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ABSTRACT

A Study of Factors Affecting Siam Commercial Bank Credit Card Selection: Case
Study of People in Amphoe Muang, Samutprakarn Province” is aimed to investigate the
relationship between the demographical factors of the residents of Amphoe Muang, Samutprakarn
Province and their decisions to use Siam Commercial Bank (SCB) credit card; the marketing
mixes that affect those decisions were also examined. Besides, researcher studied the problems
that hinder those residents from selecting the SCB credit cards.

This study is a quantitative research, using the survey research method. The four
hundred sets of questionnaires were administered as a tool to gather the information from the
research sample. The Statistical Package for Social Science (SPSS) was used to process and
analyze the data. The descriptive statistic used to enumerate the demographical factors are Mean
score, Frequency and Percentage, and the inferential statistic used to analyze the marketing mixes
and the factors that impact the decision to use SCB credit card is Chi-Square test.

From the study, it was discovered that the majority of the populating samples are
female aged 31-40 years old. They possess the bachelor degree and are the government or
company employees. They currently are either the supervisor or on the expertise rank, or
equivalent; their earnings per month are 20,000-30,000 Baht.

About 60.75 percent of the populating sample had at least one credit card, and
majority of these credit card holders are using Krungthai credit card. The reasons why the
samples decided to carry the credit card are the compact size of the card, the attractive design of

the card, and the variety of credit card category. In term of usage, the mostly used credit card was



the Master Card. The 42.75 percent of sample who are credit card holders averagely used their
credit card once a week (based on the usage over the latest month). The use of cash withdrawal
from credit card was found at the rate of 20.75 percent. For credit card information and its
communication, the sample revealed that the credit card related information and its promotion
were mostly communicated by the bank employees or acquaintances at the figure of 39 percent.
From the data analysis, it was able to conclude that the marketing mix, as a whole,
had a strong impact on the samples’ decisions to select the SCB credit card. Considering each
individual marketing mix, the product mix provided the most effect, while the price mix provided
the least. Having realized that the poor marketing mixes may serve as the interfering factors,
researcher, on the other hand, assumed the marketing mixed as the factors that impeded the
decision of the residents of Amphoe Muang, Samutprakarn Province to select SCB credit card. It
was discovered that the marketing mixes, as a whole, slightly hindered the decision to select SCB
credit card at the statistically low rate. Considering each individual marketing mix, the product
mix was the factor which mostly interfere the decision to select the credit card, and the promotion

mix was the least.



