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Abstract 

Organizations have long sought to reward the loyalty of preferred customers 

with enhanced services or price discount. Recently, loyalty rewards programs have 

become prevalent across a variety of service industries. In credit card industry, credit 

card issuers have stated to focus more of their attention on their existing customers. 

The costs of retaining customers have been found to be cheaper than the costs of 

acquiring customers. The research objectives encompass 1) To identify the 

relationship between repatronage intentions and subsequent repatronage decisions. 2) 

To study the influence of a loyalty reward program and service experiences on 

repatronage decision of credit card holders. 3) To study differences in repatronage 

decision between members of loyalty program and nonmembers. 

Research methodology encompasses sampling survey, the sole research 

technique used in this study. Quota sampling, one of the non-probability sampling 

methods, is chosen. Data collection tools involve self-administered survey method, in 

which 300 sets of closed-form questionnaires were used. The respondents consist of 

150 members of loyalty program and 150 nonmembers of loyalty program. 

Population element consists of male and female who have been using bank credit card 

from the past year (2000). There are totally five hypotheses conjectured for testing. 

Binary Logistic Regression is used for testing the hypotheses, which is useful 

for situation in which one want to be able to predict the presence or absence of a 

characteristic or outcome based on values of a set of predictor variables. 

The study findings points out that customers make repatronage decisions for 

the credit card service on the basis of their prior repatronage intentions or behavior, 

updating by comparisons of their prior satisfaction levels with the company versus 

their satisfaction with a competitor. Members in loyalty programs are generally less 
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sensitive to losses in the dimensions of billing aspects, product benefits and overall 

quality when comparing the company with competitors and less sensitive to overall 

price advantages that competitors could have vis-a-vis the company. Implications for 

banks will recommend the strategies in order to improve customer retention. Further 

implications for research are also discussed. 
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Chapter 1: Introduction 

1.1 Background of the Study 

1.1.1 Definition of key terms 

"The loyalty program is a rewards-for-usage program. Loyalty rewards 

program members accumulate points with each dollar transacted that are redeemable 

for a wide variety of goods and services such as air certificates, car rental, vacation 

options and retail gifts. (Bolton, Kannan and Bramlett, 2000)." 

Service experience is an interaction of the customer with any aspect of the 

organization in a "moment of truth". 

"Customer retention is an essential part of relationship development in order to 

be able to build long-term relationship with customers. Financial institutions must 

first be able to retain existing customers (Harrison, 2000)." 

"Credit card is a plastic card. Many retailers will accept it as a means of 

payment. The cardholders do not have to repay immediately all of the credit taken. A 

known interest rate is charged each month on the amount still outstanding. Some 

cards have distinguishing colors. A statement is sent each month to keep the 

cardholders informed of interest charges, new bills entered, and amounts outstanding. 

The cardholders get a copy of the bill for every transaction entered into using the card 

(Andrew, 1986)." 

1.1.2 Topic in the current literature 

1. Loyalty Programs 

"There is virtually no prior research about the effect of loyalty programs on 

customer purchases of services or on company financial outcomes. Much of the 

research concerning loyalty has focused on packaged goods markets (Bowman and 

Lele-Pingle, 1997; Uncles and Laurent, 1997)." Naturally, companies that offer 



loyalty reward programs believe that their programs have a long-run positive effect on 

customer evaluations and behavior. However, if loyalty rewards programs increase 

relationship durations and usage levels, then customers will be increasingly exposed 

to the complete spectrum of service experiences - including experiences that may 

cause customers to switch to another service provider (Keaveney, 1995). Prior 

research has established the positive effect of customer satisfaction on loyalty and 

usage behavior (Bolton, 1998; Bolton and Lemon, 1999; Jones and Sasser, 1995). 

Consequently, it seems likely that loyalty rewards programs will have a positive long-

run effect on customer purchase behavior only when service experiences are generally 

satisfactory. In other words, the impact of loyalty rewards programs is likely to be 

moderated by customer's usage levels and their assessments of their service 

experiences. Unfortunately, there is no rigorous empirical research concerning the 

mechanism by which loyalty programs operate. -,.... 
2. Perspective on Loyalty 

There are many reasons why customers maintain relationships with service 

providers (Bendapudi and Berry, 1997; Dick and Basu, 1994). Previous research has 

not specifically attempted to model the influence of a loyalty rewards program on 

customer evaluations, repatronage intentions, and purchase behavior in service 

industries (Rust and Metters, 1996). Hence, this section reviews prior research 

concerning the antecedents of customer repatronage behavior for services to provide a 

foundation for modeling effort. 

2.1 Repurchase Behavior 

There are few longitudinal studies of customer repatronage behavior over time. 

Crosby and Stephens (1987) found that whether customers had replaced their 

insurance policies or allowed them to lapse depended on their prior overall 
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satisfaction with their whole life coverage. Bolton (1998) showed that prior overall 

satisfaction with a cellular service company is positively related to the duration of the 

customer - company relationship, and that this effect is larger when the customer has 

more extensive experience with the service company. Keaveney's (1995) critical

incident study of customer switching behavior in service industries found that 

customers switch service providers for many reasons, including pncmg, 

inconvenience, core service failures, failed service encounters, response to failed 

service encounters, competition, and ethical problems. Recently, Bolton and Lemon 

(1999) showed that customers' usage of two continuously provided services depended 

on their prior satisfaction levels, their assessments of payment levels, and prices. 

Finally, there are some models of aggregate customer retention (e.g., Zahorik and 

Rust 1992), and some cross-sectional studies that show repatronage behavior depends 

on prior satisfaction (e.g., Gilly and Gelb 1982; Solnick and Hemenway 1992). 

2.2 Repurchase Intentions 

Since purchase intentions are easier to measure than behavior; there are 

numerous studies of repatronage intentions. However, these studies must be 

interpreted with caution because the predictive validity of intentions measures varies 

depending on the product, the measurement scale, the time frame, and the nature of 

the respondents (e.g., Morwitz 1997; Morwitz and Schmittlein 1992). For example, 

Riley, Ehrenberg, Castleberry, Barwise, and Barnard (1997) find that repeat purchase 

intentions are not firmly held. Several longitudinal studies show that customers' prior 

repatronage intentions directly affect their subsequent repatronage intentions (e.g., 

LaBarbera and Mazursky 1983). Repatronage intentions have also been shown to 

depend on customers' prior attitudes and satisfaction levels (e.g., Bearden and Teel 

1983; Oliver 1980). 
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1.1.3 Introduction the case 

1. The history of credit cards in the world 

Meidan (1996) concluded about the history of credit card as shown in Table 1.1. 

Table 1.1: The History of Credit Cards in the World 

Year Event 
1915 First credit cards (or 'shopper' plates') issued by US hotels and 

department stores. 

1950 Diners Club created. Diners Club cards enable cardholders to obtain 
goods and services from hotels, restaurants and airlines. 

1958-59 American Express and, separately, Carte Blanche established. 

1958 Bank Americard launched by the Bank of America. Subsequently 

other banks entered the credit card market. However, until the mid-
I96os cardholders could not use their cards outside their own bank 
trading area. 

1966 First international credit card licence. Interbank: bought the Master 
Charge name and later became known as Access. Bank Americard 
later became Visa or Barclaycard. 

~ 
1966 First credit cards arrive in the UK and Europe. -

1991 JCB, the giant Japanese credit card company, aimed to become a 
global firm with over 10 million customers outside Japan by 1993 

2. The Main Type of Credit Card 

According to Meidan <1996), there are three broad categories of card that can be 

used as substitutes for cash or cheques when paying for goods or services. They are 

all commonly referred to as 'credit cards'; however not all of them provide credit 

facilities. 

2.1 Bank Credit Cards 

These offer credit to a preset limit. The cardholder has the option of settling the 

monthly statement in full or taking credit up to a preset limit at a monthly interest rate, 
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with a specified minimum repayment each month. The cardholder usually pays a 

joining or annual fee. 

There are three quite distinct parties to a credit card operation. These are the 

cardholder, the merchant and the bank. When applying for a credit card applicants are 

asked to supply details of their financial circumstances and, subject to references, they 

will be given cards and appropriate credit limits. Cardholders apply for cards either to 

obtain credit - as a means of postponing payment for goods - or in order to have the 

convenience of a card as an alternative method of payment to cash or cheques. 

The interest charged to customer is normally expressed as a monthly rate. In 

advertising, and cardholder conditions of use, the annual percentage rate that the 

monthly rate represents is also quoted. Obviously the annual charges vary with the 

interest rates prevailing in the economy as a whole. Apart from the costs of funds, 

which depend also on the minimwn lending rate <MLR) and prime rate <PR), the 

calculation of the monthly rate has to take account of a number of other factors: 

• Lending is unsecured and without guarantee. 

• Free credit can be enjoyed for a certain number of days depending on the 

date that goods are purchased. 

• There are no mandatory repayment requirements other than a small 

minimum monthly repayment. 

• Credit is of the form of a revolving facility and is taken to a preset limit at 

the discretion of the cardholder. 
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• The convenience and service to holders extends beyond just the provision 

of credit facilities. 

However the concept of the annual percentage rate can give nse to 

misunderstandings. Only in the case of cash advances is the annual percentage rate the 

effective rate of interest, interest being charged ate the equivalent daily rate from the 

date of purchase. 

2.2 Travel and Entertainment <T &E) Cards 

These cards are not real credit cards since they only offer credit for the brief 

period between purchase and billing. Once billed, the cardholder is expected to settle 

in full. If full settlement is not made on time, resulting in an overdue account, a 

penalty is normally imposed. However, no interest is charged - instead a joining or 

-,.... annual fee is levied. 

2.3 In-Store Cards 
l=a 

These cards are issued to customers by a retailer or company and in general can 

only be used in that retailer's outlets or for purchasing the company's products. 

Different types of in-store credit cards are available - the common ones are as follows: 

• Budget: regular monthly payments are required and the cost of the good 

purchased is spread over a certain period. 

• Option: payment can either be made in full or is at the cardholder's 

discretion. However the latter option is subject to a minimum repayment 

and interest is charged. 
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• Monthly: here there is monthly settlement with no extended credit. 

Payment in full is required every month. This differs from the budget card, 

where outstanding credit can be given up to a multiple of monthly 

payments, for example, 30 monthly payments. 

The purpose of retail company credit cards differs from that of bank and T & E 

cards. Garages, oil companies and department stores use cards principally as 

marketing tools, designed to solidify consumer loyalty and increase sales cMeidan, 

1996). \\JERS/l'y 
3. Variants of the basic credit card product 

There are a number of variants of the basic credit card product. The Gold Credit 

Card is targeted at the higher income groups and is offered as a competing product to 

the charge cards, in that it has larger lines of credit than the basic credit card. Usually 

requiring a higher annual fee, the gold cards also offer better insurance and cardholder 

support than the standard credit card. Another variant is the Affinity Credit Card, 

offered to members1supporters of various charities, clubs and causes, as a credit card 

which will carry the name of their affinity group as well as that of the card issuer and 

by the use of which, affinity credit card holders can donate some of their spending 

power to their chosen affinity group. A variant of affinity cards are those issued by 

banks on behalf of non-bank organizations who wish to enter the credit card market 

and these are sometimes called co-branded cards cEnnew, Watkins and Wright, 1995). 

4. Overview of credit card in Thailand 

Firstly, the Diners Club Co., Ltd. introduced credit cards in Thailand in 1969. 

Later, Thai Farmer Bank and Srinakom Bank introduced a multi-purpose credit card 
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in 1972. These cards could not become very popular, as Thai society prefers to make 

cash transactions for purchasing goods and services. After this, some service banks 

started operating and they introduced some attractive credit cards. The credit card 

became acceptable with expansion and growth of the economy (Surachet, 2000). 

As a result of the economic crisis that began in 1997, the number of credit card 

holders has dropped from two million to around 1.6 million. Credit card growth was 

further hampered when the central bank, in a bid to curb excessive public spending, 

pushed up the minimum monthly income ceiling from 10,000 to 20,000 baht. 

Commercial banks have seen almost zero growth in the number of credit card holders 

in the past few years because there are not that many people who earn more than 

20,000 baht a month in Thailand. 

Commercial banks braced for a new round of offensive maneuvering in the 

credit card market as the Bank of Thailand (BOT) officially lowered its minimum 

income requirement for credit card applicants from 20,000 to 15,000 baht per month. 

They welcome the BOT's move and expect to see an upward trend of credit card 

applications in the whole system. This new ruling will also benefit those who have 

had to tum to high-interest credit sources because they do not qualify for credit cards 

from commercial banks (Business Day, 2000). From the statistics of BOT, the number 

of credit card holders in the first quarter of year 2001 is 1,892,963. An increase in the 

number of credit card holders is good for the overall economy as domestic spending is 

spurred by stronger purchasing power. 

8 



There are four types of the credit card in Thailand as follows: 

1. Local Credit Cards 

Several local banks either independently or in collaboration with other banks 

have issued many credit cards that can be used locally or/and internationally. For 

example, Bangkok Bank Credit Card is issued by Bangkok Bank. 

2. l11ternatio1tal Credit Cards 

The cardholders can use this card throughout the world. It includes Diners 

Card, which is issued by Diner Club (Thailand) Public Company; and American 

Express Card, which is issued by American Express (Thai) Company Limited. 

3. I11ternational Corporate Credit Cards 

This card is issued jointly by the commercial banks of international financial 

institutions. Visa international, MasterCard international, and Japan Credit Berea 

(JCB) have joined each other for issuing "International Corporate Credit Card." The 

main purpose of issuing this card is to provide more facilities to the cardholders in 

domestic as well as international market. 

4. Affinity Card or Co-branded Card 

The affinity card is issued in two forms as follows: 

4.1 Local Corporate Credit Card 

This credit card is issued to famous hotels and department stores in 

cooperation with banks and financial institutions. The cardholders receive a variety of 

services, such as - getting required goods and general service without immediately 

paying any cash. The 6 banks are involved in issuing this card including Bangkok 

Bank, Thai Farmers Bank, Krung Thai Bank, The Siam Commercial Bank, Standard 

Chartered Nakornthon Bank, and Bank of Ayudhya. 
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4.2 International Corporate Credit Card 

Commercial Banks join financial institutes such as Visa International and 

Master International for issuing International Corporate Credit Card. This card can be 

used in both local and international market. There are 14 banks involved in issuing 

this card including all Thai commercial banks and foreign branches listed in Table 1.1 

and 1.2. 

5. Bank Credit Card Issuer in Thailand 

According to Statistics from BOT, the number of banks in Thailand is 25, out 

of which consists of: 

13 are Thai commercial banks and 

12 are foreign branches. 

However, 14 banks are credit card issuers and only 9 banks offer loyalty 

program membership to credit cardholders. 
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Table 1.2: Credit Card information categorized by banks --Thai Commercial 
Banks 

No. Bank Types of Credit Rewards Name of 
Card Program Rewards 

Pro~ram 

1. Bangkok Bank Local, Visa, No -
Public Co., Ltd. MasterCard, 

AMEXandCo-
branded card 

2. Thai Farmers Bank Local, Visa, No -
Public Co., Ltd. MasterCard and 

Co-branded 
Cards 

3. Krung Thai Bank Local, Visa, Yes Krung Thai 
Public Co., Ltd. MasterCard and Rewards 

Affinity Cards 
4. DBS Thai Danu MasterCard No -

Bank Public Co., 17 
Ltd. 

5. The Thai Military Visa, Yes TMB Rewards 
Bank Public Co., MasterCard 

Ltd. 
6. The Siam Visa, Yes SCB Rewards 

Commercial Bank MasterCard, 
Public Co., Ltd. JCB and -Affinity Cards 

7. Standard Chartered Visa, Yes Standard Point 
Nakornthon Bank MasterCard and 
Public Co., Ltd. Co-branded 

Cards 
8. Bank of Asia Public Visa Yes ASIA Rewards 

Co., Ltd. 
9. Bank of Ayudhya Visa, Yes Krungsri 

Public Co., Ltd. MasterCard and ~ Bonus Point 
Co-branded 'i) 

Cards 
10. UOB Radhanasin Visa Yes UOBR 

Bank Public Co., Rewards 
Ltd. Program 

11. Siam City Bank Visa No -
Public Co., Ltd. 

12. Bangkok Visa, No -
Metropolitan Bank MasterCard 

Public Co., Ltd. 
Source: Survey date gathered in July 2001 
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Table 1.3:Credit Card information categorized by name of issuers -- Foreign 
Branches 

No. Bank Types of Rewards Name of 
Credit Card Program Rewards 

Proeram 
1. Citibank, N.A. Visa, Yes Citibank 

MasterCard, Rewards 
2. The Hong Kong and Visa Yes HSBC 

Shanghai Banking Rewards 
Corp., Ltd. 

Source: Survey data gathered in July 2001 

6. Goals of Loyalty Rewards Program 

Generally, the goal of these programs is to establish a higher level of customer 

retention in profitable segments by providing increased satisfaction and value to 

certain customers. For example, many supermarket preferred shopper programs are 

targeted toward heavy users. The managerial justification for these programs is that 

increased customer satisfaction and loyalty have positive influence on long-term 

financial performance (Anderson, Fornell, and Lehmann 1994; Reichheld and Sasser 

1990). According to Hawkins et al. (2001), the objective of these programs is to 

increase the satisfaction, commitment, and retention of key customers. 

Managers typically believe that it is desirable and expected for a properly 

executed loyalty rewards program to increase usage of the company's product or 

service offering (O'Brien and Jones 1995). To determine the long-term efficacy of a 

loyalty reward program, a company must quantify the program's influence on future 

purchase behavior (e.g., usage levels). Furthermore, it must verify that the positive 

financial outcomes of the rewards program exceed the investment made in the 

program. 

As loyal customers are potentially more profitable to business and highlight the 

increasing strategic and operational importance of loyalty programs across all credit 

card issuers. Each program designs to motivate the customer to spend more in one 
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card and less in others. The psychology of such programs is that customers spend 

more because they feel they are getting something back by earning points. (Harrison, 

2000) 

7. Importance of customer retention in credit card industry 

Recently, credit card issuers have stated to focus more of their attention on their 

existing customers. The costs of retaining customers have been found to be cheaper 

than the costs of acquiring customers. Furthermore, rather than attempting to acquire 

new customers, it became apparent that the range of financial services offered by the 

majority of large credit card issuers fi tted the broad needs of customers over their 

lifetimes and should, therefore, be targeted at them. 

Focusing on existing customers is important. If credit card issuers know how 

much it really costs to lose a customer, they would be able to make accurate 

evaluations of investments designed to retain customers. Unfortunately, today's 

accounting systems do not capture the value to a loyal customer. Most systems focus 

on current period costs and revenues and ignore expected cash flows over a 

customer's lifetime. Served correctly, customers generate increasingly more profits 

each year they stay with a company. Across a wide range of businesses, the pattern is 

the same: the longer a company keeps a customer, the more money it stands to make. 

Table 1.4: How Much Profit a Customer Generates over Time (in term of US$) 

Type of business YearO Yearl Year2 Year3 Year4 Years 

Credit Card -51 30 42 44 49 55 

Industrial Laundry - 144 166 192 222 256 

Industrial - 45 99 121 144 168 

Distribution 
-

Auto Servicing - 25 35 70 88 88 

Source: Reichheld F. and Sasser W., "Zero Defections: Quality Comes to Services", 
1990. 
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From table 1.4, at first, companies have to spend an average of $51 to recruit a 

customer and set up the new account. After being the newly acquired customers, they 

use the card slowly at first and generate a base profit at $30. But if the customers stay 

a second year, the economics greatly improve to be $42. As they become accustomed 

to using the credit card and are satisfied with the service it provides, customers use it 

more and balances grow. In the second year - and the years thereafter - they 

purchase even more which turns profits up sharply. In addition, the credit card 

company can boost profits 75% by reducing defection by 5%. 

1.2 Statement of the Problem 

Companies that offer loyalty reward programs believe that their programs have 

a long-run positive effect on customer evaluations and behavior. However, if loyalty 

rewards programs increase relationship durations and usage levels, customers will be 

increasingly exposed to the complete spectrum of service experiences, including 

experiences that may cause customers to switch to another service provider. The 

researcher investigates tlte co1tditio11s in term of service experie11ces under which a 

loyalty rewards program will have a positive effect 011 customer evaluations, 

behavior, and repeat purchase i11te11tio11s. o1. ~ 

i'/v1&i1ii-a~\\~ 1.3 Research Objectives 

The objectives of this thesis are: 

1. To identify the relationship between repatronage intention and subsequent 

repatronage decisions. 

2. To study the influence of loyalty reward program and service experiences on 

repatronage decision of credit cardholders. 

3. To study differences in repatronage decision between members of loyalty 

program and nonmembers. 
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1.4 Research Scope & Limitation 

This thesis concentrates on bank credit cards under BOT regulation. The 

research is delimited to study the existing credit card holders of both Thai commercial 

banks and foreign branches excluding non-bank credit card in Thailand. 

1.5 Significance 

The research can benefit for credit card issuers (banks) and for further academic 

investigations. The results of the research differentiate the repatronage decision in 

term of service experiences between members of loyalty program and nonmembers. 

Banks can use the information in order to decide whether loyalty programs are more 

profitable than other retention strategies. By determining the effect of service 

experiences of billing aspects, product benefits, overall quality and overall price on 

repatronage decision can help banks for improving the quality of service. Moreover, 

this study can help banks in formulating strategies on how to develop loyalty program 

in order to maximize customer retention. 

For academic purposes, the theoretical framework and methodology may be 

applied to other research relating to repatronage decision of products or services. 

