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The purposes of this study are a) to identity how credit card users develop
their identities from their use of different typés of credit card ;b) their attitudes towards
each type of credit card ; c) how credit card identify users’ social classes through the
use of qualitative research. Twenty samples who are working at the Airport Authority of
Thailand are selected by using the following criteria : a) their ages are between 31—50
years old ; b) their incomes are ranged between 15,000 bath per month or 180,000 bath
per month upwards. In-depth interview is used to collect information from the samples.
Data are analyzed by using content analysis.

The findings reveal that a)the credit card users believe that their symbolic
identities are developed by the influences of Bank's advertising on the images of credit
card users in the various media.This identity is composed of being modern, well-earned,
having lifestyle as advertised, having good taste and making best decision on goods
and products ; b)such different types of credit cards as silver card, gold card and
platinum card identify users’ social stratifications ; for example platinum card holders are
perceived to have higher socio-economic class than those who hold silver cards ;
c)such sale promotions as an exemption of annual fees, users’ privileges to purchase
cheaper and more prestigious goods and services, and better social acceptance are

major influences on users’ decision makings on particular type of credit cards.





