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ABSTRACT
This research aims to study the retail payment markets by understanding the current

development promotions to identify possible future trends, by bringing the consumer behaviors anc

most of the incentive program3here were two research objectives which are toyskey

influential factors on purchasing.through the credit cards and to investigate how effective of the

rewards programs work to.incentive them spending through the .cridut expectations and

requirements of the credit consumers are strongly influenced by the growing of alternative banking

solutions, a loss of trust of trust in the baking industry and major social trends such as the incentive
of promotion programsrlhere are signs that credit issuers need for mopeavement their service
performances to encourage more usage on credit spe@imeeall, the research finds the valuable
findings which will further stimulate companies to improve their services underpinning of
innovation of retail banking and payments

The research utilized the qualitative approach by using tllkepth interview The

interview was conducted at the various perspectives of respondents who are using the credit cards

The study revealed that “rewards programs” was considered as the most attractive
factor when making a decision for alternative payment tylNes-monetary rewards programs are
less effectiveness in the decisimaking process when dealing with shopping behavildrsrefore,

credit companies should be kept innovative on the services as primary concerns to compete in th

growing of alternative payment types

KEY WORDS Thailand Credit Card/ Reward Programg Loyalty Program/ Consumer
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CHAPTER |
INTRODUCTION

1.1 Credit Cards Consumption in Thailand

From the past decade through currently, there ha&h lggowing on

changing purchasing behavior of consumer finance due to the increasing alternative of

payment typesThe Credit card has been playing an important rele o define as a
payment tool of commerce and transactions that widely used to purchase goods and
services Credit card changes the consumer usage behaviowdymain important

roles Firstly, credit card served the convenience of paymeplace of using cash or

check transactions while another role is the primary source of consumer credit

comparing with other forms of financing.

By the functional benefit of the credit card, it is serving more convenience

to credit cardholders all over the world including the cardholders in Thaikaonc
the statistic of Bank of Thailand figuresll it shows the change of credit card
accounts in Thailandincluding with both issues by a commercial bank aadbank
issuerd. This figure represents the total number of creditl @ccounts in each year

(the most recent report published by BOT on Octob@t6R This shows the

significant number of increasing on credit accounts from 2010 until 2015 that was a

54% increase in the number of credit card accounts thseshort period.
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Figure 1.1 Change of Credit card accounts in Thailand from 200~ 2015

Source: Bank of Thailand, 2016

From the steadily increasing of credit card accounts in Thailand, it also

raises the competition of credit issuerbe competition on credit card market become

more intense as the competing between domestic and foreign banks that are more

targeting on Thai consumemlso, by announcement rules for credit issuanceddR2

it resulted increase more competition in credit card companies because of it supposed

to growing number of competitors engaging in credit card indu$trg shows that

the credit cards are more available for Thai consumers than it has been in the past

decade

However, credit cards can serve more payment convenience for consumers
but there still have cash and other papesed payment that is largely used by
consumers in ThailandVith the intense competition in credit market siioiat credit

issuers have to launch incentive programs to stimulate using of credit card payments

and gain more customers into their accoumte incentive programs here defined as

the popular method that is largely used in the credit industry such as cashback



rewards, gift cards incentive and discounts which made credit issuers confrontation
with the large costsThus, the large costs of investment on incentivgaum face the
uncertainty of how to make the program effective as an adpettte credit industry,

there are many similarly incentive programs that influenced consumer spending more

on their credit cardsSo, it is important for credit issuers to understaod consumer

using a credit card for spending under the influence of rewards programs which will

become a key strategic for financial industry inside of credit card business

In this paper, it aims to study the impact of credit card rewards on

consumer spending by exploring.two questidfisstly, what caused consumers using

acredit card on their spending and do rewards programs incentive consumer spending

more?

1.2 Problem Statement

The problem of this research will explore is consumer purchasing behavior
under the rewards programs of card issuérBis will also include how the
effectiveness of rewards programs influence on consumer decisitwes specific

factors related to purchasing behavior through credit cards such as impulse buying,
materialism, setesteem and rewards programs itselhe study will identify
purchasing behavior of the rewards programs and how it affects consumer purchasing
decisions

However, this research will focus on the Thai drexird market and

identify factors that could be recognized from relevant rese@yghexploring the

aspects of consumers, it will be essential to understanding better on how consumers

responded to rewards programs from card isstreeddition, it will help the company



create the most effective programs for incentive the right users with valuable of

programs investments

1.3 Objective of the Study

The purpose of this research is to explore how effective of reward

programs that launched by credit by studying the purchasing behaviors under the

influence of benefitsThere are two objectives in this research

e  To study key influential factors on purchasing through credit cards

° To improvethe effectiveness,of rewards programs



CHAPTER Il
LITERATURE REVIEW

2.1 Credit Card Industry

The consumer behaviors on financial payment in the past decade used to

purchase goods and services through cash while the business used cash or checks for
their business transactions until the 190Dse first proprietary cards of the world
were introduced for creating customer loyalty and improving serVices card does

not purpose for credit features but it created the first general credit card concept in

