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Abstract
Direct debit at point of sales is another alternatives in current payment system.
Debit card is a small plastic card that the financial institutions give it to memberships in
order to buy goods or services with the retailer network by allowing transactions to be
paid into and direct debited from a bank account. Debit card merely come in Thailand
approximately 3 or 4 years but becoming popular respectively because the issuing banks
and the company operating debit card business try to use various strategies in order to
complete market share. Therefore, the researcher foresees that future competition in debit
card market is certainly high.

Thus, it makes researcher interests the way to help

marketer of debit card business to compete effectively in the current market situation.
Understanding why and how consumers make their buying decision especially what are
the marketing stimuli factors influencing on the buyer's purchase decision based on
product choice itself are conducted through this research.

The research instrument is 385 questionnaires which are completed by the target
population who are aging above 15 years old and holding ATM card in Bangkok area.
After gathering information from respondents, the data are process by SPSS program.
Descriptive statistic is used to describe general information by using percentage and
frequency analysis. Bivariate test is used to examine the eight sets of hypotheses by using
Spearman rank order correlation. The result of this research are as following:
v
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An examination of the demographic classification statistics showed that a number
of sexes of respondents are quite equally consisting of 200 female respondents and 185
male respondents. Most of respondents' age range is between 20 to 30 years, holding
bachelor degree or equivalent, and having single marital status. Most of the respondents
are within the salary range of 5,001 to 10,000 Baht a month. The majority of respondents
occupation is business employee.

Result from the test of eight hypotheses confirms that all alternative hypotheses
are said to bear relationship between pairs of independent and dependent variables at the
99% significant level of confidence. This could imply that all of the marketing factors
including product, price, distribution, and promotion which are independent variables are
important determinants of the consumer's product choice of debit card which are
dependent variable of this research.

The major findings of this research can conclude that the majority of respondents
most agree that all marketing factors of debit card affect to their buying decision on
product choice.

Especially for the benefits or attributes of product such as the

convenience in buying goods or services, the safety in handling a large amount of money
are critical variables for product choice, and the brand image of issuing bank.

Major recommendations regarding to study's finding support that marketers in
debit card business should differentiate its product by adding more features and services
and should use lower price strategy to attract customer in order to expand customer base.
As well as they should expand place accepting debit card cover to the market of
consumers projected to use debit card for purchase by following the credit card based
market, finding the new potential markets and going to electronic commerce market.
Furthermore, marketers of each issuing bank should offer a different promotional strategy
to encourage target customers apart from the sales promotion created by the company
introducing debit card an provide more advertising budgets to build awareness and to
inform potential consumers about the product benefits.

11

Acknowledgement
The writing of this thesis was completed with the cooperation and help from many
persons and organizations.

An accomplishment of this research cannot be achieved

without their love and countless supports.

First of all, my heartiest thanks and gratitude extends to my parents and my dear
brother and sister for their understanding, inspiration, and all sorts of assistance
throughout the fulfillment of this thesis.

Besides, I would like to express my sincerest gratitude to Dr. Tang Zhimin, my
thesis advisor, for his support, generous guidance, and constructive comments. I would
also like to thanks and gratitude to Dr. Theerachote Pongtaveewould and Dr. Naris
Tanthayanont, my advisory committees, for their invaluable suggestion and helpful
comments.

My very special thanks extend to all my friends who have given me constant
encouragement and various assistants throughout my thesis without any hesitation.
Especially for Ms. Wannee T., the superb colleagues who had strong supporting and
guiding in doing this thesis.

I would not forget to express my indebtedness to Mr. Vira Ponechana, ATM
assistant office · manager of Thai Military Bank Public Co., Ltd., and Ms. Ananya
Sopittakamol, manager of Bangkok Public Relation Co., Ltd., who sacrifice their valuable
time in order to provide the information needed for this thesis.

1ll

St. Gabriel's Library, Au
CONTENTS

Page No.

Abstract
Acknowledgement

lll

Contents

IV

List of Tables & Figures

VI

CHAPTER 1: GENERALITIES OF THE STUDY
Section 1: Introduction of the Study

1

Section 2: Debit Card in Thailand

3

Section 3: Research Objectives

8

Section 4: Statement of the Problem

8

Section 5: Scope of the Research

8

Section 6: Limitations of the Research

9

Section 7: Definition of Terms

9

CHAPTER 2: REVIEW OF RELATED LITERATURE AND STUDIES
Section 1: Source of Reference Regarding Explained Variables

10

Section 2: Source of Reference Regarding Influencing Variables

13

CHAPTER 3: RESEARCH FRAMEWORKS
Section 1: Elaborating the Conceptual Model

22

Section 2: Hypothesis Statements

26

Section 3: Concepts and Variables Operationalization

28

IV

Page No.

CHAPTER 4: RESEARCH METHODOLOGY
Section 1: Technique

34

Section 2: Methods

34

Section 3: Sampling Design
3.1 Non-Probability Sampling

35

3.2 Target Population

35

3 .3 Population Element

36

Section 4: Determining Sample Size
4.1 Pre-testing

36

4.2 Data analysis technique

36

CHAPTER 5: DATA ANALYSIS
Section 1: Descriptive Statistics

38

Section 2: Inferential Statistics

51

CHAPTER 6: RESEARCH SUMMARY
Section 1: Conclusion

67

Section 2: Implication

73

Section 3: Further implication for research

80

List of appendices
List of References
English-version questionnaire
Thai-version questionnaire
Summary of data information

v

LIST OF TABLES & FIGURES

Page No.

LIST OF TABLES
Table 1.1: Debit card information categorized by brand

7

Table 3 .1: Operational Definition oflnfluencing Variables

30

Table 3.2: Operational Definition of Explained Variables

31

Table 5.1: Gender

39

Table 5.2: Age

40

Table 6.3: Educational level

40

Table 5.4: Marital status

41

Table 5.5: Occupation

41

Table 5.6: Average monthly income

42

Table 5.7: Buying convenience

43

Table 5.8: ATM convenience

43

Table 5.9: Safety

44

Table 5.10: Design

45

Table 5.11: Brand

45

Table 5.12: Telephone banking

46

Table 5.13: Emergency call

46

Table 5.14: Entering fee charge

47

Table 5.15: Annual fee charge

r

47

Table 5.16: Number of store accepting debit card

48

Table 5.17: Offering discount

49

Table 5.18: Fee charge exemption

49

Table 5.19: Advertising

50

Table 5.20: Applying debit card

50

Table 5.21: Using suggestion

51

Table 5.22: The value ofreliability analysis

55

Table 5.23: Nonparametric correlation between core level product and
Consumer's product choice

56

Table 5.24: Nonparametric correlation between actual level product
and consumer's product choice

57

Vl

Page No.
Table 5.25: Nonparametric correlation between augment level product
and consumer's product choice

58

Table 5.26: Nonparametric correlation between entering fee and
consumer's product choice

60

Table 5.27: Nonparametric correlation between annual fee and
consumer's product choice

61

Table 5.28: Nonparametric correlation between number of store
accepting debit card and consumer's product choice

62

Table 5.29: Nonparametric correlation between sales promotion and
consumer's product choice

64

Table 5.30: Nonparametric correlation between advertising and
consumer' s product choice
Table 6.1: Summary of hypothesis testing result

65
72

LIST OF FIGURES
Figure 2.1: Model of buyer behavior

11

Figure 3.1: Theoretical Model of the Study

22

vu

Marketing factors explaining consumer's purchase decision in debit card business
Generalities of the Study

CHAPTER 1: GENERALITIES OF THE STUDY

Section 1: Genesis of Debit Card

The majority of all transactions today are conducted through an exchange of cash
currency and coins as well as plastic card. Direct debit at the point of sales is another
alternatives in payment system that is the Bankers' Automated Clearing Service (BACS)
transfer initiated by the payee, who in effect takes the money at of the payer's current
account after the payer has signed a debit authority.

The process and settle debit

transactions would have paralleled existing, similar systems for credit card processing and
duplicated some of the functions of ATM networks. Although this card may closely
resemble a credit card or an ATM card, there frequently are reasons for it being a
distinctly separate instrument. Just as there also is a rationale for universal cards that may
function as either debit or credit instruments at the users option and are usable in a variety
of locations, including at cash machines and retail points of sales.

The first known step in debit card transition took place in the mid-1970s. When
two companies introduced debit card, Bank Americard, which has become Visa
International Co., Ltd., introduced the Entree card and Master Card International Co., Ltd.
introduced Signet.

Few people, however, ever saw or used Entree or Signet card;

especially bank customers, showed no interest in them.

Subsequently, in the late 1970s, as Automated Teller Machine (ATM) gained
popularity, the access cards issued by banks to their customers became known as debit
cards. Yet, their use was still limited, as their main function was to permit transactions
between the bank and its customer through the ATM.

Extension to debit card usage

comes when the bank adds point of sale capabilities, allowing customers to use the debit
card in completing transactions with merchants that would described cards used in this
manner as "debit cards" in the full sense of the words.

The critical feature of a true debit card is the acceptability of the card by third
parties in a non-bank environment that have different aims as following:
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1. The bank/Card issuer which is the bank or institutions issuing debit card to
customer. It has the responsibilities to inform the debit cardholder about the
benefit and scope of using debit card, and payment procedure. However, it
wants to make a profit on the transaction for which it offers its services.

2. The retailer/Merchant/Acquirer who wants a generalized service. The retailer
is the important factors in supporting the debit card usage. The more retailer
network of card issuer, the more competitiveness.

3. The consumer/Card holder who is the person has the bank account and
receives debit card from bank/institution as well as wants nearly all the shops
to accept the debit card in order to make full use of it. Moreover, cardholder
has the responsibilities to carefully keep the card and identical code for safe.

Debit cards have taken off in the United Kingdom. They accounted for over 192
million payments or 6 percent of spontaneous non-cash payment in 1990, the first full
year of operation, subsequently rising to 35 percent or 1.3 billion in 1996. There are, of
course, prerequisites, which must be met if the debit card is to be successful:_

1. Banks, merchants, and consumers must be convinced that they have more to
gain than lose by increasing debit card activity.
Ir"
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2. The debit card can be an alternative to cash, check, and in some situations,
credit cards, if they are economic and feature advantageous technical and
behavioral factors.

In other words, these factors have to be addressed before the debit card grows in
importance as a payment vehicle.

Debit card is a small plastic card that the financial institutions give its to the
memberships in order to buy goods or services with the retailer network by allowing
transactions to be paid into and direct debited from a bank account. Membership can
withdraw cash under the limit scope from member commercial banks. This card seem to
be ATM card using for deposit, withdraw, and utility payment. However, it has more
2
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function than ATM card by allowing transactions to be paid in to and direct debited from
a bank account at point of sale (POS) through Electronic Data Capture (EDC) machine
routed through the European Payment System Service (EPSS) net work on-line to the
issuing bank of authorization. The member cards do not withdraw the money from ATM
machine to buy the product or service. It provides convenient and safety from handling a
lot of money to customers.

There are two distinct types of debit transactions-off line deferred debit and on
line direct debit. An advantage to off line debit cards is that, like a check, the cards have
a "float" of one to three days. With the on line debit card, consumers would be informed
that they do not have sufficient funds to cover a purchase before the transaction is
completed.

The advantages to a debit card can be persuasive: no interest charges to pay,
since the money for purchases made with the card is taken directly out of the customer's
checking account. However, there are 2 categories of problems with the use of debit
cards: how to prove liability for fraud and error, and the customer can pay dearly if the
debit card ends up in the wrong hands? Furthermore, in the customer' minds, they will
have less leverage with merchants.

Any debit card launched from each bank has the same main objectives that are to
increase the fee revenue, to serve the customer's need and satisfaction, to increase the
image of bank in complete service.

18!1

Issuers are now positioning debit card to support a wide range of payment
products. The commercial banks launching the debit card have two ways of revenue that
are revenue from increasing the number of member cards and increasing the amount of
usage.

Section 2: Debit Card in Thailand

From economic recession that threatens throughout the world including Thailand
leads to financial institution's problem.

Especially banks receive effect from non-

performing loan because bank's statement did not paid money by credit card users.
3

Marketing factors explaining consumer's purchase decision in debit card business
Generalities of the Study

Furthermore, Bank of Thailand issued new strict policy in order to reduce the inflation
and deficit of the balance of payment by credit card subscription must be monthly salary
at least 20,000 Baht 1• As a result, it is difficult to increase in credit card customer base.
Moreover, customers aware that using credit card is extravagant because of gradually
increasing annual fees.

Therefore, Visa International Co., Ltd., and Master Card International Co., Ltd.
that operate "Interlink system" and "Maestro system" respectively with the commercial
banks had faced some effects on economic recession as mention early. Company looks
for new opportunity in its threat by finding new product-debit card, electronic fund
transfer (EFT) at point of sales.

Originally, Thai Farmer Bank Public Company Limited is the pilot project under
"TFB World Travel Project" by launching "Visa Interlink Card" in June 1995. However,
this project seems far from reaching because Visa chain stores have little or no
compulsion to develop POS direct debit capabilities. The initial debit card combined with
a unique personal identification number (PIN) overall is one of the most secure forms of
payment available to consumers and signature base system. Actually, the PIN is not
inscribed or written on the card, it is secure even if lost, stolen or misplaced. Thus,
merchants must rent the PIN Pad, the tool for entering the PIN, and printer option must be
priced over the credit card authorization programs from the service provider. Therefore,
merchants were not enthusiastic about paying of a debit payment system and would not
be likely to cooperate. After that, the card associations give new life of debit card by
cutting of PIN number system, only depending on signature base system as credit card.
So, existing merchant agreements specified that accepting any card with a Visa Card logo
meant excepting all such cards and paying discount fees for doing so, the card
associations and banks turned to the alternative of placing those logos on debit cards,
particularly ATM cards. Then, the debit cards reborn because to the merchant, the card is
')ust like a credit card", and the merchant generally pays the same rate for accepting its as
is paid for accepting credit.

1

Money and banking ( 1996), Credit Card Directory, Special issue.
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In July 1999, Visa International has a grand opening through four commercial
banks, Thai Farmer Bank, Thai Military Bank, Bank of Asia, and Bank of Ayudhya to
launch the debit card called "TFB Visa Electron", "Millennium Card", "Asia Visa
Electron", and "Debit Krung Sri Electron" respectively. All of these cards are under
"Visa Electron" symbol. In each bank set the target market to be 150,000 cards within the
end of the year 1999 and identify the target group in the same manner that is the younger
or the earlier year worker who just graduated and holding ATM card. However, the
marketing strategies are different depending on each bank's policy. After that at the
beginning of the year 2000, Bangkok Bank cooperates with Visa International to launch
debit card called "Be First" that all for five commercial banks launching debit card under
"Visa Electron" symbol. Although debit card was introduced to Thailand two years ago,
it was overwhelmingly accepted from consumers as noticed from increasing number of
the debit card users. At present, the using number of debit card in Thailand only issued
by Visa Electron-the leader in debit card business of Thailand is 500,000 cards2 • It was
expected that not beyond year 2000 the using number of debit card will be 1,500,000
cards, and in the next five years, it will be 5,000,000 cards 3 . Moreover, Master Card
International cooperates with Siam Commercial Bank will launch "Electronic Purse"
under "Maestro" symbol during the mid-year 2000.

Trend of Debit Card in Thailand

Trend of debit card expanding in Thailand will be higher than credit card
expanding since the target group of debit card is the ATM users that it is 17-18 million
people including the young people. Furthermore, in the eyes of customers, debit card
give a lot of convenience and on the side of bank, debit card can reduce risk form nonperforming loan (NPL).

From the debit card research in Europe and Latin America; it was found that
nowadays, the comparison of credit card and debit card usage is the proportion to be 70
and 30 percent respectively. However, in the next five years, the proportion will convert
to be 30 and 70 percent respectively. Additionally, the trend in Thailand will congruous
with the trend in the world market. Since, one of all objectives in three years later of Visa
2

Announced by Visa International Inc. on December 14, 1999.
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International Co., Ltd., the debit card leader in Thailand, is to expand the debit card
customer base and to promote "Visa Electron" card to be the Thailand' debit card symbol.
Visa International Co., Ltd. expects that in the end of the year 2000, the debit card
customer will be 1.5 million people and will increase to be five million people in the next
five years.