1.6 Glossary 

• Affinity card - a credit card affiliated with an organization, such as a charity or 

alumni association, that receives a percentage of all transactions charged to each 

account. (www.chrisandluke.com) 

• Annual fee - yearly cost of owning a credit card. (www.chrisandluke.com) 

• Attitudes - is an enduring organization of motivational, emotional, perceptual, and 

cognitive processes with respect to some aspect of our environment. (Hawkins et 

al., 2001) 
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• Brand loyalty - customer loyalty toward one brand, substitutes for which are not 

acceptable. (Kurtz and Clow, 1998). 

• Co-branded card - also known as a rebate card, this credit card is affiliated with 

an organization, such as an airline or sports team. It allows the cardholders to 

accumulate points or rebates with every purchase. (www.chrisandluke.com) 

• Competitors - other companies or people who have products which may attract 

consumers to buy their product rather than yours. This means that a bank not only 

has other credit card issuers as competitors such as non-bank organization 

(McMahon, 1986) 

• Credit card - the availability of credit via the use of a card (McMahon, 1986) 

• Experience - an interaction of the customer with any aspect of the organization in 

a "moment of truth". (Crego and Schiffrin, 1995) 

• Intention - is a planned action within a specified time frame, which may or may 

not be thwarted by intervening variables such as inhibitors. (Block & Roering, 

1979) 

• Issuer - a bank or financial institution that issues credit cards or charge card. In 

this research, the credit card issuers are banks only. (www.chrisandluke.com) 

• Gold and Platinum Cards - credit cards that offer higher credit limits and 

exclusive benefits. Issuers usually require cardholders to meet higher standards 

for income and credit history. (www.chrisandluke.com) 

• Loyalty - is a physical and emotional commitment given by customers m 

exchange for their needs being met. (Griffin, 1997) 

• Postpurchase evaluation - is the consumer's evaluation or assessment of the 

purchase decision that was made. (Block & Roering, 1979). 
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• Quality - what the customer says it is. The whole bundle of tangibles and 

intangibles that a customer takes into account when evaluating an experience. 

(Crego and Schiffrin, 1995) 

• Regret - is a negative, cognitively determined emotion that we experience when 

realizing or imaging that our present situation would have been better, had we 

acted differently. (Zeelenberg, 1996) 

• Satisfaction - is an overall evaluation of performance based on all pnor 

experiences with a firm. (Anderson and Fornell, 1994; Bitner and Hubbert, 1994) 

• Service encounter - Actual interaction between the customer and the service 

provider. (Kurtz and Clow, 1998). 
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Chapter 2: Literature Review 

This chapter presents a review of the literature and research related to the study. 

It is organized into three sections. Section one describes literature to support 

framework including 5 parts. Part one discusses consumer behavior of credit 

cardholders in Thailand. Part two explains the financial services decision-making. 

Part three shows loyalty and purchase cycle. Part four explains motives of 

retention/defection and part five explains a model of regret in consumer decision-

making. Section two discusses about literature to support methodology and section 

three is empirical findings. ~ l\ \ 
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2.1 Literature to support framework 

2.1.1 Consumer Behavior of Credit Cardholders in Thailand 

Panurat (1997) studied the consumption behavior of credit card holders: a case 

study of private company employees and government officers in Bangkok Metropolis. 

The objective of this study is to analyze the changing consumption behavior of credit 

cardholders, especially in Bangkok Metropolis. Factors determining patterns of their 

consumption expenditure are also explored. Credit cardholders in the study were 

divided into 2 groups: private company employees and government officers. Samples 

of 150 cardholders from each group were chosen for the study. The result of this 

study shows that both sample groups have increased their consumption expenditure 

and most of them spend more on clothing. The most important factor determining 

consumption behavior of these cardholders is their income. Between 2 groups of 

credit cardholders, private company employees tend to spend more than government 

officers. 

Piyachat (1999) studied an analysis of the spending behavior of credit card 

holders: a comparative study between private employees and government official. 

The main objectives of this study are to compare the expenditure behavior of the 

holders through credit card between government official and private employees. 

From the findings, the total expenditure ratio showed that both government official 

and private employees have the most food expenditure ratio. But government 

officials have more food expenditure ratio than private employees do and when 

analyzed expenditure ratio through credit card, it's same as total expenditure ratio. 

From final analysis, private employees have higher income level than government 

official because their income pattern of them is a relative income. So their 

consumption varies with the highest income they earned. On the other hand, the 

income pattern of government official is a permanent income for the average income 
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of their lives. From the result above it can conclude that the credit card holders who 

are government official and private employees are different in their spending 

behavior. 

Aphiradee ( 1996) studied the influences of marketing communication on credit 

card brand selection among new generation in Bangkok Metropolis. The objective of 

this research was to identify: 1. Marketing communication factors on credit card 

selection of new generation in Bangkok. 2. The correlation between marketing 

communication mix factors, and 3. The exposure of marketing information and new 

generation's credit card-selecting behaviors. From the findings, the researcher found 

that individual factors do not correlate with types of credit card selection, however, 

social factors, which are father and friends, have the influences on holder's opinions 

for selection. In addition, father is the only factor, which has the influence on type of 

credit card selection. "Product" is the only variable of marketing communication mix 

factor, which has correlation with type of credit card selection. Exposure of 

interpersonal communication which are friends and credit card officer and marketing 

media which are direct mail, billboard and bus shelter advertisement has significant 

correlation with type of credit card selection. The four variables of marketing 

communication mix factor which are firstly owner's photograph on credit card, the 

second is supplementary card, the third is advertisement on magazines/journals and 

the last one is holder's leadership image can consequently explain the selecting 

behaviors of credit card holders. 

Inthira (1987) studied the system of electronic payment in form of credit card. 

The researcher used the questionnaire to study the behavior of credit cardholders and 

retail outlets. The credit cardholders used services beyond primary services such as 

deposit, withdraw, checking outstanding balance and transfer. New technology 
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provides convenient to customer for paying goods and services by using credit card. 

However, using others payment methods did not decrease such as cheques. The usage 

of cheques in January 1988 increased by 0.16 million baht from January 1987. 

Nevertheless, electronic and computer payment make fixed expenses higher by 

depreciation of electronic equipment. Banks generate income by charging initial fees, 

discount from retail outlets and installation of terminal machine. 

Thitipong (1991) studies the impact of having credit card toward consumption 

behavior. From the findings, the highest chance of using credit card is payment in 

buying goods and services for 64.4%. The highest luxury of using credit card is 

payment in entertainment for 34.6%. It makes consumption behavior higher even 

unchanged (constant) income. Banks generate income by charging fees and interest. 

Many commercial banks compete to provide services such as accident insurance, new 

technology and less condition or negotiable rule. For retail outlets, they can sell more 

because the consumer makes decision easily and they are not responsible for doubtful 

account. On the other hand, retail outlets may suffer from fake card, paying fees to 

banks and joining promotion with banks. The higher consumption makes demand and 

price of goods and services higher. The price is higher. The inflation happens or it 

stimulates investment and employment. Then, income will be higher so consumption 

will be higher. The economy will grow up. 

Kittipan (1995) studied the factors influencing the holding and usage of credit 

card. In this study, the researcher used primary source by distributing the 

questionnaires. The variables are gender, age, occupation, marital status, income, 

education level and the number of credit card, which are the basic factor when banks 

consider issuing the credit card. From findings, the factors influencing the holding of 

credit card are occupation, age, marital status, income and the number of credit card. 

21 



Occupation influences reputation, membership fees of card, and safety and 

convenience to carry. Age influences advantage of card. Marital status and income 

influence reputation of card. In addition, the factors influencing the usage of credit 

card are occupation, age, income and the number of credit card. Occupation 

influences convenience to pay and card accepted by many places. Age influences 

convenience to pay fast and getting advantage from promotion. Income influences 

convenience to pay, card accepted by many places and large amount of spending. The 

number of credit card influences convenience to pay. As income is the first factor in 

selecting/holding credit card, it shows the power of spending/purchasing power. 

Occupation and age are the factor indicating indirect income. .Age indicates the usage 

of credit card, which is different according to life style of each person. Furthermore, 

when age is larger, it shows the stability of occupation and income. 
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2.1.2 Financial Services Decision-Making 
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Figure2.1: A conceptual model of the financial services purchases decision 
process 
Source: Harrison T., "Financial Service Marketing", (2000), p. 64 

Figure 2.1 illustrates a conceptual model of the financial services purchases 

decision process. It aims to describe the process consumers go through m the 

purchase or take-up of a new product or contract with a financial institution. It 

focuses mainly on situations where the ultimate decision to take or reject the product 

rests with the consumer. 
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A simplified version of the model is used which breaks the process down into 

three stages: 

1. Pre-purchase information search 

An aroused consumer will be inclined to search for more information. The 

relative amount and influence of these information sources vary with the product 

category and the buyer's characteristics Kotler (2000). Consumers can gather 

information from a variety of sources. For example, they can engage in pre-purchase 

trial of the product, they can observe the product's characteristics and qualities; they 

can rely on the experience of others who have already used the product. Thus, pre

purchase information can be broadly categorized as being from an internal or an 

external source. Internal sources of information have been referred to as "memory 

scanning" (Bettman, 1979). When faced with a new purchase decision it is argued 

that consumers first examine their memory for information on the product in question. 

Such information may constitute an attitude about the product or knowledge of the 

product formulated through past experience. 

Where internal information is not available or is insufficient, the consumer may 

be motivated to search externally for information. External sources of information 

can be either personal in nature (such as a recommendation from friends or relatives 

and positive, or negative, word-of-mouth) or non-personal (such as marketer 

generated advertising, or non-marketing-generated publicity). The extent of external 

search, which the consumer engages in, is argued to be dependent on a number of 

factors. These include previous experience of the product category, the complexity of 

the product and the degree of uncertainty felt by the consumer. Since product 

complexity and buyer uncertainty are almost certain to exist in the case of many 
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financial services purchases, the need for external sources of information would seem 

to be important in reducing the risk associated with the purchase. 

However, while both personal and non-personal sources of information can be 

used quite successfully in the marketing of a broad range of physical goods, there can 

be difficulties in communicating experience qualities through conventional forms of 

promotion. As a consequence of this, it has been argued that internal sources of 

information and external sources of a personal nature are the most appropriate in 

situations where experience qualities dominate and when objective standards which to 

evaluate the product decrease (Murray, 1991; Robertson, 1971). The importance of 

word-of-mouth communication in the consumer decision process in financial services 

has been noted by File and Prince (1992). In these situations, information is based on 

the second-hand experience of others who are trusted as a credible source of 

information. -
In considering the role of external sources of information, Murray (1991) argues 

that it is not enough to simply analyze the absolute number of source, but is more 

productive to assess the effectiveness of the source of information. This is 

particularly relevant to financial services where high-credence qualities dominate 

which often make it difficult for consumers to judge for themselves the likely 

outcome of the decision. 

As a result of lack of pre-purchase information for many financial services, one 

might argue that the whole pre-purchase stage in the consumer decision process is of 

less importance to consumers compared with the post-purchase stage with particular 

regard to the evaluation of products and providers. According to Zeithaml (1981) 

services are generally in contrast with the learning-response model and the low

involvement model (Ray, 1973) on this point. Where these models generally assert 
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that consumers seek information and evaluate products prior to purchase, services 

buyer behavior fits more closely with the dissonance response (reducing) model 

where most evaluation occurs after purchase. This takes the following route: 

1. the consumer selects the service from a set of virtually indistinguishable 

alternative; 

2. through experience of the service an attitude is developed towards the 

service and the service provider as to how they both perform; 

3. later the consumer learns more about the service by paying attention to 

message which support the consumer's choice. 

Consumers of services are, therefore, argued to engage more in post-purchase 

than pre-purchase evaluation. This notion would also seem to sit well with financial 

services where consumers have an extended relationship with the financial services 

provider after the initial contact and purchase of the product. It is this extended 

relationship and the series of discrete contacts which take place within it which 

provide the opportunities for continued evaluation of both the product and the 

financial institution. Thus, evaluation is likely to occur at each subsequent point of 

contact with the institution providing the consumer with important information in 

determining whether to continue or terminate the relationship. 

2. Evaluation of alternatives 

According to Russ and Kirkpatrick (1982), the purpose of evaluation is to 

identify the one best combination of product features to satisfy buyer's needs. Buyers 

often eliminate some products or brands from consideration, then seriously study the 

plus and the minus points of each goal-object remaining on their list of possibilities. 

The evaluation ends when they select the one product to buy. 
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According to Harrison (2000), in traditional consumer behavior models the 

process of information search leads to the comparison between alternative products 

and suppliers. From the information gathered it is argued that the consumer develops 

an "evoked set", a small number of products and/or suppliers from which the final 

choice will be made. Thus, the decision is assumed to be based on a rational and 

informed choice. Block and Roering (1979) defined evoked set as the range of brands 

of some product group assembled by the consumer that can feasibly be looked upon 

as a true alternative. 

In services, the difficulty of obtaining pre-purchase information is likely to 

result in a smaller evoked set than for physical goods. With regard to financial 

services, the evoked set may consist of only one financial institution, particularly if 

the information gathered was from personal sources. In addition to this, there are a 

number of other reasons why the evoked set may be smaller. Many physical goods 

can be displayed in retail outlets or in catalogues for consumers to see and compare. 

In fact, a retailer of physical goods will normally stock and display a number of 

different products in the same product category from different manufacturers, 

enabling easier alternative evaluation for consumers, all under the same roof. 

Although a number of the high-street banks 
1
have attempted to adopt many of 

the mainstream retail concepts, it is nonetheless very difficult to display financial 

products and their features for consumers to compare. Despite recent attempts at 

branch refurbishments and the attention to atmospherics, it is debatable whether 

financial institutions can ever hope to achieve the same sort of 'shopping 

environment' as many other high street retailers. In addition to this, the majority of 

financial institutions offer only one 'brand'. Fully independent institutions can offer a 

much wider range of products to their customers, yet all the main clearing banks and 
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the vast majority of building societies have tied status; thus their product portfolios 

consist of a limited range of brands. The move to tied status by the main financial 

institutions has only served to increase concentration at the retail level and limit 

consumer choice. 

Another factor affecting the size of the evoked set is that there are still 

consumers who perceive certain types of financial institution for certain types of 

products. For example, many still perceive that building societies are largely for 

mortgages and banks are for loans and current accounts, thus limiting their 

possibilities. Furthermore, the process of applying for many financial products (for 

example, loans and mortgages) can be quite lengthy, requiring considerable time 

commitment from the consumer. The relief of discovering that one's application for a 

loan has been accepted may be enough simply to make the consumer sign the contract 

without fully comparing the alternatives. Thus, in such situations it may be that 

consumers satisfice by selecting the first acceptable alternative rather than optimize 

by considering all the available alternatives. 

In situations where products are compared, evaluations of product quality occur 

on the basis of product attributes. With physical good there are normally many cues 

that can be used to judge the quality of the product. For services the cues are 

generally more limited. Since services are largely intangible, peripheral cues are 

often used to make an assumption about the level of service quality. Generally 

consumers are looking for cues, which will give an indication of the likelihood that 

the financial institution will honor its promises. The physical facilities housing the 

service can be particularly useful in providing an indication of the professionalism of 

the organization, as too can the size, reputation and history of the company. The 

28 



customer contact staff are also important in enabling the consumer to establish a level 

of trust in the organization. 

Following the hard disclosure ruling on commission charges, the pnce of 

financial products is becoming increasing transparent to consumers, thus providing 

them with another attribute on which to base purchase decisions. It is, therefore, not 

surprising that a number of life assurance companies were so opposed to the move 

towards hard disclosure claiming that other important factors, such as the fund's 

performance, were far more important attributes. Fund performance is, however, far 

less easy to evaluate, particularly prior to purchase. 

Another important factor is the issue of branding and brand loyalty. As a result 

of limited pre-purchase infonnation available on financial services and the greater risk 

associated with the purchase, it might be expected that brand loyalty be prominent 

among financial services consumers. Bauer (1967) state that brand loyalty is a 

'means of economizing decision effort by substituting habit for repeated, deliberate 

decisions' which basically reduces the risks associated with the purchase. The degree 

of commitment to a brand depends on the costs of switching (often perceived to be 

high among financial services consumers, but really depends on the product), the 

availability of substitutes, the perceived risk associated with the purchase and the 

degree of satisfaction obtained in the past from the same supplier. 

As mentioned earlier, what was previously believed to be loyalty among 

financial services consumers has in fact turned out to be a level of inertia towards the 

financial provider. Thus, it would seem that the 'brand' has contributed little in the 

past to the retention of financial services consumers. Long-standing customers may 

just be the result of the need for repeat patronage. For example, in the case of many 
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regular premium investment products it may not be in the customer's interests to 

switch financial service provider. 

3. Post-purchase evaluation 

The post-purchase evaluation stage is necessary to consumers as means of 

building experience and knowledge. Consumers evaluate products on the basis of 

whether they have fulfilled predetermined needs or met expectations. This in itself 

may pose some problems with financial services since there may not have been a 

perceived need to begin with buy simply a legal obligation to buy, as in the case of car 

insurance for example. It is questionable, then, to what extent this builds in 

unavoidable dissatisfaction. Alternatively, the 'need' for the financial product may 

have been generated from a financial advisor. Thus, the consumer may find it 

difficult to evaluate the product in the absence of any of their own predetermined 

needs or specifications. Furthermore, as many financial products are high in credence 

qualities, it might be argued that for many consumers it is simply impossible to fully 

evaluate the quality of the product outcome. 

For many financial services the process of evaluating is more complex because 

the consumer is evaluating the product before it has actually been consumed. For 

example, when a consumer begins an investment plan, they cannot really evaluate the 

quality of the outcome until its maturity. They may, however, be forced to make 

some evaluation of the decision made. 

The problem also comes when consumers do not have the knowledge or the 

experience to evaluate what they have received. Maybe their expectations of what 

they wanted from the financial institution are not clear. It may be difficult for the 

consumer to evaluate whether the investment product has performed optimally so they 

make their evaluation on other attributes that are discernible to them. It is argued that 
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the delivery mechanism of the service (including the physical process of delivery, any 

systems involved and personnel) becomes one of the key attributes against which it is 

evaluated. This holds true for financial services. Customers are more likely to focus 

on the 'functional quality' of the product; for example such factors associated with the 

delivery of financial services are; the willingness of counter and telephone staff, the 

knowledge and courtesy of staff, the empathy of staff towards the customer' s needs 

and any signs, symbols and artefacts of service delivery. 

When consumers are disappointed with their purchase they may attribute their 

dissatisfaction to a number of different sources. In the case of physical goods 

dissatisfaction is likely to be attributed to the product, the company or the service, for 

example. With services, because the consumer participates in the service process 

more they may feel more responsible for any dissatisfaction caused in the purchase of 

services compared with physical goods. Thus, the way in which the consumer 

participates in the production of the service can influence the consumer's evaluation 

of the service received. With regard to financial advice, the success of the outcome 

depends to a large extent on the information provided by the consumer and how the 

consumer expresses their needs. If the consumer cannot or does not clearly articulate 

or communicate their requirements they may, if they become disappointed with the 

outcome, attribute part of the blame to themselves as well as to the advisor for giving 

the wrong advice. Thus, the quality of financial advice received does depend on the 

consumer' s input. It is argued that as a result of the attribution of dissatisfaction, 

consumers are more likely to complain less. However, the complaints about financial 

institutions continue to rise (Harrison, 2000). 
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2.1.3 Loyalty and the Purchase Cycle 

Griffin (1997) developed the purchase cycle as illustrated: 

I Awareness j c=) Initial 
Purchase 

Figure 2.2: The Purchase Cycle 

Repurchase I 
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Loop 
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Decision to 
Repurchase 

.I 
From figure 2.2, each time a customer buys, he or she progresses through a 

buying cycle. A first-time buyer goes through five steps: First, a customer becomes 

aware of a product and, second, makes an initial purchase. Next, the buyer moves 

through two attitude formation phases--one called "postpurchase evaluation" and the 

other termed "decision step, repurchase, ultimately follows. The sequence of 

repurchase, postpurchase evaluation, and decision to repurchase forms a repurchase 

loop that is repeated a few times or hundreds of times during a customer's relationship 

with a company and its products and services. 

There are 5 steps in the purchase cycle: 

Step 1: Awareness 

The first step toward loyalty begins with the customer's becoming aware of the 

product. It is at this stage that the company begins to establish the all-important 

"share of mind" required to move the product or service ahead of the competitor's in 

the minds of prospective customers. Awareness can come about in a variety of ways: 

advertising, direct mail, trade press, word-of-mouth communication, and marketing 

activities such as in-store displays. At the awareness stage, a potential customer 
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knows that the company exists, but there is little bond between the company and the 

customer. At this point, another company's advertising or marketing ploy can steal 

the customer away before the company even gets started. 

Step 2: Initial Purchase 

The first-time purchase is a crucial step in the ability to nurture loyalty. The 

first purchase is a trial purchase, and the company can impress the customer positively 

or negatively with the product, the employees, the service, and even the physical 

surroundings. Once this first purchase is made, the company then has the opportunity 

to truly begin nurturing a loyal customer. 

Step 3: Post Purchase Evaluation 

After the purchase is made, the customer consciously or subconsciously 

evaluates the transaction. If he or she is satisfied or at least is not dissatisfied enough 

to consider switching to a competitor, Step 4--<lecision to repurchase-is a 

possibility. Most customers rate themselves as at least "satisfied" with the product 

they are using. But satisfaction alone does not give a company a strategic advantage. 

Step 4: Decision to repurchase 

The commitment to repurchase is the most crucial attitude for loyalty-even 

more essential than satisfaction. Without repeat patronage, loyalty does not exist. 