1966 (Sienkiewicz, 2001)From the first introduced of a credit card, it beesnmore

popular among the consumers in a short period as it is the mode of bill payment,

entertainment, and travel

A credit card is serving the mode of payment to consumers such as serving

more convenience rather than holding a large amount of cash and give more flexibility
on large volume purchasingLim, 2014). Also, credit card also provides the
emergency fund in case that the unexpected expense ocdurtkd other hand, credit

card also provides accumulated of rewards point on spending, discounts, cashback and

other promotion that are only when people using the credit card
The credit card in Thailand was introduced less thalecade comparing
with the developed countrifhai people often used the credit card for theirgimegy of
bill payment that will reduce the charge from the bank on each payAisoi most of
the restaurants are cooperate with credit issuers to offer the discount on purchasing

through credit card or zero percentage installments on purchasing prthatiand

credit card report, 2004



However, the credit cardholders are growing rapadignparing with other

payment types which caused to high competition on credit market credit card

issuers are difficult to increase the new cardholders because of the cardholders have

the variety of payment alternatives including with a high number of a competitor in the
market Then, the way to reach their profitability of eacbmpany become the
challenge To compete with the high competition and situatibshofting on consumer

behaviors, some of them look back to themselves as reevaluate the effectiveness of

their service activities of their compafghing and Hayashi, 2008With the growing

of consumer choice of payment types related to increasing number of barriers, this

challenges the card issuers to make their profitabitgch company will want the

consumer to consume as the higher of sales, the more they consume related to the

more profit the organization can ga®o, some of the card issuers tend to adjust their
strategy by increasing their card usage to reach the market share rather than compete

for the new accountd hey offer the attractive rewards programs to exgstiustomers

to incentive their spending on credit

2.2 Young adult toward Credit Cards Consumption

In the past decade, they had the mindset on purchasing behavior to save

first and pay later but young consumer currently moved their new mindsgtow
first, pay later Then, the credit cards supported this concept ofytheng consumer

with their temporary conceptspend first and pay latelt allows young consumer
spending behavior shift on their spending and builds their social status toward
achieving their goag{Robert, 199).

Young consumers on credit market defined as a lucrative specific target

group for company or card issueiey are vulnerable segment such they are unwell



decision purchasing behaviors as a lack of-gatitrol and shopping impulsiveness
(Szmigin and O'Loughlin, 2010)n addition, human needs and want have increased
from time to time It increased from basic necessary to the sourcehefluxury

product or superior quality of basic thingéoung consumers always maintain their

consumption over their needs even if their income will fluctuate but they supposed to

do it beyond their income by using credit cards as a convenience tool without any

much concerifSoman & Cheema, 2092

Moreover, credit cards on the young consumers holding have a fewer
restriction on their spending. which causes them overspending, but credit card still

remains a need for the young consumer to overcome the disadvantage of holding
credit Then, the credit issuers plan their marketing sjfated young generation
applying for their own credit card$he marketing strategy begins with operating with
many merchants motivate the consumer to use the credit card by providing benefits to

them- the more of their spending, the more they can redeerpoint for offered gifts

( Lim, 2014).

2.3 Rewards Programs

In the past 20 years, the first credit card rewards were introduced by Diner'
club for offered airline miles to cardholdeits aims of this rewards for stimulating
consumer purchasing through credit cards for travel and entertainthésicomes

popular until the 1990s that the rewards programs offer the most alternative program

to consumers such as cash back, bonus base on purchase volume, reward points

donation to charity and discount on a product that sold dyraoeded card issuefs

Lim, 2014). Then, the competition between card issuers beconme imense caused

to some of them seeking to the new way of offering rewards programs such as five



percentage cashback on purchasBgmne of the card issuers seeking for the different
way of traditional product category by offer greater reward for purchasing on gold and
platinum Ching and Hayashi, 2008

Rewards programs defined as the incentive to the consumer in order of

cumulative purchasing of products of services from firffise rewards programs

normally have three kinds of their structure as continuity programs, frequency

programs, and trading stamp programs but it shares the main purpose to the incentive

on consumer purchasing and increases customer loyalty

However, rewards programs are different from the promotional tools such

as coupon and sweepstakes that only offer money incentive, but, rewards programs use

other types nearby monel.can be firm's produdtfor example, offered a discoynt
or other firm's product or servicéor example, the hotel offer@dhat the card issuers
cooperate with (Mengza Shi, 1997 Moreover, from the study of Agarwal,

Chakravorti, and Lunr{2010) they found that cardholders generally spend mare o

when card issuers offer attractive rewards programs to them such as cash back

rewards The most of the consumers that react to this rewarelshe group that did
not spend or carry a large debt on their credit c&8dsthey will have more power to

react on rewards programs

2.4 Key influential factors on Credit card usage

2.4.1 Impulsive Buying

The impulsive buying defined as when the instant powerful of individual

effect immediately to purchase someth{iRpok, 1987).t occurred to fulfill specific

of buying or does not have intention of purchasingpulsive consumers will be easy



to influence by the rewards programs on credit cards when their impulse is out of

control With the readily accessible purchasing of credidsathe rewards programs
will support them to decide on their purchasing faster to fulfill their degixes

Asiah Omar, 2013)In addition, when the consumers are under pressupiat
consumption or demonstrate their materials desthesimpulse will identify as the
stimulative on consumptiofCakarnis and D'Alessandro, 2Q13mpulse buying is

also involved with pleasurable experience of consurivirch human is driven by

impulse that stimulated by psychologically and biochemicdlhe former function
neuropsychologically as waves that stimulate change continue along the nerve and
trigger mental responsé&hat is function stimulating and motivating the anfe from

both conscious to unconsciov&/§lman, 1973)

However, impulse consumption leads to risky condionpbehavior and

spending as the purchasing actions happen without caution on realistic 2zages
difficult to refrain impulsive purchasing because it is more like using emotional rather
than rational to feelhe products, the feeling of luxurkinally, impulsive consumers

are outof-control when buying impulse more than making thofugigurchasinglt is

often goes along with the intense feeling s{@eok, 1987).

2.4.2 Aspect on Materialism

Materialism is a passion of material desired which driving on getting more

material things to serve their need¢hen the individual needs are not fulfilled satisfy,

they will turn their attitude to materialistic needs to achieve the desired state as

purchasing the expensive thin§Sirgy, 1999. The individual who are popular in

public selfconsciousness always concerned their social appeameople who are
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materialistic normally are compulsive buying but to reach their social status on

material proprietary, it will cause to their impulsive buy({Yingjiao, 2009.