Since debit card issuing banks and institutions try to apply various strategies to
their consumers as design of card, usage condition, special offering and so forth, it leads
to increasing colorful competition including with its qualification that make debit card is
interested to consumers.

On the basis of the above background, it arouses the researcher to find out what
factors explaining consumer's purchasing decisions in debit card business especially in
the young people who have A TM card that are target group of debit card. Furthermore, it
stimulates the researcher to find out other areas of possible weaknesses for enhancing the
customers' purchasing behavior of debit card.

3

Prachachart Turakij Newspaper, May 24-26, 1999.
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Table 1.1: Debit card information categorized by brand
Maximum

Brand of
Debit

Entering

Annual

Cards

Fee

Fee

TFB Visa

100

200

Electron

Promotion*

•Applying
special gift
• Entering and

Millennium

50

100

Card

annual fee

Additional

Withdrawal

Service

Amount

•Telephone
banking service

100,000
Baht

•Telephone
banking service

100,000
Baht

exemption
•Telephone

R

Asia Visa
Electron

100

200

•Card using
rewards

banking service
• Over balance
100,000

account
withdraw

Baht

•Supplementary
card
Equivalent
Debit

50

100

•Telephone

Krung Sri

balance

service

Electron

Current

• Entering and
annual fee
Be First

to the

100

200

exemption
•Shopping

*

account

•Telephone
banking service

150,000
Baht

discount
Remark:

* excluding promotion from card issuer

Source: Survey data gathered in September 1999
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Section 3: Research Objectives

The study focuses on the relationship between buyer's purchase decision and
marketing stimuli, thus the research objectives encompass: to identify which marketing
stimuli is associated with buyer's purchase decision on debit card.

Section 4: Statement of the Problem

The reason for studying debit card are however, debit card merely commg m
Thailand approximately 2 or 3 years but becoming popular respectively.

Since both

commercial banks and the company operating debit card business try to use various
strategies including special condition, promotion and other benefits in order to complete
the market share. Furthermore, people begin to recognize the advantage of debit card. As
well as debit card become to accepted barter system from a various kind of business.
Thus, it makes colorful competition in debit card market. Therefore, from the fact above,
the researcher foresees that future competition in debit card market is certainly high. The
way to help marketer of debit card business to compete effectively in the current market
situation is to understand the consumer behavior of debit card by conducting the
consumer research. As we know that consumer behavior is dynamic, their behavior can
change when the time and situation changes. It is important for current and future debit
card marketers to recognize why and how individuals make their buying decision so that
they can make better strategic marketing decision. Certainly, debit card marketers who
understand consumer behavior have greater competitive advantage in the market place.
Thus, it makes researcher interests that what are the marketing stimuli factors influencing
on the buyer's purchase decision based on product choice itself?

Section 5: Scope of the Research

This research is to examme marketing stimuli factors-product,

pnce,

distribution, and promotion-affecting buyers purchase decision of debit card. The main
respondents are people who are target group of debit card business especially the younger
or the earlier year worker who just graduated and holding ATM card as well as aging at
least 15 years old in Bangkok area.

8
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Section 6: Limitations of the Research

This research conducts by survey method using questionnaires to collect
information that related buyer's purchase decision of debit card. The questionnaires will
conduct the sampling group both males and females who are aging above 15 years old
and holding A TM card. The area of study is only in Bangkok, the hub in promoting debit
card usage

Section 7:

Si~nificance

of the Study

1. To give information for marketers who are in banking business in order to
plan marketing strategies.
2. To contribute in the literature in order to prove how the marketing factors
affect to consumer behavior.

Section 8: Definition of Terms

Debit card-a small plastic card that the commercial banks give its to the memberships in
order to buy goods or services with the retailer network by allowing transactions to be
paid into and direct debited from a bank account.

Buyer's purchase decision-the buyer responses toward immediate impulse result in
purchase decisions: product choice, brand choice, dealer choice, purchase timing. and
purchase amount.

Product choice-the buyers purchase decision in term of subscription to be the member
of debit card.

Marketing stimuli-a set of controllable tactical marketing tools as product, pnce,
distribution, and promotion that the firm uses to produce the response it wants in the
target market

Signature base· the signature checking system to identify debit card users by checking
signature in card and in sales slip in order to approve card using .
9
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CHAPTER 2: REVIEW OF RELATED LITERATURE AND STUDIES

In this part of the study, the researcher will relate the theories and models
necessary to develop the conceptual framework of the research. In this research, the topic
of studying is marketing factors explaining buyer's purchase decision of debit card.
Therefore, the researcher will concentrate on the marketing stimuli which are exclusively
controllable factors affecting to the buyer's purchase decision or buyer's responses.
Hence, consumer behavior model and marketing mix theory are used in this research.

Section 1: Source of Reference Regarding Explained Variables

The meaning of "Buyer's Decision"

The consumer decision refers to the mental process of choosing the most desirable
alternative from among those available (Punj and Stewart, 1983 ). The consumer decision
implies that consumers can order their preferences from among product, store, and
method of purchase alternatives (Zajonc and Markus, 1982). Schiffman and Kanuk
( 1978) explain decision is the selection of an action from two or more alternative choices.
In other words, whenever a person is to make a decision, he or she must be more than one
alternative choices of decision. Consumer buying behavior refers to the buying behavior
of final consumers-individuals and households who buy goods and services for personal
consumption (Kotler and Armstrong, 1997).

Consumer behavior model

The study about marketing factors influencing on buyer's purchase decision for
debit card start with the stimulus-response model of buyer behavior in Figure 2-1. This
figure shows that marketing and other stimuli enter the buyer's "black box" and produce
certain responses. The starting point of this model is stimuli making the consumer need,
then the respond following.

10
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Figure 2.1: Model of buyer behavior

Product
Price
Place
Promotion

~ ~·l •)

1

I i

Buyer's
response

Buyer's black box

Stimulus

Marketing
Stimuli

41

Other
Stimuli
Economic
Technology
Politics
Culture

Buyer's
Characteristic

I-+

Cultural
Social
Personal
Psychological

Buyer's
Decision

Buyer's Decision
Process
Problem recognition
Information search
Evaluation
Decision
Post-purchase

____.

Product choice
Brand choice
Dealer choice
Purchase timing
Purchase amount

Source: Kotler Philip, Marketing Management: Analysis, Planning, Implement, and
Control,

gth

ed., (Englewood Cliffs: Prentice-Hall, 1994) p.174

Marketing stimuli consist of the four Ps: product, pnce, distribution, and
promotion. Other stimuli include major forces and events in the buyer's environment:
economic, technological, political, and cultural. All these stimuli enter the buyer's black
box, which has two parts. First, the buyer's characteristics including cultural, social,
personal, and psychological factors influence how he or she perceives and reacts to the
stimuli. Second, the buyer's decision process consists of need recognition, information
search, evaluation of alternative, purchase decision, and post-purchase behavior. Then,
they are turned into a set of observable purchase decision or buyer's responses: product
choice, brand choice, dealer choice, purchase timing,

and purchase amount.

Nevertheless, not all of these decisions are applicable to every situation.

These

observable purchase decisions or buyer's responses will be described as following:

Product choice

Among the consumer's most fundamental decision, product choice is the first
decision making came to consumer mind.

Product choice involves with consumers

purchase decision in choosing which product to buy in order to satisfy a need (Kotler,
1997). Product is the element of the marketing mix that represents the basic offering
being made to consumers (Mandell I. and Rosenberg J., 1981).

In product choice,

consumers will consider which product can be served for their needs and choose what
product to buy. Alternatives are evaluated according to some set of comparison factors or
11
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decision criteria driving from experience, values and expectations.

Thus, consumer

applies a variety of criteria in evaluating purchase alternatives which will vary in
importance or influence in shaping alternative evaluation and selection (Engel, Blackwell
and Miniard, 1993). The criteria are generally grounded in the attributes and benefit
buyer seeks from the products they buy and the stores they shop in (Willaim and Slama,
1995). Howard and Sheth ( 1969) suggest that consumers like to simplify their extensive
and limited problem-solving situations into routine behavior by learning to reduce the
number of products under consideration.

Past product experience is important for

consumer decision making. Past experience with products or brands may involve known
satisfaction or it may involve known dissatisfaction (Monroe, 1976).

Brand choice

Following the buyer's purchase decision, consumers have a group of brands that
they see as being possibly suitable to satisfy the identified need. This group of brands is
evaluated and therefore a brand choice is selected. Consumer often make choices among
brands that share identical features (Chernev, 1989). The consumers form preferences
among brand in the choice set called brand choice.

Limiting the brand choice to

purchasing decision allows easy information processing and simplifies the task of
choosing (Hoyer, 1984 ).

If the buying guidelines in a given area are inadequate,

unfamiliar, or vague, consumers may have few leading brand names to guide them
(Mandell I. and Rosenberg J ., 1981 ).

In some cases, where a consumer has little

familiarity with the product under consideration, their decision may involve comparing
different brands (Solomon and Stuart, 1997). More often, by this point the consumer has
established the criteria for making a choice among several specific brands.

Dealer choice

Dealer choice has an important influence on purchase decision.

The location,

physical design, personnel, and available services such as better store hours are all
influential (Mandell I. and Rosenberge J., 1981).

Certain kinds of consumers will

naturally gravitate toward certain kinds of stores. Store decoration is often designed to
create specific feelings in customer that can have an important cueing or reinforcing

12
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effect on purchasing such as higher quality of consumption. Furthermore, store layout
can influence consumer reactions and buying behavior.

Purchase timing

Purchase timing relates to consumers purchase decision in choosing when to buy a
product or service-regular price or on sales. Buyers generally have a set of process that
are acceptable to pay for a considered purchase, rather than a single price (Monroe,
1976). Therefore, sales promotion tools are mostly used to crate a stronger and quicker
response from consumers (Wang and Petrison, 1991 ). The amount of time available for
the purchase has a substantial impact on the consumer decision process (Hawkin, Best
and Coney, 1996). Time obviously has a great effect on consumer behavior (Peter and
Olson, 1990). Time of day is an important situation variable that can be used as a means
of segmenting products (Mowen, 1993) such as people tend to buy beer for drinking in
the evening after they finish their work.

Purchase amount

Purchase amount involves with consumers purchase decision in what quantities to
purchase. Purchase decisions often begin with trial purchases of limited quantities or
making a trial purchase in a smaller quantity than usual (Mandell I. and Rosenberg J.,
1981 ). In the case of large durable goods, a brief trial is not an option and the consumers
must move directly from evaluation to long-term commitment. Price can also be the
indicator of the level of quantity (Scitovszky, 1945).

Higher prices lead to lower

quantity.

Section 2: Source of Reference Regarding Influencing Variables

Marketing stimuli

Marketing stimuli consists of a set of controllable tactical marketing tools as
product, price, distribution, and promotion that the firm uses to produce the response it
wants in the target market (McCarthy E., 1996). It is external factor that influences on
buyer's purchase decision.
13
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Product

A product is anything that can be offered to a market for attention, acquisition,
use, or consumption and that might satisfy a want or need (Kotler, 1997). Products that
are marketed include physical goods, services, persons, distribution, organization, and
ideas (Kotler and Armstrong, 1997).

Kotler and Armstrong (1997) mentioned each

product item offered to customers can be viewed on three levels and each level adds more
customer value. The most basic level is the core product, which addresses the question:
what is the buyer really buying? It consists of the problem-solving services or core
benefits that consumers seek when they buy a product. Thus, when designing products,
marketers must first define the core of benefits the product will provide to consumers.
The second level is actual product.

Actual products may have as many as five

characteristics: a quality level, features, design, a brand name, and packaging. The last is
augmented product. It offers additional consumer service and benefits such as after sales
service, warranty, installation, delivery and credit etc.

To customer, all of these

augmentations become an important part of the total product.

Assael ( 1993) states that a product is composed of intangible benefits as well as
tangible characteristics. As a result, a product is defined as a bundle of attributes and
benefits designed to satisfy customer needs.

The fact that consumers seek different

benefits means that they will see product differently.

Therefore, a product is not a

uniform, well-defined entity. The definition of product cites three of its components: the
benefits it convey, its attributes, and its support services. The benefits of the product are
those characteristics consumers see as potentially meeting their needs or saying that
product benefits identify the core product, because benefits determine whether the
consumer buys it.

Product attributes identify the tangible product or actual product

coming from desired benefits.

Product attributes not only include physical

characteristics, they are also represented by the package and the brand name. The third
element of a product is post-sale support.

Many products are purchased on credit.

Purchases also sometimes include delivery, installation, warrantees, and service.

A

product that includes post-sales support features is referred to as an augmented product.
The augmented product is particularly important in industrial marketing, because many
industrial products require post-sale support.
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Price

Price is the amount of money charged for a product or service. More broadly,
price is the sum of the values that consumers exchange for the benefits of having or using
the product or service (Kotler and Armstrong, 1997). Price is the only one of the four Ps
that produces revenue; the other three Ps produce costs. Historically, price has been the
major factor affecting buyer choice.

This is still true in poorer nation, and with

commodity products. Thus, when setting prices, the company must consider consumer
perceptions of price and how these perceptions affect consumers' buying decisions. The
different perception in product or service quality lead to different identifying price. On
the other hand, price itself is a strong indicator of quality in people's minds particularly in
the absence of other data (Munroe, 1976). Moreover, Walters and Bergiel (1989) stated
price information supplied by business persuades consumers at two levels: factual and
psychological. Price facts persuade to the extent that they reflect product quality. Buyers
rely on price to guide purchases, but price also conveys the social worth of products to
people. Price exerts psychological influence on consumers because it appears to the
emotions. A slightly lower price than a competitor's may be perceived by consumers as
indicating a great quality difference in the two products. This response could be the
deciding factor in the purchase. Low prices may be influential in causing poor people to
purchase or those who are socially conscious. The emotional response to affordability
may cause one to overlook quality considerations related to the purchase.

Distribution

Distribution channel is a set of interdependent organizations involved in the
process of making a product or service available for use or consumption (Kotler, 1997).
A marketing channel performs the work of moving goods from producers to consumers. It
overcomes the time, place, and possession gaps that separate goods and services form
those who need or want them.

(Kotler and Armstrong, 1997).

Marketing channel

involves transporting and storing goods, acquiring and using funds to cover the costs of
the channel work, and assuming the risks of carrying out the channel work (Hutchinson
E., 1987).

Marketing channel plays a role in developing and spreading persuasive

communications about an offer and finding and communicating with prospective buyers.
Marketing channel helps marketers to shape and fit the offer to the buyer's needs and
15
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reach an agreement on price and other terms of the offer so that ownership or possession
can be transferred.

Walters and Bergiel ( 1989) mentioned that the marketing channel is important to
consumers because it determines the conditions under which the consumer must shop.
One important benefit of channel operations is to adjust, in the mind of consumers, the
total product more nearly to consumers wants. Another benefit of channels is to adjust
the total cost of the product.

The ability to communicate store personality makes a

substantial contribution to customer convenience during the search for information.
Marketing channel also provide psychic satisfaction. Some effects of store operations on
consumers cannot be explained by any specific actions taken by the firm. The shopper
may just feel comfortable in the store. We refer to this as psychic satisfaction. Psychic
satisfaction experience during the consumer's search. Boone and Kurtz (1992) suggested
distribution channels for services are largely due to the intangibility of services. The
service marketer is less concerned with storage, transporting, and inventory control and
typically employs shorter channels of distribution. Another consideration is the need for
continuing personal relationships between performers and users of money services.
Consumers will remain clients of the same insurance agents, banks, or travel agents if
they are reasonably satisfied.

Promotion

*

C'

I I"
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Promotion is any form of information, persuading, or reminding potential
customers about the firm or its products and services (Walters and bergiel, 1989).
Promotion involves any technique, under the control of a seller that can communicate
favorable, persuasive information about that seller's product to potential buyers, either
directly or through others who can influence purchase decisions. The two main purposes
in doing promotional business are to change attitude and behavior and to strengthen the
loyal customers to keep on doing what they are doing. After a company has designed a
product and offer to match the wants of its target market segment, it needs to
communicate this offer to buyers and persuade them to try it. Promotion is typically
designed to induce consumers to purchase the firm's product because consumers have a
wide selection of products within most product categories. There are four main tools,
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which may be used to achieve these goals advertising, personal selling, sales promotion,
and public relations.