The motivation to repurchase comes from a favorable attitude toward potential 

alternatives. Decision to repurchase is often a natural next step when a customer feels 

a strong emotional bond with the product. Not every company offers a product that 

creates an emotional bond. Another powerful way to gain a customer's decisions to 

repurchase is to establish the idea in the customer's mind that switching to a 

competitor will cost the customer - in term of time, money, or performance. 
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Step 5: Repurchase 

The final step in the cycle is the actual repurchase. In order to be cons~dered a 

genuinely loyal customer, the customer must buy again and again from the same 

business, repeat Step 3 through 5 (the repurchase loop) many times. Barriers to 

switching can support customer repurchase. The truly loyal customer will reject the 

competition and repurchase from the same company whenever an item is needed. 

This is the kind of customer that businesses need to court, serve, and nurture 
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2.1.4 Motives for retention/defection 

Having understood what retention and defection are, it is important that 

financial institutions understand motives for retention and defection. In understanding 

why customers stay with the organization, or why they leave, financial institutions can 

learn how to increase retention and decrease defection. 

Motives for staying or leaving can be either positive or negative. For example, 

a positive reason for remaining a customer of a financial institution would be because 

of rewards achieved. For example, tiered interest rates on savings accounts are 

designed to reward customers for saving more. Other rewards might include the 

giving of discounts on the purchase of additional products - some insurance 

companies give customers a discount on their insurance premiums if they purchase 

both their buildings and contents insurance from them. 

Why customers leave: Why customers stay: 

Not loyal 

alternative/ 
better offer 

Complained 

Not recovered Perceived 
alternative/ 
better offer 

t 
Not complained 

Satisfied 

Recovered 

Figure 2.3: Comparison of retention and defection motives 
Sources: Harrison T., "Financial Services Marketing'', 2000. 

Loyal 

No perceived 
alternative/ 

costs 

Complained 

Figure 2.3 illustrates some of the reasons why people remain with a financial 

institution or why they switch. Retention and defection are behavioral responses to an 
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emotional state. However, customers can be in one of many emotional states. For 

example, they do not need to be dissatisfied to leave, neither does satisfaction 

guarantee that they will stay. Conventional wisdom suggests that the link between 

customer satisfaction and retention, in markets where customers have choices, is a 

simple linear relationship: as satisfaction goes up, so too does retention. However, 

Jones and Sasser (1995) discovered in a survey of five different markets, that the 

relationship was neither linear nor simple. They showed that completely satisfied 

customers, compared with merely satisfied customers, were far more likely to 

repurchase the company's products than anticipated. However, Reichheld (1993) 

discovered that between 65 and 85 percent of customers who defect say that they were 

satisfied or very satisfied with their former supplier, suggesting that satisfaction alone 

is not enough to keep customers, although this may have something to do with the 

measurement devices used. 
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2.1.5 Regret 

Triros and Mittal (2000) developed a model of regret in consumer decision 

making as illustrated: 

Antecedents 

Information on the 
Forgone Outcome 

Known vs. Unknown 

Moderators 

Situation-Specific 
Characteristics 

Status Quo 
Reversibility 

Valence of the Chosen 
Outcome/Disconfirmation 

Positive vs. Negative 

Regret 

Satisfaction 

Figure 2.4: A Model of Regret in Consumer Decision Making 

Consequence 

Repurchase 
Intentions 

Complaint 
Intentions 

Source: Triros, Michael., and Mittal, Vikas. (2000), "Regret: A Model of Its 
Antecedents and Consequences in Consumer Decision Making," Journal of Consumer 
Research, 26 (March), p. 401-417. 

1. Antecedents of Regret 

With regret being influenced by the comparison between what is and what could 

have been, it seems that knowledge of what could have been must be available for 

regret to be experienced. However, knowledge of the forgone outcome may or may 

not be always available. In particular, knowledge of the forgone outcome may range 

from complete to no knowledge. Although the consumer may have examined several 

things, he will have a personal experience only with the thing that was eventually 

purchased. 
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2. Moderators of Regret 

It is argued here that even when the forgone outcome is not known to the 

decision maker, he or she may still experience regret. This is possible through the 

generation of counterfactuals or mental simulations of what might have been. The 

motivation and ability to generate counterfactuals will be influenced by the amount of 

risk and personal responsibility involved in the decision. There are several variables 

that may influence the motivation to generate counterfactuals. For instance, when no 

information on the forgone outcome is available situation-specific characteristics may 

influence the motivation to generate mental simulations to supplement or even 

construct reality. Three situation-specific characteristics that may influence the 

motivation or ability to generate counterfactuals are status quo, irreversibility of 

outcome, and valence of the outcome. 

2.1 Status Quo 

Past literature shows that decision involving a switch away from the status quo 

leading to a particular outcome tend to elicit stronger cognitive and emotional 

responses than decisions involving staying with the status quo leading to an identical 

outcome (Kahneman 1995; Kahneman and Tversky 1982; Landman 1987). 

2.2 Irreversibility of the Outcome 1'/ 

The level of regret may also be influenced by the irreversibility of the outcome 

such that outcomes that appear to be irreversible may generate more regret than 

reversible outcomes (Engle, Blackwell, and Miniard 1995; Landman 1993). For 

instance, if a purchased product fails to perform at a certain level, consumers may 

experience a lower level of regret about the decision to purchase that product if it 

carries an unconditional guarantee than if no guarantee is offered. 
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2.3 Valence of the Outcome 

Both performance and disconfirmation of expectations influence satisfaction 

(Anderson and Sullivan 1993; Yi 1990). The level of satisfaction, in tum, influences 

repurchase intentions (Newman and Werbel 1973) and complaint behavior (Bearden 

and Teel 1983). It is argued here that during postchoice valuation, negative outcomes 

stimulate more counterfactual thinking than positive outcomes. 

3. Consequences of Regret 

Research in the customer-satisfaction literature shows that there is a positive 

relationship between satisfaction and repurchase intentions (Oliver 1980) and a 

negative relationship between satisfaction and complaint intentions (Newman and 

Werbel 1973; Richins 1983). 

Regret may influence behavioral intentions such that they may not solely be 

determined by satisfaction (Thibaut and Kelley 1959). Outcomes may be evaluated 

not only according to whether they meet a predetermined level of expectation but also 

relative to alternatives available in the marketplace, and such evaluations are likely to 

influence repurchase intentions. If the forgone alternative outperforms the chosen 

alternative, the consumer may very well intend to switch to the forgone alternative at 

the next purchase occasion, even if he or she is highly satisfied with the chosen 

alternative. Thus, both satisfaction and regret are likely to directly influence 

repurchase intention. 

2.2 Literature to support methodology 

Bolton, Kannan and Bramlett (2000) studied the implication of loyalty 

program membership and service experiences for customer retention and value. In 

this research, the researchers used descriptive statistics to show the mean score of all 

variables in the repatronage behavior model. The researchers employed logistic 
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regression analysis to determine variables explaining customer retention and t-test to 

test differences in repatronage decision between member and nonmember of loyalty 

program. The researchers also used tobit regression analysis to determine usage 

behavior which is measured by the number of transactions. An effective sample size 

in estimating the model is 257. 

Keaveney (1995) used an exploratory research to develop a model of customer 

switching behavior in service industries. The researcher began by collecting 

"grounded events," or actual incidents that caused customers to switch services. The 

incidents were then analyzed to reveal broader patterns. The critical incident 

technique (CIT) has been applied to the study of customer. Sample size was collected 

and analyzed in two phases. First, a "classification sample" of 300 responses was 

collected. Later, two "confirmation samples" totaling 226 additional responses were 

collected, for a total of 526 responses. -
Aungkana (2001) used independent sample t-test to compare means on 

variables including perception toward characteristics of Internet banking service and 

. 
personal characteristics between two independent groups - intending adopters and 

non-intending adopters. Logistic regression analysis is employed to find explanatory 

variables of adoption intention. The researcher subjectively determines sample size as 

400 samples. 

2.4 Empirical Findings 

Bolton, Kannan and Bramlett (2000) found that repatronage intention is 

positively related to the probability of retention. An increase of 1 point on the index 

of repatronage intentions yields a probability of retention 1.644 times higher, 

indicating that the influence of prior repatronage intention is quite strong. Being a 

member of the loyalty program does not directly affect the chances of account 
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retention. Statistical tests showed that no effect of product benefits and decreasing 

comparability of alternative on account retention. 

While the impact of gain on the billing aspects and overall quality on 

repatronage was insignificant, the impact of a loss on these dimensions on repatronage 

was significantly negative as hypothesized. Gain in terms of the rating of price has 

significant positive impact on repatronage, while loss on the overall price rating has 

no significant impact on repatronage decision. 

Both in the case of billing aspects and overall quality the impact oflosses was 

larger in magnitude as compared with the impact of gain. However, the overall price 

rating dimension, the magnitude of the impact of gain on repatronage is larger than 

the magnitude of the impact of loss on repatronage. 

Keaveney (1995) critical-incident study of customer switching behavior in 

service industries found that customers switch service providers for many reasons, 

including pricing, inconvenience, core service failures, failed service encounters, 

response to failed service encounters, competition, and ethical problems. 

Aungkana (2001) found that intending adopters perceive the online service to 

have higher relative advantage and social value. There is no evidence to say that the 

interested-to-adopt is younger and earns a higher income than the other group. From 

the binary logistic regression analysis, six variables are together found as predictors of 

adoption intention. They are opinion leaders in term of technological matter, relative 

advantage from timesaving, complexity, trialability, compatibility (selfuse) and 

electronic banking usage in terms of telephone banking usage. 
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Chapter 3: Research Methodology 

This chapter includes 4 sections. Section one discusses the diagram of 

framework of the study. Section two explains the definition of variables. Section 

three explains all hypothesis statements that will be tested in this study. Section four 

explains expected outcome of this study. 

3.1 Diagram of framework 

Loyalty 
Program 

Membership 
• Member 

• Nonmember 

Service 
Experiences 

• Billing aspects 

• Product benefits 

• Overall quality 

• Overall price 

Repatronage 
Intention 

• Likelihood to 
recommend 

• Likelihood to 
renew 

• Likelihood to 
increase usage 
with company 

• 
• 

Repatronage 
Decision 
Stay 
Cancel 

Figure 3.1: Diagram of framework 

3.2 Definition of the variables 

Repatronage Decision is the decision of whether or not to repurchase. 

•Stay decision is when the subscriber retained the credit card membership. 

• Cancel is when the subscriber canceled the credit card membership. 

Repatro11age I11te11tion is intention of the customer toward the company. 

•Likelihood to recommend refers to the probability or chance that the subscriber 

intends to recommend to the existing company. 

• Likelihood to renew refers to the probability or chance that the subscriber 

intends to renew credit card with the existing company. 

• Likelihood to increase usage refers to the probability or chance that the 

subscriber intends to increase usage with the existing company. 

42 



Service experiences are an interaction of customer with any aspect of the organization 

(service provider) in a "moment of truth". This study includes both experiences with 

the existing credit card issuer and competitors on the following four dimensions of 

service experience: 

• billing aspects refers to the monthly billing statement sent by the credit card 

issuer to the customer. 

• product benefits refers to benefits that the customer gets from the use of 

credit card. 

• overall quality refers to meeting customer expectations or providing 

customer with what and when he/she wants. 

• overall p rice refers to amount of money that paid for product/services such 

as joining or/and annual fees; interest on outstanding loan balances; and 

other service fees. -
Loyalty Rewards Program Membership is a rewards-for-usage program. Loyalty 

rewards program members accumulate points with each dollar transacted that are 

redeemable for a wide variety of goods and services such as air certificates, car rental, 

vacation options and retail gifts. (Bolton, Kannan and Bramlett, 2000) Loyalty is a 

variable indicating whether or not the customer is a member of the loyalty program. 

• Member is the customer that is organized into a membership group or club. 

•Nonmember is the customer that does not belong to the membership group. 

3.3 Hypothesis 

Hypothesis statements are conjectural statements of the relationship between 

two or more variables that carry clear implication for testing the stated relations 

(Davis and Cosenza, 1993). 
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Based on the above conceptual framework of hypothesis testing model, the 

hypothesis statement is set forth as follows: 

Hlo: Customers' repatronage intentions have a positive effect on their subsequent 

repatronage decisions. 

H2o: Members of loyalty programs weigh repatronage intentions more heavily than 

nonmembers in making repatronage decisions. 

R 
H3o: When customers' assessments of current experiences are less satisfactory than 

competitors' service level, the perceived discrepancy (the coefficient of NegComp) 

will have a negative effect on their repatronage decisions, whereas when customers' 

assessments of experiences are more satisfactory than competitors' service levels, the 

perceived discrepancy (the coefficient of PosComp) will have positive effect on their 

repatronage decision. 

H4o: Members of loyalty programs will weigh comparisons with competitors less 

heavily than nonmembers in making repatronage decision. 

H5o: The magnitude of the effect of customers' comparison of their satisfaction with 

their current provider versus their competing provider on their repatronage decisions 

will be larger when the discrepancy is negative, rather than positive. 
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3.4 Expected outcome 

The researcher expects that repatronage intention have a positive effect on their 

subsequent repatronage decision. Member of loyalty program will weigh repatronage 

intentions more heavily than nonmembers in making repatronage decision. 

Customer's evaluation of the four dimensions of service experiences relative to 

competitors has a significant impact on the probability of repatronage. Members of 

Loyalty Programs will weigh comparisons with competitors less heavily than 

nonmembers in making repatronage decision. The magnitude of the impact of losses 

(discrepancy is negative) will be larger as compared with the impact of gains 

(discrepancy is positive). 
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Chapter 4: Research Methodology 

The purpose of this chapter is to provide an overview of methodology that will 

be used in this research. Section one identifies the sources of data. Section two 

explains the methods of collecting the data and determines the sample size. Data 

measurement is explained in section three. Section four explains data analysis. 

4.1 Data Source 

4.1.1 Target Population 

The target population of this study consists of male and female who have been 

using bank credit card from the past year (2000). 

4.1.2 Sampling Unit and Population Element 

Sampling unit and population element of this study is the same since the target 

population is individual. They are people who have been using bank credit card from 

the past year (2000). 

Extent: Bangkok 

Time: Nov 2001 

4.1.3 Non-Probability Sampling 

For this study, the researcher uses the non-probability sampling because the 

probability of selecting population element is unknown (Cooper and Schindler, 1998). 

Non-Probability sample is a sample that relies on personal judgment somewhere in 

the element selection process and therefore prohibits estimating the probability that 

any population element will be included in the sample (Churchill, 1979). In this study, 

quota sampling is selected. Quota sampling is a nonprobability sampling procedure 

that ensures, that certain characteristics of a population sample will be represented to 

the exact extent that the investigator desires (Zikmund, 2000). And, quota sampling 

also refers to classify population by pertinent properties; determine desired proportion 
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of sample from each class; fix quota for each observer (Davis, 1996). Therefore, the 

populations of respondents in this study were assigned into two groups. The 

proportion of population for each group is as follows: 

Loyalty Program Membership 

Member 

Nonmember 

Total 

4.2 Data Collection 

Respondents 

150 

150 

300 

This research has relied on the primary and secondary data. Primary data include 

infonnation collected from the field through questionnaires distributed to customer 

who have credit card. The standard questionnaires are prepared in English and being 

translated into Thai to be easily understandable by the respondents. Secondary data 

include progress reports, books, journals, previous research and web sites of banks 

and other related infonnation from the newspaper. 

4.2.1 Technique 

In this study, the researcher uses survey research to be a tool for gathering the 

infonnation. Survey is a research technique in which infonnation is gathered from a 

sample of people by using a questionnaire; a method of data collection based on 

communication with a representative sample of individuals. In addition, surveys can 

provide a quick, inexpensive, efficient and accurate means of assessing infonnation 

about a population (Zikmund, 1994). 

Tull and Hawkins's (1987) defined survey research as "the systematic 

gathering of information from respondents for the purposes of understanding and/of 

predicting some aspect of the behavior of the population of interest". Such 

information may be factual or opinion based and the researcher's ability of secure it 
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will depend heavily upon both the structure and the sequence in which he puts 

questions to the respondents. 

4.2.2 Methods 

For this study, self-administered survey method will be used in collecting data. 

This method uses a questionnaire, which is filled by the respondent rather than an 

interviewer. For the self-administered questionnaire they rely on the efficiency of the 

written word rather than that of the interviewer. There are some advantages of the 

self-administered survey such as low cost, increase response rate by giving incentive, 

etc (Cooper and Schildler, 1998). In this study, the researcher will scan respondents 

by asking question whether they have ever used credit card or not. 

4.2.3 Determining sample size 

In marketing research studies, typical ranges of sample sizes are used as 

shown in table 4.1. These numbers have been on experience and can serve as rough 

guidelines, particularly when non-probability sampling used (Malhotra, 2000). 

Table 4.1: Sample Sizes Used in Marketing Research Studies 

Problem identification research 

(e.g. market potential 

Problem solving research (e.g. 

pricing) 

Product tests 

Test marketing studies 

Minimum Size 
500 

200 

200 

300-500 

300-500 

300-500 

Source: Adapted from Marketing Research: An Applied Orientation, third edition, by 
Naresh K. Malhotra Copyright @ 2000 by Prentice Hall. 

The researcher subjectively determined sample sizes as 300 samples. This 

figure is also appropriate for the time and budget affordable for this study. 
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4.2.4 Pre-testing 

Pre-testing of this research is done with the data collecting tool in order to test 

the reliability of the questionnaire by distributing copies of the questionnaire to the 

randomly selected respondents who have credit card. The researcher conducted a 

pretest with 20 respondents considered as target population. Mistakes were corrected 

and adjusted in terms of sequencing, wording and structuring: so that communication 

between the researcher and the respondents were not biased. 

4.2.5 Test of Reliability 

The researcher pre-tested the reliability of the data before stepping into the 

process of data analysis. The term reliability is a generic term used to describe the 

degree of error associated with a measure. The technique used to the test was the 

Cronbach's Alpha Estimate. This technique tells us how highly accurate are the items 

in the questionnaire and their interrelationship. The Alpha Estimate was done by 

using the help of SPSS. The result of reliability test of index scale is shown in Table 

4.2. Findings showed that the questionnaire was reliable. 

Table 4.2: Test of Reliability 

fl,,_ Reliability 
Repatronage Intention -~,~ Reliability Coefficients 3 items 

Alpha= .6328 
Standardized item alpha= .6315 

Satisfaction with billing aspects at the Reliability Coefficients 2 items 
existing credit card issuer Alpha= .6551 

Standardized item alpha= .6866 
Satisfaction with product benefits at the Reliability Coefficients 4items 
existing credit card issuer Alpha= .7447 

Standardized item alpha= .7572 
Satisfaction with billing aspects at other Reliability Coefficients 2items 
credit card issuers Alpha= .6170 

Standardized item alpha= .6185 
Satisfaction with product benefits at other Reliability Coefficients 4items 
credit card issuers Alpha= .8334 

Standardized item alpha= .8356 
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4.3 Data Measurement 

4.3.1 Operationalization of variable 

Table 4.3: Operationalization of variable 

Concept Concept Definition Operational Components 
Level of 

measurement 
Repatronage The decision of whether or • Stay Nominal 
Decision not to repurchase • Cancel 

Repatronage Intention of customer • Likelihood to Interval 
intention toward the company recommend 

• Likelihood to renew 

• Likelihood to increase 
usage with company 

Experience an interaction of the • Experience of billing Interval 
customer with any aspect aspects, product 
of the organization in a benefits, overall 
"moment of truth" quality and overall 

price with the existing 
company 

• Experience of billing 
aspects, product 
benefits, overall 
quality and overall 
price with competitors 

Loyalty is a rewards-for-usage • Member Nominal 
Program program. Loyalty rewards • Nonmember 
Membership program members 

accumulate points with ~~ 
each dollar transacted that ' 'a't)~ 
are redeemable for a wide 
variety of goods and 
services such as air 
certificates, car rental, 
vacation options and retail 
gifts. (Bolton, Kannan and 
Bramlett, 2000) 

50 



4.3.2 Questionnaire 

Table 4.4: Measurement of Each Variable 

Variable Sub-Variable Scale Question No. 

1. Repatronage Dichotomous Q.l 
Decision 
2. Repatronage • Likelihood to 5-point Likert Q.3 
Intention recommend 

• Likelihood to 5-point Likert Q.4 
renew 

• Likelihood to 5-point Likert Q.5 
increase usage 

3.Experience with • Billing aspects 5-point Likert Q.6- Q.7 
the existing 
company 

• Product benefits 5-point Likert Q.8-Q.9 
• Overall quality 5-point Likert Q.10 

• Overall price 5-point Likert Q.11 
3 .Experience with • Billing aspects 5-point Likert Q.12-Q.13 
competitors 

• Product benefits 5-point Likert Q.14 - Q.15 

• Overall quality 5-point Likert Q. 16 
• Overall price 5-point Likert Q. 17 

4. Loyalty Program Dichotomous Q.2 
Membership -

_c.s_ 

51 



4.4 Data Analysis 

After the data have been collected, the researcher will use software of the 

Statistical Package for the Social Sciences (SPSS), which is a widely used data 

analysis program to analyze the data. The form of data interpretation from these 

procedures will be presented in easily interpretable formats. All the statistical 

procedures are performed by computer software package to ensure accuracy and to 

minimize costs. 

4.4.1 Statistics used for data analysis 

1. Descriptive Statistics: 

Frequency and Percentage will measure all investigated variable. For 

variables, which use Ratio Scale or Interval Scale, basic mathematics, which are 

• 
Arithmetic Mean, Mode, Standard Deviation, Maximum and Minimum Values will be 

applied. 

2. Inferential Statistics: 

Inferential Statistics will be used in Hypothesis Testing. The methods to be 

applied are Logistic Regression Analysis. 