Therefore, credit cards can provide them for immediate satisfaction when

they purchased with higher material level valugscht, 201 The rewards

programs also are stimulative to influence their purchasing on their material desires

and reach social status faster than usual cash payi@emr, 2013. By purchasing

through credit cards, materialists can contribute their image to the public and social

identity of their lifestyle because it served readily available products to fulfill them

(Bernthal, Crockett, and Rose, 2005).

However, there still have material constraint issues that can make people

easily to influence by rewards programs of the credit comgamy cultural capital

lifestyle people, they will use their credit card to maintain their current consumption

by using shortun protection from material constrai contrast, the high cultural

capital lifestyle people use the credit cards to reach their different lifestyle objectives

It is not significantly on the material constraiesue but it more like the opportunity

of people to afford for their acquiremeiiernthal, Crockett, and Rose, 2005).

2.4.3 SeltEsteem

Selfesteem defined as the degree of thea®iicept as it is an individual's
feeling about the value of themselvigresents the interpretation of the other people
think about then(Rosenberg, 1979)%elfworth influenced consumer’s environment
and life experienceThis caused especially young consumers that infei¢neir self
worth by relationships and evaluation from the offascarella and Terenzini, 1991
The individual who has the lower level on setteem will lead to psychological

stress They will tend to buy expensive luxury goods on dred fulfill their self
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worth and they are easy to the incentive of rewards programs on credit when the

consumer's income is insufficient to meet their needs, they will buy luxury products by

using their credit cards to amendment their-seiffident (Pettit and Sivanathan,
2011). It is less likely to happen with people with highf sesteem because they are

more confident in themselves and less emotionally to incentive by rewards programs

They have less sensitive emotional problems suctiepsession and fluctuation of

mood (Yelsma, 1993.

Furthermore, consumers validate the attractiveness of products by their

hedonic pleasure assert with purchasing for that goods in fi§ataler, 1995.
Human prefers goods.that can respond to their hedaeasure while minimizing
their pain of paying.in psychological/hen purchasing with cash, it can response their
pleasure on consumption while pain on paymdéSoman, 2003).Therefore,

purchasing the credit card affords consumers an opportunity to temporary payment for

hedonic consumption and decrease their pain of paying from using(Eaistberg,
1986). Credit helps to anesthetize of expenditure whilesmonse to their pleasure of

consumption.That is, credit provides the opportunity for lesggtmlogically painful

to consumption compared to cash for the individuals already experiencing purchasing

pain. Therefore, the credit preference on rewards progral®s has a significant
impact to psychologically painfuRewards programs make consumers less pain when

they purchase with a good dé&lettit, 2010.

2.4.4 Rewards Programs

The rewards programs were playing a significant role on current

competition between bank issuev&any rewards programs were launched to incentive

spending of their existing customers and increase the revenue in form of cldnges
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is not just only increase the revenue of organization but also increase brand awareness

on the credit market for growing over their competitétewever, rewards programs
on certain things shown the overflow effects in related prodWgtsen consumers

acquired with unexpected of credliscount or cashback for their purchase of one
product in the store, it is not only increased their incentive on demand products but
also enhance spending spillov@teilman, 2002).Moreover, it also changes in the
marketing mix of one product which can influence demand for related. i&imsreas

the incentive programs were understood as a variable in the marketing mix, the

consumer will have both positive and negative perception whether the price or quality

of given product This is also caused to change in increase totaldspgron other

items and negative changes to reduce spending dariekiraman, 2006).

However, the different between the incentive programs and merchandise

activities caused much effect on consumer spending decision through the credit cards
Discounts, points, and cadack are generally found to have a positive andftgnt

effect on the use of cards while gifts are not signifi€xativerde and Zegarra, 2009

These differents types of rewards programs havéfisigntly effect to satisfaction of

cardholders which the effect is also varies by types of merchant sddmeover,

from the study of Agarwal, Chakravorti, and Luf2010), they found that cardholders

generally spend more on when card issuers offer attractive rewards programs to them

such as cash back reward$ie most of the consumers that react to this rewares
the group that did not spend or carry a large debt on their credit Gardghey will

have more power to react on rewards progtams
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2.5 Gap of Literature

Most of the researchers study rewards programs on the credit cards

without considering the consumer insight and their intention to usehisfactors that

influence people to use the credit may be different as consumer perspéatitiesr

study in this paper focused on the psychological of shopping behavior where the credit

cards often use upfrant

The monetary and namonetary rewards progran{sash back, discount
rate, point redemption and ¢tare programs that have few different between credit
companies including the behavior of consumers making decision prddesefore,

there are concerned as lomvolvement services

2.6 Conceptual Framework

The study on this paper focuses on intention to use the credit cards toward

the psychological factors and rewards programs fa@ased on the literature, the
variables studied included with impulse buying, aspect on materialismessetfim

and rewards programs, those which were influencing of using credit &edause of
the limit time of the study, the mentioned variables would allow the possibility of

credit companies being stimulated their right insighbhe hypotheses were as

following, based on the conceptual framework in figuie 2

H1: Impulsive buying positively affected consumer usthgir credit cards on their
spending

H2: Aspect on materialism significantly affected consummsgng the credit cards
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H3: Selfesteem affected consumer decision used the cred# oa their purchasing

H4: Rewards Programs significantly stimulated consuneeuse the credit cards

Materialism (Foscht, 2019””
o Att|tude towaifdi—ii"::f"""’

Credit Card Usage

5 G m e  ——

A o v ———

Figures 21 Conceptual Framework

2.7 Conclusion

The literature demonstrated the factors that influence consumer’s using

their credit cards on their spendinthe factors used both internal control as impulse
buying, aspect on materialism, seteem and external control as rewards programs

(monetary and nomonetary progran)s The purpose of the study was to understand

more about the consumer insights on making decision process of using credit cards by

the stimulation programs from the credit issuers
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However, the study focused on temvolvement services only by using the

promotional tools as rewards programs to represent the effectiveness of credit usage

Four variables were used based on the literaturiewesince they were related to

consumer insights and intentions
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CHAPTER Il
RESEARCH METHODOLOGY

3.1 Research Approach

To understand factors that influence consumer using their credit cards on

their spending, the research designed to collect data by using qualitative method

especially using the tdepth interview The qualitative method is typically flexible to
adaptation to give an answer and question between researchers and pattitigants
kindly openended guestion that is not necessary to resporibe same way of other
respondentsWith the operended question, participants are free to resporttietio
own words and researcher also able to ask how and Ty can give the useful
analysis on what research finding.