Personal selling is a form of person-to-person communication in which a seller
attempts to persuade prospective buyers to purchase the company's products or services
but nowadays increasingly telephone sales and other forms of electronic communication
are being used (Shimp A., 1997).

Advertising involves either mass communication via newspapers, magazines,
radio, television, and other media such as billboards or direct communication that is
pinpointed to each business-to-business customer or ultimate consumer (Shimp A., 1997).

Sales promotion consists of all marketing activities that attempt to stimulate quick
buyer action, or immediate sales of a product (Shimp A., 1997). In comparison,
advertising is designed to accomplish other objectives, such creating brand awareness and
influencing customer attitudes.

-

Sales promotions are directed both at the trade

(wholesaler and retailers) and consumers.

r-

Publicity, like advertising, describes non-personal communication to a mass
audience; but unlike advertising, the sponsoring company does not pay for advertising
time or space (Shimp A.,1997). Publicity usually assumes the form of news items or
editorial comments about a company's products or services.

Empirical Research

This study will apply marketing mix components, the independent factor
influencing on consumer purchase response, the dependent variable from empirical study
of the following research.

MD. Nooh (1997) research to identify the determinant influence on consumers of

developing countries toward competitive foreign made products manufactured in the
various developed countries has rarely been investigated. Without this information, a
determination cannot be made by the exporters of competing nations to increase the
consumer's comparative confidence in their product positioning in investigate the impact
17
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of the perception of country-of-origin and the marketing mix variables on consumers'
purchase decision.

The general theory of consumer behavior and cue utilization model was utilized as a
theoretical foundation of this study. The basic framework for the study was developed
and tested.

The research design was a cross-sectional, a field-based study of adult consumer
households and residents in three major cities of Peninsular Malaysia. Data for the main
study were collected at the residence of eligible respondents. Three-hundred four useful
surveys were analyzed by using Ordinary Least Squares regression, multiple regression,
and discriminate analyzes. A significance level of .05 was used for the analysis.

The major conclusions of the analysis were: (1) Significant findings for favorable
country-of-origin

perception,

perception

of quality,

perception

of technology

sophistication, product features suited to market, brand recognition, value perception,
advertising images and distribution/retailer perception were related positively to the
country's product preferences.

These findings indicated that consumers' purchase

decision were and output influenced by myriad of factors. (2) When the key purchase
attributes were analyzed for their importance to purchase decision, the country-of-origin
played an insignificant role in the consumers' decision for a country's product purchases.
This finding indicated that the county-of-origin was relatively unimportant in comparison
with other key purchase attributes.

The results of this study would indicate that consumers were more likely to rely on
the marketing mix components-product, price, distribution, and promotion rather than the
country-of-origin information in their product purchases.

Apparently, the country-of-

origin had little important in consumers' purchase decisions.

Mitsostergios (l 994)'s research show that food purchasing behavior is influenced
by economic factors such as price and income, as well as by non-economic factors such
as concern about diet and health, growth of vegetarianism, convenience, household's life
cycle, and advertising.

In this research, it uses the survey method, which is one of

subtype of ex post facto design. The simple random sampling (SRS) is one of probability
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designs is used in this research for sampling design. The research instrument is 400 set of
questionnaires (Self-Administered Questionnaire). The study area is in China, the 2"d
largest city of Creat. The analysis carried out used is frequency analysis, Crosstabulation
analysis, and Brivariate test to examine the set of hypothesis. A survey is reported upon
to determine the factors that affect the purchasing behavior of fresh pasteurized milk and
to identify the attitudes and perceptions of consumers toward it. The study reveals that
the majority of households stock at least 2 types of milk simultaneously. The preferred
milk is concentrated milk because of its long lifetime, availability, and low pnce.
However, the majority of interviewees much consider fresh pasteurized milk to be
healthier and more nutritious, as well as having a better taste and odor, than others. The
major conclusion of the analysis was that brand choice decision is likely depend on
marketing stimuli.

William and Slama (1995) proposed that the numerous evaluative criteria could
conceivably be applied in different purchase situations, but some general factors may
apply across a wide range of consumers, retail, and product. Brand choice and store
selection is relevant to wide range of purchase decision.

Product appearance,

functionality, quality, brand name, and brand image is general attributes that may be
significant in a wide variety of product purchase. The evaluative criteria are likely to be
significant force influencing consumer response to marketing stimuli.

From their

empirical study about product choice, the product evaluative criteria across all products
can be shown as follows: brand familiarity, warranty, brand prestige, durability, social
validation, style/appearance, reliability, expected performance, uniqueness, advertised
features, low price.

Shengliang ( 1995) study the importer purchase behavior. The result of this
research show the supplier selection criteria used by US importers in 3 merchandise
categories when selecting an Asian supplier are presented. In all 3 categories, the most
important criteria were price and product quality, followed closely by on-time delivery.
Geographical location of the seller and seller's brand name were unimportant in the
supplier selection decision. The result offer guidelines for potential exporters who want
to penetrate markets in the industrialized countries.
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Gary (1989) studied the buying decision of customer on a color or high-resolution
black-and-white hard copy devices. The result of this research show the prospective
purchaser can eliminate most of the confusion by assessing 6 major performance
variables: image quality, resolution, speed, equipment cost, cost per copy, and durable.
The first priority used to consider is image quality of product, which is often a subjective
measurement.

Perrone and Bucken ( 1989) found the selection of computer-aided software
engineering (CASE) tools for both Digital Equipment Corp. and IBM Corp. computers is
increasing. According to Software AG of North America Inc. 's Jim O'Leary when the
hardware platform is irrelevant in a buying decision, users tends to purchase the Digital
VAX arena rather than an IBM CASE package because of the cost.

Tom Scott of

ProMod Inc. states that the company is seeing a shift away from IBM and compatible
personal computers to VAXs for mainframe software development since newer VAX
terminals often are easier to use.

Bruce and Whitehend (1988) found the idea of product design is considered from
a marketing viewpoint by reviewing conventional models of consumer purchase behavior
in terms of how they account for the ways in which product design or the feature of
product affects purchase behavior. A survey was taken in the home interiors market in
1987 (in the UK) to determine the level of suppliers and the effects of these strategies on
consumer purchase behavior. The 3 firms chosen for the survey offer differing ends of
the spectrum in terms of both design and marketing strategy. Results of a consumer
survey indicate that perceived quality was the main element influencing consumer
purchase behavior.

Mitra and Lynch (1995) mention advertising provides information about
alternatives. Implicit in the information view about advertising increases the number of
known substitutes.

Differentiating advertising increases the relative strength of

preference.

Dhar and Sherman (1996) research a comparison among the available alternatives.
Features shared by alternatives are canceled and greater weight is placed on the unique
features in choosing among the alternatives provided.
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Gardial, et al. (1994) mention evaluation criteria are the relevant set of product
characteristics describing consumers' desired product features, as well as their desired
product performance levels. These criteria guide both the amount and type of information
acquired and how they are weighed in an evaluation/choice decision.

Burke, et al. (l 992)'s research shows the alternative evaluation stage, price and instore promotion can exert an independent influence on choice.

Gupta (1991 )'s research shows pnce and promotions accelerate consumers'
purchase.
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CHAPTER 3: RESEARCH FRAMEWORKS

This chapter focuses on the framework of this research. The elaboration of the
conceptual model is discusses in section one.

Section two explains all hypothesis

statements that will be tested in this research and section three provides information of
concepts and variables operationalization.

Section 1: Elaborating the Conceptual Model

Conceptual Model

A conceptual model is defined as any highly formalized representation of a
theoretical network, usually designed with symbols or other such physical analogues.
Models are use as representations of theoretical systems so that they can be tested,
examined, and generally analyzed. Conceptual model employed in this study is depicted
in figure 3 .1.

Figure 3.1: Theoretical Model of the Study

arketing stimuli

•
•
•
I•

Product
Price
Distribution
Promotion

There are varieties of models that are suggested to explain different forms of
consumer behavior and to meet different managerial objectives efficiently.

Here, the

framework is built to understand consumer behavior in the buyer's purchase decision for
debit card adapted from Kotler' s buyer behavior model.

In the model, there are

relationship between consumer's purchase decision and marketing stimuli.

Since

marketing stimuli enter the buyer's black box, which composes of the buyer's
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characteristics and decision process that lead to certain purchase decision. In the buyer's
purchase decision, there are five buyer's responses: product choice, brand choice, dealer
choice, purchase timing, and purchase amount. The framework suggests that marketers
can do certain things to facilitate or influence the buyer's purchase decision in each
buyer's response through their marketing stimuli-product, price, distribution, and
promotion.

The main process, which is the buyer's purchase decision, is a dependent variable
or the variable to be explained.

Product, price, distribution, and promotion are

independent variables or the variables that influence the dependent variable.

Product choice Vs Product

The fields of psychology (Fishbein, 1967) and economics (Lancaster, 1996) both
suggest that the consumer sees a product as having several attributes. Furthermore, Boyd
and Walker ( 1990) substantiate this concept by revealing that many product attributes can
be identified; but consumers usually base their evaluations on half of dozen dimensions or
less.

Product choice involves with consumers' purchase decision in choosing which
product to buy in order to satisfy a need (Kotler, 1997). Product has to solve the problem
and give the worth benefit to customers. In debit card case, it provide convenience to
customer by allowing user to buy goods or services in using debit card instead of money
throughout worldwide acquiring and by allowing user to withdraw money from
worldwide available ATM when using debit card. It also provides safety in handling a
large amount of money for user. For example, consumers do not want to carry a lot of
cash when he or she goes abroad. Then, he or she decides to be the member of Visa
Electron or Maestro debit card making he or she can utilize this card to buy the product or
withdraw cash from Automatic Teller Machine (ATM) anywhere in the world.

Furthermore, not only debit card can serve the customers' convenience but also
can identify the new generation characteristic of customers that the issuer banks try to
build it in the customers' mind. As we can see from the design or the physical outlook of
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products that is well-designed physical appearance reflecting the class and status of
products users.

Brand name of product has influent on product choice as well. A brand that is
known by most customers in the marketplace or a brand with a high degree of brand
acceptability tends to be the selected brand over the others. In the same manner, each of
issuer banks launching debit card has different position in customer's mind. In the case
that customers do not always have complete information about attributes of banking
products or services.

As such, they rely mostly on indirect measures in comparing

products and evaluating them on the less objective characteristics through images,
advertising and brand names. Reputation is therefore the primary elements of perceived
quality and value in the product.

The customer support service is the another one that the customer will looking for
when they decide to buy the product because they can reduce risk when the user face with
the problem. Thus, the customer will desire to buy the product having the customer
support service rather than the ones that have not. Then, each issuing bank try to add the
different additional service to its debit card such as telephone banking, emergency calling,
and over withdrawing account etc.

Product choice Vs Price
"

I I"

*

Typically, consumers will have a clear idea of the price range they are willing to
pay. Greenleaf and Lehmann (1995) mention the lower price can increase the subjects'
evaluation of a product. In consumers' buying decision, price is a strong indicator of
quality in people's minds especially when consumers lacks of other data (Munroe, 1976).
Price covers mainly the perceptual value and benefits of products or services relative to
monetary price paid by customers. This is a measurement of customers' value perception
in receiving the products or services from the bank compare to what they pay. Price
refers to the cost of acquiring the products or services in the eyes of the customers. This
dimension can be conceptualized in the way that there is the intrinsic cost of a service,
which is represented by fee or the rate charged by the bank, relative to the other
competing banks. The consumers' past experience may be consistent with a positive
price-quality relationship, or one where higher prices result from firms spending more to
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supply quality. Finally, consumers may believe that higher prices are the result of others
willingness to pay more for a better quality (Shapiro P., 1979). Hence, customer may
choose the brand that set the high price. Likewise, some consumer buy product or service
by majors considering prices since consumer uses the price of product as a indicator of
social status (Grewal and Marmostein, 1994).

Thus, given the belief that price and

product quality is positively related, it is natural that consumers would use price as an
indicator of product quality (Dodds B., Monroe B., and Grewal Dhruv, 1991).
Consumers compare items on cost and on utility they expect to derive from the items
features (Corfman, 1991 ). However, Blythe (1997) argues that it is very common for
people with limited information to base the decision on price simply because they lack the
necessary understand to make a judgement based on other features of the product.

Like debit card, user may compare the entering and annual fee charge of debit
card with the ATM card or credit card because debit card may closely resemble some
function of these cards. If the consumers found that debit card can give more or the same
benefit than these cards while the price is lower, they tend to be debit card users.

Product choice Vs Distribution

Consumers can be persuaded to select certain products by the logic of external
information when it is received. Consumers may not always recognize sound and logical
information when it is received, but they do react to perceived logic. If the logic is sound
it can cause a re-evaluation of consumer internal needs and motivation (Earnestine, and
et. al. , 1983) .. Logical external information may be discarded by a consumer when
choosing product if it is not compatible with the consumer's own logic. On a given
product choice, the consumer may receive a great deal of information, some sought and
some unsought. The fact are filtered through the individual's thought process, and that
which is incompatible is either not used or not given the weight of other data. In this
research, distribution refers to the number of acquiring store that can available to
customer. The more acquiring store, the more convenience to customer. Then, customers
are interested in applying debit card.
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Product choice Vs Promotion

Promotion is another one factor influencing on the consumer purchase decision
because the consumers receive highest information exposure about a product from
commercial source and the most effective exposures come from personal sources (Kotler,
1994). Trent ( 1991) showed that if potential clients learn about a product from the media,
their buying decision time will be greatly reduced. Lilien and Kotler, (1983) propose a
stochastic model of consumer behavior which state that brand image, sales promotion,
product attributes, product benefits, availability, and attitude towards product are criteria
that the consumer use in the evaluation of alternatives. As seen in marketing stimuli,
sales promotion is used between producers and consumers to stimulate demand (Mandell
and Rosenberg, 1981). Wang and Petrison (1991) mentions that sales promotion tools are
mostly used to create a stronger and quicker response in purchase timing of buyers
purchase decision.

As debit card, the card issuer, Visa International Co., Ltd. and each issuing bank
that launch debit card try to give special promotion to debit card users in order to impulse
customer purchase decision. In debit card case, promotion refers to special purchase
discount or other benefits from using debit card such as discount coupon when the card
holder use at place that accept debit card such as restaurant, gas station. It also refers to
special offering when applying the debit card such as entering fee and annual fee
exemption.

Additionally, they use advertising that is the mass communication tools

launched by each issuing bank to offer information about debit card in order to recognize
customer that debit card is the new alternative way of payment and to motivate consumers
to apply to be its debit card member. Then, when customer thinks that the issuing bank
can give them more benefit comparing to what they pay, they will tend to be debit card
users. Based on previous empirical research studies then, promotion in this research
study involves sales promotion and advertising.

Section 2: Hypothesis Statements

Hypotheses are conjectural statements of the relationship between two or more
variables that carry clear implications for testing the stated relations (Davis, 1993). In
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this study, the main block of independent variables is hypothesized against dependent
variables. These consist of:
Group A: Product VS Product choice
Group B: Price Vs Product choice
Group C: Distribution Vs Product choice
Group D: Promotion Vs Product choice

Group A: Product VS Product choice

Hl 0 : There is no relationship between core level product and buyer's purchase decision
for product choice of debit card
HI a: Core level product is associated with buyer's purchase decision for product choice
of debit card

H2 0 : There is no relationship between actual level product and buyer's purchase decision
for product choice of debit card

H2a: Actual level product is associated with buyer's purchase decision for product choice
of debit card

H3 0 : There is no relationship between augment level product and buyer's purchase
decision for product choice of debit card

H3a: Augment level product is associated with buyer's purchase decision for product
choice of debit card

Group B: Price VS Product choice

H40 : There is no relationship between annual fee and buyer's purchase decision for
product choice of debit card

H4a: Annual fee is associated with buyer's purchase decision for product choice of
debit card
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H5 0 : There is no relationship between entering fee charge and buyer's purchase decision
for product choice of debit card
H5a: Entering fee charge is associated with buyer's purchase decision for product choice
of debit card

Group C: Distribution VS Product choice

H60 : There is no relationship between a number of store accepting debit card and buyer's
purchase decision for product choice of debit card

H6a: A number of store accepting debit card is associated with buyer's purchase decision
for product choice of debit card

Group D: Promotion VS Product choice

H70: There is no relationship between sales promotion and buyer's purchase decision for
product choice of debit card
H7 a: Sales promotion is associated with buyer's purchase decision for product choice of
debit card

H8 0 : There is no relationship between advertising and buyer's purchase decision for
product choice of debit card
H8a: Advertising is associated with buyer's purchase decision for product choice

Section 3: Concepts and Variables Operationalization

A concept is a generalized idea about a class of objects, attributes occurrences, or
processes. A concept must be made operational in order to be measured. An operational
definition gives meaning of a concept by specifying the activities or operations necessary
to measure it. The operational definition specifies what must be done to measure the
concept under investigation. Operational definitions help the researcher specify the rules
for assigning numbers. The values assigned in the measuring process can be manipulated
according to certain mathematical rules.