2.1 Logistic Regression 

Binary logistic regression is applied in all hypotheses. Binary logistic 

regression is one of multivariate techniques used for analyzing relationships when 

more than two variables are involved. This technique is useful for situation in which 

one want to be able to predict the presence or absence of a characteristic or outcome 

based on values of a set of predictor variables (Norusis, 1999). 
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The logistic regression equation can be presented as follows: 

Prob (event) = 1 (equation 1) 

1+ e-z 

where Z is the linear combination 

The logistic model can be written in terms of odds of an event occurring. The 

odds of an event occurring are defined as the ratio of the probability that it will occur 

to the probability that it will not. 

Prob (event) 
Prob (no event) 

e 

B + B X + B X + ...... + BpXp 
0 l 1 2 2 

!Prob (event) l 
Log LProb (no event)j = 
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Table 4.5: Statistics Measurement of Each Hypothesis 

H othesis 
Hlo: Customers' repatronage intentions 
have a positive effect on their subsequent 
repatronage decisions. 

H2o: Members of loyalty programs 
weigh repatronage intentions more 
heavily than nonmembers in making 
repatronage decisions. 
H3o: When customers' assessments of 
current experiences are less satisfactory 
than competitors' service level, the 
perceived discrepancy will have a 
negative effect on their repatronage 
decisions, whereas when customers' 
assessments of experiences are more 
satisfactory than competitors' service 
levels, the perceived discrepancy will 
have positive effect on their repatronage 
decision. 
H4o: Members of loyalty programs will 
weigh comparisons with competitors less 
heavily than nonmembers in making 
re atrona e decision. 
H5o: The magnitude of the effect of 
customers' comparison of their 
satisfaction with their current provider 
versus their competing provider on their 
repatronage decisions will be larger when 
the discrepancy is negative, rather than 
positive. 

Statistics 
Logistic Regression 

Logistic Regression 

Logistic Regression 

Logistic Regression 

Logistic Regression 
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4.4.2 Decision rule for interpretation 

In logistic regression, estimated coefficient (B), standard error of B, Wald 

statistics, significance and odd ratio (exp (B)) are calculated. Classification table, 

Nagelkerke R2 and Model Chi-square are used to assess the goodness of fit of the 

model. 

The equation of the model is: 

Decision = aA Intent+ eA Loyal + aL Loyal 

*Intent+ bA PosCompi +CA NegCompi (1) 

+ bL Loyal * PosCompi + cL Loyal * NegCompi 

Where 

Intent = a variable representing repatronage intentions; 

Loyal = an indicator variable that takes on the value I if the 

customer is a loyalty program member, 0 otherwise; and 

If (OwnSati - CompSati) > 0, then; 

PosCompi = (OwnSati - CompSati); 

And NegCornpi = 0 

If (OwnSati - CompSati) < 0, then; 

NegCornpi = (CompSati - OwnSati); 

And PosCompi = 0 

Where 

OwnSat = satisfaction of the current service provider 

Comp Sat = satisfaction of the competing provider 

From equation (I), is distinguishes between the effects of perceived service 

experiences on all customers (denoted by the subscript A) and the effects on members 

of the loyalty program (denoted by the subscript L). It includes separate terms for 
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positive and negative effects of compansons with competitors to allow for 

asymmetrical effects on repatronage behavior. The four dimensions of the service 

experience: the billing process, product benefits, overall quality, and price are denoted 

by the subscript i. 

The decision rule for all hypotheses is Accept Ho, when 

• aA > 0 for Hypothesis I 

• aL > 0 for Hypothesis 2 

• bA > 0 and CA< 0 for Hypothesis 3 

• b1 < 0, c1> 0 for Hypothesis 4 ER 
• I cA I> I bA I and I cA + c1 I > I bA + b1 I for Hypothesis 5 

4.4.3 Diagnosis of statistic methods 

In logistic regression, there are comparable diagnostics that should be used to 

look for problems. However, in logistic regression, the evaluation of diagnostics is 

more complicated than in linear regression. The diagnostics should be calculated for 

each covariate pattern (combination of values of the independents variables). Unless 

there are adequate numbers of cases with the same covariate patterns, the diagnostic 

statistics may be difficult to interpret. Additionally, the interpretation of some of the 

diagnostic statistics depends on the values of the estimated probabilities (Norusis, 

1999). 
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Chapter 5: Data Analysis 

This chapter deals with analysis of collected data. Analysis is the application of 

logic to understand and interpret the data that have been collected about the subject. 

Descriptive analysis and hypothesis testing are two statistical techniques used in the 

analysis as they are best fit for providing optimal results that can meet the research 

problems and objectives. 

5.1 Descriptive Analysis 

Descriptive analysis is used to describe the profile of the sample as it refers to 

the transformation of the raw data into a form that will make them easy to understand 

and interpret (Zikmund, 2000). The data in this section will be presented in form of 

frequency distribution and percentage distribution. 

In this section, it composed of three separated parts as followings: 

Respondent Personal Characteristics (i.e. gender, age range, education, 

occupation and average monthly income) 

Summary Descriptive Statistics for variables in the model 

Summary Descriptive Statistics by Loyalty Program Membership 
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5.1.1 Respondent Personal Characteristics 

Table 5.1: Gender of Respondents 

Gender Frequency 

Male 125 

Female 175 

Total 300 

Percent 

41.7 

58.3 

100.0 

Table 5.1 shows gender of respondents in this research. Male represents 41.7% 

ofrespondents, whereas, female respondents account for 58.3%. 

Table 5.2: Age Range of Respondents 

Age Frequency Percent 

20-29 160 53.3 

30-39 121 40.3 

40-49 19 6.3 

Total 300 100.0 

Table 5.2 provides data on age. The majority of respondents are aged between 

20-29 or 53.3%. Whereas, the percentage of respondents aged between 30-39 and 40-

49 are 40.3% and 6.3% respectively. 

Table 5.3: Education of Respondents 

Education level 

Under Bachelor degree 

Bachelor degree 

Higher than bachelor degree 

Total 

Frequency Percent 

8 2.7 

196 65.3 

96 32 

300 100.0 

Table 5.3 illustrates 65.3% of respondents hold Bachelor Degree. While, 32% 

of them have higher than Bachelor Degree. The rest of respondents hold below 

bachelor degree, which account for 2.7%. 
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Table 5.4: Average Monthly Income of Respondents (in Baht) 

Income Frequency Percent 

Less than 15, 000 34 11.3 

15,000 - 25,000 91 30.3 

25,001 - 35,000 67 22.3 

35,001 - 45,000 56 18.7 

More than 45,000 52 17.3 

Total 300 100.0 

Table 5.4 illustrates average monthly income of respondent who filled out the 

questionnaire. Most of respondents (30.3%) average monthly income lie between 

15,000-25,000 followed by 25,001-35,000 and 35,001-45,000 counted for 22.3% and 

18.7% respectively. 17.3% of respondents have monthly income more than 45,000. 

Respondents having average monthly income less than 15,000 account for 11.3%. 

Table 5.5: Occupation of Respondents ,.... 
Occupation level Frequency Percent 

Student 39 13 

Government officer 5 1.7 

State enterprise 8 2.7 

Business employees 229 76.3 

Self-employed 
d 

19 6.3 

Total 300 100.0 

From table 5.5, the figures show 76.3% of respondents are business employees. 

Student and self-employed represent 13% and 6.3% of respondents respectively. 

Whereas, state enterprise and government officer are 2. 7% and 1. 7% of the 

respondents respectively. 
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5.1.2 Summary Descriptive Statistics for Variables in the Model 

Table 5.6: Summary Descriptive Statistics for Variables in the Model 

Variable Mean Standard Deviation 

Gain, billing aspects 0.3667 .49636 
--

Loss, billing aspects 0.0850 .24592 

Gain, product benefits 0.3075 .42819 

Loss, product benefits 0.1033 .23256 

Gain, overall quality 0.3400 .53418 

Loss, overall quality 0.1667 .43916 

Gain, overall price 0.3367 .55770 
"\"\ /"; 

Loss, overall price ' ~~ 0.3633 1~ .... ·r, .70211 

Member of loyalty program ~- 1.5 (/ .50100 
(, 

Repatronage Intention 3.0056 
' 

.76405 
...... 

Repatronage Decision 0.72 .44800 
' 

Table 5.6 shows summary descriptive statistics for variables in the model. It 

shows that the average value for the repatronage intentions index is 3.006, indicating a 

high average likelihood of overall repatronage intentions. The relative average sizes 

of the billing dimension gain and loss variables (0.367 and 0.85 respectively); and 

average levels of gain and loss variables in terms of product benefits are 0.308 and 

0.103 respectively. For overall quality, the average ratings of gain and loss variables 

are 0.34 and 0.167 respectively. In addition, the gain and loss variables in price rating 

are 0.337 and 0.363 respectively. Table 5.6 also shows that 72 percent of the sample 

has retained their accounts. 

From the table 5.6, it indicates that on average, more gam than loss is 

experienced by these customers in terms of aspects of account billing and payment. 

Likewise, in terms of the customers' product benefit and the rating for overall quality, 

average levels of gain exceed average loss, although by a greater margin for product 
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rating and by a lesser amount for overall quality. Customers are rating the company 

higher than the competitor on aspects of billing and payment, on aspects of the 

product, and on overall quality. However, this pattern is reversed for the customer's 

rating for the price that they pay on this product (credit card): on average, more loss 

than gain is indicated by these customers in this dimension. 

5.1.3 Summary Descriptive Statistics by Loyalty Program Membership 

Table 5. 7: Summary Descriptive Statistics by Loyalty Program Membership 

Not Loyalty Member Loyalty Member 
Variable 

\' 
M(SD) f M(SD) 

Gain, billing aspects 0.3000 (0.445) 0.4333 (0.536) 

Loss, billing aspects ( 0.1267 (0.296) 0.0433 (0.173) 

Gain, product benefits 0.2900 (0.402) 0.3250 (0.453) 

Loss, product benefits 0.1367 (0.262) 0.0700 (0.195) 

Gain, overall quality 0.3067 (0.491) 0.3733 (0.574) 

Loss, overall quality 
~. 

0.1600 (0.419) 0.1733 (0.460) 

Gain, overall price v 0.3000 (0.488) 0.3733 (0.619) 1i1 
Loss, overall price -fo 0.3467 (0.675) 0.3800 (0.730) 

Repatronage Intention 2.9311 (0. 786) 3.0800 (0.736) 

Repatronage Decision 
~ 

0.6600 (0.475) 
( 

0.7867 (0.41 1) 
-

°' 
Ll 

Table 5. 7 presents a comparison of many variables across the two segments to 

provide profile details. The mean score of gains on billing aspects, product benefits, 

overall quality and overall price of loyalty member are higher than not loyalty 

member is. The mean score of repatronage intention of loyalty member are higher 

than not loyalty member is. It also indicates that customers who are members of the 

loyalty program are less likely to cancel their accounts than are nonmembers. 

Whereas slightly more than 78.67% of the loyalty program members have retained 

their accounts, only 66% of the nonmembers have retained. 
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5.2 Test and Explanation of Hypothesis Result 

In hypothesis testing, Logistic Regression is used for testing Hl-H5 to find out 

explanatory variables of repatronage decision. 

The following tables summarize all variables associated with the hypothesis 

based on enter method. 

Table 5.8: Logistic Regression Analysis: Enter Method 

Variable Parameter Estimate (SE) Odds Ratio 

Intercept -1.196 (0. 757) -
Repatronage intentions 0.604 (0.261) 

() 
1.829 

Loyalty program member 1.774 (l.269) ;\_ 1' 5.894 
~ 

Gain, billing aspects ' 0.078 (0.586) ~ 1.081 

Loss, billing aspects ( -1.618 (0.837) 0.198 

Gain, product benefits 1.922 (0.721) 6.834 

Loss, product benefits -1.326 (0.933) 0.266 

Gain, overall quality -0.783 (0.578) 0.457 

Loss, overall quality 0.089 (0.621) 1.093 
~. 

Gain, overall price ~ -0.208 (0.517) 0.812 

Loss, overall price 6 1.328 (0.509) 3.774 

Loyalty * Intent -0.549 (0.423) 0.578 

Loyalty * Gain, billing '11 -0.212 (0.818) -~Q 0.809 

Loyalty * Loss, billing 2.067 (1.831) 
;;t ~- 7.900 

Loyalty* Gain, product 0.772 (1.159) 2.164 

Loyalty* Loss, product 3.584 (1.776) 36.007 

Loyalty* Gain, quality 1.272 (0.858) 3.568 

Loyalty* Loss, quality 1.020 (0.850) 2.774 

Loyalty * Gain, price -1.242 (0.697) 0.289 

Loyalty* Loss, price -0.829 (0.665) 0.437 
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The constant and all variables show in table 5.8 can be illustrated in equation 

as followings: 

Log (odds) B + B X + B X + ...... + BpXp 
0 l I 2 2 (Equation 5.1) 

Log (odds) = -1.196 + 0.604 (intent) (Equation 5.2) 

+ 1.774 (loyal) - 0.549 (loyint) 

+ 0.078 (gainbill) + 1.922 (gainprod) 

- 0.783 (gainqua) - 0.208 (gainpri) 

- 1.618 (lossbill) - 1.326 (lossprod) 

+ 0.089 (lossqua) + 1.328 (losspri) 

- 0.212 (loygbill) + 0.772 (loygprod) 

+ 1.272 (Ioygqua)- 1.242 (loygpric) 

+ 2.067 (Ioylbill) + 3.584 (loylprod) 

+ 1.020 (loylqua)- 0.829 (loylpric) 

where, 

intent = repatronage intention 

loyal =loyalty program membership 

loyint = loyal * intent * gainbill = gain on billing lossbill =loss on billing 

gainprod = gain on product benefits lossprod = loss on product benefits 

gainqua = gain on overall quality lossqua = loss on overall quality 

gainpri = gain on overall price losspri = loss on overall price 

loygbill = loyalty * gain on billing loylbill = loyalty * loss on billing 

loygprod = loyalty * gain on product benefits loylprod =loyalty * loss on product benefits 

loygqua = loyalty * gain on overall quality loylqua = loyalty * loss on overall quality 

loygpric = loyalty * gain on overall price loylpric = loyalty * loss on overall price 
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The logistic coefficient can be interpreted as the change in the log odds (the 

ratio of the probability that an event will occur to the probability that it will not) 

associated with a one-unit change in the independent variable. For example, from 

equation 5.2, the coefficient for repatronage intention is .604. It means that when 

repatronage intentions change by 1 unit on the scale and the value of the other 

independent variables remain the same, the log odds of repatronage decision increase 

by 0.604. 

Hlo: Customers' repatronage intentions have a positive effect on their subsequent 

repatronage decisions. 

Result of hypothesis 1 

From findings , it shows that aA = 0.604, which is greater than 0. Therefore, the 

null hypothesis is to be accepted and the alternative hypothesis is to be rej ected. 

H2o: Members of loyalty programs weigh repatronage intentions more heavily than 

nonmembers in making repatronage decisions. 

Result of hypothesis 2 ~ 

From findings, it shows that aL = -0.549, which is less than 0. Therefore, the 

null hypothesis is to be rejected and the alternative hypothesis is to be accepted. 

H3o: When customers' assessments of current experiences are less satisfactory than 

competitors' service level, the perceived discrepancy will have a negative effect on 

their repatronage decisions, whereas when customers' assessments of experiences are 

more satisfactory than competitors' service levels, the perceived discrepancy will 

have positive effect on their repatronage decision. 
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Result of hypothesis 3 

• Billing aspects 

From the findings, it shows that bA1 = 0.078 and cA1 = -1.618. bA1 is greater 

than 0 and cA1 is less than 0. Therefore, the null hypothesis is to be accepted and the 

alternative hypothesis is to be rejected. 

• Product benefits 

From the findings, it shows that bA2 = 1.922 and CA2 = -1.326. bA2 is greater 

than 0 and cA2 are less than 0. Therefore, the null hypothesis is to be accepted and the 

alternative hypothesis is to be rejected. 

• Overall quality 

From the findings, it shows that bA3 = -0.783 and cA3 = 0.089. bA3 is less than 0 

and cA3 are greater than 0. Therefore, the null hypothesis is to be rejected and the 

alternative hypothesis is to be accepted. -,.... 
• Overall price l=a 

From the findings, it shows that bA4 = -0.208 and cA4 = 1.328. bA4 is less than 0 

and CA4 are greater than 0. Therefore, the null hypothesis is to be rejected and the 

alternative hypothesis is to be accepted. ~o) 

f/1a1r5'6\i\\I 
H4o: Members of loyalty programs will weigh comparisons with competitors less 

heavily than nonmembers in making repatronage decision. 

Result of hypothesis 4 

• Billing aspects 

From the findings, it shows that bu= -0.212 and cu= 2.067. bu is less than 0 

and cu is greater than 0. Therefore, the null hypothesis is to be accepted and the 

alternative hypothesis is to be rejected. 
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• Product benefits 

From the findings, it shows that bL2 = 0.772 and cL2 = 3.584. bL2 and cu are 

both less than 0. Therefore, the null hypothesis is to be rejected and the alternative 

hypothesis is to be accepted. 

• Overall quality 

From the findings, it shows that bu = 1.272 and cu = 1.020. bu and cu are 

both greater than 0. Therefore, the null hypothesis is to be rejected and the alternative 

hypothesis is to be accepted. 

• Overall price 

From the findings, it shows that bu= -1.242 and cu= -0.829. bu and cu are 

both less than 0. Therefore, the null hypothesis is to be rejected and the alternative 

hypothesis is to be accepted. 

~ -
HSo: The magnitude of the effect of customers' comparison of their satisfaction with 

their current provider versus their competing provider on their repatronage decisions 

will be larger when the discrepancy is negative, rather than positive. 

Result of hypothesis 5 

• Billing aspects 

From the findings, the result is 

I CA1 = -1.618 I> I bA1=0.0781 and I CAI+ cu= 0.4491 >I bA1 +bu= -0.1341 

It shows that the absolute value of CAJ is 1.618, which is greater than the 

absolute value of bA1 (0.078); and the absolute value of CAJ plus cu is equal to 0.449, 

which is greater than the absolute value of bAi plus bu (0.134). Therefore, the 

researcher accepts the null hypothesis. 
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• Product benefits 

From the findings, the result is 

I cA2 = -1.326 I< I bA2 = 1.922 I and I cA2 +cu = 2.258 I< I bA2 +bu= 2.694 I 

It shows that the absolute value of cA2 is 1.326, which is less than the absolute 

value of bA2 (1.922); and the absolute value of CA2 plus CLZ is equal to 2.258, which is 

less than the absolute value of bA2 plus bL2 (2.694). Therefore, the researcher rejects 

the null hypothesis. 

• Overall quality 

From the findings, the result is \" E ff S / 
I CAJ = 0.089 I< I bA3 = -0.783 I and I CAJ +cu= 1.109 I< I bA3 + bu= 1.803 I 

It shows that the absolute value of cA3 is 0.089, which is less than the absolute 

value ofbA3 (0.783); and the absolute value of CA3 plus cu is equal to 1.109, which is 

less than the absolute value of bA3 plus bu (1.803). Therefore, the researcher rejects 

the null hypothesis. 

• Overall price 

From the findings, the result is 

I CA4 = 1.328 I > I bA4 = -0.208 I and l CA4 + clA = 0.499 I <I bA4 + bLA = -1.037 I 

It shows that the absolute value of cA4 is 1.328, which is less than the absolute 

value of bA4 (0.208); and the absolute value of CA4 plus clA is equal to 0.499, which is 

less than the absolute value of bA4 plus blA (l.037). Therefore, the researcher rejects 

the null hypothesis. 
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Table 5.9: Summary of Hypothesis Result 

Hypothesis Sub-variables Decision Rule Findine:s Result 
Hlo: Customers' - aA>O aA = 0.604 -Accept Ho 
repatronage intentions have 
a positive effect on their 
subsequentrepatronage 
decisions. 
H2o: Members of loyalty - aL>O aL = - 0.549 -Reject Ho 
programs weigh repatronage 
intentions more heavily than 
nonmembers in making 
repatronage decisions. 
H3o: When customers' • Billing aspects bAi > 0 and CA;< 0 - bAt = 0.078 -Accept Ho 

assessments of current and CAt = -1.618 
experiences are less • Product benefits - bA2 = 1.922 -Accept Ho 
satisfactory than and cA2 = -1.326 
competitors' service level, • Overall quality - bAJ = -0.783 -Reject Ho 
the perceived discrepancy ~ 

ERS1r 
and cA3 = 0.089 

will have a negative effect • Overall price \j - bA4 = -0.208 -Reject Ho 
on their repatronage and cA4 = 1.328 
decisions, whereas when 

'~ 
customers' assessments of 

"' experiences are more 
satisfactory than .,,A competitors' service levels, '> 
the perceived discrepancy ~ 
will have positive effect on 
their repatronage decision. 
H4o: Members ofloyalty • Billing aspects bu< 0, cu > 0 - bu= -0.212, -Accept Ho 
programs will weigh Cu= 2.067 
comparisons with • Product benefits - bL2 = 0.772, -Reject Ho 
competitors less heavily than CL2 = 3.584 
nonmembers in making • Overall quality - bu = 1.272, -Reject Ho 
repatronage decision. 

..._,.::: 
CLJ = 1.020 

• Overall price - bu = -1.242, -Reject Ho 
Cu= -0.829 

H5o: The magnitude of the • Billing aspects I cA I> I bA I and l-1.6181 >I o.0781 -Accept Ho 
effect of customers' I cA + ct.I > lb A + bL I and 
comparison of their I 0.4491 > 1-0.1 341 
satisfaction with their 
current provider versus their • Product benefits 1-1.3261 < 11.9221 -Reject Ho 
competing provider on their and 
repatronage decisions will be I 2.2581 < I 2.6941 
larger when the discrepancy 
is negative, rather than • Overall quality 10.0891< 1-0.7831 -Reject Ho 
positive. and 

ll.1091 <I 1.8031 

• Overall price ll .3281 >1-0.2081 
-Reject Ho 

and 
I 0.4991 < l-1.0371 
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5.3 Goodness of Fit with All Variables 

Model Chi-square, Nagelkerke R2 and classification table are considered as the 

means to assess the goodness of fit (with all variables) of the model in logistics 

regression analysis. 

