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ABSTRACT

The main purpose of this research are (1) to study exposure of the credit card advertising
on T.V. (2) to study the gratification of the credit card advertising on T.V. (3) to study the factors
that influence people of holding credit cards (4) to study the relationship between holding credit
cards and exposure of the credit card advertising

The samples of this research are people who hold and not hold the credit cards that
exposed the credit card advertising. The samples were 400 people in Chiang Mai Municipality by
using the multiple-stage sampling. Questionnaires were used for data collection. Data
computation was processed through SPSS. Descriptive statistics and Chi-square, F-test (Anova)
and T-test were used for analyze the data.

The results of the study are

1. The samples exposed the credit card advertising 1-2 times/a day during 9:01 p.m. -
12:00 p.m. which was on the break of show / opera soap / news / game show / non-fiction. They
exposed it for entertainment or relaxation and also they could get more information about the
privilege of holding the credit cards. The most retentive advertising was Krung Thai Bank. This is
due to the time period when the viewers are relaxing and enjoying television.

2. Gratification of the credit card exposure was at the moderate level. When consider
each aspect, the satisfaction of Information, Social Information and entertainment were the

moderate level. And the satisfaction of personal identity was at the high level.



3. The factor that influenced people of holding credit cards was overall at the high level.
When consider each aspect, the satisfaction of product, price, place, promotion, cultural and
psychological was at the high level and the satisfaction of social and personal was at the moderate
level.

4. Holding the credit card and exposure the credit card advertising has correlated at a

0.01 of statistically significant level.

The results of hypothesis show that:

Exposure of credit card advertising is not correlated with sex, age, education, occupation
and income.

People with different educations are different in gratification on information; there were
no differences between sex, age, occupation, and income.

People with different ages and educations are different in gratification on personal
identity; there were no differences between sex, occupation, and income.

People with different sex and ages are different in gratification on Social Information;
there were no differences between education, occupation, and income.

People with different sex and ages are different in gratification on entertainment; there
were no differences between education, occupation, and income.

People who hold and not hold the credit cards are not different in gratification of expose

the credit card advertising.