Once the variables of interest have been

identified and defined conceptually, a specific type of scale must be selected. This study
applies three types of scale: nominal, ordinal, and interval scale.
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The appropriate statistical procedure must be selected to analyze each scale.
Variables in each conjectured hypothesis are measured by one of her proposed scale.
Followed are details of variable measurement:
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Table 3.1: Operational Definition of Influencing Variables
Concept

Operational Definition

Level of

Definition

Measurement

•

Product:
Core level

Ordinal Level

Allowing user to buy goods or services by
using debit card instead of money

•

Allowing user to withdraw money from
worldwide available ATM when using debit
card

•

Providing safety in handling a large amount of
money for user

•

Product:
Actual level

Ordinal Level

The design of card: color, style, or showing
holder's photograph

•

The brand name of issuing banks that launch
debit card

I

•

Product:

t::

Augment level

~

The value added service excluding core and

Ordinal Level

actual benefit in using debit card involving

::i
I

telephone banking for serving customer

I

I

I~

I

•

convenience and satisfaction

l:=a

The value added service excluding core and
actual benefit in using debit card involving
emergency calling to assist user when facing

I

with problem

Price:

•

Entering fee

Price:

A number of

Ordinal Level

user

•

Annual fee

Distribution:

An amount paid for applying to be debit card

An amount paid yearly for using debit card

Ordinal Level

service

•

A number of retailing store that accept debit

Ordinal Level

card

store accepting
debit card
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Table 3.1: Continued
Operational Definition

Concept
Definition
Promotion:

Level of
Measurement

•

Sales promotion

Special purchase discount or other benefits

Ordinal Level

from using debit card such as discount coupon
when the card holder use at place that acquires
debit card such as restaurant, gas station, etc.

•

Special offering when applying the debit card
such as jointing fee and annual fee exemption

Promotion:

•

Advertising

The mass communication tools launched by

Ordinal Level

each issuer bank in order to motivate
consumers to apply its debit card member

Table 3.2: Operational Definition of Explained Variables
/
J

Operational Definition

Concept
Definition

Level of
Measurement

Product choice

The buyers purchase decision in term of

Ordinal Level

subscription to be the member of debit card
•

The buyers purchase decision in term of
suggestion to their friends

Questions related to operational definition of variables

I. Core level of debit card will be measured by index scale or a construct consisting of:
Q2. Debit card can serve me the convenience to buy goods or services instead
of money.
Q3. I can withdraw money from worldwide available A TM when using
debit card.
Q4. Debit card is safe for me.
Likert scale is employed with anchored point from I as strongly disagree to 5 as
strongly agree.
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2. Actual level of debit card will be measured by index scale or a construct consisting of:
Q5. The design of debit card (such as color, style, or showing holder's
photograph) is very stylist.
Q6. I trust the bank that issues debit card
Likert scale is employed with anchored point from 1 as strongly disagree to 5 as
strongly agree.

3. Augment level of debit card will be measured by index scale or a construct consisting
of:
Q7. I like telephone banking (the banking transaction services through telephone)
of debit card.
Q8. I like emergency call (the calling for users when facing with the problem in
using debit card) of debit card.
Likert scale is employed with anchored point from 1 as strongly disagree to 5 as
strongly agree.

4. Entering fee of debit card will be measured by a single statement:
Q9. The entering fee charge of debit card approximately 50-100 bath is not
expensive.
Likert scale is employed with anchored point from 1 as strongly disagree to 5 as
strongly agree.

5. Annual fee of debit card will be measured by a single statement:
QlO. The annual fee charge of debit card approximately 100-200 bath is not
expensive.
Likert scale is employed with anchored point from 1 as strongly disagree to 5 as
strongly agree.

6. A number of retailing store that accept debit card will be measured by a single
statement:

Q11. There are many shops or stores accept debit card.
Likert scale is employed with anchored point from 1 as strongly disagree to 5 as
strongly agree.
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7. Sales promotion of debit card will be measured by index scale or a construct
consisting of:

Ql2. Some shops or stores offer discount when using debit card
Q13. During promotion, I receive entering fee and annual fee charge exemption
when applying debit card.
Likert scale is employed with anchored point from 1 as strongly disagree to 5 as
strongly agree.

8. Advertising of debit card will be measured by a single question:
Q14. I had ever seen about debit card information through advertising media.
Likert scale is employed with anchored point from 1 as strongly disagree to 5 as
strongly agree.

9. Product choice of debit card will be measured by index scale or a construct consisting
of:

Q15. I am going to apply debit card.
Q16. I will recommend my friend to use debit card.
Likert scale is employed with anchored point from 1 as strongly disagree to 5 as
strongly agree.
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CHAPTER 4: RESEARCH METHODOLOGY

In this part of the study, the researcher will determine the research methodology in
order to collect information, which include technique, methods, sampling design, and
determining sampling size.

Section 1: Technique

To accomplish the research objective, surveys are used in order to collect primary
data for this study. Since surveys are those designs that usually, depend upon the use of
some sort of questionnaire for the primary purpose of describing and/or predicting some
phenomenon. This approach are also probably the most used types of design in business
research endeavors because they allow researchers to study and describe large
populations quickly at a relatively low cost. In addition, surveys are extremely versatile
in that they can be adapted to almost any research setting.

For secondary data collection is from several sources such as marketing magazine,
newspaper article, marketing and consumer behavior textbook.

Library sources of

marketing data include an array of publicly circulated materials such as government
document, research report and foreign journals.

Section 2: Methods

In this research, primary data was collected via structured interviews with selfadministered or closed-form questionnaires in Bangkok area where the ATM are located.
This approach is the most flexible method of data collection, easy to provide and interpret
by computer.

Self-administered questionnaire can be used to present questions and

record answers in quantitative field research surveys. It is also helpful in data collection
process because it can collect relevant data, make data comparable, minimize bias, and
motivate the respondent.

Due to limited time in distribution the questionnaires, the

researcher will target respondents to complete them and return to the researcher. In order
to reduce the error in completing the questionnaires, the researcher have pre-testing the
questions in questionnaires before data collecting procedure.
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Section 3: Sampling Desien

Sampling is a procedure using a small number of units of a given population as a
basis for drawing conclusions about the whole population. Sampling is often necessary
because it would be practically impossible to conduct a census to measure characteristics
of all elements of a population. Properly taken, samples lead to accurate portrayals of the
whole population.

Non-Probability Sampling

In this research, non-probability sampling is used because the probability of any
particular member of the population being chosen is unknown, non-zero probability.
Under non-probability sampling, the researcher does not need to closely adhere to precise
selection procedures to avoid arbitrary or biased selection of elements. Therefore, the
selection of element is carried out by the use of convenience sampling, from the
respondents who are opening the account in commercial bank in Bangkok areas of
Thailand.

This technique involves collecting information from members of the

population who are conveniently available to provide required information. It seems
simple and meets all necessary requirements of non-probability samples. Additionally, it
is possible to accomplish with a limited budget.

Target Population

Target population is the specific complete group relevant to the research project
(Zikmund, 1991 ). The target population of this research is the person who are above 15
years old and holding ATM card 1• This target population also agrees with the target group
of debit card users. As well as, they are the people who aware of the debit card. There is
no sampling frame for this study since there is no current and accurate lists of appropriate
individuals from where the target population is chosen.

As the target population is

individuals in this research, the sampling unit is the same as the population element.

1

Prachacharet Turakij Newspaper, May 24-26, 1999
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To ensure that information are collected from actual target population, it requires
the researcher collect only respondents who are using ATM service located around
Bangkok area during June, 2000.

Population Element

Population element is an object that possesses the information sought by the
researcher and about which inferences are to be made typically is the unit of analysis.
The population element in this research is the younger or the earlier year worker who just
graduated and holding ATM card as well as aging at least 15 years old. This population
element also close to the target group of debit card user.

Section 4:

Determinin~

Sample Size

In this research, the sample size estimates a population proportion and is
calculated from a convenience sampling. To calculate sample size, this research applies
Simple Random Sampling technique.

A minimum of 385 samples is required for

collecting the primary data via questionnaires for this study.

Pre-testing

The researcher pre-tested the data collection tool by distributing 40 copies of
questionnaires to the randomly selected respondents for testing. Mistakes were corrected
and adjusted in terms of sequencing, wording, and structuring; so that communication
between the researcher and the respondents were not be biased.

Data analysis technique

Once the necessary data are collected, the data are analyzed and summarized in a
readable and easily interpretable form. The Statistical Package for Social Science (SPSS)
is utilized to summarize the data where needed. Brivariate test method is used to find the
relationship between dependent-the buyer purchase decision and independent-the
marketing stimuli of the study.

All statistical manipulations of the data follows

commonly accepted research practices.

The form of data presentation from these
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procedures would also be presented in an easily interpretable format.

All statistical

procedures are performed by computer software package to ensure accuracy and to
minimize costs. After collecting the data from 385 copies of questionnaires, the data are
coded into the symbolic form that are used in SPSS software. The data are tabulated in
the form of simple tabulation and cross tabulation. Both forms of tabulations present the
descriptive statistic and hypothesis testing.

Descriptive statistics consist of the frequency, percentage in order to describe each
variables that are associated with consumer product and brand choices such as personal
data: gender, age, marital status, educational level, and personal income.

Hypothesis testing m order to explain the relationship between the studied
variable by using Brivariate test.

It is employed where the measured scale involves

ordinal level such as data using Likert scale.
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CHAPTER 5: DATA ANALYSIS

This chapter is emphasized on the analysis of the collected primary data from 385
questionnaires from the target respondents. The data analysis part can be divided into
two major sections.

Section 1: Descriptive Statistics

Descriptive statistics is a branch of statistics that provides researcher with
summary measures for the data in their samples. The objective of descriptive statistics is
to provide summary measures of the data contained in all the elements of a sample
(Kinnear, 1991 ). Descriptive analysis refers to the transformation of the raw data into a
form that will make them easy to understand and interpret.

Describing responses or

observations is typically the first form of analysis, which is commonly done by
calculating averages, frequency distributions, and percentage distributions (Zikmund,
1994).

In this research, descriptive statistics is divided into 2 parts as follow:
1. Respondents analysis consists of all personal information which are:

•
•
•
•
•
•

gender
age
educational level
marital status

"

C

1

~v ot ~~

~i?v1at1~"'i\\I

*

occupation
average monthly income

2. Frequency analysis results of independent and dependent variables:
Independent variable:

•

buying convenience

•

ATM convenience

•

safety

•

design

•

brand

•

telephone banking
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•
•
•
•
•
•
•

emergency calling
entering fee charge
annual fee charge
number of store accepting debit card
offering discount
fee charge exemption
advertising

Dependent variable:
•

applying debit card

•

using suggestion

Respondent analysis

Gender

Table 5.1: Gender
Gender

Frequency
Female

200

Total

385

Percent
51.9 .
100.0

Valid
Percent
51.9

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

Table 5 J shows the gender of the respondents of this research. It is composed of
200 female respondents and 185 male respondents or 51.9% and 48.1 % respectively.
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Age

Table 5.2: Age
Age

va11a

Less man

Valid
Percent

Percent

Frequency

Cumulative
Percent

I~

4.~

20 to 25

123

26 to 30

123

31 to 35

68

35 to 40

34

8.8

8.8

95.3

More than 40

18

4.7

4.7

100.0

385

100.0

100.0

LU

Total

4.~

4.~

31.9

31.9

36.9

31.9

31.9

68.8

17.7

17.7

86.5

Source: Survey data gathered on July 1-15, 2000

Table 5.2 shows the age group of the respondents who answered the
questionnaires. The majority of the respondents of this research compose of two groups
of 123 respondents who are in between 20-25 and 26-30 years counted for 31. 9%. While
68 respondents who are between 31-3 5 years counted for 17. 7%, and 34 respondents who
are between 35-40 years counted for 8.8 %, 19 respondents who are aging less than 20
years counted for 4.9%, and 18 respondents who are above 40 counted for 4.7%.

Educational level

Table 5.3: Educational level

(

1

~...,

Educational level

Frequency
va1la

r.:1ememary
Secondary or equivalent
Bachelor degree or equivalent
Master degree or higher
Total

Percent

4

1.U

Valid
Percent

Cumulative
Percent

1.U

1.U

21.0

77

20.0

20.0

251

65.2

65.2

86.2

53

13.8

13.8

100.0

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

From Table 5.3, the majority group of respondent's education is bachelor degree
or equivalent counted for 65 .2% or 251 respondents, while the other groups of the
respondent's education are secondary or equivalent counted for 20% or 77 respondents,
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and master degree or higher counted for 13.8% or 53 respondents. While the minority
group ofrespondent's education is elementary counted for I% or 4 respondents.

Marital status

Table 5.4: Marital status
Marital status

Frequency
va110

Valid
Percent

Percent

Cumulative
Percent

:-.mg1e

Loll

b':l.b

b':l.b

Married

115

29.9

29.9

99.5

2

.5

.5

100.0

385

100.0

100.0

Others
Total

b':l.b

Source: Survey data gathered on July 1-15, 2000

Table 5.4 shows the marital status of the respondents. It is composed of 268
single respondents, the majority group who complete the questionnaires counted as
69.6%, 115 married respondents counted for 29.9%. The rest 2 respondents or 0.5% are
the others.

Occupation

Table 5.5: Occupation
Occupation

Percent

Frequency
va11a

r:msmess emp1oyee

Valid
Percent

Cumulative
Percent

IL.':>

IL.':>

IL.)

Owner

12

3.1

3.1

75.6

Government/state enterprise officer

14

3.6

3.6

79.2

Student

75

19.5

19.5

98.7
100.0

Others
Total

Ll':I

5

1.3

1.3

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

From Table 5.5, the majority of respondents' occupation is business employee
counted for 72.5% or 279 respondents.

While the other groups of respondents'

occupation are student counted for 19.5% or 75 respondents, government/state enterprise
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officer counted for 3.6% or 14 respondents, owner counted for 3.1 % or 12 respondents,
and others counted for 1.3% or 5 respondents.

Average monthly income

Table 5.6: Average monthly income
Average monthly income

Frequency
5,001to10.000 Baht

Percent

Valid
Percent

Cumulative
Percent

112

29.1

29.1

35.8

I 0.001 to 15 ,000 Bahl

97

25.2

25.2

61.0

15 ,001to20.000 Baht

78

20.3

20.3

81.3
100.0

Above 20.000 Baht
Total

72

18.7

18.7

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

~

From Table 5.6, the majority of respondents' income is between 5,001 to 10,000
Baht counted for 29 .1 % or 112 respondents. Whereas the other groups of respondents'
income are between 10,001to15,000 Baht counted for 25.2% or 97 respondents, between
15,001 to 20,000 Baht counted for 20.3% or 78 respondents, above 20,000 Baht per
month counted for 18.7% or 72 respondents, and below 5,000 Baht counted for 6.8% or
26 respondents.
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Frequency analysis of independent and dependent variables

Breakdown of buying convenience

Table 5.7: buying convenience
Serving convenience of debit card to buy goods and services instead of money

Frequency
va11u

"'rong1y utsagree

Valid
Percent

Percent

Cumulative
Percent

4

l.U

l.U

l.U

Disagree

30

7.8

7.8

8.8

Neither Agree nor Disagree

64

16.6

16.6

25.5

53.2

53.2

78.7
100.0

Agree

205

Strongly Agree
Total

82

21.3

21.3

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

Regarding buying convenience, the majority of respondents agree that debit card
can serve buying convenience to customer counted for 53.2% or 205 persons. While
21.3% ofrespondents strongly agree with a particular statement; 16.6% of respondent are
not sure whether to agree or disagree with the particular statement: 7 .8% of respondent do
not agree with this statement, and the minority of respondent (1.0%) strongly disagree
with this statement.