Model Chi-square 

The model chi-square is the difference between -2LL for the model with only a 

constant and -2LL for the current model. Model chi-square is comparable to the 

overall F test for regression as it tests the null hypothesis that the coefficients for all of 

the terms in the current model, except the constant, are 0 (Norusis, 1999). In 

statistical term, the null hypothesis is stated as: 

Ho: P1 = P2 = rh = . . . = pp = 0 

Decision rule: At a= 0.05, Sig.< 0.05, Reject Ho (Kanlaya, 2001) 

Table 5.10: Test of Goodness of Fit - Model Chi-square 

~ 

Model 
~ -· 

Chi-square df Sig. 

79.882 19 .000 

Decision: Reject Ho 

As the null hypothesis is rejected, it determines one or more coefficients have a 

value different from 0. Hence, the model with these variables can explain repatronage 

decision better than the model with only constant. 
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Classification Table 

Table 5.11: Classification Table for Repatronage Decision 

Predicted 

Repatronage Decision 
% correct 

Observed Yes No 

Repatronage Decision Yes 203 14 93.5 

No 44 39 47.0 

Overall Percentage 80.7 

a. The cut value is .500 

From the above table 5.11, 203 credit cardholders are correctly predicted by 

the model that they will decide to renew the credit card. Similarly, 39 credit 

cardholders are correctly predicted by the model that they will not decide to renew the 

credit card. However, 58 credit cardholders are misclassified. Consequently, 93.5% 

of the respondents, who will decide to renew the credit card, are correctly classified; 

whereas, 47% of the respondents, who will not decide to renew the credit card, are 

correctly classified. The overall percentage of correct classification is counted for 

80.7%. 

Nagelkerke R2 

Table 5.12 Model Summary: Nagelkerke R Square 

Step I -2 Log likelihood I Cox & Snell R Square I Nagelkerke R Square 
1 I 273.985 I .234 l .338 

Nagelkerke R2 is statistics that attempt to quantify the proportion of explained 

"variation" in the logistic regression model (Norusis, 1999) 

From the table 5.12, Nagelkerke R2 is 0.338. This means about 34% of the 

"variation" in the outcome variable is explained by the logistic regression model. In 

other word, about 34% of variability in dependent variables (repatronage decision) is 

explained by the independent variables (intent, loyal, gainbill, lossbill, gainprod, 
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lossprod, gainqua, lossqua, gainpri, losspri, loyint, loygbill, loylbill, loygprod, 

loylprod, loygqua, loylqua, loygpric, loylpric ). 
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Chapter 6: Conclusion and Recommendation 

The results analyzed in the descriptive and hypothesis testing (Logistic 

Regression) are iterated and further discussed in this chapter. Based on these results 

and the objectives stated for this research, conclusions are drawn as well as 

recommendations are contributed for both academic and business implication. The 

outline of this chapter is presented as follow: 

6.1 Conclusion 

6.1.1 Characteristics of Respondents 

6.1 .2 Summary of Analysis and Hypothesis test 

6.1.3 Conclusion for Research Objectives 

6.2 Implications and Suggestions 

6.3 Further Implications for Research 
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6.1 Conclusion 

6.1.1 Characteristics of Respondents 

The researcher selected a sample size of 300 in order to collect the necessary 

information. Among 300 respondents, 125 are male, whereas 175 are female that 

represent 41.7% and 58.3% respectively. The majority of the respondents in this 

research are females while males are the minority. 

The majority of the respondents ' age lies between 20-29 counted for about 

53.3%. In this research, the majority of respondents' average monthly income lies 

between 15,000 and 25,000 counted for 30.3%. 

When considering the respondents' education background, 65.3% of them 

have a Bachelor Degree. The rest of the respondents holding a higher than Bachelor 

degree counted for 32%. 

For the occupation level, most of the respondents are business employees 

accounting for 76.3%. The minority is government officer accounting for 1.7%. 

6.1.2 Summary of Analysis and Hypothesis Test 

Elaborate interpretation of the first hypothesis 

The results from the first hypothesis point out that repatronage intentions is 

positively related to the probability ofretention and supports the hypothesis . 

Customers make repatronage decisions by updating their assessments of 

repatronage intentions through a sequential anchoring and adjustment process m 

which the individual 's prior repatronage intentions acts as an anchor that is adjusted 

by his or her assessments of new service experiences. The influence of prior 

repatronage intentions is likely to be very strong. According to the findings, an 

increase of 1 point on the index of repatronage intentions yields a probability of 
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retention 1.829 times higher, indicating that the influence of prior repatronage 

intention is quite strong (as hypothesized). 

Repatronage intention in this research focuses on credit cardholder's 

likelihood to recommend, to renew and to increase usage with the current credit card 

issuer. It is evident that when they are more likely to repatronage, then they are more 

likely to make a repatronage decision. They would say positive things about the 

company to other people and would recommend the credit card of the company to 

those who seek the credit card. They would renew the credit card and increase usage 

with the company. 

Elaborate interpretation of the second hypothesis 

The results from the second hypothesis point out that members of loyalty 

programs do not weigh repatronage intentions more heavily than nonmembers m 

making repatronage decisions. -
Being a member of the loyalty program per se directly affects the chances of 

account retention. In other word, customers who are members of loyalty programs are 

more likely to make a favorable repatronage decision. However, members of loyalty 

programs do not tend to have stronger ties to the current credit card issuer than 

nonmembers. Hence, loyalty program members do not weigh repatronage intentions 

more heavily than nonmembers in making repatronage decision. 

Elaborate interpretation of the third hypothesis 

• Billing Aspect 

The results from the third hypothesis point out that on the billing aspect 

dimension, when customer's assessments of current experiences on billing aspects are 

less satisfactory than competitors' service level (i.e., OwnSat < CompSat), the 

perceived discrepancy will have a negative effect on their repatronage decisions, 
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whereas when customers' assessments of experiences on billing aspects are more 

satisfactory than competitors service levels (i.e., OwnSat > CompSat), the perceived 

discrepancy will have positive effect on their repatronage decision. 

Customers' evaluation of the company's billing aspects relative to competitors 

has impact on the probability of repatronage. In general, gain on these dimensions 

significantly higher the probability of repatronage. However, loss on these 

dimensions lower the probability of repatronage. It is evident that customers encode 

their satisfaction with their current service experience (OwnSat) by making a 

comparison with their satisfaction with the service provided by a competing company 

(CompSat) in making repatronage decision. When there is negative comparison 

(OwnSat < CompSat), the perceived discrepancy has a negative effect on their 

repatronage decision. Whereas, when there is positive comparison (OwnSat > 

CompSat), the perceived discrepancy has a positive effect on their repatronage 

decision. 

• Product benefits 

The results from the third hypothesis point out that on the product benefits 

dimension, when customer's assessments of current experiences on product benefits 

are less satisfactory than competitors' service level, the perceived discrepancy will 

have a negative effect on their repatronage decisions, whereas when customers' 

assessments of experiences on product benefits are more satisfactory than competitors 

service levels, the perceived discrepancy will have positive effect on their repatronage 

decision. 

The results of this dimension are similar to billing aspect dimension. 

Customers' evaluation of the company's product benefits relative to competitors has 

impact on the probability of repatronage. In general, gain on these dimensions 
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significantly higher the probability of repatronage. However, loss on these 

dimensions lower the probability of repatronage. It is evident that customers encode 

their satisfaction with their current service experience (OwnSat) by making a 

comparison with their satisfaction with the service provided by a competing company 

(CompSat) in making repatronage decision. When there is negative comparison 

(OwnSat < CompSat), the perceived discrepancy has a negative effect on their 

repatronage decision. Whereas, when there is positive comparison (OwnSat > 

CompSat), the perceived discrepancy has a positive effect on their repatronage 

decision. 

• Overall quality 

Overall quality refers to meeting customer expectations or providing customer 

with what and when he/she wants. 

On the dimension of overall quality, the results are somewhat different. The 

impact of a loss on the quality dimension on the probability of repatronage is 

insignificant, as is the impact of gain. 

It is evident that the customers do not use the overall quality dimension in 

making repatronage decision. They may perceive that the current credit card 

company does not differentiate the overall quality from other companies. 

• Overall price 

Overall price refers to amount of money that paid for product/services such as 

joining or/and annual fees; interest on outstanding loan balances; and other service 

fees. 

On the dimension of overall price, the results are the same as overall quality. 

Gain and loss in terms of the rating of price have no significant impact on repatronage 

decision. 
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It is evident that the customers do not use the overall price dimension in making 

repatronage decision. This dimension includes joining or/and annual fees; interest on 

outstanding loan balances; and other service fees. The customers perceive that the 

price of all credit card companies is the same. As competition in this industry is very 

intense, the credit card companies come up with strong promotion campaign such as 

offering gifts to new applicants, free joining or initial fees etc. In addition, they 

attract the customers by charging low interest on outstanding loan balances. 

Elaborate interpretation of the fourth hypothesis 

• Billing aspects 

For loyalty program members, the impact of loss on the billing dimension on the 

probability of repatronage is not significant (-1.618 for the loss coefficient and 2.067 

for the loyalty/loss coefficient: see Table 5 .8). This result indicates that loyalty 

program members overlook the losses suffered in this dimension and do not penalize 

the company for it. 

• Product benefits 

For loyalty program members, the net impact of a loss on the product benefits 

dimension on the probability of repatronage is not significant (-1.326 for the loss 

coefficient and 3.584 for the loyalty/loss coefficient: see Table 5.8). This result 

indicates that loyalty program members overlook the losses suffered in the dimension 

of product benefits and do not penalize the company for it. 

• Overall quality 

For loyalty program members, the net impact of a loss on the quality 

dimension on the probability of repatronage is not significant (0.089 for the loss 

coefficient and 1.020 for the loyalty/loss coefficient: see Table 5.8). This result 
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indicates that loyalty program members discount the lower evaluations of the 

company versus the competitors with regard to their repatronage decision. 

• Overall price 

While the impact of loss on the pnce dimension on retention remams 

insignificant for the loyalty program customers, the impact of gain on the price 

dimension on repatronage decision is also insignificant (1 .328 for the loss coefficient 

and -0.829 for the loyalty/loss coefficient: see Table 5.8). This result indicates that 

loyalty program members overlook the losses suffered in this dimension and do not 

penalize the company for it. 

Elaborate interpretation of the fifth hypothesis 

• Billing aspects 

The results from the fifith hypothesis point out that on the dimension of billing 

aspects, the magnitude of the effect of customers' comparison of their satisfaction 

with their current provider versus their competing provider on their repatronage 

decisions will be larger when the discrepancy is negative, rather than positive. 

The results also support the notion that customer weigh the losses more than 

the gains in evaluating repatronage. fu the case of billing, the impact of losses was 

larger in magnitude as compared with the impact of gains, as expected. 

• Product benefits 

The results from the fifth hypothesis point out that on the dimension of 

product benefits, the magnitude of the effect of customers ' comparison of their 

satisfaction with their current provider versus their competing provider on their 

repatronage decisions will be smaller when the discrepancy is negative, rather than 

positive. 
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The results show that on the product benefits dimension, the magnitude of the 

impact of gain on repatronage is larger than the magnitude of the impact of loss on 

repatronage. 

• Overall quality 

The results from the fifth hypothesis point out that on the dimension of overall 

quality, the magnitude of the effect of customers' comparison of their satisfaction 

with their current provider versus their competing provider on their repatronage 

decisions will be smaller when the discrepancy is negative, rather than positive. 

The results show that on the quality dimension, the magnitude of the impact of 

gain on repatronage is larger than the magnitude of the impact ofloss on repatronage. 

• Overall price 

The results from the fifth hypothesis point out that on the dimension of overall 

price, the magnitude of the effect of customers' comparison of their satisfaction with 

their current provider versus their competing provider on their repatronage decisions 

will be smaller when the discrepancy is negative, rather than positive. 

The results shows that on the price dimension, the magnitude of the impact of 

gain on repatronage is larger than the magnitude of the impact ofloss on repatronage. 

6.1.3 Conclusion for Research Objectives 6!19 

The study findings point out that customers make repatronage decisions for the 

credit card service on the basis of their prior repatronage intentions or behavior, 

updating by comparisons of their prior satisfaction levels with the company versus 

their satisfaction with the competitors. However, their comparisons are relatively 

complex. Customers make comparisons on multiple underlying service dimensions 

and weigh losses more heavily than gains in the dimension of billing aspects. 
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The effect of loyalty program that emerges from the results is as follows. 

Members in loyalty programs are generally less sensitive to losses in the dimensions 

of billing aspects, product benefits and overall quality when comparing the company 

with competitors and less sensitive to overall price advantages that competitors could 

have vis-a-vis the company. In other words, they overlook or discount negative 

evaluations of the company vis-a-vis the competition. Members of the loyalty 

program generally have larger gains than losses on billing aspects, product benefits 

and overall quality, and they generally have larger losses than gains on overall price 

dimension when comparing the company with the competitors. Yet they discount 

these evaluations in their repatronage decision. One possible reason could be that 

they perceive that they are getting better quality and service for their price or, in other 

words, good value. 
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6.2 Implications and Suggestions 

The results derived from this research may be useful for banks currently issuing 

credit card and those considering issuing credit card in the near future. The results 

can help banks to improve customer retention. The researcher would like to make 

some suggestions as follows: 

Perspective on Repatronage 

• Conducting the research 

The company must understand customer's intention as the research indicates 

that repatronage intentions is positively related to subsequent repatronage decision. 

At any time in the customer relationship, it is possible to ask customers about their 

future intentions to renew the credit card. It is important for the company to gain 

knowledge about patterns predicting customer's intentions that could help the 

company studying their intention before they make decision. By surveying them, a 

quantitative study can be made of customer's intentions. Repatronage intentions 

depend on the customer's prior attitudes and satisfaction levels (e.g. , Bearden and 

Teel 1983; Oliver 1980). The company may use these factors to study the repatronage 

intentions. At the same time, other elements of the customer's thinking e.g. 

information, brand recognition, attitude, and feeling, etc. can be tapped. By 

determining intention to repatronage, the company can measure and predict the future 

behavior. However, problems may arise because of the time lag between the 

measurement of intention and the actual behavior. Therefore, the company must 

determine the proper time span for conducting the research and interpret the result 

with caution. 
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• Encouraging Positive Word-of-mouth 

Word-of-mouth communication refers to individuals' marketplace dissemination 

in which opinions are exchanged. It is a kind of consumer-to-consumer learning 

process, taking place in consumers' social networks. 

Repatronage intention in this research includes credit cardholder' s likelihood to 

recommend, to renew and to increase usage with the current credit card issuer. Credit 

cardholders, who are more likely to repatronage, can be advantageous to the company. 

The result shows that they would recommend to others about the current credit card 

issuer. Refers to pre-purchase information search, external sources of information can 

be personal in nature (such as recommendation from friends or relatives and word-of

mouth). Customer referrals, endorsements, and spreading the word are extremely 

important forms of consumer behavior for a company. In most product and service 

categories, word-of-mouth is one of the most important factors in acquiring new 

customers. 

The company can use word-of-mouth as one of promotion tools. Retained 

customer can encourage friends and relatives to use the credit card with the company. 

The company should offer a good value of service to customers in order to increase 

positive word-of-mouth and customer retention. 'el 

• Offering Promotion 

The company should offer promotions of various kinds to get customers to 

engage in a behavior and feel good to loyal with the company. These promotions 

range from discounts and sweepstakes to loyalty programs and higher concept 

approaches such as thank-you notes and birthday cards. By using promotions, the 

company can encourage behavior. Retaining customer means keeping them active 
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with you. If the company does nothing, they will switch to other companies and 

eventually no longer be customers. 

Promotions encourage this interaction of customers with the company, even if 

you are just sending out a newsletter or birthday card. Moreover, promotions drive 

the sales activity of customers. The company can measure the return of promotion by 

using response rate and cost of offer. If it is profitable, the company should continue 

to use that promotion. 

Perspective on Loyalty Program Membership 

• Using a Loyalty Program as a Competitive Strategy 

The results finding shows that being members of loyalty program has a positive 

impact on repatronage decision. Moreover, member of loyalty program overlook the 

losses suffered in the four dimensions of service experience. 

Credit card loyalty programs have enjoyed a boom in recent years as issuers 

have battled to get their cards into customer's wallet. The company can use a loyalty 

program as a competitive strategy. Rewards can and do build customers' loyalty, and 

a company's most loyal customers are also profitable to the company. By using the 

loyalty program, the company can encourage credit cardholders to use its credit card 

to the exclusion of all others and to possibly transfer spending from cash, cheques and 

debit cards to its card. The company can get information about the cardholder and 

their spending patterns. The company can use it as database in order to build a long

term relationship with them. It supports the notion that the credit card companies can 

boost profit almost 75% by retaining just 5% percent more of their customers. Credit 

card issuers should offer valuable reward as well as other promotion to new customers 

as a campaign to boost their membership number. 
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The researcher gives recommendation to the company about the loyalty program 

development. The company should establish the objectives of the program and 

rewards the company would like to offer to the customers. They should give 

importance to the following in order to create an effective loyalty program. 

Does the program align with company capabilities? 

Which of the customers' needs can the company profitably and differentially 

meet? 

What is the length of time for the loyalty program? 

Would other companies make the loyalty program more competitive? 

In addition, O'Brien and Jones (1995) suggested that from a customer's 

perspective, five elements determine a program's value. They are: 

• Cash value - to think of the value of a reward (what the customer would have 

to pay in cash to acquire it) as a percentage rebate on what the customer 

spent to earn that reward. 

• Redemption choice - for example, a domestic round-trip ticket valued at $400 

or cash value reward at 1.75% for $25,000 with Citibank. 

• Aspirational value - rewards that motivate a customer to change his or her 

behavior. fl1 a; 'el 

• Relevance - for example, it would take them too long to attain rewards. Thus, 

the program lacks relevance. 

• Convenience - for example, it is difficult to redeem rewards or receive receipt 

and coupon. 
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Perspective on Service Experience 

• Emphasizing on customer satisfaction in terms of: 

After the customers have experienced with the company, they evaluate their 

satisfaction by comparing the performance of the company with the competitors. 

Customer satisfaction is an important thing for any service provider. The company 

can get the data from conducting the research. The company should consider each of 

these two dimensions of service experiences in order to maximize customer 

satisfaction as follows: 

• Billing aspects \JERS 
The result from the study shows that customers evaluate the company's billing 

aspects relative to competitor. If the customers are satisfied with the billing aspects, it 

has a positive impact on repatronage decision, while if not, it has a negative impact on 

repatronage decision. Moreover, the negative effect of loss on repatronage decision is 

larger in magnitude. Hence, the company should emphasize on this dimension 

seriously. 

The company should set up reasonable time to make payments. It deals with the 

period of collection and conditions. In addition, the monthly billing statement sent to 

the customer should be easy to read and understand. The information should be clear 

and accurate. If there are any mistakes in billing statement, it may reduce the 

trustworthiness of the company or make them dissatisfied. 

• Product benefits 

The result from the study shows that customers evaluate the company's product 

benefits relative to competitor. It is the same as billing aspects dimension. It has 

impact on repatronage decision. Hence, the company should be careful in order to 

satisfy the customer. 
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Benefit is defined as a characteristic of the product or service that the consumer 

values positively. The customers use it to evaluate a brand in the product class 

(Howard, 1994). The company should provide the customer' s desired benefits. In this 

study, the customers evaluate product benefits based on dependable, for successful 

people, good for travelers, and best for business people. To make the customer are 

satisfied, the company should do according to its promises. In addition, many people 

use the credit card as a means of payment because of its convenience. So, the 

company should offer the convenience for using the credit card. For example, its 

credit card is accepted by many places both in domestic and international. Different 

customers want to use it in different purposes. So, the company should set up the 

purposes of use widely. It can capture many customers who have different needs. 

Perspective on Customer Retention 

• Retaining Most Active Customer 

The company should prioritize marketing activities and customers that would 

generate higher profits than others. The company can keep budget flat or shrink it 

while increasing sales and profits. The company should continuously allocate more of 

the budget to highly profitable activities and away from lower profit activities. This 

does not mean the company should "get rid" of some customers or treat them poorly. 

The company can spend more on some and less on others. 

The company must develop a way to allocate resources to the most profitable 

promotions, deliver them to the right customer at the right time, and not waste time 

and money on unprofitable promotions and customers. This is accomplished by using 

the data customers create through their interactions with the company to build simple 

models or rules to follow. 
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• Reducing Switching Behavior 

By learning from customers who have switched, companies can gain a deeper 

understanding of the customer relationships. The switching decision is influenced not 

only by the service provider, but also by surrounding factors, such as the competitive 

situation or changes in the customer's life. The switching process is given energy and 

direction by different triggers, that when identified can serve as a basis for customer 

segmentation. A main reason to the switch can usually be identified, as well as other 

factors that have either prolonged or added to the decision to switch. 

By getting to know the reasons for customers' switching the company can learn 

how to prevent customers from switching, in other words increase customer retention. 

They identify critical incidents in the customer relationship and indicate weaknesses 

and strengths in the service offering. They should learn more about customers' 

perception of the company and get information on how to improve the service 

offering. 

• Management Commitment 

Improving customer retention requires both investment and management's time. 

The company can invest the capital for upgrading the billing system process, other 

facilities, information system, etc. Whereas, management's time could be used by 

investigation in order to monitor and find out the causes of customer defections and/or 

switching behavior. 

