credit card, points awarded for accumulation to redeem complimentary items, invitation
from sale-person to apply for credit card, satisfactory service provision by the financial institute’s
workers, and availability of relatively more privileges from using the specific credit card than the
alternatives. The remaining sub-strategy involved with simple application procedure had effect

more on non-bank credit card holding than on Siam Commercial Bank’s credit card holding.