Breakdown ofATM convenience

Table 5.8: A TM convenience
Withdrawing money from worldwide available ATM by debit card

Frequency
va11u

,..,,rung1y u1sagree
Disagree

Percent

Valid
Percent

Cumulative
Percent

0

1.0

1.0

1.0

24

6.2

6.2

7.8

Neither Agree nor Disagree

145

37 .7

37.7

45 .5

Agree

138

35.8

35.8

81.3
100.0

Strongly Agree
Total

72

18.7

18.7

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000
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From Table 5.8, the majority of respondents neither agree nor disagree that they
can withdraw money from worldwide available ATM by suing debit card counted for
37.7%.

While 35.8% of respondents agree with particular statement, 18.7% of

respondents strongly agree with particular statement, 6.2% of respondents do not agree
with particular statement, and 1.6% of respondents strongly disagree with the particular
statement.

Breakdown of safety

Table 5.9: Safety
Safety for debit card user

Frequency
Disagree
Neither Agree nor Disagree
Agree
Strongly Agree
Total

13
44
163
164
385

Percent
3.4
11.4
42.3
42.6
100.0

Source: Survey data gathered on July 1-15, 2000

Valid
Percent
3.4
11.4
42.3
42.6
100.0

-

Cumulative
Percent
3.6
15 . 1
57.4
100.0

r-

From Table 5.9, the respondents who strongly agree and agree that debit cards is
safe for users are quite equally and to be the majority of respondents counted for 42.6%
and 42.3% respectively. While 11.4% of respondents neither agree nor disagree with the
statement, 3.4% of respondents do not agree with the particular statement, and 0.3% of
respondents, the minority group, strongly disagree with the particular statement.
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Breakdown of design

Table 5.10: Design
Sty Iish design of debit card

Frequency
va11u

;:,1rong1y u1sagree

Cumulative
Percent

Valid
Percent

Percent

'I

J.U

J.U

J.U

23

6.0

6.0

7.0

Neither Agree nor Disagree

107

27.8

27.8

34.8

Agree

187

48.6

48.6

83.4

64

16.6

16.6

100.0

385

100.0

100.0

Disagree

Strongly Agree
Total

Source: Survey data gathered on July 1-15, 2000

From Table 5.10, the majority of respondents counted for 48.6% that the debit
card design is very stylist agree. While 27.8% of respondents neither agree nor disagree
with the statement, I 6.6% of respondents agree with the statement, 6% of respondents do
not agree with the statement, and I% of respondents, the minority group, strongly
disagree with the particular statement.

Breakdown of brand

Table 5.11: Brand

~

Trustfulness of issuer bank

.,.
Frequency
vallu

;:,1rong1y u1sagree
Disagree

Valid
Percent

Percent
I

10

*
Cumulative
Percent

.J

.J

.J

2.6

2.6

2.9
31.9

Neither Agree nor Disagree

112

29.1

29.1

Agree

185

48.1

48.1

80.0

77

20.0

20.0

100.0

385

100.0

100.0

Strongly Agree
Total

Source: Survey data gathered on July I-15, 2000

Table 5. I I reveals the result of statement about the brand name of the issuer bank.
A substantial number of the respondents counted for 48. I% agree with the particular
statement. While 29. I% of the respondents neither agree nor disagree with the statement,
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20% of respondents strongly agree with the statement, 2.6% of respondents do not agree
with the statement, and only 0.3% of the respondent strongly disagree with this statement.

Breakdown of telephone banking

Table 5.12: Telephone banking
Preferable for telephone banking of debit card

Disagree

7.0

27

Cumulative
Percent

Valid
Percent

Percent

Frequency

7.0

8.1

Neither Agree nor Disagree

134

34.8

34.8

42.9

Agree

175

45.5

45.5

88.3
100.0

Strongly Agree
Total

45

11.7

11.7

385

100.0

100.0

~

Source: Survey data gathered on July 1-15, 2000

Table 5 .12 reveals the result of statement about the preferable for telephone
banking of debit card. A substantial number of the respondents counted for 45.5% agree
with the particular statement. While 34.8% of the respondents neither agree nor disagree,
11 .7% of respondents strongly agree, 7% of respondents do not agree, and only 1.0% of
the respondent strongly disagree with this statement.

Breakdown of emergency call

?

~CE

~~

969 ot

~,,,!11&il~-i\~

*

Table 5.13: Emergency call
Preferable for emergency call of debit card

Frequency
va11a

~1rong1y

u1sagree

Disagree
Neither Agree nor Disagree
Agree
Strongly Agree
Total

Valid
Percent

Percent
.II

.IS

.II

4.7
22.9

4.7
22.9

5.5
28.3

46.0

46.0

74.3

25.7

25.7

100 .0

100.0

100.0

j

18
88
177
99
385

Cumulative
Percent

Source: Survey data gathered on July 1-15, 2000

Table 5.13 reveals the result of statement about the preferable for emergency call
of debit card. A substantial number of the respondents (45.0%) agree with the particular
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statement. While 25. 7% of the respondents strongly agree, 22. 9% of respondents neither
agree nor disagree, 4.7% of respondents do not agree, and only 0.8% of the respondent
strongly disagree with this statement.

Breakdown of entering fee charge

Table 5.14: Entering fee charge
Applicable expenditure for entering fee charge of debit card

Frequency

Percent

Valid
Percent

Cumulative
Percent

Disagree

53

13.8

13.8

18.2

Neither Agree nor Disagree

56

14.5

14.5

32.7

Agree
Strongl y Agree
Total

179

46.5

46.5

79.2

80

20.8

20.8

100.0

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

,A

Table 5.14 reveals the result of statement about the appropriate of entering fee of
debit card. A substantial number of the respondents (46.5%) agree with the particular
statement. While 20.8% of the respondents strongly agree, 14.5% of respondents neither
agree nor disagree, 13.8% of respondents do not agree, and only 4.4% of the respondent
strongly disagree with this statement.

Breakdown of annual fee charge

Table 5.15: Annual fee charge
Applicable expenditure for annual fee charge of debit card

Frequency
va11a

Percent

Valid
Percent

Cumulative
Percent

;-,1rong1y UJsagree

Ob

Ii.I

Ii.I

Ii.I

Disagree

73

19.0

19.0

36.1

Neither Agree nor Disagree

96

24.9

24.9

61.0

115

29.9

29.9

90.9

35

9.1

9.1

100.0

385

IOO.O

100.0

Agree
Strongly Agree
Total

Source: Survey data gathered on July 1-15, 2000
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Table 5 .15 reveals the result of statement about the appropriate of annual fee of
debit card. A substantial number of the respondents counted for 29.9% agree with the
particular statement. While 24.9% of the respondents neither agree nor disagree, 19% of
respondents do not agree, 17 .1 % of respondents strongly disagree, and only 9 .1 % of the
respondents strongly agree with this statement.

Breakdown of number of store accepting debit card

Table 5.16: Number of store accepting debit card
Plentiful acceptable stores for debit card
Valid

Disagree

Cumulative
Percent

47

12.2

12.2

17.1

Neither Agree nor Disagree

151

39.2

39.2

56.4

Agree

113

29.4

29.4

85.7
100.0

Strongly Agree
Total

55

14.3

14.3

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

-

Table 5.15 reveals the result of statement about a number of store accepting debit
card.

A substantial number of the respondents counted for 39.2% neither agree nor

disagree with the particular statement. While 29.4% of the respondents agree, 14.3% of
respondents strongly agree, 12.2% of respondents do not agree, and only 4.9% of the
respondent strongly disagree with this statement.
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Breakdown of offering discount

Table 5.17: Offering discount
Offering discount when using debit card from stores

Frequency
va110

Valid
Percent

Percent

Cumulative
Percent

11crong1y u1sagree

11

L':J

l..':J

L':J

Disagree

27

7.0

7.0

9.9

Neither Agree nor Di sagree

143

37 .1

37.1

47.0

Agree

137

35 .6

35 .6

82.6
100.0

Strongly Agree
Total

67

17.4

17.4

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

Table 5.17 reveals the result of statement about offering discount when using
debit card at stores. A substantial number of the respondents counted for 37 .1 % neither
agree nor disagree with the particular statement. While 35.6% of the respondents agree,
17.4% of respondents strongly agree, 7% of respondents do not agree, and only 2.9% of
the respondent strongly disagree with this statement.

Breakdown offee charge exemption

Table 5.18: Fee charge exemption
Exemption for entering fee and annual fee charge during promotion
-

Frequency
vallu

~·rong1y

u1sagree

Disagree
Neither Agree nor Disagree

Valid
Percent

Percent

Cumulative
Percent

I

,j

.J

.J

9

2.3

2.3

2.6

94

24.4

24.4

27.0

Agree

163

42.3

42.3

69.4

Strongly Agree

I 18

30.6

30.6

100.0

Total

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

Table 5 .18 reveals the result of statement about exemption for entering fee and
annual fee charge during promotion. A substantial number of the respondents (42.3%)
agree with the particular statement.

While 30.6% of the respondents strongly agree,
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24.4% of respondents neither agree nor disagree, 2.3% of respondents do not agree, and
only 0.3% of the respondent strongly disagree with this statement.

Breakdown of advertising

Table 5.19: Advertising
Receiving debit card information from advertising media
Valid
Percent

Percent
Disagree
Neither Agree nor Disagree
Agree
Strongly Agree

31

8.1

8.1

77

20.0

20.0

31.9

203

52.7

52.7

84.7

15.3

15.3

100.0

100.0

100.0

59

Total

Cumulative
Percent

385

I

11.9

~

Source: Survey data gathered on July 1-15, 2000

From Table 5.19, over half of respondents (52.7%) agree that they used to receive
debit card information from advertising media. While 20% of respondent neither agree
nor disagree, 15.3% of respondents strongly agree, 8.1 % of respondents do not agree, and
3.9% of respondents strongly disagree with particular statement.

Breakdown of applying debit card

Table 5.20: Applying debit card
Desire for applying debit card user

Frequency
va11a

Percent

Valid
Percent

Cumulative
Percent

:-.uong1y u1sagree

II

4.4

4.4

4.4

Disagree

29

7.5

7.5

11.9

Neither Agree nor Disagree

129

33.5

33.5

45.5

Agree

146

37.9

37.9

83.4
100.0

Strongly Agree
Total

64

16.6

16.6

385

100.0

100.0

Source: Survey data gathered on July 1-15, 2000

From Table 5.20, the applying debit card is highlighted by 37.9% of respondents
who agree to apply debit card, 33.5% of respondents who express doubts about the
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applying, I 6.6%of respondents who strongly agree, 7.5% of respondents who do not
agree to apply debit card, and a minority group of respondents counted for 4.4% denies
the applying.

Breakdown of using suggestion

Table 5.21: Using suggestion
Willing to recommend friend for using debit card
Valid
Frequency
Disagree

Cumulative
Percent

Percent

34

8.8

8.8

11.7

Neither Agree nor Disagree

147

38.2

38.2

49 .9

Agree

143

37.1

37.1

87.0

13.0

13.0

100.0

100.0

100.0

Strongly Agree
Total

50
385

I

Source: Survey data gathered on July 1-15, 2000

,A

Table 5.21 reveals the result of statement about the willing to recommend their
friend for using debit card. A majority of respondents counted for 38.2% of respondents
neither agree nor disagree to recommend their friend to subscribe to be the debit card
membership.

While 13% respondents strongly agree with the statement, 8.8% of

respondents do not agree with the statement, and only 2.9% of respondents strongly
disagree to recommend their friends.

Section 2: Inferential Statistics

Inferential statistics 1s a branch of statistics that allows researchers to make
judgements about the whole respondents based upon the results generated by samples.
Davis (1996) says if a random probability sample is taken from respondents, it may
conclude that the sample is somewhat representative of the respondents in all respects.
This characteristic is fundamental to the study of inferential statistics, or the science of
estimating respondents parameters from sample statistics. Inferential statistics enable a
researcher to perform the much needed statistical test of hypothesis in the statistic
business research.
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Hypothesis testing

Hypothesizes are conjectural statements of the relationship between two or more
variables that carry clear implications for testing the stated relations. Hypothesizes are
tentative statements that are considered to be plausible given the available information
(Cooper and Emury, 1995). Hypothesis statements are operationalized into two logical
statement i.e. true and false statement or Null Hypothesis State (H0 ) and Alternative
Hypothesis State (Ha).

Measure of association

Association between marketing stimuli (independent variables) and product
choice (dependent variable) is proven. After summarizing the collected data through
procedures in SPSS; step the researcher must next examine a hypothesis by using
correlation. The Bivariate correlation test is employed to find out the association between
two variables. Bivariate linear regression investigates a straight-line relationship between
one dependent variable and one independent variable.
techniques can apply the measure of association.

Many Bivariate statistical

Researchers select the appropriate

technique on the basis of each variable's scale of measurement. For ordinal variables,
which consideration of the kind of relationships that may exist between two ordinal
variables leads to the notion of direction of relationship and to the concept of correlation,
rank correlation coefficient or Spearman is used. We shall denoted an estimate of the
Spearman coefficient by rs and the corresponding respondents value by p5 •

In this

research, the null hypothesis is set as "There is no association between independent
variable and dependent variable" and the alternative hypothesis is set as "Independent
variable is associated with dependent variable." In this case, the null hypothesis is H0 : Ps

= 0 while Ha: Ps -f:. 0.
The Spearman's rank correlation coefficient is a non-parametric test used to
measure the strength of association between two variables when both variables are
measured on an ordinal scale. The rank simply indicate order of preference expressed by
two assessors for a group of objects. The rank may be derived from primary data or may
be derived from continuous measurements like the scale of measurement in this research.
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The Spearman' s rank correlation, symbolized as rs is represented by the computational
formula mentioned below:

6T

rs

1- - - - - - -

n(n2 - 1)

= 'Liri - si)2, i.e. Tis the sum of the squares of the difference between ranks for
each pair, n = the number of pairs. With perfect matching of ranks T = 0, so rs = 1. If
where T

there is a complete reversal of ranks, tedious elementary algebra established that rs = -1.

If there is no correlation between ranks it can be show that E(T) = n( n2

-

1)/6, so that rs

has expectation zero.

The another technique of Bivariate statistical test that can use for measuring the
relationships between pairs of ordinal variables is Kendell's tau-b.

Both techniques

provide the similar result of hypotheses testing; however, correlation coefficient values of
the Spearman's rank correlation are larger than Kendell's tau-b. The researcher provides
testing hypothesis by using Kendell"s tau-b in appendices as well.

The correlation coefficient, a statistical measure of association between two
variables ranges from r = + 1.0 for a perfect positive correlation to r = -1.0 for a perfect
negative correlation. No correlation is indicated by r = 0. Norusis (1997) mentioned that
in general, measures of association range in absolute value from 0 to 1.

If the two

variables are measured on an ordinal scale, a positive sign tells you that the values of the
two variables increase together, while a negative sign tells you that as the values of one
variable increase, the values of the other variable decrease. The larger the absolute value
of the measure, the stronger the relationship between the two variables. Kinnear ( 1991)
said that if r is bigger than 0.8 (the sign of relationship is ignored), the relationship
between the variables is very strong. If r is between 0.4 and 0.8, the relationship is a
moderate to strong one; and if r is less than 0.4, the relationship is a weak one.
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Significant level

A standard level of significance is established as a benchmark with critical value
of the statistic; then, the value of the statistic is calculated to see whether it meets that
level. If the calculated value of the statistic exceeds the critical value, the result being
tested is said to be statistically significant at the level Generally the symbol H0 is null
hypothesis and the symbol Ha is the alternative hypothesis. The purpose of hypothesis
testing is to determine which one of the two hypotheses is accepted. In this research, twotailed test is employed because the direction of association cannot be determined in
advance.

Correlation coefficient significant at 0.05 confidence level is used in this

research. It is identified with a single asterisk, and those significant at the 0.01 level are
identified with two asterisks in case of there being more relations.