The company' s top management should establish a corporate culture, which is to 

maximize customer retention. It must be communicated within and throughout the 

company. In addition, they should set up mission and policies in compatible with a 

corporate culture. All policies should be clear and sustainable in the sense of 

customer retention. 
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• Improving Front-Line Employees Performance 

In service industry, front-line employees, who have daily customer contact, are 

critical. There are the interactions between customers and staff. In this moment of 

truth, it is very important for customer evaluation. They will decide to stay or leave 

the company after evaluation. Therefore, the company should focus on good 

relationships with customer and emphasize on both internal and external 

considerations, which are employees and customers. 

Improving retention requires that employees must have the power to take 

actions, which provide immediate customer satisfaction and thereby reinforce 

customer retention. They must receive support from other departments for improving 

quality of service. The company should give them with continuous training and 

practice development. In order to encourage the employees, the company should give 

incentive system, which reward them on their ability to retain customers. 

6.3 Further Implication for Research 

In this study (descriptive analysis), members of the loyalty program generally 

have larger gains than losses on the billing aspects, product benefit and overall 

quality, and they generally have larger losses than gain on the overall price dimension 

when comparing the company with the competitors. It indicates that they discount 

these evaluations in their repatronage decisions. One possible reason could be that 

they perceive that they are getting better quality and service for their price or, in other 

words, good value. Thus the further research could hypothesize that being members 

of loyalty programs and perceptions of good value are highly correlated. 

This data set focuses on bank credit card in Thailand only and customers do not 

have to pay fee to become loyalty member, which varies depending on the country. It 

would be interesting to compare these results with a study of other types of credit card 
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(such as department store's card) in which customers have to pay fee to become 

loyalty member. 

This statistical analyses show that the credit card company's loyalty program 

leads to increase revenues due to fewer cancellations. However, we can speculate 

whether the higher revenues offset the company's costs of operating the program. 

These findings may generalize to other consumer products and services. However, 

their generalizability partially depends on the effectiveness with which the loyalty 

program is implemented. Hence, further research is required concerning the 

underlying mechanism by which loyalty rewards programs operate to influence 

customers' assessments and repatronage behavior. For example, it would be useful to 

understand what features of a loyalty rewards program are operating to create these 

changes in customers ' assessments and behavior. 

89 



References 

Anderson, Eugene W. and Claes Fornell. (1994) "A Customer Satisfaction Research 
Prospectus," pp. 241-268 in Service Quality: New Directions in Theory and Practice, 
R. T. Rust and R. L. Oliver (Eds), Thousand Oaks, CA: Sage Publications. 

Anderson, Eugene W., Claes Fornell, and Donald R. Lehmann. (1994) "Customer 
Satisfaction, Market Share and Profitability: Findings From Sweden," Journal of 
Marketing, 58 (July), pp. 53-66. 

Anderson, Eugene W. and Mary W. Sullivan (1993) "The Antecedents and 
Consequences of Customer Satisfaction for Firms," Marketing Sciences, 12 (Spring), 
pp. 125-143. 

Andrew, Kenneth. (1986) The Bank Marketing Handbook. Great Britain: Woodhead
Faulkner Limited. 

Aphiradee, Nituthorn (1996) "The fufluences of Marketing Communication on Credit 
Card Brand Selection among New Generation in Bangkok Metropolis," Master of 
Development Communication (Majoring Public Relations), Chulalongkorn 
University. 

Aungkana, Wungvanitchakorn (2001) "Adoption Intention of Banks' Customers on 
Internet Banking Service," MBA, Graduate School of Business, Assumption 
University. 

Bauer, R. A.(1967) "Consumer Behavior as Risk Taking," in Coz, D. F. (Ed.), Risk 
Taking and Information Handling in Consumer Behavior. Boston: Harvard University 
Press. 

Bearden, William 0 . and Jesse E. Teel (1983) "Selected Determinants of Consumer 
Satisfaction and Complaint Reports," Journal of Marketing Research, 20 (February), 
pp. 21-28. 

Bendapudi, Neeli and Leonard L. Ben y. (1997) "Customers' Motivations for 
Maintaining Relationships With Service Providers," Journal of Retailing, 73 (1), 
pp. 15-37. 

Bettman, J. R. (1979) "Memory Factors in Consumer Choice: A Review," Journal of 
Marketing, Vol. 43, pp. 37-53. 

Bitner, Mary Jo and Amy R. Hubbert. (1994) "Encounter Satisfaction Versus Overall 
Satisfaction Versus Quality: The Customer's Voice," Pp. 72-94 in Service Quality: 
New Directions in Theory and Practice, R. T. Rust and R. L. Oliver (Eds), Thousand 
Oaks, CA: Sage Publications. 

Block, Carl E. and Roering, Kenneth J. (1979) Essentials of Consumer Behavior: 
Concepts and Applications. Hinsdale, IL: Dryden Press. 

90 



Bolton, Ruth N. (1998) "A Dynamic Model of the Duration of the Customer's 
Relationship with a Continuous Service Provider: The Role of Satisfaction," 
Marketing Science, 17 (1), pp. 45-65. 

Bolton, Ruth N., and Katherine N. Lemon. (1999) "A Dynamic Model of Customers' 
Usage of Services: Usage as an Antecedent and Consequence of Satisfaction," Journal 
of Marketing Research, 36 (2), pp. 171-186. 

Bolton, Ruth N., Kannan, P. K., and Bramlett, Matthew D. (2000) "Implications of 
Loyalty Program Membership and Service Experiences for Customer Retention and 
Value," Journal of the Academy of Marketing Science, 28 (Winter), pp. 95-108. 

Bowman, Douglas and Shilpa Lele-Pingle. (1997) "Buyer Behavior in Business-to
Business Services: The Case of Foreign Exchange," International Journal of Research 
in Marketing, 14 (5), pp. 499-508. 

Business Day (2000) "BOT's Relaxation of Credit Card Eligibility Welcomed" 
(November 30). 

Churchill, Gilbert A., Jr. (1979) "A Paradigm for Developing Better Measures of 
Marketing Constructs," Journal of Marketing Research, 11 (August), pp. 254-260. 

Cooper, Donald R. and Schildler, Pamela S. (1998) Business Research Methods. 
McGraw Hill International, Sixth ed. 

Crego Jr., Edwin T., and Schiffrin, Peter D. (1995) Customer-Centered 
Reenginerring: Remapping for Total Customer Value. New York: Irwin. 

Crosby, Lawrence A. and Nancy Stephens. (1987) "Effects of Relationship Marketing 
on Satisfaction, Retention, and Prices in the Life Insurance Industry," Journal of 
Marketing Research, 24 (November), pp. 404-41 1. 

Davis, Duane. (1996) Business Research for Decision Making. USA: Wadsworth 
Publishing Co. 

Davis, S. and Cosenza (1993) "The Coming of Knowledge-Based Business," Harvard 
Business Review, September-October 1994, pp. 165-170. 

Dick, Alan S. and Kunal Basu. (1994) "Customer Loyalty: Toward an Integrated 
Conceptual Framework," Journal of the Academy of Marketing Science, 22 (2), pp. 
99-113. 

Engle, James. , Roger D. Blackwell, and Paul W. Miniard. (1995) Consumer 
Behavior. New York: The Dryden Press. 

Ennew, Christine., Watkins, Trevor. , and Wright Mike. (1995) Marketing Financial 
Services. Great Britain: Scotprint Ltd. 

91 



~ ... ... .:..· 

File , K. M. and Prince, R . A. (1992) "Positive Word-of-Mouth: Customer 
Satisfaction and Buyer Behaviour," International Journal of Bank Marketing, Vol. 10, 
No. 1, pp. 25-29. 

Gilly, Mary C. and Betsy D. Gelb. (1982) "Post-Purchase Customer Processes and the 
Complaining Customer," Journal of Customer Research, 9 (December), pp. 323-328. 

Griffin, Jill (1997) Customer Loyalty:How to earn it How to keep it. San Francisco: 
Jossey-Bass Publishers. 

Harrison, Tina. (2000) Financial Services Marketing. Great Britain: Redwood Books 
Ltd. 

Hawkins, Del I., Best Roger J., and Coney, Kenneth A. (2001) Consumer Behavior: 
Building Marketing Strategy. Boston: Irwin/McGraw-Hill. 

Howard, John A. (1 994) Buyer Behavior in Marketing Strategy. USA: Prentice Hall. 

Inthira, Boonmekam (1987) "Electrnnic Payment in Form of Credit Card," Economics 
Development, NIDA. 

Jones, Thomas 0. and Sasser, W. E. Jnr (1995) "Why Satisfied Customers Defect," 
Harvard Business Review, 73 (6), pp. 89-99. 

Kahneman, Daniel (1 995) "Varieties of Counterfactual Thinking," in What Might 
Have Been: The Social Psychology of Counterfactual Thinking, ed. N . J. Roese and J. 
M. Olson, Mahwah, NJ: Erlbaum. 

Kahneman, Daniel. and Amos Tversky (1982) "The Simulation Heuristic," In 
Judgement under Uncertainty: Heuristics and Biases, ed. D. Kahneman et al., New 
York: Cambridge, pp. 201-208. 

Kalaya, Vanitbuncha (2001) "Data Analysis with Multivariate Technique by SPSS" 
(n11'l 1m1::lf"11ut.lrnt'l1EJlli''l'1i''lt1 SPSS), pp. 58-86. 

Keaveney, Susan M. (1995) "Customer Switching Behavior in Service Industries: An 
Exploratory Study," Journal of Marketing, 59 (April), pp. 71-82. 

Kittipan, Techapasomranan (1995) "Factors Influencing the Holding and Usage of 
Credit Card," Master Degree, NIDA. 

Kotler, Philip. (2000) Marketing Management. USA: Prentice Hall. 

Kurtz, L. David. and Clow E. Kenneth. (1998) Services Marketing. United States of 
America: John Wiley & Sons. 

LaBarbera, Priscilla A. and David Mazursky. (1983 "A Longitudinal Assessment of 
Customer Satisfaction/Dissatisfaction: The Dynamic Aspect of the Cognitive 
Process," Journal of Marketing Research, 20 (November), pp. 393-404. 

92 



Landman, Janet (1987) "Regret: A Theoretical and Conceptual Analysis," Journal of 
Theory of Social Behavior, 17 (June), pp. 135-160. 

Landman, Janet (1993) Regret: The Persistence of the Possible. New York: Oxford 
University Press. 

Malhotra, Naresh K. (2000) Marketing Research: An Applied Orientation. Third ed., 
Prentice Hall, pp. 332. 

McMahon, Rober J. (1986) Bank Marketing Handbook: how to compete in the 
financial services industry. Boston: Bankers. 

Meidan, Arthur. (1996) Marketing Financial Services. Great Britain: Antony Rowe 
Ltd. 

Morwitz, Vicki. (1 997) "Why Customers Don't Always Accurately Predict Their 
Own Future Behavior," Marketing Letters, 8 (1), pp. 57-70. 

Morwitz, Vicki and David Schmittlein. (1992) "Using Segmentation to Improve Sales 
Forecasts Based on Purchase Intent: Which 'Intenders' Actually Buy," Journal of 
Marketing Research, 29 (November), pp. 391-405. 

Murray, K. B. (1991) "A Test of Services Marketing Theory: Consumer Information 
Acquisition Activities," Journal of Marketing, Vol. 55, January, pp. 10-25. 

Newman, Joseph W. and Richard A. Werbel (1973) "Multivariate Analysis of Brand 
Loyalty for Major Household Appliances," Journal of Marketing Research, 10 
(November), pp. 404-409. 

Norusis, Marija J. (1999) SPSS Regression Model™ 10.0. United States of America: 
SPSS Inc. 

O'Brien, Louise and Charles Jones. (1995) "Do Rewards Really Create Loyalty?" 
Harvard Business Review, 73 (May-June), pp. 75-82. 

Oliver, Richard L. (1980) "A Cognitive Model of the Antecedents and Consequences 
of Satisfaction Decisions," Journal of Marketing Research, 17 (November), 
pp. 460-469. 

Panurat, Ratanavaraha ( 1997) "Consumption Behavior of Credit Card Holders: A 
Case Study of Private Company Employees and Government Officers in Bangkok 
Metropolis," Master of Economics, Ramkhamhaeng University. 

Piyachat, Rattanawiboon (1999) "An Analysis of the Spending Behavior of Credit 
Card Holders: A Comparative Study between Private Employees and Government 
Official," Master of Science (Economics), Kasetsart University. 

Ray, M. L. (1973) "Marketing Communication and the Hierarchy of Effects," 
unpublished research paper 180, Stanford University, Stanford, California, August. 

93 



Reichheld, F. F. (1993) "Loyalty-Based Management," Harvard Business Review, 
March-April, pp. 67-73. 

Reichheld F. F. and Sasser W. E. Jnr. (1990) "Zero Defections: Quality Comes to 
Services," Harvard Business Review, September-October, pp. 105-111. 

Richins, Marsha L. (1983) "Negative Word-of-Mouth by Dissatisfied Consumers: A 
Pilot Study," Journal of Marketing, 47 (December), pp.68-78. 

Riley, F. Dall'Olmo, A.S.C. Ehrenberg, S. B. Castleberry, T. P. Barwise, and N. R. 
Barnard. (1997) "The Variability of Attitudinal Repeat-Rates," International Journal 
of Research in Marketing, 14 (5), pp. 437-450. 

Robertson, T. S. (1971) Innovation Behavior and Communication. New York: Holt, 
Rinehart and Winston. 

Russ, Frederick A. and Kirkpatrick, Charles A. (1982) Marketing. USA: Little, Brown 
and Company. 

Rust, Roland T. and Richard Metters. (1996) "Mathematical Models of Service," 
European Journal of Operational Research, 91 (June), pp. 427-439. 

Solnick, Sara J. and David Hemenway. (1992) "Complaints and Disenrollment at a 
Health Maintenance Organization," Journal of Customer Affairs, 26 (1), pp. 90-103. 

Surachet, Phuanfoong. (2000) "Demographic & personal characteristics and specific 
services affecting purchase decision for American Express credit card in Bangkok 
metropolis," MBA, Graduate School of Business, Assumption University. 

Thibaut, John W. and Harold H. Kelley (1959) The Social Psychology of Groups. 
New York: Wiley. 

Thitipong, Nedmngwattana (1991) "The Impact of Having Credit Card toward 
Consumption Behavior," Faculty of Economic Development, NIDA. 

Triros, Michael., and Mittal, Vikas. (2000) "Regret: A Model of Its Antecedents and 
Consequences in Consumer Decision Making," Journal of Consumer Research, 26 
(March), pp. 401-417. 

Tull, Donald S. and Hawkins, Del I. (1987) Marketing Research. New York: 
Macmillan. 

Uncles, Mark and Gilles Laurent. (1997) "Edtorial, Special Issue on Loyalty," 
International Journal of Research Marketing, 14, pp. 399-404. 

Yi, Youjae (1990) "A Critical Review of Consumer Satisfaction," in Review of 
Marketing, ed. V. A. Zeithaml, Chicago: American Marketing Association. 

94 



Zahorik, Anthony J. and Ronald T. Rust. (1992) "Modeling the Impact of Service 
Quality on Profitability: A Review," In Advances in Services Marketing, Vol 1. Eds. 
T. Swartz and R. Oliver. Greenwich, CT: JAI, pp. 247-276. 

Zeelenberg, Marcel (1996) "On the Importance of What Might Have Been: 
Psychological Perspectives on Regret and Decision Making," Ph.D. dissertation, 
Department of Social Psychology, University of Amesterdam, 1018-WB Amsterdam, 
The Netherlands. 

Zeithaml, V. A. (1981) "How Consumer Evaluation Processes Differ between Goods 
and Services," in James H. Donnelly and William R. George (Eds), Marketing of 
Services. Chicago: American Marketing Association. 

Zikmund, William G. (1994) Business Research Methods. The Dryden Press. 

Zikmund, William G. (2000) Business Research Methods. USA: The Dryden Press. 

Web sites 

http://ktb.co.th/ 

http://www. bankthai. co. th/ 

http://www.bay.co.th/ 

http://www.bbl.co.th/ 

http://www.bmb.eo.th/ 

http://www. boa. co. th/ 

http://www.bot.co.th/ 

http://www.chrisandluke.com/ 

http://www.dbs.co.th/ 

http://www.ntb.co.th/ 

http://www.tfb.co.th/ 

http://www.tmb.eo.th/ 

http://www.scb.co.th/ 

http://www.scib.co.th/ 

http://www.uob-radanasin.co.th/. 

95 



SL Gabriel's Library, Au 

\\l\\\JERS/l"y 

~ ()"" 

Appendix A 't 



Questionnaire 

Dear Sir/Madam, 

This questionnaire is designed to study "Implication of Loyalty Program Membership 

and Service Experiences for Customer Retention: A Study of Bank Credit Card". 

Please take a few moments to complete this questionnaire based on your experience. 

Your participation is very much appreciated. 



Part 1: In this part, we would like to know about your credit card. (Only the 

most preferable) 

1. Did you renew your credit card last year? 

1) Yes 2) No 

2. Were you a member of the loyalty program? 
(A loyalty program is a reward-for-usage program. Members accumulate points with each baht transacted that are 
redeemable for a wide variety of goods and services) 

1) Yes 2)No 

Part 2: Intention before you renewed the credit card. 

Please circle the appropriate number using the rating scale below: 

1 =Very unlikely 2 = Quite unlikely 3 = Neither likely nor unlikely 

4 = Quite likely 5 =Very likely 

You would ... Very Quite Neither Quite Very 
... ..... ..... unlikely unlikely likely nor likely likely 

unlikely 
3. recommended 1 2 3 4 5 
to others about 
the credit card 
issuers 
4. renewed the 1 2 3 4 5 
credit card 
5. increased the 1 2 3 4 5 
usage of existing 
credit card 



Part 3: Satisfaction of the renewed credit card. 

Please circle the appropriate number using the rating scale below: 

1 =Very dissatisfied 2 = Dissatisfied 3 =Neither satisfied nor dissatisfied 

4 = Satisfied 5 = Very satisfied 

How satisfied Very Neither Very 
were you with dissatisfie Dissatisfied satisfied nor Satisfied satisfied 
... .. .. ....... . ? d dissatisfied 
6. Time of 1 2 3 4 5 
making payments 
7. Ease of reading 1 2 3 4 5 
and l1::i 'f ..... 
understanding ·~' 

statements 
8. Dependable 1 2 3 4 5 
services 
9. Product ~..., 

benefit: -~ 1:::-:i 

9.1 Good for 1 2 ,_ 3 4 t::; ::=-- 5 
successful 
people 

9.2 Good for 1 2 3 4 5 
travelers 

9.3 Good for 1 2 3 4 5 
business -.......:;: !• 

people 
10. Overall 1 2 3 4 5 
quality - I 
11. Overall price 1 ' 2 3 4 5 

! 



Part 4: Perception of other credit card. (Competitor) 

Please circle the appropriate number using the rating scale below: 

1 = Very dissatisfied 2 = Dissatisfied 3 =Neither satisfied nor dissatisfied 

4 = Satisfied 5 =Very satisfied 

In your Very Neither Very 
perception, how dissatisfied Dissatisfied satisfied nor Satisfied satisfied 
satisfied were dissatisfied 
you with ....... ? 
12. Time of 1 2 3 4 5 
making 
payments 

' ' 13. Ease of 1 2 3 4 5 
reading and 
understanding 
statements 
14. Dependable 1 2 3 4 5 
services -
15. Product -

benefit: c '~ 

15.1 Good for 1 2 3 4 [:12;- 5 
successful [_ 

people 
15 .2 Good for ' 1 2 3 4 5 

travelers 
15 .3 Good for 1 2 3 4 5 

business e. 

people 
16. Overall 1 2 3 4 5 
quality 
17. Overall 1 2 3 4 5 
price 



Personal Information 

1. Gender 

1) Male 

2. Age (years) 

1) Under 20 

2) Female 

2) 20 ~ 30 3) 31~40 

4) 41 ~ 50 5) 50 and above 

3. Highest Education 

1) Less than Bachelor Degree 2) Bachelor Degree 

3) Master Degree or higher 

Yo 4. Average monthly income (Baht) 
~ 

1) Less than 15, 000 2) 15,001 - 25,000 -; 
3) 25,001 - 35,000 4) 35,001 - 45,000 ,_.. 
5) More than 45,000 -.... 
s. Occupation f/) ~ 

~ 1) Student tfl 2) Government officer 

3) Employee of State enterprise 4) Business Employee 

5) Self-employed 6) Others (Please specify ... ..... .. .... .. . .. .. ... . ) 
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Introduction to Binary Logistic Regression Analysis 

This topic can only serve as an introduction to when to use, fundamental 

concept and some statistics of logistic regression 
1 

When to Use Logistic Regression 

Logistic regression is one of multivariate techniques used for analyzing 

relationships when more than two variables are involved. The technique is useful for 

situations in which one want to predict the presence or absence of a characteristic or 

outcome based on values of a set of predictor variables. Consider the following 

scenano. 

• The marketing manager of a cable company is interested in determining the 

probability that a household would subscribe to a package of premium 

channels given the occupant's income, education, occupation, age, marital 

status, and number of children. 

Logistic regression is similar to a linear regression model but is suited to 

models where the dependent variable is dichotomous. Independent variables can be 

categorical (i.e. nominal or ordinal), interval and ratio data. 

Logistic Regression Model 

In the logistic regression, the probability of an event occuning is directly 

estimated. The logistic regression curve is shown below. 

p 1.0 

0.5 

0 z 
Figure A-1 Logistic Regression Curve 

1 
Further comprehensive descriptions of this technique can be read from "SPSS Regression Models 

10.0" ofMarija Norusis 



The logistic regression curve is S-shaped. The relationship between the 

independent variable and the probability is nonlinear. The probability estimates will 

always be between 0 and l, regardless of the value ofz. 