However, “indepth “interviews with young consumers designed to
understand their consideration towards the usage of credit. candsg consumers

were defined from age 25 to 35 years old and using the credit card at least six months
The interviews designed to discuss in Thai versioroider to make accuracy on
understanding and prevent any embarrassment of respand@ibetsnterviews were
voluntary and there is no incentive given to interviewddg relevant information

which occurred at least two interviews will be suitable to use response the questions

while the verbal recording from the depth interviews was literally transcription.
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3.2 Data Sampling

Reassurance of this research is to recruit the most credible sample by

maximizing variations of sample siZzéherefore, the interviews include a total of 15

respondents that selected through the convenience sampling based on researcher’s

experiencesThere were 3 of 15 respondents of an executive ptipalwho use credit

cards in everyday life for every of their purpose while the remaining of sample size

were used there at least one year

3.3 Data Collection-Methodology

Data will be collected by using epth individual interviews to

understand their perceptions and consideration of credit cards usage under the

influence of rewards programiSuring the individual interview, it will be recorddxy
literally transcribed The questions that use in an individual interviewuldlobe a
variety of operended type The sample will be selected by convenience sampling
method across Bangkaklated communitiesAlso, with limited communities of

voluntary would lead to respondent bias if it just interviews across Bangkok!

provide research purpose across more communities such as another countryside to

reach potential respond@his will also reduce some bias of interview thall wecur in
the future

The questions for intepth interview consist of three main péexclude
the screening questioffhe first part is general information that includgdestions
about gender, age, and incaniehe second part is factors that influencing the

consumer to use the credit cdfttie purpose of usayelastly, the impact of rewards
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programs on their decision on credit card spendihg. questions that will be asked in
the indepth individual interview, the researcher will tiy construct base on the

conceptual frameworgTable 31).

Table 31 Research Variables and Scope of Questions

Variable Scope of questions

Impulsive buying - Unplanned items purchasing
- Frequently of unplanned purchasing

Aspect on materialism - Buy things to keep up with the other, trends of to
feel happy

Selfesteem - | Buy things for look good, smart or increase mjore
selfconfident

Benefits of Rewards - The influencing of rewards programghow

programs

attractive of those programs on purchasing)

- The interesting on rewards programs

3.4 Data Interpretation

The literal transcribes from the depth individual interview will use to

analysis and understanding way of respondent’ ansiter relevant information that

occurred at least two times in interview will be suitable to the theme while the other
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information will be collect as sutbreme The data analysis will show by describing

data finding including with using respondent's verbatim be the examples
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CHAPTER IV
RESEARCH FINDINGS

This research aim to explore how effective of reward programs of credit

issuers by studying the purchasing behaviors of cardholders under the influence of

those benefits by using the qualitative methblde qualitative method that using on

this research mention for the depth interview with the respondeni&he result of

this individual interview is separate into 2 sections as general information and the

result of exploring.

4.1 Respondent’s Information

The demographic information included in the interview questidhe 15

respondents were required to identify some of their demographic that included with

(1) Gender(2) Age and(3) Income To understand the sample population based on
demographics, Tables.4 through 4 shows summarized data by the respondent’s

general information.

Table 41 Descriptive Information of Gender

Gender Quantity Percent(%)

Male 6 60

Female 9 40
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Total

15

100

Table 41 demonstrate gender informatioA majority of the respondents

the respondents, €0 (9) respondents were female while 40%) ©f the respondents

were male

Table 42 Descriptive Statistics of Age

Age range Quantity Percent(%)
18- 25 7 46.67
26- 35 2 5333
Total 13 100

Table 42 demonstrate the age of respondents in the intervigve

respondents are in the young adult target group which majority on 5382%-35

years old(8 responden)s Then, the remaining 46.67%efined as the group of 18

26 (7 respondens

Table 43 Descriptive Statistics of Income

Income range Quantity Percent(%)

THB 15,000 THB 30,000 6 40,00
THB 30,000- THB 60,000 7 46.67
More than THB 60,000 2 1333




22

Total 15 100

Table 43 demonstrate range of income of responde@st of 15
respondents, the highest number 46.67%r€sponden)sshows on THB 30,000
THB 60,000, then, 4% (6 responden)son THB 30,000- THB 60,000 and then

13.33% (2 responden)son more than THB 60,000.

4.2 Hypotheses Test

This chapter demonstrate of the study findings and summary of those

findings The 15 respondents provide their attitude level tdwaurchasing behavior
through credit card under the credit benefiige factors considered being categorized
by impulse buying, materialism, selsteem and rewards programs described belong

with the purchasing behavior of the cardholders

From the interviews, respondents hold different kind of card issuers based

on their income rangd he results also revealed the majority of resporsgldatide to
use credit card for their convenience of payment on their purchasing as mentioned 14
out of 15 respondents, followed by preventing them from holding a lot of(¢dsbut

of 15 responden)s and to take benefits from the credit car(® out of 15

respondents

The following were the results provided by respondents related to the relationship

between their purchasing behavior and dependent factors of the research:findings
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4.2.1 Impulse Buying

From the interviews, 9 out of 15 respondents responded that they usually

purchase something out of their list while they were shopfiaghop something out
of their list, some person purchased over THB 5,000 to reach their dddwedhstant
powerful affect them to consume more thing without considerafitso, the incentive
on advertising of credit cards such as the discountp0%- 6 months installment and
cashback lead to stimulating their powerful to make instant payment fdratefore,

holding the credit cards lead to make them have more powerful for afforddide

respondent provided their experiences as follow;