Reliability test

Reliability refers to the consistency and stability of a score from a measurement
scale. In this research, several questions are index scales, so it is necessary to test them to
know the reproducibility of the scale result before hypothesis testing measured by
Cronbach's alpha. If the grouped construct shows the alpha value of 0.8 and up, it is
significantly reliable. However, even though, the alpha value is between 0.6 and 0.8, it is
still reliable. In any circumstance, each item-total correlation must show the item value
of not less than 0.3; otherwise, the entire construct is, to some extent, not collectively
reliable. The result ofreliability test of index scale is shown in Table 5.22.
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Table 5.22: The value of reliability analysis
Independent

Item-total

Variables

correlation

Cronbach's a

I. Buying convenience

.4438

.6171

2. A TM convenience

.3927

3. Safety

.4452

I. Design

.4032

2. Brand

.4032

I. Telephone banking

.6529

2. Emergency call

.6529

Determinants

Core product

Actual product

Augment product

Sales promotion

I. Discount

2. Exemption fee
Product choice

.5732

.7896

.3654
u,

I. Applying

/J

.3654
.7519
.7519

2. Suggest friend

.5308

.8570

.

,.,~.

Source: Surve y data g athered on Jul y 1-15 2000

From Table 5.22, based on the Cronbach's alpha value, most of the variables are
more than 0.6, which indicates a relatively reliability with the exception of two sets of
variable, which are actual product variable and sales promotion variable, which averages
about 0.552, which is quite moderately reliable.

In conclusion, the overall sets of

variables are reliable indicators to measure the marketing factors that influence
consumer's product choice.

Hypothesis 1: Core level product and product choice

The first hypothesis is conjectured to test the relationship of core level product
with buyer's purchase decision for product choice. For this hypothesis, the Bivariate test
is applied to test the association between two variables. The result is shown in Table
5.23.
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Table 5.23: Nonparametric correlation between core level product and
consumer's product choice
Correlations
Product
choice
:-.pearman s mo

l'rOOUCl

choice

Lorre1auon
Coefficient

1.000

Sig. (2-tailed)

Cure
product

Core
product

.555*
.000

N

385

385

corre1at1on
Coefficient

.555*

1.000

Sig. (2-tailed)

.000

N

385

385

•• · Correlation is significant at the .0 I level (2-tailed).
Source: Survey data gathered on July 1-15, 2000

Hl0: There is no relationship between core level product and buyer's purchase

decision for product choice of debit card.
Hla: Core level product is associated with buyer's purchase decision for product

choice of debit card.
Or in statistical term, it is stated as:
Hlo: Ps=O
Hla: Ps =f:. 0, at 95% level of significance (a= 0.05)

Significant level (2-tailed test): The Bivariate test shows the significant level at 0.000,

which is less than 0.05, it means H1 0 is to be rejected and Hla is to be accepted.

The result from the test confirms the hypothesis's statement H 1a which means
core level product is associated with buyer's purchase decision for product choice. The
sign "**" shows the correlation is significant at 0.01 level or 99% of confidence level
under two-tailed test, which means the result will create 1% error by change.

The correlation coefficient value of 0.555 can be explained that there is a
moderate positive relationship between these two variables. Meaning that if core level
product increase, buyer's purchase decision for product choice also increases.

The

reliability test of index scale of "core level product" illustrates that Cronbach's alpha
value is equal to 0.6171, which is relatively reliable.
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Hypothesis 2: Actual level product and product choice

The second hypothesis is conjectured to test the relationship of actual level
product with buyer's purchase decision for product choice.

For this hypothesis, the

Bivariate test is applied to test the association between two variables. The result is shown
in Table 5.24.

Table 5.24: Nonparametric correlation between actual level product and
consumer's product choice
Correlations
Product
choice
pearman s r o

ro UC
choice

1.000
Sig. (2-tailed)

ctua
product

Actual
product

.343*
.000

N

385

385

orre at1on
Coefficient

.343*

1.000

Sig. (2-tailed)

.000

N

385

385

Correlation is significant at the .01 level (2-tailed).

Source: Survey data gathered on July 1-15, 2000

H2 0 : There is no relationship between actual level product and buyer's purchase
decision for product choice of debit card.

H2a: Actual level product is associated with buyer's purchase decision for product
choice of debit card.
Or in statistical term, it is stated as:

H2o: Ps = 0
H2a: Psi- 0, at 95% level of significance ( a = 0.05)

Significant level (2-tailed test): The Bivariate test shows the significant level at 0.000,
which is less than 0.05, it means H2 0 is to be rejected and H2a is to be accepted.

The result from the test confirms the hypothesis's statement H2a which means
actual level product is associated with buyer's purchase decision for product choice. The
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sign "**" shows the correlation is significant at 0.01 level or 99% of confidence level
under two-tailed test, which means the result will create 1% error by change.

The correlation coefficient value of 0.343 can be explained that there is a little bit
weak positive relationship between these two variables.

Meaning that if actual level

product increase, buyer's purchase decision for product choice also increases.

The

reliability test of index scale of "actual level product" illustrates that Cronbach' s alpha
value is equal to 0.5732, which is relatively reliable.

Hypothesis 3: Augment level product and product choice

The third hypothesis is conjectured to test the relationship of augment level
product with buyer's purchase decision for product choice.

For this hypothesis, the

Bivariate test is applied to test the association between two variables. The result is shown
in Table 5.25.

Table 5.25: Nonparametric correlation between augment level product and
consumer's product choice
Correlations
Product
choice
pearman s r o

ro UC
choice

orre a ton
Coetlicient

1.000

Augment
product

.375*
.000

ugment
product

385

385

.375*

1.000

Sig. (2-tailed)

.000

N

385

385

•• · Correlation is significant at the .0 1 level (2-tailed) .
Source: Survey data gathered on July 1-15, 2000

H3 0 : There is no relationship between augment level product and buyer's purchase
decision for product choice of debit card.

H3a: Augment level product is associated with buyer's purchase decision for product
choice of debit card.
Or in statistical term, it is stated as:
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H3o: Ps = 0
H3a: Ps i- 0, at 95% level of significance ( a = 0.05)

Significant level (2-tailed test): The Bivariate test shows the significant level at 0.000,

which is less than 0.05, it means H3 0 is to be rejected and H3a is to be accepted.

The result from the test confirms the hypothesis's statement H3a which means
augment level product is associated with buyer's purchase decision for product choice.
The sign"**" shows the correlation is significant at 0.01 level or 99% of confidence level
under two-tailed test, which means the result will create 1% error by change.

The correlation coefficient value of 0.375 can be explained that there is a little bit
weak positive relationship between these two variables. Meaning that if augment level
product increase, buyer's purchase decision for product choice also increases.

The

reliability test of index scale of "augment level product" illustrates that Cronbach's alpha
value is equal to 0.7896, which is quite high reliable.

Hypothesis 4: Entering fee and product choice

The fourth hypothesis is conjectured to test the relationship of entering fee with
buyer's purchase decision for product choice. For this hypothesis, the Bivariate test is
applied to test the association between two variables. The result is shown in Table 5.26.
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Table 5.26: Nonparametric correlation between entering fee and
consumer's product choice
Correlations
Applicable
entering tee
charge of debit
card

Product
choice
.-.pearman s rno

rrouuc1 cno1ce

~orre1auon

1.000

Coefficient

.162*

Sig. (2-tailed)

Appl 1cable entering tee
charge of debit card

••

.00 1

N

385

385

Correlation
Coefficient

. 162*

1.000

Sig. (2-tailed)

.001

N

385

385

Correlation is significant at the .0 I level (2-tailed).

Source: Survey data gathered on July 1-15, 2000

H4 0 :

There is no relationship between entering fee and buyer's purchase
decision for product choice of debit card.

H4a :

Entering fee is associated with buyer's purchase decision for product
choice of debit card.

Or in statistical term, it is stated as:
H4o: Ps

=0

H4a : Ps

f:. 0, at 95% level of significance ( a == 0.05)

*

Significant level (2-tailed test): The Bivariate test shows the significant level at 0.001 ,
which is less than 0.05, it means

H4 0

is to be rejected and

H4a

is to be accepted.

The result from the test confirms the hypothesis's statement

H4a

which means

entering fee is associated with buyer's purchase decision for product choice. The sign
"**" shows the correlation is significant at 0.01 level or 99% of confidence level under

two-tailed test, which means the result will create 1% error by change.

The correlation coefficient value of 0.162 can be explained that there is a weak
positive relationship between these two variables. Meaning that if entering fee increase,
buyer's purchase decision for product choice also increases but not so much.
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Hypothesis 5: Annual fee and product choice

The fifth hypothesis is conjectured to test the relationship of annual fee with
buyer's purchase decision for product choice. For this hypothesis, the Bivariate test is
applied to test the association between two variables. The result is shown in Table 5.27.

Table 5.27: Nonparametric correlation between annual fee and
consumer's product choice
Correlations

Product
choice
pearman s r o

1.000
Sig. (2-tailed)

•• ·

Applicable
annual fee
charge of
debit card

.179*
.000

N

385

385

orre atmn
Coefficient

.179*

l.000

Sig. (2-tailed)

.000

N

385

385

Correlation is significant at the .01 level (2-tailed).

Source: Survey data gathered on July 1-15, 2000

H5 0 : There is no relationship between annual fee and buyer's purchase decision for
product choice of debit card.

H5 3 : Annual fee is associated with buyer's purchase decision for product choice of
debit card.
Or in statistical term, it is stated as:

H5o: Ps = 0
H5a: Ps -:f. 0, at 95% level of significance (a= 0.05)

Significant level (2-tailed test): The Bivariate test shows the significant level at 0.000,

which is less than 0.05, it means H5 0 is to be rejected and H5a is to be accepted.

The result from the test confirms the hypothesis's statement H5a which means
annual fee is associated with buyer's purchase decision for product choice. The sign"**"
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shows the correlation is significant at 0.01 level or 99% of confidence level under twotailed test, which means the result will create 1% error by change.

The correlation coefficient value of 0.179 can be explained that there is a weak
positive relationship between these two variables. Meaning that if annual fee increase,
buyer's purchase decision for product choice also increases but not so much.

Hypothesis 6: Number of store accepting debit card and product choice

The sixth hypothesis is conjectured to test the relationship of number of store
accepting debit card with buyer's purchase decision for product choice.

For this

hypothesis, the Bivariate test is applied to test the association between two variables. The
result is shown in Table 5.28.

Table 5.28: Nonparametric correlation between number of store accepting
debit card and consumer's product choice
Correlations

-

~

Product
choice
, pearman s r o

orre a ion
Coefficient

ro uc c 101ce

Plentiful
acceptable
stores for debit
card

1.000

.463*

Sig. (2-tailed)

** ·

.000

N

385

385

orre at1on
Coetlicient

.463*

1.000

Sig. (2-tailed)

.000

N

385

385

Correlation is significant at the .0 1 level (2-tailed).

Source: Survey data gathered on July 1-15, 2000

H6 0 : There is no relationship between a number of store accepting debit card and
buyer's purchase decision for product choice of debit card.

H6a: A number of store accepting debit card is associated with buyer's purchase
decision for product choice of debit card.
Or in statistical term, it is stated as:
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H6o: Ps

=0

H6a: Ps -j:. 0, at 95% level of significance ( a= 0.05)

Significant level (2-tailed test): The Bivariate test shows the significant level at 0.000,

which is less than 0.05, it means H6 0 is to be rejected and H6a is to be accepted.

The result from the test confirms the hypothesis's statement H6a which means
number of store accepting debit card is associated with buyer's purchase decision for
product choice. The sign"**" shows the correlation is significant at 0.01 level or 99% of
confidence level under two-tailed test, which means the result will create 1% error by
change.

The correlation coefficient value of 0.463 can be explained that there is a
moderate positive relationship between these two variables. Meaning that if number of
store accepting debit card increase, buyer's purchase decision for product choice also
increases.

Hypothesis 7: Sales promotion and product choice

The seventh hypothesis is conjectured to test the relationship of sales promotion
with buyer's purchase decision for product choice. For this hypothesis, the Bivariate test
is applied to test the association between two variables. The result is shown in Table
5.29.
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Table 5.29: Nonparametric correlation between sales promotion and
consumer's product choice
Correlations
Product
choice
.:>pearman s rno

rroOUCl
choice

Lorre1a,mn
Coetlicient

Sales
promotion

1.000

.392*

Sig. (2-tailed)
Mies
promotion

.000

N

385

385

correlation
Coefficient

.392*

1.000

Sig. (2-tailed)

.000

N

385

385

•• · Correlation is significant at the .0 1 level (2-tailed).
Source: Survey data gathered on July 1-15, 2000

H7 0 :

There is no relationship between sales promotion and buyer's purchase decision
for product choice of debit card.

H7a :

Sales promotion is associated with buyer's purchase decision for product choice
of debit card.

Or in statistical term, it is stated as:
H7o:ps=O
H7 a:

Ps -:f. 0, at 95% level of significance ( a = 0.05)

Significant level (2-tailed test): The Bivariate test shows the significant level at 0.000,

which is less than 0.05, it means H7 0 is to be rejected and

H7a

is to be accepted.

The result from the test confirms the hypothesis's statement

H7 a

which means

sales promotion is associated with buyer's purchase decision for product choice. The sign
"**" shows the correlation is significant at 0.01 level or 99% of confidence level under

two-tailed test, which means the result will create 1% error by change.

The correlation coefficient value of 0.392 can be explained that there is a
moderate positive relationship between these two variables.

Meaning that if sales

promotion increase, buyer's purchase decision for product choice also increases. The
reliability test of index scale of "sales promotion" illustrates that Cronbach's alpha value
is equal to 0.5308, which is relatively reliable.
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Hypothesis 8: Advertising and product choice

The eighth hypothesis is conjectured to test the relationship of advertising with
buyer's purchase decision for product choice. For this hypothesis, the Bivariate test is
applied to test the association between two variables. The result is shown in Table 5.30.

Table 5.30: Nonparametric correlation between advertising and
consumer's product choice
Correlations

"ERS
p

rman s r o

ro uc c otce

y

orre a ton
Coefficient

Product
choice

Receiving debit
card
information
from
advertising
media

1.000

Sig. (2-tailed)

advertising media

•• ·

.474*
.000

N

385

385

orre at1on
Coefficient

.474*

1.000

Sig. (2-tailed)

.000

N

385

385

Correlation is significant at the .0 I level (2-tailed).

Source: Survey data gathered on July 1-15, 2000

H80: There is no relationship between advertising and buyer's purchase decision for
product choice of debit card.

H8a: Advertising is associated with buyer's purchase decision for product choice.
Or in statistical term, it is stated as:

H8o: Ps = 0
H8a: Ps # 0, at 95% level of significance (a= 0.05)

Significant level (2-tailed test): The Bivariate test shows the significant level at 0.000,
which is less than 0.05, it means H8 0 is to be rejected and H8a is to be accepted.

The result from the test confirms the hypothesis's statement H8a which means
advertising is associated with buyer's purchase decision for product choice. The sign

65

Marketing factors explaining consumer's purchase decision in debit card business
Data Anal sis

"* *" shows the correlation is significant at 0. 01 level or 99% of confidence level under

two-tailed test, which means the result will create I% error by change.

The correlation coefficient value of 0.474 can be explained that there is a
moderate positive relationship between these two variables. Meaning that if advertising
increase, buyer's purchase decision for product choice also increases.
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CHAPTER 6: CONCLUSION AND RECOMMENDATION

This chapter presents a summary of the study. Section one is the conclusion or the
major findings of this research including the characteristics of respondents, the summary
of analysis, and the summary of hypothesis testing.

Section two is the implications,

which can divided into two parts: the academic contributions and recommendation.
Section three is the further implication for research.

Section 1: Conclusion

Based on the objective of this research which is to identify which marketing
stimuli is associated with buyer's purchase decision on debit card. The study on the topic
of "Marketing factors explaining consumer's purchasing decisions in debit card business:
A selected study on Bangkok Metropolis area" uses questionnaire as the research
instrument for collecting the primary data, 385 questionnaires are completed by the target
respondents (ATM holder). After gathering information from respondents, the Statistical
Package for Social Sciences (SPSS) will be utilized to summarize the data where needed.
This research is a quantitative research that present the data analysis in tabulation by
using descriptive analysis to explain its frequency and percentage. Bivariate test using
Spearman's rank correlation is used to test the correlation coefficient in the eight sets of
hypotheses.
,..