The logistic regression equation can be presented as follows: 

Prob (event) = (equation 1) 

equivalent to 

Prob (event) = 1 (equation 2) 

l+ e -z 

where Z is the linear combination 

The probability of the event not occurring is estimated as: 

Prob (no event) = 1 -Prob (event) 

The logistic model can be written in terms of odds of an event occurring. The 

odds of an event occurring are defined as the ratio of the probability that it will occur 

to the probability that it will not. 

Prob (event) 
Prob (no event) 

e 

B +BX +BX + ...... +BpXp 
0 I I 2 2 

!Prob (event) J 
Log LProb (no event) = 

Statistics 

Logistic regression command in SPSS is founded at: 

Statistics-Regression-Logistic 

(equation 3) 

For each variables in the equation, coefficient (B), standard error of B, R, 

estimate odds ratio (exp(B)) are calculated. 



• Logistic coefficient (B): From equation 4, the logistic coefficient (Bp) can be 

interpreted as the change in the log odds associated with a one-unit change in 

the independent variable. 

• Wald Statistic: Wald statistic is used to test whether a coefficient is 0. It is the 

square of the ratio of the coefficient to its standard error. 

• R: A statistic that is used to look at the partial correlation between the 

dependent variable and each of the independent variables is the R statistics. R 

can range in value from -1 to + 1. 

To assess the goodness of fit of the model in logistic regression analyze, various 

statistics can be employed as following: 

• The classification table 

• -2 Log Likelihood (-2LL) 

• Cox & Snell R2 

• Nagelkerke R2 

• Model Chi-square 

To select predictor variables or identify subsets of independent variables, which 

are good predictors or the dependent variable, the SPSS logistic regression procedure 

has several methods. These are forward stepwise and backward stepwise elimination 

for automated model building. In addition, the researcher can subjectively enter 

variables into the model. 





escriptives 

Descriptive Statistics 

N Minimum Maximum Mcilll Std. Deviation 

Repatronage Decision 300 .72 .448 

Member ofloyalty program 300 .50 .501 

likelihood to recommend 300 3.10 .961 

likelihood to renew 300 2.66 1.087 

likelihood to increase the usage 300 3.23 .901 

satisfaction with the existing credit card 
300 3.64 .756 

issuer about time to make paymcn1s 

satisfaction with the existing credit card 

issuer about case of reading and 300 3.70 .661 

undcrslanding statements 

satisfaction with the existing credit card 
300 3.57 .688 

issuer about dependable services 

satisfaction with the existing credit card 

issuer about product benefits_ for successful 300 3.60 .684 

people 

satisfaction with the existing credit card 
300 3.99 .797 

issuer about product bcnefits_for travelers 

satisfaction with the existing credit card 

issuer about product benefits_for business 300 4.01 .731 

people 

satisfaction with the existing credit card 
JOO 3.82 .609 

issuer about overall quality 

satisfaction with tltc existing credit card 
300 2.99 .978 

issuer about overall prlcc 

satisfaction with other credit card 1ssucrs 
300 3.38 .724 

about time to make payments 

satisfaction with other credit card issuers 

about case of reading and undcrslanding 300 3.40 .708 

statements 

satisfaction with other credit card issuers 

~ 300 3.32 .747 
about dependable services 

satisfaction with other credit card issuers 

about product bcnefits_for successful people 300 3.45 .728 

satisfaction with otl1cr credit card issuers 
300 3.76 .732 

about product benefits _for travelers 

satisfaction with other credit card issuers 
300 3.82 .772 

about product bencfits_for business people 

satisfaction with other credit card issuers 
JOO 3.64 .676 

about overall quality 

satisfaction with other credit card issucn 
JOO 3.01 .896 

about overall price 

Gender 300 1.58 .494 

Age 300 2.53 .614 

Highest Education 300 2.29 .511 

Average montly income(Baht) JOO 3.00 1.281 
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Occupation 

salisfaction with the cxis1ing crcdil card 

issuers on billing aspccls 

satisfaction with lM existing credit card 

issuers abcut producl bencfilS 

salisfaclion with other credit card issue" 

about billing aspects 

satisfaction with other credit card issue" 

obcut producl benefits 

rcpatronagc intention 

gain on billing 

loss on billing 

gain on product benefits 

loss on product bencfils 

gain on overnll quality 

loss on overall quality 

gain on overall price 

loss on overall price 

loyaliy' inlent 

loyally' gain on billing 

loyally' loss 011 billing 

loyally' gain 011 product benefits 

loyaliy'loss on product benefilS 

loyally' gain on quality 

loyaliy'loss oi1 quality 

loyally' gain Oii pricing 

loyalty'loss on pricing 

rncn1bcr-gain on billing 

nonmember-gain on billing 

member-loss on billing 

nonmember-loss on billing 

mcml>cr-gain on producl benefits 

noruncmbcr-gain on product benefits 

member-loss on product benefits 

nonmember-loss on product bcnefilS 

mcml>cr-goin on overall quality 

nonmbcr-gain on ovcroll quality 

member-loss on overall qualily 

nonmember-loss on overall quality 

member-gain 011 overall price 

nonmember-gain on overall price 

member-loss on overall price 

nomncmbcr·lon on overall price 

mcmbcr-rcpatronace intention 

nonmcmbcNcpatronagc intention 

mcmbcr·rcpatronagc decision 

N 

* 

Dmrlpllvt SIRtlstlcs 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

300 

ISO 

ISO 

ISO 

ISO 

ISO 

150 

150 

150 

ISO 

ISO 

ISO 

150 

ISO 

ISO 

lSO 

ISO 

ISO 

ISO 

150 

Minimum 

2.00 

2.50 

1.50 

2.25 

1.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

1.00 

1.00 

.00 

Maximum 

5.00 

5.00 

S.00 

S.00 

S.00 

2.SO 

I.SO 

J.7S 

1.00 

2.00 

2.00 

2.00 

4.00 

5.00 

2.50 

1.00 

1.75 

1.00 

2.00 

2.00 

2.00 

4.00 

2.50 

I.SO 

1.00 

I.SO 

1.75 

I.SO 

1.00 

1.00 

2.00 

2.00 

2.00 

2.00 

2.00 

2.00 

4.00 

4.00 

5.00 

4.33 

1.00 

Mean 

3.61 

3.6733 

3.7925 

3.3917 

3.5883 

3.00S6 

.3667 

.0850 

.3075 

.1033 

.3400 

.1667 

.3367 

.3633 

1.5400 

.2167 

.0217 

.162S 

.0350 

.1867 

.0867 

.1867 

.1900 

.4333 

.3000 

.0433 

.1267 

.3250 

.2900 

,0100 

.1367 

.3733 

.3067 

.1733 

.1600 

.3733 

.3000 

.3800 

.3467 

3.0800 

2.9311 

.7867 

S!d. Deviation 

1.087 

.625SI 

.55022 

.61266 

.62764 

.76405 

.49636 

.24592 

.42819 

.23256 

.53418 

.43916 

.55770 

.7021 I 

1.62783 

.43630 

.12416 

.35891 

.14175 

.44627 

.3359S 

.47530 

.54916 

.S3616 

.44496 

.17317 

.29644 

.4S313 

.40247 

.19456 

.26162 

.S7401 

.49081 

.45974 

.41901 

.61901 

.48811 

.72971 

.67542 

.73648 

.78606 

.41103 
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D11cripllve Statistics 

N Minimum Maximum Mean Std. Deviation 

nonmcmbeHcpatronagc decision ISO .00 1.00 .6600 .47530 

Valid N (listwisc) 0 
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Au 

~scriptives 

Descriptive Slatistics 

N Minimum Maximum Mean Sid. Deviation 

gain on billing 300 .oo 2.50 .3667 .49636 

loss on billing 300 .00 1.50 .0850 .24592 

gain on product benefits 300 .00 l.7S .307S .42819 

loss on product bcncfils 300 .00 1.00 .1033 .23256 

~oin on overall qualily 300 .oo 2.00 .3400 .53418 

loss on overall qualily 300 .oo 2.00 .1667 .43916 

gain on overall price 300 .00 2.00 .3367 .55770 

loss on overall price 300 .00 4.00 .3633 .70211 

rcpatronagc inlcnlion 300 1.00 S.00 3.0056 .76405 

Rcpatronagc Decision 300 .72 .448 

Member of loyally program 300 .so .501 

Valid N (lislwisc) 300 

~~ 

$' 
~ 

Q.. 
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~scriptives 

Descriptive S1ati1tics 

N Minimum Maximum Mean Std. Deviation 

member-gain on billing 150 .00 2.50 .4333 .53616 

nonmember-gain on billing 150 .oo I.SO .3000 .44496 

mcmbcr·loss on billing 150 .00 LOO .0433 .17317 

nonmcmbc1·!oss on billing ISO .00 !.SO .1267 .29644 

member-gain on product bcnclils 150 ,00 !.75 .lZSO .45313 

nonmember-gain on product benefits 150 .00 I.SO .2900 .40247 

member-loss on product bcnctils 150 .00 1.00 .0700 .19456 

nonmcmbel"loss on produce benefits !SO .00 1.00 .1367 .26162 

member-gain on overall quality ISO ,00 2.00 .3733 .S7401 

nonmbcr-gain on overall quality 150 .00 2.00 .3067 .4908! 

membCJ•loss on overall quality 150 .00 2.00 .1733 .45974 

nonmcmbcr·!oss on overall quality 150 .00 2.00 .1600 .41901 

member-gain on overall price ISO .00 2.00 .3733 .61901 

nonmember-gain on overall price 150 .00 2.00 .3000 .48811 

member-loss on overall price 150 .00 4.00 .3800 .72971 

nonmcmbcdoss on overall price 150 .00 4.00 .3467 .67542 

mcrnbcr-rcpatronagc intention 150 !.00 5.00 3.0800 .73648 

nonmcmbcr-repatronagc intention ISO 1.00 4.33 2.9311 .78606 

mcmbcr·rcpatronagc decision 150 .00 !.00 .7867 .41103 

nomncmbcr-rcpatronagc decision lSO .00 1.00 ,6600 .47530 

Valid N (listwisc) 
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·equencies 

·equency Table 

Rt patronage Decision 

Frequency Percent Valid Percent Cumulative Percent 

Valid no 83 27.7 27.7 27.7 

yes 217 72.3 72.3 100.0 

Total 300 100.0 100.0 

Memlm or loyally program 

Frequency Percent Valid Percent Cumulative Percent 

Vnlid no ISO so.o so.o SD.0 

yes ISO 50.0 50.0 100.0 

Total 300 100.0 100.0 

likelihood to recommend 

Frequency Percent Valid Pcrecnl Cumulative Percent 

Valid Very unlikely 10 3.3 3.3 3.3 

~ Quite unlikely 54 18.0 18.0 21.3 

Neither likely nor unlikely 174 58.0 58.0 79.l 

~ 
Quite likely 21 7.0 7.0 86.3 -Ve1y likely 41 13.7 13.7 100.0 

,.... 
Total 300 IOO.O 100.0 l:a 

likolihood to renew ~ 
Frequency Percent Valid Percent Cumulative Percent * Valid Very unlikely 24 8.0 8.0 8.0 

Quite unlikely 142 47.3 47.3 

~ 
55.J 

Neither likely nor unlikely 77 25.7 25.7 81.0 

Quite likely 26 8.7 8.7 89.7 

Very likely 31 10.3 10.J 100.0 

Total 300 100.0 100.0 

liktlihood to lncrtasc the usage 

Frequency Percent Valid Percent Cumulative Percent 

Valid Very unlikely I .3 .3 .3 

Quite unlikely 49 16.J 16.3 16.7 

Neither likely nor unlikely 174 58.0 58.0 74.7 

Quito likely 33 11.0 11.0 85.7 

Very likely 43 14.3 14.3 100.0 

i 
Total 300 100.0 100.0 
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1atlsrac1lon with lhe exisling <redil card tnuer about time lo make paymenls 

Frequency Perecnl Valid Percent Cumulative Percent 

Valid Dissatisfied 22 7.3 7.3 7.3 

Neither satisfied nor dissntisfied 92 30.7 30.7 38.0 

Satisfied 157 52.3 52.3 90.l 

Very satisfied 29 9.7 9.7 100.0 

Total 300 100.0 100.0 

satisfaction wilh the uliting credil card Issuer about ease ofruding and und<rstanding stalements 

Frcqocney Percent Valid Percent Cumulative Percent 

Valid Dissatisfied IS 5.0 5.0 5.0 

Neither satisfied nor dissatisfied 78 26.0 26.0 31.0 

Satisfied 188 62.7 62.7 93.7 

Very satisfied 19 6.3 6.3 100.0 

Total 300 100.0 
' r 

100.0 

.~\ I 

satisfaction with the existing <red it cerd Issuer •bout dependable nrvim 

Frequency Percent Valid Percent Cumulative Percent 

Valid Dissatisfied ' 14 4.7 4.7 4.7 

Neitlicr salisfied nor dissotisfied 121 40.3 40.3 45.0 

Satisfied 

~ 
145 48.3 48.3 93.3 

Very satisfied 20 6.7 6.7 100.0 

Total 300 100.0 100.0 

satisfaction with the uisting credit cud i1Sucr about product benents_ror succmful p1opl1 

Frequency Percent Valid Percent Cumulative Percent 

Valid Dissatisfied 6 2.0 2.0 2.0 

Neither satisfied nor dissatisfied 136 45.3 45.l 47.3 

Satisfied 130 ~ 43.3 43.3 

~ 
90.7 

Very satisfied 28 9.3 9.3 100.0 

Total 300 100.0 100.0 

satisfaction wilh the existing credll cord issuer about product benen11_ror travelers 

Frequency Percent Valid Percent Cumulative Percent 

Valid Dissatisfied 16 5.3 5.3 5.3 

NciU1cr satisfied nor dissatisfied 49 16.3 16.3 21.7 

Satisfied 158 S2.7 52.7 74.3 

Very satisfied 77 2S.7 25.7 100.0 

Total 300 100.0 100.0 
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satisracllon with lhe rxliling credll urd is.uer aboul producl beneflts_ror business people 

Frequency Percent Valid Percent Cumulative Percent 

Valid Dimtisficd 7 2.3 2.3 2.3 

Neither salisfied nor dissatisfied 57 19.0 19.0 21.3 

Saiisfied 161 53.7 53.7 75.0 

Very salisfied 75 25.0 25.0 IOO.O 

Total 300 100.0 100.0 

satisracllon with tl1e existing credit card iuuer about overall quality 

Frequency Percent Valid Pcrccnl Cumulalivc Perccnl 

Valid Dissatisfied 5 1.7 1.7 1.7 

Neither satisfied nor dissatisfied 73 24.3 24.l 26.0 

Satisfied 194 64.? 64.7 90.7 

Very satisfied 28 9J 9.3 100.0 

Total JOO 100.0 =i I 100.0 

.\: ~ I 

satisracUon wilh the ulsting credit card issuer about overall price 

Frequency Pcrccnl Valid Percenl Cumulative Percent 

Valid Very dissatisfied 12 4.0 4.0 4.0 

Dissatisfied 92 30.7 30.7 34.7 

Neither satisfied nor dissatisfied IOI 33.7 33.7 68.3 

Satisfied 
L::: 

78 26.0 26.0 94.l 

Very sati1fied c::J 17 5.7 5.7 100.0 

Total 
~ 

r 300 100.0 100.0 

"/ v 

satfsraetion wilh other eredil card llsuers about lime to make paymenls 

Frequency Percent Valid Percent Cumulative Percent 

Valid Very dimtisfied 3 1.0 1.0 J.() 

Dissatisfied 15 5.0 5.0 \l 6.0 

Neither satisfied nor dissatisfied d °"' 165 55.0 55.() 61.0 

Satisfied 98 32.7 32.7 93.7 

Very satisfied 19 6.3 6.3 100.0 

Total 300 100.0 100.0 

salisfactlon with other credit card iuum about ease of reading •nd understanding stalement• 

Frcqnency Perctlll Valid Percent Cumulative Percent 

Valid Very dissatisfied 4 1.3 1.3 1.3 

Dissatisfied 14 4.7 4.7 6.0 

Ncid1er satisfied nor dissatisfied 153 51.() 51.() 57.0 

Satisfied 116 38.7 JS.7 95.7 

Very satisfied 13 4.3 4.3 100.0 

Total 300 IOO.O 100.0 
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salisractlon with other cndil card i11um about dtptndablc services 

frequency Percent Valid Percent Cumulative Percent 

Valid Dissatisfied 35 11.7 11.7 11.7 

Neither satisfied nor dissatisfied 151 50.3 50.3 62.0 

Satisfied 98 32.7 31.7 94.7 

Very satisfied 16 5.3 l.3 100.0 

Total 300 100.0 100.0 

u tisracllon with other credit card lssum about producl bencnu_ror sucmsful people 

Frequency Percent Valid Pcrccnl Cumulative Percent 

Valid Dissatisfied 24 8.0 g,o 8.0 

Neither satisfied nor dissatisfied 134 44.7 44.7 52.7 

Satisfied 124 41.l 41.l 94.0 

Very satisfied 18 6.0 6.0 100.0 

Total 300 100.0 100.0 

ullsraction with other credit card Issuers 1bout product bcneOls_ror lravrltrs 

Frequency Percent Valid Percenl Cumulative Perccnt 

Valid Dissatisfied 2 .7 .7 .7 

Neither satisfied nor dissatisfied 118 39.3 39.l 40.0 

Satisfied - 129 43.0 4l.O 83.0 

Very satis fied 51 11.0 17.0 100.0 

Total 300 100.0 lOO.O 

satisracllon with other credit card lssum about product bencnu_ror business p<ople 

-
Frequency Percent Valid Perccnt Cumulative Percent 

Valid Dissatisfied 8 2.7 2.7 2.7 

Neither satisfied nor dissatisfied 97 32.3 32.3 35.0 

Satisfied 136 45.3 45.3 

~ 
80.3 

Very satisfied 59 19.7 19.7 100.0 

Total 300 100.0 100.0 

satisraction with other credit card fssum about overall quality 

Frequency Percent Valid Percent Cumulative Percent 

Valid Dim tisfied 9 3.0 3.0 3.0 

Neither satisfied nordimtisficd 114 38.0 38.0 41.0 

Satisfied 152 50.7 S0.7 91.7 

Very satisfied 25 8.3 8.3 100.0 

Total 300 100.0 100.0 
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satisfaction with other credit card lssutrs about overall price 

Frequency Percent Valid Percent Cumulative Percent 

Valid Very dissotisficd 13 4.3 4.3 4.3 

Dissatisfied 65 21.7 21.7 26.0 

Neither satisfied nor di!!atisficd 141 47.0 47.0 73.0 

Satisfied 67 22.3 22.3 95.3 

Very satisfied 14 4.7 4.7 100.0 

Total 300 100.0 100.0 

Gmder 

Frequency Percent Valid Percent Cumulative Percent 

Valid male 125 41.7 41.7 41.7 

fcmnle 175 58.3 58.3 100.0 

Total 300 100.0 100.0 

Age 

i Frequency Pcrccn.t Valid Percent Cumulative Percent 

Valid 20-29 160 53.3 53.3 53.3 

30-39 121 40.3 40.3 93.7 

40·49 19 6.3 6.3 100.0 

Total 300 100.0 100.0 

Highest Education 

Frequency Percent Valid Percent Cumulative Percent 

Valid Under Bachelor Degree 8 2.7 2.7 2.7 

Bachelor Decree 
, ,~ 

196 65.3 65.3 68.0 

Higher than Bachelor Degree 96 32.0 32.0 100.0 

Total 300 100.0 100.0 , 
Average monUy income(Baht) 

Frequency Percent Valid Percent Cumulative Percent 

Valid Lm than I0,000 34 11.3 llJ 11.3 

10,000-20,000 91 30.3 30.l 41.7 

20,00 I· 30,000 67 22.l 22.l 64.0 

30,00 I ·40,000 56 18.7 18.7 82.7 

More than 40,000 52 17.3 17.l 100.0 

Tola I 300 100.0 100.0 
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Valid 