“| often go shopping every weekenillostly of shopping purpose is for
routine products such as shampoo, detergent, dishwasher, and toothphséys has
just only 4- 5 things on my list and all about a routine produd finally, I got 7- 9
things of that shopping timé have reviewed those exceed things from my list and

most of the time, it was appar&V/hen | buy it, | did not have any criteria evenhét

budget that | have remaining on that day”

“On my weekend, | decided to visit the shopping mall for meeting with

friends or family At that time, 1 did not think that I will shop anytig. In somehow, |
thought that | just went there for lunch or dinnEmally, after finish my lunch or
dinner, we always walk around the department for sightseEinglly, the discount of
goods or services brought me to buy somethitghat time of buying, | thought that
discount from credit card offer makes my needs more than using ratidhalght
that | got the cheaper price of my wish li@watch), why | have to lose this

opportunity That is why | grab those goods on my hand instantly”
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“l thought that | always buy more stuff rather than | decided to buy it
amost about cosmetics and appatdiave been solving this problem by list all of the
things before shopping but it does not work for me as mughill got an extra
cosmetic and apparel when | visited the stof& we know that cosmetic and apparel
trend are going fasterhey have many new designs and items launched| sayilthat
week by week of new arrivaWhen | spend my time in the cosmetic and apparel
stores, there is no time ending for that shoppiideels relax to monitor the new
things and read all their informatioAfter that, | got some stuff in my shopping cart

Finally, my cash in my pocket did not enough to supp have to use the credit card

for avoid paying upfront”
In the other hand, difierent people have a different perspective on what

they are behaving in their routin&s the shopping behaviors for some of the men, the

impulse buying do not reflect as much to whom planned before buying and using

rational more than emotionarhe respondents have been share some experience as

below;

“For me, | think | behave like most of men shopping behaviodgd not
shop other stuffs out of my lisWWhen | decided to visit the shopping mall, it means
that | already have something to buy on my lists and I just go directly to that shop

When | can grab what | want, | will go out of theophing mall | did not waste my

time there for sightseeing or walk around without any reason of shopping excepting

the case that | am dating with my girlfriend
These statements are related to the study of RG6R7). People use

emotional rather than rational for impulse shoppMten they are out of setbntrol,

the impulse buying will take place to drive their emotions by the surrounding incentive
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of discounts, point collection or cash badke signage of promotions were play the

important role here to stimulate the impulse purchasing of pebpden “impulse

buying” factor result of overall respondent shows that people always buy things out of

their list because of the attractiveness of promotion or discount rate up front

4.2.2 Aspect on Materialism

From the interviews, 10 out of 15 respondents provided that materialism

placed to be the top influencing factors for using credit cdrde materialism affects

their perspective in the case.of purchase thing to fulfill their pleasurable and follows

their social trend Most of the respondents provided their perspecthat they
purchase material things to satisfy their.liféne higher of material values, the higher
of desire for their satisfactiofi.o purchase expensive things, it could help theralrea

their desirable and social stat@zash payment could not support them to make those

material things with a higher price because of some time, they are not necessary to

hold a lot of money on their pocket but credit card support ta do it

“In a year, | will'have my wish list on my mind for served my desites
have no idea that why | have to setl just feel that if I could get all of my lists ihis
year, it make me fulfill of my happinesBefore | registered for the credit cards, |
cannot reach all my wish list within a ye&ometimes, it takes 2 to 3 years to get all
of it but things also increased following the year pas$er registering for credit

cards, it could support me to buy all of it in a yeBine rewards programs from the

credit issuers give me feel also satisfy that | can get goods at cheaper price, | thought”

“We all have our one favorite brand and me also one of the fans of one

luxury bag.At my workplace, most of my colleagues are usingfeer@nt kind of

luxury bags because we are in the fashion indusgny people alway update their
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trend and their look follows the time chandggefore | started working with this

fashion company, | did not often buy this luxury bag because of it is expensive and

worse a lot of my money in a yea@ince my work starts here, | could not stop my
desires for buying more of this luxury bdg.this year, | got 3 4 luxury bags within
11 months, it is more than what | thoughjust catch it follow the fashion trend and
when it says limited editionAbsolutely, the luxury bags mostly pay by the credit
cards as | need to collect point for good hotel redemption at the end of the year”

“l think that my material desires are growing up every .ykanean that
the value of those materials desires is increasing every Reaviously, | was a
student in the universityif | was got the new mobile phone, it already madethe
satisfaction of my lifeAfter | am graduated, if | got the new car, it atsakes my life
more comfortable and fulfillBut, in this year, | thought that if | could get thew
MacBook, | will have the most satisfaction of my lil®hen | compare between each

choice that | think it served my level of satisfactibthink that the last one is the most

pleasurable for me”

“When | feel disappointed, purchasing will heal me from that worse
moment | feel better and relax if | got something as myissat that momenio
purchasing through credit cards, | feel like | can get all things that | want at that time

do not have to worry that my money in the pocket will not be enough to send me home

after shopping and | also get the benefits as the credit issuers provided”
In contrast, some of the people do not place their desire on material fhineysdo
not concern about their social appearance in the pubtic they tend to buy things

follow their rational of purchasing or already thinking many times for their buying

processThe research has been founded the respondent exqeeae provided below;
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“l do not spend my money over THB 5,000 for purchasing things without

any reason of purchasing.o satisfy my life, | feel happy when | have money
remaining in my pockefThat is why | feel uncomfortable to spending thimgghout
any reason except it already brokés in the case of smartphone like iPhone, | am
interested on every time that it released the new sérigsuld stimulate my needs to

buy but it makes me feel uncomfortable if | have to spend a lot of money ©a it

purchase thing for satisfying my happiness, | thought that | do that once a year as my

parent’s birthdayl spend my money for satisfying their needs anaught that is my
reason for purchasing also”

