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ABSTRACT 179589

The study aimed to determine the extent to which the tourists’ personal factors and the
different perceptions on marketing mix affected their behavior of credit card usage inside and
outside the country. The study measured the extent of consideration, the differences in
perception, and correlation between and among theses variables. The study was confined to a
small group of Thai tourist who carried credit card and used to travel overseas. The 400
researcher-made questionnaires were utilized to gather data. The extent of consideration
regarding credit card usage and the test of significant difference in the perception of the
respondents in terms of the marketing mix were measured with SPSS program for Windows using
frequency, percentages, means, average, standard &eviation, t-test, F-test, one-way ANOVA and
Scheffe’s test method.

The findings on the demographic data showed that at the time of the study there were
more female tourists than male tourists who belonged to the age in the range between 31 - 40
years, holding bachelor’s degree while the least proportion of the respondents were in the age of
51 years and above having less than the bachelor’s degree. Most of the tourist worked as
employee in a private business enterprise, and carrying VISA card. Diner card was the least
popular card and Malaysia was the place where most travelers avoided using credit.card.

Based on the findings of the study, the following conclusions on credit card usage
inside the country were drawn: Most of the Thai tourists carried the credit card longer than 3
years and the places where credit card was most frequently used were department stores followed,
respectively, by gas stations and hospitals. The tourist most often paid for each retail/service

purchase of higher than Baht. 1,000. Most of them received a total credit line in the range
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between Baht. 5,000 — 10,000 and used mainly to buy luxurious goods like fashion items. Their
credit card spending represented 30% of the monthly income. Furthermore the finding revealed
the following facts on the Thai tourists” behavior of credit card usage outside the country: The
reason why the travelers used the credit card was mainly due to the fact that they did not need to
carry much cash with them while traveling abroad. Most of them used the credit card to buy
luxurious goods like souvenir and fashion items, and paid with credit card in the range between
Baht. 10,000 — 30,000 during their last trip. With regards to the marketing mix which comprised
of Product; Price; Place; and Promotion, the Thai tourists considered these elements to a great
extent. There was no significant difference between male tourists and female tourists in the
perception of marketing mix elements except in Promotion element which female tourists paid
higher attention than male tourists at a significant level of .05. There was no significant
difference in the perception of the tourists with different education levels on Place and Promotion.
On the other hand, there was a significant difference in the perception of tourists with different
professions on Product and Promotion. The empirical findings showed a correlation between
Thai tourists’ behavior in using credit card inside the country and outside the country. In
addition, the credit card usage by female tourist was higher than male tourist at a significant level

of .05.