Valid 

Valid 

St G, !- 11eJ' · I H ra .. y A , a,}l L-, 8 ·ci .. o) . ~.t , .. U 

Occupation 

Frequency Percent Volid Percent Cumulative Percent 

Student 39 13.0 13.0 13.0 

Government officer 5 1.7 1.7 14.7 

State Entc1vrisc 8 2.7 2.7 17.3 

Business employee 229 76.3 76.l 93.7 

Self-employed 19 6.3 6.3 100.0 

Total 300 100.0 100.0 

sathraclion with th• u lsllng crtdit card Issuers on billing a1pcct1 

Frequency Percent Valid Percent Cumulative Percent 

2.00 5 1.7 1.7 1.7 

2.50 19 6.J 6.3 8.0 

3.00 51 17.0 17.0 25.0 

3.50 65 21.7 21.7 

R 
46.7 

4.00 126 42.0 42.0 88.7 

4.50 20 6.7 6.7 95.3 

5.00 14 4.7 4.7 100.0 

Total 300 ::-.._ 100.0 100.0 
;y 

satisrat11on with the existing tredlt urd issuers abaut produtt bencnts 

Frequency Percent Valid Percent Cuntulativc Percent 

2.50 13 4.3 4.3 4.3 

2.75 1.3 1.3 5.7 

3.00 24 8.0 8.0 13.7 

3.25 II 3.7 3.7 17.3 

3.50 47 15.7 15.7 33.0 

3.75 63 21.0 21.0 54.0 

4.00 66 22.0 22.0 76.0 

4.25 40 13.3 13.3 89.3 

4.50 16 5.3 5.3 

ti 
94.1 

4.75 .3 .3 95.0 

5.00 15 5.0 5.0 100.0 

Total 300 100.0 100.0 

* ~ 
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Valid l.lO 

2.00 

2.50 

3.00 

).50 

4.00 

4.50 

5.00 

Total 

Valid 2.25 

2.50 

2.75 

3.00 

3.25 

3.50 

3.75 

4.00 

4.25 

4.50 

4.75 

5.00 

Total 

Valid 1.00 

J.33 

1.67 

2.00 

2.33 

2.67 

3.00 

3.33 

3.67 

' 
I 4.00 

4.33 

4.67 

5.00 

Total 

satlsractlon wllh other credit card lu uers about billing atpects 

Frequency Percenl Valid Percent 

3 1.0 1.0 

4 1.3 l3 

t4 4.7 4.7 

125 41.7 41.7 

73 24.3 24.3 

62 20.1 20.7 

7 2.3 2.3 

12 4.0 4.0 

JOO 100.0 100.0 

satisfaction wltli other credit card Issuers about product hencflts 

Frequency Percent Valid Pcrc<nt 

2.3 23 

II 3.7 3.7 

1.7 1.7 

66 22.0 22.0 

27 9.0 9.0 

32 10.7 10.7 

60 20.0 20.0 

47 15.7 15.7 

2.3 2.3 

20 6.7 6.7 

4 1.3 1.3 

14 4.7 4.7 

300 100.0 100.0 

rcpatronage Intention 

Frequency Percent Valid Percent 

s 1.7 1.7 

1 .3 .3 

33 ll.O l l.O 

9 3.0 3.0 

18 6.0 6.0 

45 15.0 15.0 

29 9.7 9.7 

83 27.7 27.7 

47 15.7 15.7 

20 6.7 6.7 

8 2.7 2.7 

1 .3 .3 

1 .3 .3 

300 100.0 100.0 

Curnulalivc Percent 

1.0 

2.3 

7.0 

48.7 

73.0 

93.7 

96.0 

100.0 

Cumu1a1ivc Percent 

2.3 

6.0 

7.7 

29.7 

38.7 

49.3 

69.3 

85.0 

87.3 

94.0 

95.3 

100.0 

Cumulative Percent 

l.7 

2.0 

13.0 

16.0 

22.0 

37.0 

46.7 

74.3 

90.0 

96.7 

99.l 

99.7 

100.0 

* ~ 
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eain on billing 

Frequency Percent Valid Percent Cumulative Percenl 

Valid .00 172 57.3 57.3 S7.3 

.so S6 18.7 18.7 76.0 

1.00 56 18.7 18.7 94.7 

I.SO 14 4.7 4.7 99.3 

2.SO 2 .7 .7 100.0 

Total 300 100.0 100.0 

10>1 on bllline 

Frequency Percent Valid Percent Cuinnlalivo Percent 

Valid .00 262 87.3 87.3 87.3 

.so 27 9.0 9.0 96.3 

1.00 9 3.0 3.0 99.3 

I.SO 2 .7 .7 100.0 

Total 300 100.0 100.0 

gain on product benefil1 

Frequency Percent Valid Pcrcenl Cumulative Percent 

Valid .oo 171 S7.0 51.0 51.0 

.25 23 7.7 7.7 64.7 

.so 41 13.7 13.7 78.3 

.15 22 7.J 7.3 85.1 

1.00 28 9.3 9.3 95.0 

1.25 5 1.7 1.7 96.7 

I.SO 9 3.0 3.0 99.7 

l.7S I .3 .3 100.0 

Total 300 0 100.0 100.0 

loss on product benefils 

i Frequency Percent Valid Percent Cumulative Percent 

i Valid .00 238 79.3 79.3 79.3 

I .25 25 8.3 8.3 87.7 I 
.50 18 6.0 6.0 93.7 

.15 13 4.3 4.3 98.0 

1.00 6 2.0 2.0 100.0 

Total 300 100.0 100.0 
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gain on overall quality 

Frequency Pcrcenl Valid Percent Cumulalivc Percent 

Vatld .00 207 69.0 69.0 69.0 

1.00 84 28.0 28.0 97.0 

2.00 9 3.0 3.0 100.0 

Tola I 300 100.0 100.0 

loss on overall quaUly 

Frequency Percent Valid Percenl Cumulalive Percenl 

Valid .00 258 86.0 86.0 86.0 

1.00 34 11.3 11 .l 97.3 

2.00 8 2.7 2.7 100.0 

Total 300 100.0 100.0 

gain on overall price 

Frequency Percent Valid Percent Cumulalivc Pcrccnl 

Valid .00 212 70.7 70.7 70.7 

1.00 75 25.0 25.0 95.7 

2.00 13 4.3 4.l 100.0 

Total 300 100.0 100.0 

loss on overall price 

Frequency Percent Valid Percenl Cumulative Percent 

Valid .00 218 72.7 12.7 72.7 

1.00 63 21.0 21.0 93.7 

2.00 15 s.o s.o 98.7 

4.00 4 1.3 1.3 100.0 

Tola! 300 100.0 100.0 
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loyally'intent 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 ISO 50.0 so.o 50.0 

1.00 .7 .7 50.7 

t.67 14 4.7 4.1 553 

2.00 1.7 1.7 51.0 

2.33 6 2.0 2.0 59.0 

2.67 20 6.7 6.7 65.1 

3.00 16 5.3 5.3 71.0 

3J3 47 15.7 15.7 86.7 

3.67 24 8.0 8.0 94.7 

4,00 ll 3.7 3.7 98.3 

4.33 l.O 1.0 99.3 

4.67 .3 .l 99.1 

5.00 .l .3 100.0 

Total 300 100.0 

loyalty*gain on bflllng 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 227 75.7 15.1 75.7 

.so 30 IO.O 10.0 Sl.7 

1.00 33 t 1.0 11.0 96.7 

I.SO & 2.7 2.7 99.3 

2.50 2 .7 .1 100.0 

Total 300 100.0 IOO.O 

Joyally*lo11 on billing 

Frequency Percent Valid Percent Cumulative Percent 

Valid %.7 96.7 96.7 

~o) 2.3 2.3 99.0 

.00 290 

.50 

l.00 1.0 l.0 100.0 

Tola! 300 100.0 100.0 

loyaUy•g1in on product bmtnts 

Frequency Pcretnt Valid Percent Cumulative Percent 

Valid .00 233 77.7 77.7 77.7 

.25 IS 5.0 5.0 82.7 

.so 18 6.0 6.0 88.7 

.7S 10 3.3 3.l 92.0 
I 

1.00 IS s.o s.o 97.0 

l.25 l .l .3 97.3 

I.SO 7 2,3 2.3 99.7 

1.75 I .3 .3 100.0 

Total 300 100.0 100.0 
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loyally•loss on product benenls 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 278 92.1 92.1 92.7 

.25 II 3.7 3.7 96.3 

.so 3 1.0 1.0 97.3 

.15 7 2.3 2.3 99.7 

1.00 I .3 .3 100.0 

Total 300 100.0 100.0 

loyalty•galn on quality 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 251 83.7 83.7 83.7 

1.00 42 14.0 14.0 97.7 

2.00 2.3 2.3 100.0 

Total 300 100.0 

loyalty•!oss on quality 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 279 93.0 93.0 93.0 

1.00 16 5..1 5.3 98.3 

2.00 5 1.7 1.7 100.0 

Total 300 100.0 100.0 

loyalty'gain on pricing 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 255 85.0 85.0 85.0 

1.00 34 11.3 11.3 96.3 

2.00 11 3.7 3.7 100.0 

Total 300 100.0 100.0 

ll 
loyally'loss on pricing 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 256 85.3 85.3 85.3 

1.00 37 12.3 12.3 97.7 

2.00 4 1.3 1.3 99.0 

4.00 3 1.0 1.0 100.0 

Total 300 100.0 100.0 
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niembtr"llain on bllline 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 77 25.1 51.3 51.3 

.so 30 10.0 20.0 71.3 

1.00 33 11.0 22.0 93.3 

I.SO 8 2.7 5.3 98.7 

2.SO 2 .7 1.3 100.0 

Total 150 50.0 100.0 

Missin~ System ISO so.a 

Total 300 100.0 

nonmember-gain on billlng 

Frequency Percent Valid Percent Cwnulative Percent 

Valid .00 95 31.7 63.3 63.3 

.so 26 8.7 17.3 80.7 

1.00 23 7.7 15.3 96.0 

Yo 1.50 2.0 4.0 100.0 

Total ISO 50.0 100.0 

Missing System ISO 50.0 ~ 
Total 300 100.0 

~ 
member-loss on billing .,_. -Frequency Percent Valid Percent Cumulative Percent r-

Valid .00 140 46.7 93.J 93.3 ~ 
.so 2.3 4.7 98.0 

~ 1.00 1.0 2.0 100.0 

Total 150 50.0 100.0 

Missing System ISO so.a 

Total 300 100.0 

o'.~ 
nonmember-Jou on billine 

,,, ~11&~~~ 
l Frequency Percent Valid Percent Cumulative Percent 

Valid .00 122 40.7 813 81.3 

.so 20 6.7 13.3 94.7 

t.00 6 2.0 4.0 98.7 

I.SO 2 .7 1.3 100.0 

Total 150 so.a 100.0 

Missing System ISO 50.0 

Total 300 100.0 
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momber-galn on product benefits 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 83 27.7 SS.3 SS.3 

.25 IS S.0 10.0 65.3 

.so 18 6.0 12.0 77.3 

.75 10 3.3 6.7 84.0 

1.00 IS s.o 10.0 94.0 

1.25 l .3 .7 94.7 

I.SO 7 2.l 4.7 99.3 

1.75 1 .l .7 100.0 

Total ISO 50.0 100.0 

Missing System ISO 50.0 

Total 300 100.0 

nGnn1'mber-galn on product benefits 

Frequency Percont Valid Percent Cumulalivc Percent 

Valid .00 88 29.3 58.7 58.7 

.25 8 2.7 5.l 64.0 

.so 23 7.7 15.l 79.3 

.75 12 4.0 8.0 87.3 

1.00 13 4.3 8.7 96.0 

1.25 4 1.3 2.7 98.7 

I.SO 2 .7 1.3 100.0 

Total ISO 50.0 100.0 

Missing System 150 50.0 

Total 300 100.0 

member-Joss on product benefits 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 128 42.7 85.3 85.J 

.25 11 3.7 7.3 ti' 
92.7 

.50 3 1.0 2.0 94.7 

.75 1 2.l 4.7 99.3 

J.00 1 .3 .7 100.0 

Total 150 50.0 100.0 

Missing Syslcm 150 50.0 

Totnl 300 100.0 
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nonmtmber-loss on product benents 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 I IO 36.7 73.l 73.3 

.25 14 4.7 9.3 82.7 

.so 15 5.0 IO.O 92.7 

.15 6 2.0 4.0 96.7 

1.00 s 1.7 3.3 100.0 

Total ISO 50.0 100.0 

Mis sine System ISO so.o 

Total 300 IOO.O 

membtr-gain on overoll quality 

Frequency Percent Valid Percent Cumulative Pcr<:cnt 

Valid .00 IOI 33.7 67.3 67.3 

1.00 42 14.0 28.0 

R 
95.3 

2.00 7 2.3 4.7 100.0 

Total ISO so.o 100.0 

Miss in~ System ISO 50.0 

Total 300 '."\ 100.0 

" 

nonmber-galn on overall quallly 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 106 35.3 70.7 70.7 

1.00 42 14,0 28.0 98.7 

2.00 2 .7 1.3 IOO.O 

Total ISO 50.0 100.0 

Missing System ISO so.o 

Total 300 100.0 

mtmber-tou on overall quallly 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 129 43.0 86.0 86.0 

1.00 16 5.3 10.7 96.7 

2.00 s 1.7 3.3 100.0 

Total 150 so.o 100.0 

Missinc System ISO so.o 

Total 300 100.0 
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St Gabriel's Library, Au 
nonmember·loss on overall quality 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 129 43.0 86.0 86.0 

1.00 18 6.0 12.0 98.0 

2.00 J 1.0 2.0 100.0 

Total 150 so.o 100.0 

Missing System 150 50.0 

Total 300 100.0 

mtonber-galn on overall price 

frequency Perccnt Valid Percent Cumulative Percent 

Valid .00 105 35.0 70.0 70.0 

1.00 34 11.J 22.7 92.7 

2.00 ll 3.7 7.3 100.0 

Tolal 150 50.0 100.0 

,~RS /l -Miss int; Sy11cm 150 50.0 

l'otal JOO 100.0 

nonmrmbtr·galn on overall price 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 107 35.7 71.J 71.3 

1.00 41 13.7 27.3 98.7 

2.00 2 .7 1.3 100.0 

Total 150 50.0 100.0 

Missing System ISO 50.0 

Total 300 100.0 . 
member-loss on overall price 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 106 35.3 70.7 70.7 

1.00 37 12.3 24.7 95.3 

2.00 4 1.3 2.7 98.0 

4.00 3 1.0 2.0 100.0 

Total 150 50.0 100.0 

Missing Syslem 150 50.0 

Total 300 100.0 
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nonmember-loss on overall prke 

Frequency Percent Valid Percont Cumulative Percent 

Valid .00 112 37.J 74.7 74.7 

1.00 26 8.7 17.3 92.0 

2.00 II 3.7 7.3 99.3 

4.00 I .3 .1 100.0 

Totnl 150 50.0 100.0 

Missing System 150 50.0 

Total 300 100.0 

mrmber·rcpatronage intention 

Frequency Percent Valid Percent Cumul:slivc Percent 

Valid 1.00 .1 t .3 1.3 

1.67 14 4.7 9.3 10.7 

2.00 1.7 3.3 14.0 

2.33 6 2.0 4.0 18.0 

2.67 20 6.7 13.3 31.3 

3.00 16 5.3 10.7 42.0 

3.33 47 15.7 J 1.3 73.l 

3.67 24 8.0 16.0 89.J 

4.00 II 3.7 7.3 96.7 

4.33 1.0 2.0 98.7 

4.67 .3 .7 99.l 

S.00 .l .7 100.0 

Total 150 50.0 100.0 

Missinc System 150 50.0 

Total 300 100.0 

nonmeonber·repatronage intention 

Frequency Percent Valid Percent Cumulative Percent 

Valid 1.00 3 1.0 2.0 2.0 

1.33 1 .l .7 2.7 

1.67 19 6.3 12.7 15.l 

2.00 4 1.3 2.7 18.0 

2.33 12 4.0 8.0 26.0 

2.67 25 8.3 16.7 42.7 

3.00 13 4.3 8.7 51.3 

3.33 36 12.0 24.0 75.3 

3.67 23 7.7 15.3 90.7 

4.00 9 3.0 6.0 96.7 

4.33 s 1.7 3.3 100.0 

Total 150 50.0 100.0 

Missing System 150 50.0 

Toial 300 100.0 
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mrmbrr·rrpatronagr detisfon 

Frequency Percent Valid Percent Cumulative Percent 

Valid .00 32 10.7 21.3 21.3 

1.00 118 39.3 78.7 100.0 

Tola I ISO 50.0 100.0 

Missing System ISO 50.0 

Total 300 100.0 

nonmembrr·rrpatronage decision 

Frequency Percent Valid Pcn:cnt Cumulative Percent 

Valid .00 51 17.0 34.0 34.0 

1.00 99 33.0 66.0 100.0 

Toto I ISO 50.0 100.0 

Missing SySlcm 150 5Q.O 

Total 300 
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>gistic Regression 

Case Procmlng Summary 

. 
Unweighted Cases N Percent 

Scle<tcd Cases Included in Analysis 300 100.0 

Missing Cases 0 .o 

Total 300 100.0 

Unsclcclcd Cases 0 .0 

Total 300 100.0 

a. If woii:I11 is in clTcct, sec classification table for the lot•I number of casos. 

l>eptndent Variable Encoding 

Original Value Internal Value 

110 0 

yes I 

lock 0: Beginning Block 

Classlttcatlon Tablea.• 

/!:. -
Q..- Prcdic1cd 

Rcpatronagc Decision 

Observed no yes Pcrecnlagc Correct 

StcpO Repalronagc no 0 83 .0 

Decision yes 0 217 100.0 

Overall Pcrccntak>c 72.3 

a. Constanl is included in the model. 

b. 'Ille cul value is .500 

* Variables In the Equation 

B S.E. Wald df Sig. Exp(B) 

Step 0 Conslalll .961 .129 55.452 I .000 2.614 
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Variables not in the E<juation 

Score df Sig. 

Step 0 Variables INTENT 9.408 I .002 

LOYAL 6.013 I .014 

GAINBILL 3.261 I .071 

LOSS BILL 6.151 I .009 

GAINPROD 22.676 I .000 

LOSSPROD 3.112 I ,078 

GAINQUA 1.596 I .206 

LOSS QUA .696 I .404 

GAINPRI S.434 I .oio 

LOSSPRI 11.176 I .001 

LOY INT 5.991 I .014 

LOYGBILL 3.143 I .076 

LOYLBILL .691 I .406 

LOYGPROD 12.941 I .000 

LOYLPROD .136 " I .712 

LOYGQUA 4.712 I .030 

LOYLQUA ~ ~ 
.211 I .646 

LOYGPRIC ~ 2.243 I .134 

LOYLPRIC 6.428 I .OIJ 

Overall Statistics -- 70.670 19 .000 

~ 

lock 1: Method = Enter 

Omnibus Tests or Model Coemcirnts 

Chi·squarc df Sig. 

Step I Step 79.882 19 .000 

Block 79.882 19 .000 

Model 79.882 _(') 19 .000 

vi 

Model Summary 

Step ·2 Log likelihood Cox & Snell R Square Nogelkcrkc R Square 

I 273.985 .234 .338 

Hosmer and L<meshow Tell 

Step Chi·square df Sig. 

I 19.901 8 .011 
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Contingency Table for llosmer and Lemc1how Tnl 

Repalronage Decision = no Repallonage Decision• yes 

ObscNcd Ex peeled Observed Expected Total 

Step I I 26 22.458 4 7.542 30 

2 IS 17.704 17 14.296 32 

3 14 11.457 16 18.543 30 

4 B 9.418 22 20.582 30 

s 4 8.275 27 22.725 31 

6 s 5.458 25 24.542 30 

7 I 3.715 30 27.285 31 

8 4 2.555 25 26.445 29 

9 4 1.485 25 27.SIS 29 

10 2 .484 26 27.516 28 

Classlflcatlon Table• 

Predicted 

~ \.' Rcpatronagc Decision 
If I 

I. 

Observed ~ no yes Pcre-0111agc Correct 

-Step I Re patronage no 39 44 47.0 

Decision yes 14 203 93.5 

Overall Percentage 80.7 

a. Tho cul value is .500 
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Yarlablos In Ut• Equation 

" 
B S.E. Wald df Sig. Exp(B) 

Step 1• INTENT 
· .. _, . 

.604 .261 SJ42 I .021 1.829 

LOYAL 1.774 1.269 l.9S4 I .162 S.894 

GAINBILL .078 .S86 .018 I .894 1.081 

LOSSBlLL -1.618 .837 3.741 I .OSl .198 

GAINPROD 1.922 .721 7.104 I .008 6.834 

LOSSPROD -1.326 .933 2.017 I .I S6 .266 

GAIN QUA ·.783 .S78 1.838 I .17S .4S1 

LOSSQUA .089 .621 .021 I .886 1.093 

GAINPRI -,208 .ll7 .161 I .688 .812 

LOSS PR I 1.328 .509 6.810 I .009 3.774 

LOYINT -.549 .423 1.682 I .195 .S78 

LOYGBILL ·.212 .818 .067 I .796 .809 

LOYLBILL 2.067 1.831 1.274 I ,2S9 7.900 

LOYGPROD .772 1.159 .444 I .sos 2.164 

LOYLPROD l.S84 1.776 4.070 S/1i ly .044 36.007 

" LOYGQUA 1.212\. .858 2.197 [/ .138 J.568 

LOYLQUA 1.020 .850 1.441 I .230 2.774 

LOYGPRIC ·1.242 .697 J.176 I .01S .289 

LOYLPRIC ·.829 .665 l.5S3 I .213 .437 

Constant · i.196 .7S7 2.498 I .114 .302 

a. Variablc(s) entered on step I: INTENT, LOYAL, OAINBILL, LOSSBlLL, GAINPROD, LOSSPROD, GAINQUA, LOSSQUA, GATNPRT, LOSSPRT, 

LOYINT, LOYGOILL, LOYLBlLL, LOYGPROD, LOYLPROD, LOYGQUA, LOYLQUA, LOVGPRIC, LOYLPRIC. 

Step number: I 

Observed Groups and Predicted Probabilities 

32 j 

y 

241 

Y YI 

y y I 

y yy YI 

161 y YY y I 

yy yyyy y I 

yy y Y YYYY YYI 

YYY YY YYYYYYYI 

8 j Y YYYYYYY YYYYYYYYYI 

n n n yn yynyyyyyy YYYYYYYYYI 

n n n nn y y no yyn n nynyyyyyn y yyyynyyyy1 

n n nnnn nnnn y ynnn nynyn nynymnnnynyyyynyn1111ynny1 

·cdictcd ··--····-·l--····+---- 1 .. ··----

.' rob: 0 .25 .s .75 

:Jr0t1p: nnn11nmmnnnnrumnnnnnn1111nnnnrumyyyyyyyyyyyyyyyyyyyyyyyyyyyyyy 

Prediclcd Probability is of Membership for yes 

·111c Cul Value is .SO 
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Symbols: n • no 

y ·yes 

Eath Symbol Represents 2 Cases. 

••• • '1 •, 
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