I(

"iv

The outline of conclusion includes three parts that are characteristics of
respondents, summary of analysis, and summary of hypothesis testing.

Characteristic of respondents

The gender of the respondents of this research composed of 200 female
respondents and 185 male respondents or 51.9% and 48.1% respectively. The majority of
age group of the respondents in this research composes of two groups of 123 respondents
who are in between 20-25 and 26-30 years counted for 31.9%. While 68 respondents
who are between 31-3 5 years counted for 17. 7%, and 34 respondents who are between
35-40 years counted for 8.8 %, 19 respondents who are aging less than 20 years counted
for 4.9%, and 18 respondents who are above 40 counted for 4.7%. The majority group of
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respondent's education is bachelor degree or equivalent counted for 65.2% or 251
respondents, while the other groups of the respondent's education are secondary or
equivalent counted for 20% or 77 respondents, and master degree or higher counted for
13 .8% or 53 respondents.

Whereas the minority group of respondent's education is

elementary counted for 1% or 4 respondents.

The marital status of the respondents

composed of 268 single respondents, the majority group who complete the questionnaires
counted as 69.6%, 115 married respondents counted for 29.9%. The rest 2 respondents or
0.5% are the others.

The majority of respondents' occupation is business employee

counted for 72.5% or 279 respondents.

While the other groups of respondents'

occupation are student counted for 19.5% or 75 respondents, government/state enterprise
officer counted for 3.6% or 14 respondents, owner counted for 3.1 % or 12 respondents,
and others counted for 1.3% or 5 respondents. The majority of respondents' income is
between 5,001 to 10,000 Baht counted for 29.1 % or 112 respondents. Whereas the other
groups of respondents' income are between 10,001 to 15,000 Baht counted for 25.2% or
97 respondents, between 15,001 to 20,000 Baht counted for 20.3% or 78 respondents,
above 20,000 Baht per month counted for 18.7% or 72 respondents, and below 5,000
Baht counted for 6.8% or 26 respondents.

Summary of analysis

The result of this study explained the respondents' buying decision comprising of
applying debit card and using suggestion. It also revealed the marketing stimuli factors
including product, price, distribution, and promotion affecting respondents' buying
decision as follow:

Applying debit card

This study found that 37.9% ofrespondents agree to apply debit card in the future .
While 33.5% of respondents who express doubts about the applying, 16.6%of
respondents who strongly agree, 7.5% of respondents who do not agree to apply debit
card, and a minority group of respondents counted for 4.4% denies the applying.
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Using suggestion

This study found that 38.2% of respondents neither agree nor disagree to
recommend their friend to subscribe to be the debit card membership. While 13% of
respondents strongly agree with the statement, 8.8% of respondents do not agree with the
statement, and only 2.9% ofrespondents strongly disagree to recommend their friends.

Product

Concerning core level product, the majority of respondents counted for 53.2%
agree that debit card can provide convenience to buy goods or services instead of money.
While 21.3% of respondents strongly agree with a particular statement, 16.6% of
respondent are not sure whether to agree or disagree with the particular statement: 7.8%
of respondent do not agree with this statement, and the minority of respondent counted
for 1%.

Furthermore, the majority of respondents counted for 37.7% neither agrees nor
disagrees that they can withdraw money from worldwide available ATM when using
debit card.

While 35.8% of respondents agree with particular statement, 18.7% of

respondents strongly agree with particular statement, 6.2% of respondents do not agree
with particular statement, and 1.6% of respondents strongly disagree with the particular
statement.

Moreover, the majority of respondents counted for 42.6% strongly agree that debit
card are safe for them. While 11.4% of respondents neither agree nor disagree with the
statement, 3.4% of respondents do not agree with the particular statement, and 0.3% of
respondents, the minority group, strongly disagree with the particular statement.

Regarding the actual level of product, the study indicates that a majority of the
participants agree that the design of debit card is very good looking or stylist or counted
for 48.6%. While 27.8% of respondents neither agree nor disagree with the statement,
16.6% of respondents agree with the statement, 6% of respondents do not agree with the
statement, and 1% of respondents, the minority group, strongly disagree with the
particular statement.
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In addition, a majority of the participants in the study counted for 48. l % agree
with the bank that they want to subscribe to be the debit card membership or they trust in
the bank that issue debit card. While 29.1 % of the respondents neither agree nor disagree
with the statement, 20% of respondents strongly agree with the statement, 2.6% of
respondents do not agree with the statement, and only 0.3% of the respondent strongly
disagree with this statement.

Regarding augment level of product, most of respondents in the study counted for
45.5% agree that they prefer telephone banking of debit card.

While 34.8% of the

respondents neither agree nor disagree, 11. 7% of respondents strongly agree, 7% of
respondents do not agree, and only 1.0% of the respondent strongly disagrees with this
statement.

Additionally, the majority of respondents counted for 46% strongly agree that they
prefer emergency call of debit card. While 25.7% of the respondents strongly agree,
22.9% of respondents neither agree nor disagree, 4.7% of respondents do not agree, and
only 0.8% of the respondent strongly disagree with this statement.

Price

Considering appropriate price of debit card, the majority of respondents counted
for 46.5% agree that entering fee charge are fair or proper for them. While 20.8% of the
respondents strongly agree, 14.5% of respondents neither agree nor disagree, 13 .8% of
respondents do not agree, and only 4.4% of the respondent strongly disagree with this
statement.

Furthermore, the majority of respondents counted for 46.5% agree that annual fee
charge are fair or proper for them. While 24.9% of the respondents neither agree nor
disagree, 19% of respondents do not agree, 17 .1 % of respondents strongly disagree, and
only 9.1 % of the respondents strongly agree with this statement.
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Distribution

According to distribution channel of debit card, the majority of respondents
counted for 39.2% neither agree nor disagree that number ofretailing store that accept the
debit card are sufficient. While 29.4% of the respondents agree, 14.3% of respondents
strongly agree, 12.2% of respondents do not agree, and only 4.9% of the respondent
strongly disagree with this statement.

Promotion

According to sales promotion, the study reveals that the majority of respondents
counted for 37.l % neither agree nor disagree that shops or stores provide them the
discount when using debit card.

While 35.6% of the respondents agree, 17.4% of

respondents strongly agree, 7% of respondents do not agree, and only 2. 9% of the
respondent strongly disagree with this statement.

In addition, the majority of respondents counted for 42.3% agree that they receive
entering fee and annual fee charge exemption when applying debit card. While 30.6% of
the respondents strongly agree, 24.4% of respondents neither agree nor disagree, 2.3% of
respondents do not agree, and only 0.3% of the respondent strongly disagree with this
statement.

*

Moreover, the majority of respondents counted for 42.3% agree that they receive
information about debit card from advertising. While 20% of respondent neither agree
nor disagree, 15.3% of respondents strongly agree, 8.1 % of respondents do not agree, and
3. 9% of respondents strongly disagree with particular statement.

Summary of hypothesis test

The result of hypothesis testing is shown in Table 6.1. The table confirms all of
hypotheses.

This means that there is the statistical relationship between all pairs of

dependent and independent variables.
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Table 6.1: Summary of hypothesis testing result
Hypothesis

Statistics test

Hla: Core level product is

Bivariate test

Level of

Correlation

significant

coefficient

.000

.555**

associated with buyer's

Result

Reject

Ho

purchase decision for
product choice of debit
card

H2a: Actual level product is

.000

Bivariate test

.343**

associated with buyer's

Ho

purchase decision for
product choice of debit
I~

card

I-Ba: Augment level product

Reject

'"ER cs1ry
.000

Bivariate test

is associated with

.375**

~

Reject

Ho

-

buyer's purchase

~

decision for product
choice of debit card

H4a: Annual fee is associated

.001

Bivariate test

.162**

with buyer's purchase

Reject

Ho

decision for product
choice of debit card

'"-

H5a: Entering fee charge is

( ... E

Bivariate test

~

I,.

ol,.~.

.000

.179**

associated with buyer's

Reject

Ho

purchase decision for
product choice of debit
card

H6a: A number of store
Accepting debit card is

Bivariate test

.000

.463**

Reject

Ho

associated with buyer's
purchase decision for
product choice of debit
card
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Table 6.1: Continued
Hypothesis

H7 a: Sales promotion is

Statistics test

Bivariate test

Level of

Correlation

significant

coefficient

.000

.392**

associated with buyer's

Result

Reject
Ho

purchase decision for
product choice of debit
card
H8a: Advertising is

Bivariate test

.000

associated with buyer's

.474**

Reject
Ho

purchase decision for
(

product choice
Source. Survey data gathered on 1-15 July, 2000

·i--r#
(,/

Based on the hypothesis testing, it appears that all of the variables are significant
at the 99% confidence level.

This could imply that all of the independent variables

(marketing factors) are important determinants of the dependent variable (the consumer
product choice).

Although a significant relationship is in the predicted direction

(positive) but show a little bit weak association between two variables. This helps the
marketer who are in debit card business .to understand better that marketing factors
including product, price, distribution, and promotion have an effect to consumer's
purchase decision of debit card in order to use the result of this research for planning
marketing strategies reach their target group.

Section 2: Implication

Basic objective of marketing is to create consumer base and to keep that. A key to
build this base is to understand target consumer. Marketers must know their consumer'
decision making process and the way to stimulate the purchase of that product. The
suggestion in this research is suitable for some groups of consumers especially for the
target population in this research. However, if the marketer want to use the suggestion
for all characteristic of consumers, the marketer need to search more information to put
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together before making any decision. This research is aimed to shade light on debit card
industry in the light of marketing mixes:

Academic contribution

In this section, it reviews the research's finding in support of the theories, which is
adapted and composed in the literature review.

As stated in the literature review a

stimulus-response model of buyer behavior starts from the stimuli making the consumer
need, then the respond following. The stimuli consisting of two major forces that are
marketing stimuli and other stimuli including major forces and events in the buyer's
environment.

This research merely concentrates on the marketing stimuli which are

exclusively controllable factors affecting to the buyer's purchase decision or buyer's
responses. This research confirms the buyer purchase decision theory that the marketing
factors including product, price, distribution, and promotion have an effect to consumer
purchase decision of debit card.

As mentioned in the previous research finding, the product functionality, quality,
brand name, brand image, product appearance or style as well as warranty are the
significant force influencing consumer responses. This research's finding support the
previous research that the evaluative criteria for product choice grounded in the attributes
and benefit such as product functionality and quality that buyer seeks from the product
they buy. Moreover, appearance, style, or the physical outlook of debit card that is welldesigned reflecting the consumer's purchase decision.

Furthermore, brand name of

issuing bank . has influent on product choice because bank that is known by most
customers in the marketplace or bank with a high degree of brand acceptability tends to
be the selected bank. The customer support services as well are the another one that the
customer looking for when they decide to buy the product. In this research, eventhough,
customer support service is not a warranty the telephone banking and emergency call
influencing on buyer purchase decision of debit card also.

Moreover, the previous research's findings purpose that lower price can increase
the subjects' evaluation of a product.

This research's finding support that the low

entering fee charge and annual fee charge can enhance the customer applying to be a debit
card user.
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Additionally, the previous research's findings stated that marketing channel is an
important factor affecting consumer purchase decision because it determines the
condition under which the consumer must shop. Moreover, the available service location
is an important influence on purchase decision. This research's finding support these
research that a number of retailing store accepting debit card affect the buyer purchase
decision of debit card.

Promotion is another one factor influencing on the customer purchase decision
because the consumers receive highest information exposure about a product from
commercial source and the most effective exposures come from personal sources. This
research's finding do not support this theory because the target customers receive highest
information exposure about a debit card form their friends and television respectively.

Sales promotion has an impact on customer decision process.

This research

confirms theory that sales promotions such as offering discount when using debit card
and receiving entering fee can annual fee charge exemption impact on customer's
purchase decision of debit card.

Recommendation

Product

*
r

t

al.

*

A product is anything that can be offered to market for attention, acquisition, use,
or consumption and that might satisfy a want or need.

A product is composed of

intangible benefits and tangible characteristics. The criteria are generally grounded in the
attributes and benefit buyer seeks from the products they buy.

The product benefit

identifies the core product since benefits determine whether the consumer buys it. The
core product of debit card can be offered with the buying convenience, the A TM
convenience, and the safety in using this card.

While product attributes identify the

tangible product or actual product coming form desired benefits like good design and
brand name of debit card.
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In this research, the majority of respondents (27.3% and 23.9%) rank product
benefit or core level product such as the convenience in buying goods or services and the
safety in handling a large amount of money in the first and the second position of
important criteria in evaluation in applying debit card respectively. As well as, product
attributes or actual product of debit card such as the brand name of bank issuing debit
card is ranked in the third position of important criteria in applying debit card evaluation.
However, as mentioned in the generality of this study, nowadays, the benefits of debit
card launched by each issuing bank are quite the same manners that are to provide buying
convenience, ATM convenience, and safety in handling a large amount of money for
users. Therefore, consumers will subscribe to be debit card membership merely based on
the brand name of issuing bank that they trust.

As a result, the marketers of bank issuing debit card should develop product
strategy in order to differentiate its product by adding more features because features are
a competitive tool for differentiating the company's product from competitors' product.
Post-sales support features or customer support service is the another one that the
customer will looking for when they decide to buy the product because they give more
benefit to customers and can reduce risk when the user faces with the problem. The more
additional services providing, the more customers preferring.

Researcher suggests that marketers should make consumers to confident in using
debit card by having expenditure statement to inform customer about the list of payment
because nowadays customer who wants a statement from a bank to prove their liability
for fraud and error having to pay approximately 200 Baht or customers can check their
statements by themselves by using ATM. Furthermore, having monetary limitation when
customers lost theirs card is another way to increase confident in using debit card when it
ends up in the wrong hands. Additionally, marketers should offer different additional
services such as over withdrawing account, supplementary card, and the product warranty
when paying by debit card etc. in order to satisfy customer needs.
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Price

Price is the amount of money charged for a product or service. More broadly,
price is the sum of the values that consumers exchange for the benefits of having or using
the product or service. Price covers mainly the perceptual value and benefits of products
or services relative to monetary price paid by customer. In debit card industry, price is a
measurement of customers' value perception in receiving form the bank compare to what
they pay. This dimension can be conceptualized in the way that there is the intrinsic cost
of a service which is represented by fee or rate charged by the bank. In debit card case,
the price is not too much different among brands or issuing banks. Then, customer will
compare fee or rate charge of debit card with fee or rate charge of ATM card or credit
card that are closely resemble some function of these cards. Typically, the lower price
can increase the subjects' evaluation of a product; however, customers will have a clear
idea of the price range they are willing to pay for the product corresponding to this
research' findings.

The majority of respondents agree that the entering fee and the annual fee charge
of debit card is not expensive and they can accept this price range that is a little bit more
than ATM card but much lower than credit card. Then, marketers will set the pricing
objective to maximum sales growth. Since the debit card is in the introduction stage, it
just comes in Thailand 4-5 years ago. Debit card industry still have high potential to
grow because it is supported by a large number of target customers that are people
holding ATM card counted for 17-18 million person. Nowadays, in Thailand, debit card
current users has only 1.5 million people. As a result, marketers should expand customer
base to cover all ATM users by using reasonable price to attract them in order to increase
market size.

Distribution

Distribution channel is a set of interdependent organization involved in the
process of making a product or service available for use or consumption. Marketing
channel plays a role in developing and spreading persuasive communications about an
offer and finding and communicating with prospective buyers. From the result of this
research, it indicates that the target respondents think that distribution channel of debit
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card has an effect to them in deciding to subscribe to be debit card membership and it is
in the forth position of important criteria in applying debit card evaluation. In this study,
the distribution channel of debit card refers to a number of retailing store or shops that
accept debit card.

For the marketer, it can imply that they meet the opportunity to

increase sales volume by increasing a number of retailing store accepting debit card. As
we know, debit card allows transaction to be paid into and direct debited from a bank
· account at point of sales through Electronic Data Capture (EDC) machine. Since the
installation cost of EDC machine is high, the small shops or travelling distribution do not
install the EDC machine yet having only Manual Imprinter machine or Zip Zap that is
low price installation and use only for credit card payment.

