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239906
In this study, the researcher inquires into (1) levels of satisfaction with
the benefits from the Platinum Central Credit Cérd of customers at Central
Department Store in the Bangkok Metropolitan areﬁ. Furthermore, the
researcher compares (2) the levels of satisfaction evinced by these customers
with the benefits from this credit card vis-a-vis the demographical
characteristics of these customers. The researéher is also concerned (3) to
investigate the marketing mix that influences the levels of satisfaction evinced
by these customers in respect to the aforementioned credit card. Fihally, the

researcher explores (4) the relationships between levels of satisfaction with
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the credit card under consideration and the purchasing behaviors of customers
using this card. |
Using the multi-stage sampling method, the researcher selected 400
members of a sample population who used the Platinum Central Credit Card
in the Bangkok Metropolitan area and who were twenty years of age or older.
As an instrument of research to gather data, the researcher developed a
questionnaire, the reliability of which in respect to customer satisfaction with
benefits from using the Platinum Central Credit Card was determined to be at
the 0.824 level and the reliability of which in regard to marketing factors
affecting satisfaction with benefits from the card was found to be at the 0.875
level.
Techniques of descriptive statistics used in the analysis of the data
“collected were frequency, percentage, mean and standard deviation. For
testing purposes the ¢ test, one-way analysis of variance (ANOVA), Fisher’s
least significant difference (LSD) for pair-wise comparison, correlation
- coefficient, and chi-square (')(,2) techniques were also utilized by the
researcher.
Findings are as follows:
Most participants were females between the ages of forty-eight and
fifty-seven and were married or cohabitating. Most were also holders of a
bachelor’s degree, owners of businesses and with a monthly income ranging

from 200,001 to 250,000 baht.
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The majority of the respondents used the Platinum Central Credit Card
with the City Bank Credit Card being the next most frequently used credit
card. The length of time using credit card services was three years with
monthly credit card expenditures ranging between 10,001 and 15,000 baht.
The frequency of .use of the credit cards was four times monthly and the cards
were mostly used at the Central Department Store. These customers mainly
used the credit cards to purchase consumables and utility products while
relying on their own decisions to make credit card purchases.

The respondents using the Platinum Central Credit Card reported that
the marketing mix had considerably influenced their levels of satisfaction with
benefits from using this credit card in an overall picture at a high level. In
respect to each component of the marketing mix, it was reported thaf the
paramount influence on levels of satisfaction was the serviceability of this
credit card.

Overall, the users of the Platinum Central Credit Card were satisfied
with the benefits from the card at a high level. In respect to individual
components, it was found that the customers reported utmost satisfaction with
the up to 10 percent discounts at Central, Zen, Marks & Spencer’s, and B2S.

Users of the Platinum Central Credit Card who differed in the
demographical characteristic of age evinced concomitant difference in the
levels of satisfaction with the benefits from the Platinum Central Credit Card
at the statistically significant level of 0.01. On the other hand, no

corresponding differences at statistically significant levels were found in
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regard to the demographical characteristics of gender, marital status,
educational level, occupation, and monthly income.

Overall, the marketing mix affected the levels of satisfaction with the
benefits from using the Platinum Central Credit Card in a positive manner at a
moderate level.

The researcher also found that levels of customer satisfaction with the
benefits from using the Platinum Central Credit Card influenced the
purchasing behaviors of these customers in respect to the aspects of the length
of time having held the card, the average amount spent using the card, the
frequency at which the card was used, the places at which they most
frequently used the card, the types of products and services they purchased
with the card, and those who participated in making decisions to use the card

at the statistically significant level of 0.01.