From the statement above, it related to the research of §L288).
People serve their desires or fulfill it with purshy. Some people may think that

they are compulsive buying with considering before buying but to improve their social

status, sometimes, it brings them to impulse buying stage as the passion of material

desires People use their different kind of materials sehertdifferent of objectives
in their life. As the result showing from the interviews, peopleutiht that the good

promotion or discount rate help them reach their material desires. fakgercredit

cards can give them convenience and more opportunity to purchase what they wants

while good promotions or discount rate stimulate their purchasing decision than usual

4,2.3 SelfEsteem

From the interviews, not many people consider that purchasing expensive

things could help them look successful but it helps them feel confident about

themselvesTo buying an expensive thing, credit card offersrthieore opportunity to
purchase products at high prices because of it is no need to pay .Upjrpaissessing

an expensive thing, it amendment their smhfident on other people though and the
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relationship with other peopld# their desires can fulfill, their setfonfident will also

increaseThe respondents are shared their experience awfllo

“At my workplace, most of my colleagues are using a different kind of

luxury bags It is not because of we have a sense of luxury &Merbut it is one
objective of our job As we are logistic sales, we have to visit a diffierleind of
people Some of them are CEO of the big company, luxuryleaad etcl think that

we need to prove our appearance for the first impression for theae been got one
complaint since | started my work at first time about my appear&nom that time, |

try to find something that is good looking or expensive to make me more confident

This is one reason/why | registered for credit canmis often use them for purchasing.

It gives me the different kind of discount which eawome of my money on paying
the full price”

“I do not think that expensive things considered as the criteria of

successful in my lifelt is not the key of successful even if you have ayanough
for purchase that thing®ne of my university’ friends always using brand eastuff

and showing on his online chann@he first time, | thought that he was successful in

his life with a good job and a lot of money but finally, he has a mountain of debt of his

luxury stuft He just would like to climb up to get higher socsahtus without any

consideration of his resourcéihat is why it make me think that expensive thingslo

not mean that your life is fulfilled or successful”

“I am fat | feel like my body make me feel less confident whego
outside my homel feel like everyone point up on me when | walk arduthe
department store3hen, | decided that | should make up myself todakihg good in

other people’s eyes even if my body is bigger than tHdmought a lot of cosmetic



29

and brand name apparel to fulfil my confidehVhen | wore those brand name
apparel and using brand name cosmétfeel like | am the one girl that have the same

kind of young adult woment makes me feel more confident when | walk into the

department store and maybe, it is the reason why | do not want to lose my weight”
“l thought that purchasing expensive things is not a good reason to make

me confidentin contrast, | feel unconfident when | am carryihg feel like carrying

brand name bags or using brand name things make me feel unsafe to\daery

many people look at my brand name bag, it looks like they try to find that it is the

authentic product or fake produ&ome people look at my bag very long time even |

dready walk pass them could not guess that they just want to know oiythee a

robber”

These statement of finding supported the research of Pettit and Sivanathan

(2011) that the lower level of sedsteem people will tend to buy more luxury thing
than people in a higher level stadéey tend to buy for fulfilling their seffoncept or
self-confident as they need expensive things identifir lifestyle. By the supporting
research of Pascarella and Teren£lt8#91) some of the people determine their self
worth by relationship and how other people lookhent If they cannot fulfill their

confident means that they cannot fulfill their setbrth. It is also show that self
esteem does not the important factor that make pewmplld like to purchase thing

through credit cardsMost of the respondents purchase for fulfill thesf-€onfident

of their life but not for successftul

4.2.4 Rewards Programs

From the interviews, most of them shared their experience about rewards

programs that have been playing significantly affect to their decision when they make
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purchasing decisionsThe 9 out of 15 respondents provided that rewardgrams

help them make their decision for purchasing fastbe rewards programs such as
discount or point accumulation for benefits encourage them often use their credit cards
for purchasing.The different type of the rewards programs effeotsheir different
level of satisfactionThe experience is shared as follows;

“l usually used the credit cards for every of my purchasing if it is available
because of | would like to collect the purchasing point for good redemptoostly
redeemed for hotel or discount on airline tick&smetimes, the credit cards serve me

the discount of buying something that expensivd® not have to carry a large amount

of money for purchasing as sometimes shopping occurred instahdybenefits such

as discount and point redemption make me made the purchasing decision through
credit cards faster without any deep consideration to use it”
“I'always purchasing for restaurants through the credit card because of it

provides me a discount for that meal as the cash paymehtdaaot have to worry

that my money will not be enough for paying when | am dating with my girlfriend”
“When | have a plan of purchasing things, | also list the brands that |

would like to purchase on my hedhfter | observed in the stores, if | saw that anothe
brand give me more discount on credit, | would buy it promptly with those disdount

think that it is the most attractive programs for the cardholders because of it gives the
benefits at that time with no need to collection point”

“For me, the parking lot in the department store is one of the main criteria

for me to select the card issuers for the registelways annoy when | could not find
the parking spacéwnhile | can see some area of parking with good lonabut it

always owns by possess of cardholders of credit isstieis makes me feel like | lost

opportunity”
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In contrast, the rewards programs currently do not support people or

stimulate them to use the credit cards more oftére benefits of rewards programs
have been provided in wide range lead to satisfying consumers but it also makes their
perception complicatedMany benefits programs refer to many criteria anelddmons

that customers need to be recognized before usinghé& respondents have been

provided their experiences as below;

“l thought that the rewards programs do not affect me to make purchasing
decision via the credit cards fastdrhe benefits provided from the credit cards
sometimes complicated process when | need to ugdsid, the benefits on the credit

cards could not respond to my needs as well as point redemption that | have not been

reaching their minimum of redemption or discount rate that did not cover to products

that | want So, the rewards programs do not associate with nghpsing as much.

decided to use credit cards is just because it Is convenience”

