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The objectives of this thesis were to study factors influencing the use of Krung Thai
Bank PCL credit card service and the relationship between the card holders’ status and the
marketing communication effectiveness. 400 Bangkok residences were chosen to represent the
target group. The researcher chose questionnaire as a tool to collect data; then analyze it using
percentage and Chi square test.

The results of the research were:

1. Most of the card holders were married female age between 30 to 39 years old and
holding at least a Bachelor degree. Most worked for private companies with average earning
around 10,001 to 20,000 Baht a month. The card holder used the service to purchase goods or
service about 2 to 4 times a month which accumulated for 1,001 to 10,000 Baht. The decision
makers were themselves. The effective marketing communication convincing their credit cards’
application were television advertisement, Krung Thai Bank PCL personuel, newspaper
advertisement and brochure respectively. Most cards were free of charge for both entry and
annual fee. The card holders had high credit limit and were able to apply for extended payment
plan with low interest rate. The cards were domestically and internationally used in various places
such as department stores, gas stations or restaurants.

2. Itis found that the card holders’ personal status had close relationship with the use of
the cards. Those personal factors significantly related to the use of the cards at the confidence
level of .05 were, gender and frequency of use, influencer and type of goods/service, age and
spouse influencer, marital status and spouse influencer, marital status and friends influencer,
marital status and type of goods/service, education and frequency of use (greater than 8 times a
month), education and monthly expense (10,001-20,000 Baht and greater), occupation (especially
entrepreneur and freelance) and frequency of use (greater than twice a month which related to
expense greater than 1,001 Baht a month), occupation and Krung Thai Bank PCL personnel,
revenue and extended payment plan, revenue and frequency of use and revenue and monthly
expense

3. The marketing communication which significantly related to the use of the cards at the
confidence level of .05 were card appearance and monthly expense, type of card and frequency of
use (I time a month), type of card (Master Card) and spouse and relative influencer,
characteristics of the card and type of goods/service, distribution channel and quality of service,
distribution and monthly expense, application channel and extended payment plan, application
channel and monthly expense, promotion and privilege and convenience, promction (PR and low
interest rate) and monthly expense and credit limit and influencer.

4. Marketing factors had close relationship with monthly expense (10,001-20,000 Baht).

In addition, Marketing factors as well as promotion had close relationship with spouse and friend

influencers.