“Most of the current rewards programs could not respond to my need as

well. Last year, | mostly use the credit cards for evargnsling for keep point
redemption but finally | did not redeem ithe benefits of redemption of the providers
are inconsistencylt changes over time without any updating from théie other

benefits that they offered also do not fit with my ne&is | lose all my point without

getting any benefits from them that is why | decided to consider before selecting
payment methods”

From the interview finding, it related to the research of Agarwal,

Chakravorti, and Lunn(2010) that rewards programs give a different kind of
satisfaction to the card holder¥he attractiveness of the rewards programs always
incentive the cardholder's spending through the credit d@dmds, to build up more

variety programs as both monetary and-n@netary programs always worse money
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for credit issuers as it has a lot of investment there without any effective result

confirmed

So, this research aims to demonstrate the key influencing factors that affect

the consumer purchasing behaviors in order to what are their motivation to make them

use the credit card for their purchasing besides the functional berdfeastotal
primary purchasing behaviors were observed and defined the significance of each as
showing. The interviews results have been provided for deedrithe relationship
between key influencing factors of rewards programs and purchasing beh@ters

research interviews reported the importance of rewards programs that play

significantly effect on purchasing behaviors as following;

(1) Aspect of the rewards programs has significant effes the
purchasing decisions especially money rewards,

(2) Impulse buying will have the most powerful effectamhthey are
seeing the rewards prograniisencouraged their decided to make impulse purolgasi
than usual,

(3) Materialism as people purchase things to serve tieasurableThe
higher value of materials refers to the higher value of satisfadtmoorder to just

purchase cash and received goods, credit cards provided more benefits to them

redeemed purchasing points of their purchasing for more benefits

As the result shows the order of purchasing behavior through the variety of

aspects, it demonstrates that the external factor as the rewards programs were

significant factors that influenced internal factors as impulse buying or materialism

The rewards programs that most of the respondentsioneto is the money rewards

programs that they can see up front as a discount rate and cashh®discount rate
stimulates the internal desires of people as impulse buying, materialism, and self

esteem to purchase things fulfill ¥he impulse buying was the most affected by the
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rewards programsPeople purchase things out of their list becausth@in see the
discount rate or promotionsThen, the desire of purchasing that thing occurred

immediately to make them purchase

In conclusion, the research implied that people use their credit card as their
purchasing choice because of convenience and safe in order of avoiding carrying a lot

of money The credit card also supports them to pay things tthey want without
paining of paying on cashost of the using purpose shows for the shoppingqae
and restaurant purpas@&he reason for shopping and restaurant purchasmogigh
credit card is that the promotion that provides for thienmakes them decided to use
the credit card on their purchasing immediately without any consideration arScash

the rewards programs as money prografdiscount raty are the most effective

programs that make customers decide to use credit cards more often than other

payment typesin contrast, the nomoney rewards programs as point redemption or
cash back are not the primary consideration for consumers to select payment types

The research founded that the mooney programs could not make the

customers feel that they get benefits from the credit issuers as it takes time to see how

the benefits will belt makes them need to consider every time of selggqiayment

types which do not come up with credit card choice in fin&lythermore, the nen

money rewards programs make them feel complicatetheas have to check their

point and spent more and more for collecBi, it is not confirmed that they can get
those benefits as they warftinally, the result of research shows that consumer
awareness on credit cards do not strong enough to growth intdomgfor Credit

Cards CompanyMost of the respondents have a high tendency tocking their

payment function to other payment types and other credit issuers that provide
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attractive benefits and convenience for th&hmus, the research found that cardholders

do not rely on the variety functions of rewards prograiisey just rely on how

effective of rewards programs that they get from credit cards rather than the other

payment typesSo, to strengthen the monetary programs as caslaoackiscount rate

by providing more privileges and create competitive advantages for itself would be

better to attract more customers to use a credit démerefore, to reconstructure the
non-monetary programs as point redemption still be meguio make customers see

more benefits of it
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CHAPTER V
DISCUSSION

5.1 Research Implication

The research studied the purchasing behavior under the influence of

rewards programs of Thai consumeBy the increasing number of credit issuers on
both financial sector and ndimancial seciors, it makes the credit card busirtess

intensive competitionMost of the credit issuers move back to save theistiag
customers as stimulate their spending through the credit cards in order to put more
effort on competinglThe more of the customer purchasing, the more cdme® that

the company will getCurrently, the rewards programs are the most popuéhod to
stimulate the customer purchasing via credit cards by served variety of benefits such
as cash back, point redemption and discount upfidost of the credit issuers are
doing the same way to encourage their customers to use the credit card spending.

More functional and emotional benefits provided lie tustomers to incentive they

use their credit cards and compete against the competfbeg investment of

incentive also caused a lot of costs to do while the company does not know how

effective on purchasing decision of the consumeraddition, to see how effective of

the rewards programs on purchasing decisidre company should understand what

motivate them to use their credit cards and how the effective of rewards programs
reflect those purchasing decisionSo, there are two research objectives that
established to conduct the research as studying cardholders purchasing behaviors
under the influence of credit benefits and how effective of rewards programs through

the factors that influencing purchasing decisions
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The study used the psychology factors as a way of explaining the

purchasing behaviors of cardholdefihe factors that used to explain suggest the
usefulness conduct the research along with external factors which influence the
decision of purchasing under the incentive prografmem the research finding, it
benefits to the credit business and cardhold&re result of purchasing decision

through credit card reflect on customer aspects on the rewards programs and how

effective of those programs make them decided to use the credit card for their
purchasing purposéhe cardholders who decided to use the credit qaate than 1
years were mainly observed and defined the significance of €aersemistructured

interviews performed to describe the relationship between purchasing decision factors

involved and explain the effective of rewards programs

The research interviews reported the most powerful factors that influence

the purchasing decisions of cardholders Is the external factors as the rewards

programs The subeategory of rewards programs that the result menisonhe
discount rate with all relative busine$isstimulates the consumer desires to use credit

cards more than other payment methods that does not provide as &tose

comparing the discount rate with other rewards programs such as cash back and point

redemption, it shows that is not powerful to make them decide to use credit cards for

purchasing because they could not see the benefits upfisn{ the external factors

as discount rate effect to the main criteria to stimulate the internal desires of consumer

needs It reported that the discount rate always effectgh® impulse buying of
consumersTo buy thing out of their list, it affected from thexternal factors as

discount rate from credit issuers which just holding cash could not. dOffex

promotion of discount rate that they see up front on the counter or restaurant reflect to

their decided on purchasing decisidinmakes them tend to use the credit card more

than other payment types
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5.2 Recommendations

The research implication for this study for firms issuing credit cards in
Thailand.One implication that can monitors from the resultha study is that attitude
towards the credit cards does not strongly positive between credit cards and social
status It means that the customers identify the credits€asia choice of payment not

implicated to the main one like cashhe evidence from the research shows that

consumers use the credit cards for convenience rather than other r&dsonsvill
purchase the credit cards when they could catch up visual benefits or purchase over
their budget It mentions that credit cards company need to devideir position in

Thai society in order to become stronger in the long.tdinerefore, the company

should find the way to make consumers feel that using the credit card is useful for

them as for making their shopping list more affordable to purchase or increase their
safety of holding a lot of casfihe manager could set the campaign to promote how
useful of the credit cards which can help to increase awareness-oérdiroldersin

order to make it more attractiveness, they could compare between the cardholders and

non-cardholders to attractive more benefits of holdind o build up the awareness of

holding credit cards could support the company to grow in long term against the

intensive competing currently

In the other hand, companies also should focus more on money rewards
programs as discount and promotions rather thannmmmmetary programs as point
redemption or cash back as the result of marketing technidyeknowing the

purchasing behaviors of cardholders, the company can set up the new monetary

rewards that offering more values than any existing credit cards in the mBnket

more of value attractive in customer perception, the more company will increase their
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purchasing.Also, the companies can promote the benefits ofiteadds including
with those benefits offer by emphasizes how differentiation that the cardholders of the
company will get comparing with other offered in the matkets

In conclusion, to grow up in longrm stage The company should
consider how effective of programs offered to the cardholders beside the awareness on
credit benefit that the cardholders percepti@ecause of every program or offered by
the company always caused to a lot of budget spen@og.to understanding the

awareness of purchasing behavior and how effective of rewards programs on that

factor will benefit the company to save costs and times while gain the brand’s

awareness on credit market

5.3 Limitations of the study

The research study was designed to gather data from interviewing people

who people who use the credit cards at least one year in Bangkok, Ubon Ratchathani,

Khon Khan and ChonburThe indepth interview from people in this four province in

Thailand could not reflect the whole population and consumer behaviors of Thai

people Thus, the psychological factors that have been usédis research may not

identify the consumer behaviors accurately while the research may left some attributes

that is influencing people use the credit cards

Furthermore, the respondents fordepth interviews were selected by

convenience sampling method which giving the convenience benefit to both

respondents and intervieweiBhis group of the respondents might not be the targe
group of the cardholders or credit consum8&is, a sufficient outcome should explore

from this study if more respondents were allowed to participate in
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5.4 Recommendations for Future Research

This research study is focused on the purchasing behavior under the
influence of rewards programAs a recommendation for future research, a qualéati
method of satisfaction study of rewards programs would allow deeper understanding
of consumer purchasing decisions through the credit cards for the reason why rewards

programs are the most effectiveness to stimulate the customer spefdotber

recommendation is a study of customer perception towards overall service quality of

the various credit issuers in Thailanthis study could determine the competitive

advantage of each company to competing against the intensive competition and to
keep inspired of spending through credit cards under the increasing of various
payment methods

In addition, to access to the most of population or target group in Thailand,
the future research should provide the quantitative research with systematic sampling

method.It would allow the outcome most sufficiency and asc® the right users of

credit
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Interview Guideline

Introduction : This question is a part of Master of Marketing ananlslgement project

at College of Management, Mahidol Universifjhe research aims to find out the

purchasing behavior on credit cards under the influence of rewards programs by

focusing psychological factors; as well as to find how effective of rewards programs

influencing consumer purchasing decisions

Length of interviews 15 - 30-minute approximately

I nterview guide questions

1)

2)
3)
4)
5)
6)

7)

8)

Comparing between cash payment and credit payment, which one do you
prefer to use the most frequently? And why?

What is your reason to register for credit card?

What is your consideration when choosing the credit issuers?

What is your advantage of holding credit card?

How frequently do you use your credit card per one week?

What is your decision reason to purchase things through credit card? And what

are the relevance factors?

6.1) Impulse buying
6.2) Materialism
6.3) Selfesteem

6.4) Rewards programs

What kind of product that you often purchase through credit card? How often
to purchase it?
How frequently have you purchased a planned item and an unplanned, related

item at the same time?
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9) When you would like to buy expensive thiggver THB 5,000 out of your
list, how would you pay itdredit or cash? And why?
10)Have you been purchase expensive things through credit (avé? THB

5,000) and which product will you mostly pay for it? And yh

11)Have you been purchase material thing to make you feel pleasure? And what is
it?

12)Do you think that holding the credit card suppose you to purchase more luxury
things? And why?

13)When decide to purchase via credit card, does the reward programs have an
effect on your decision?

14)Have you been received the information of rewards programs from your card
issuers?

15)What is the most attractive programs after you see it?

16)Is it attractive you to make your purchasing by using that credit card?

17)How many time of your purchasing decision after seeing reward programs on

credit cards¥cash back, credit discount, redeem point anjl etc

18)Do the rewards programs. on credit card help you make your purchasing
decision faster? How would it effect to your decision?

19)If there is no rewards programs of credit card, do you still purchasing through
it?
And why?

20)If the card issuers would like to develop rewards programs, what would you

recommend them to do?
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