Nowadays, number of

retailing store or shops that accept debit card in Thailand is approximately 35,000 units
including in shopping malls, supermarkets, hotels, big shops, theater, and gas stations.

We can see that a number of retailing store or shops accepting debit card is the
essence of payment product supporting a long-run growth rate. Hence, marketers should
expand a number of retailing store or shop accepting debit card to cover the market of
consumers projected to use debit card for purchase by following the credit card based
market having 100,000 units in Thailand and finding the new potential markets such as
hospital, academic, and insurance businesses as well as governmental office using cash
payment.

Apart form those two manners for supporting debit car payment.

Moreover

electronic commerce (e-commerce) transaction is another distribution channel that can
support debit card payment. From American survey of more than 450 Internet users in
the topic "Debit on the Net" found that while just 52% of respondents have made
purchases over the internet, 96. l % said they were aware of on-line shopping and 90.7%
indicated they will likely make a purchase in the future.

As we know, e-commerce

business begin blooming in Thailand, therefore the company introducing debit card like
VISA International Co., Ltd. should expand the debit card market base to support ecommerce transaction growth.
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Promotion

Promotion consists of all marketing activities that the company utilizes to
communicate and promote its products to the target market. Promotion in this research
composes of two areas: sales promotion and advertising. Since sales promotion seems
most effective when used together with advertising whereas advertising offers a reason to
buy, sales promotion offers an incentive to buy. Sales promotion is a short-term incentive
to encourage trail or purchase of a product or service and to stimulate quicker and/or
greater purchase of particular products or services by consumers.

In general, seller uses incentive-type promotions to attract new triers, to reward
loyal customers, and to increase the repurchase rates of occasional users. In debit card
case, marketers most emphasize on new triers attraction by offering fee or rate charge
exemption when customers apply to be debit card membership in order to invite
prospective purchasers to try the service without cost in the hope that they will continue
to be debit card membership in the future.

At present, sales promotions of debit card are quite the same because the company
that introduce debit card like Visa International Co., Ltd. will provide the same special
sales promotion to debit card users wherever it is launched by different issuing bank.
However, sales promotion produced by each bank are different but not so much.
Therefore, marketers of each issuing bank should offer a different promotional strategy to
differentiate its product benefit in order to encourage target customer.

Advertising uses to direct persuasive communication to target buyers, to increase
consumer information of product, quality improvement, and to encourage a better fit
between consumer preferences and consumer purchases. In this research, the majority of
respondents rank the television advertising in the second position of important criteria in
information search then marketers in debit card business should utilize television
advertising as a main media to promote their product. Moreover, television advertising is
the most effective media building brand familiarity that is the important to issuing bank
because the majority of respondents rank brand name of issuing bank in the third
important criteria in purchasing decision.

However, debit card advertising through

television is a little bit less effectiveness since the majority of respondents neither agree
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nor disagree that they know very well about debit card. Thus, marketers should use large
advertising budgets to build awareness and to inform potential consumers about the
product benefits such as the buying convenience and safety that is the first and the second
important criteria in debit card purchasing decision as well ad to induce trial of the
product.

Furthermore, from the research's finding, it indicates that the majority of
respondents most receive debit card information form their friends. As a result, marketers
should give more attention to personal sources as the consumers receive highest
information exposure about a product from commercial source and the most effective
exposures come form personal sources. Hence, the bank issuing debit card should do the
promotional strategy such as "friend tell friend" in order to motivate debit card current
users to persuade their friends or family subscribing to be debit card membership by
giving rewards to the teller.

Section 3: Further implication for research

The aim of this research is to study marketing factors explaining consumer's
purchase decision in debit card business. As a consequence. of this research uncovered
the marketing factors associating with consumers product choice, the researcher hopes
that the results of findings from this will be useful for the researchers who would like to
study about this topic in more detail. Apart from marketing factors, the future research
may study other stimuli factors associating with buying selection of debit card.
Furthermore, the future research may study marketing or other stimuli factors affecting
consumer purchase decision on the rest responses which are brand choice, dealer choice,
purchase timing, and purchase amount.
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Questionnaire
This questionnaire is designed to study factors influencing purchasing decision: an
analysis of marketing mix of debit card.

Please take an attention to complete this

questionnaire base on your experience. Your participation is very much appreciated.

Instruction: Please mark on the answer that is the most applicable to your case
Question 2 to 17 have 5 answers which use number 1 to 5 that represent the
meaning as follow:

Number 5

Strongly agree

Number4

Agree

Number3

Neither agree nor disagree

Number2

Disagree

Number I

Strongly disagree

To what extent, you agree with the following sentences:

©

1. I know very well about debit card.

5

4

3

2

1

2. Debit card can serve me the convenience to buy goods or

5

4

3

2

1

5

4

3

2

1

4. Debit card is safe for me.

5

4

3

2

I

5. The design of debit card (such as color, style, or showing

5

4

3

2

I

6. I trust the bank that issues debit card.

5

4

3

2

I

7. I like telephone banking (the banking transaction services

5

4

3

2

I

5

4

3

2

I

5

4

3

2

I

®

services instead of money.
3. I can withdraw money from worldwide available ATM
when using debit card.

holder's photograph) is very stylist

through telephone) of debit card.

8. I like emergency call (the calling for users when facing
with the problem in using debit card) of debit card.
9. The entering fee charge of debit card approximately 50-100

bath is not expensive.

®

To what extent, you agree with the following sentences:

©

10. The annual fee charge of debit card approximately 100-200

5

4

3

2

1

11 . There are many shops or stores accept debit card.

5

4

3

2

1

12. Some shops or stores offer discount when using debit card.

5

4

3

2

1

·13 . During promotion, I receive entering fee and annual fee

5

4

3

2

1

5

4

3

2

1

15. I am going to apply debit card.

5

4

3

2

1

16. I will recommend my friend to use debit card.

5

4

3

2

1

@

bath is not expensive.

charge exemption when applying debit card.
14. I had ever seen about debit card information through
advertising media.

17. Where do you search for information of debit card (Can choose more than one choice)

0 1) Television

0 2) Magazine

0 3) Poster

0 4) Leaflet

0 5) Radio

0 6) Newspaper

0 7) Bank officer

0 8) Family

0 9) Friend

0 10) Current user

0 11) Others (please specify)_ _-=- - -

18. What criteria will you use to evaluate in applying debit card? (please ranking 5 order,
I is the most important and 5 is the least important).

0

I) Convenience in buying good or service

~

0 2) Safety in handling a large amount of money
0 3) Appealing design of card
0 4) Trust in famous of issuing bank

0

5) Providing additional service such as telephone banking, emergency line, etc.

0 6) Low entering fee charge
0 7) Low annual fee charge

0 8) Many number of stores which accept debit card.
0 9) Having sales promotion (e.g. entering fee and annual fee charge exemption,
shopping discount or other privileges)

0

10) In fashion.

0

11) Others (please specify)_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __

St. Gabriel's Library .. Au

Personal data
1. Gender

0 2)Female

0 l)Male
2. Age

0 1) Less than 20

0 2) 20-25

0 3) 26-30

0 4)31-35

0 5) 35-40

0 6) More than 40

3. Educational level

"ER

0 I) Elementary

0 2) Secondary or equivalent
0 4) Master degree or higher

0 3) Bachelor degree or equivalent
4. Marital status

0 1) Single
5. Occupation

0 2)Married

0 3) Others (Please specify)_ _ _ __

::>

0 1) Business employee

0 2)0wner

0 3) Government/State enterprise officer

0 4) Student

~

0 5) Others (Please specify)

~~~-

6. Average monthly income

0 1) Less than 5, 000 Baht

0 2) 5,001-10,000 Baht

0 3) 10,001-15,000Baht

0 4) 15,001-20,000 Baht

0 5) Above 20,000 Baht

THANK YOU FOR YOUR ATTENTION
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Summary of major criteria in applying debit card

First important criteria

Percent

Frequency
Valid

Convenience in buying goods or
services
Safety in handling a large amount of
money
Many number of stores which accept
debit card
Trust in famous ofissuing bank
Having sales promotion (e.g.
entering fee and annual fee charge)
Low annual fee charge

Valid

Cumulative

Percent

Percent

106

27.5

27.5

27.5

98

25.5

25.5

53.0

60

15.6

15.6

68.6

54

14.0

14.0

82.6

22

5.7

5.7

88.3

20

5.2

5.2

93.5

9

2.3

2.3

95.8

Providing additional service such as
telephone banking, emergency

I

calling
Low entering fee charge

9

2.3

2.3

98.2

Appealing design of card

3

.8

.8

99.0

In fashion

3

.8

.8

99.7

.3

.3

100.0

385

100.0

100.0

Others
Total

-

:e

=
..

~

r-

Second important criteria

~

'O' v

Valid

Frequency

Safety in handling a large amount of
money

Convenience in buying goods or
services

Many munber of stores which accept
debit card
Trust in famous of issuing bank

. N<

93

24.2

80

20.8

Valid

Cumulative

Percent

Percent

"'

24.2

24.2

20.8

44.9

9

)

1 ~1

Percent

57

14.8

14.8

59.7

47

12.2

12.2

71.9

Low annual fee charge

36

9.4

9.4

81.3

Low entering fee charge

26

6.8

6.8

88. l

17

4.4

4.4

92.5

15

3.9

3.9

96.4

IO

2.6

2.6

99.0
100.0

Having sales promotion (e.g.
entering fee and annual fee charge)
Providing additional service such as
telephone banking, emergency
calling)
Appealing design of card

In fashion
Total

4

1.0

1.0

385

100.0

100.0

Third important criteria

Valid

Valid
Percent
20.5

Cumulative
Percent
20.5

Trust in famous of issuing bank

79

Percent
20.5

Low annual fee charge

52

13.5

13.5

34.0

Many number of stores which
accept debit card

52

13.5

13.5

47.5

Safety in handling a large amount of
money

46

11.9

11.9

59.5

44

11.4

11.4

70.9

F

Convenience in buying goods or
services
Low entering fee charge

29

7.5

7.5

78.4

Providing additional service such as
telephone banking. emergency
calling

27

7.0

7.0

85.5

Having sales promotion (e.g.
entering fee and annual fee charge)

21

5.5

5.5

90.9

In fashion

18

4.7

4.7

95.6

Appealing design of card

16

4.2

4.2

99.7

.3

.3

100.0

100.0

100.0

Others
Total

385

~

Forth important criteria

Valid

Manynum
debit card

of stores which accept

Valid
Percent

Percent

F

Cumulative
Percent

61

15.8

15.8

15.8

Low annual fee charge

55

14.3

14.3

30.1

Convenience in buying goods or
services

46

11.9

11.9

42.l

Low entering fee charge

42

10.9

10.9

53.0

10.4

63.4

Safety in handling a large amount of
money

40

".}

10.4

"'

Trust in famous of issuing bank

38

9.9

9.9

73.2

In fashion

32

8.3

8.3

81.6

Having sales promotion (e.g.
entering fee and annual fee charge)

30

7.8

7.8

89.4

Providing additional service such as
telephone banking. emergency
calling

29

7.5

7.5

96.9

Appealing design of card

10

2.6

2.6

99.5

2

.5

.5

100.0

385

100.0

100.0

Others
Total

Summary of descriptive analysis of dependent and independent variables

Descriptive Statistics
Statistics
Variables
Core product

Std.
Deviation
.65

Mode

Skewness
-.531

Std. Error of
Skewness
.124

Mean
3.91

Median
4.00

Actual product

3.79

4.00

4

.68

-.315

.124

Augment product

3.75

4.00

4

.76

-.463

.124

Sales promotion

3.79

4.00

4

.73

-.375

.124

Product choice

3.52

3.50

4

.90

-.458

.124

4

Descriptive Statistics
i;!-.)

Variables

~

3

Std.
Deviation
.94

Skewness
-.528

Std. Error of
Skewness
.124

4.00

4

.88

-.800

.124

4.00

3

.91

-.230

.124

Mean
3.55

Median
4.00

Serving convenience of debit card to buy
goods and services instead of money

3.86

Withdrawing money from worldwide
available ATM by debit card

3.64

Knowing debit card very well

Statistics

Mode

Saving for debit card user

4.24

4.00

5

.80

-.969

.124

Stylish design of debit card

3.74

4.00

4

.84

-.497

.124

Trustfulness of issuer bank

3.85

4.00

4

.77

-.210

.124

Preferable for telephone banking of debit
card

3.60

4.00

4

.82

-.342

.124

Preferable for emergency cal of debit car

3.91

4.00

4

.86

-.574

.124

Applicable expenditure for entering fee
charge of debit card

3.65

4.00

4

l.09

-.754

.124

Applicable expenditure for 8JD1Ual fee
charge of debit card

2.95

3.00

4

1.24

-.156

.124

Plentiful acceptable stores for debit card

3.36

3.00

3

1.03

-.242

.124

Offering di!ICOUilt when using debit card
from stores

3.58

4.00

3

.95

-.357

.124

Exemption for entering fee and annual fe
charge during promotion

4.01

4.00

4

.82

-.387

.124

Receiving debit card information from
advertising media

3.68

4.00

4

.%

-.923

.124

Desire for applying debit card user

3.55

4.00

4

1.00

-.527

.124

Willing to reconunend friend for using
debit card

3.49

4.00

3

.93

-.342

.124

IV

'il

ol.

Summary of searching information of debit card

Group $RECEIVE Receiving debit card information
(Value tabulated = I)

Dichotomy label

Name

Television

TV

Magazine

Pct of

Pct of

Count

Responses

Cases

174

13.9

45.2

MAGAZINE

84

6.7

21.8

Poster

POSTER

78

6.2

20.3

Brochure

BROCHURE

145

I 1.6

37.7

Radio

RADIO

111

8.9

28.8

Newspaper

NEWSPAPE

135

10.8

35. l

BANK OFF

128

10.2

33.2

FAMILY

66

5.3

17.1

FRIEND

186

14.8

48.3

CUR USER

137

10.9

35.6

10

.8

2.6

Bank officer
Family
Friend
Current user
Others

"'

Cl..

~

::>

f/)

~

*

OTHERS

Total responses

O missing cases~ 385 valid cases

)

1254

0

°'

100.0

325.7

The result of index scale reliability test

R E L I A B I L I T Y
1.
2.
3.

A N A L Y S I S

S C A L E

(A L P H A)

Serving convenience of debit card to buy
Withdrawing money from worldwide available
Safety for debit card user

BUY CON
ATM CON
SAFETY

Correlation Matrix

BUY CON
ATM CON
SAFETY

BUY CON

ATM CON

SAFETY

1. 0000
.3291
.3 992

1.0000
.3280

1.0000

R
N of Cas es
Inter-item
Correlations

Mean
.352 1

385.0

Minimum
. 3280

Maximum
.3 992

Range
.0712

Max/Min
1.2170

Variance
. 0013

R E L I A B I L I T Y

ANALYSIS

1.

DESIGN

Stylish design of debit card

2.

BRAND

Trustfulness of issuer bank

(ALPHA)

SC ALE

Correlation Matr ix

DESIGN

BRAND

1.0000

DESIGN

.4032

BRAND

1 .0000

385.0

N of Cases

\"ERS/

Inter-item
Corr e lations

Mean

Minimum

Maximum

Range

Max/Min

. 4032

.4032

.4 032

.0000

1.0000

Variance

. 0000

Item-total Statistics

Sca le
Mean

Scale

Corrected

Variance

It em-

Squared

Alpha

if Item

if Item

Total

Multi ple

if Item

Deleted

Deleted

Correlation

DESIGN

3.84 94

.5970

. 4032

.1626

BRAND

3. 7377

. 7096

.4032

.1626

Reliability Coefficients

l\.lpha

.573 2

Coe relation

2 items

Standardized item alpha

. 5747

Deleted

R B L I A B I L I T Y

(AL P HA)

SC ALB

ANALYSIS

1.

TEL BANK

Preferable for telephone banking o f debit card

2.

EMER CAL

Pr eferable for emergency cal o f debit card

Correlation Matrix

TEL BANK

TEL BANK

1. 0000

EMER CAL

.6 5 29

EMER CAL

1 . 0000

385.0

N o f Ca ses

\"ERS/

Inter-item
Mean

Minimum

Maximum

Range

Max/Min

. 6529

. 6529

. 65 29

.0000

1. 00 00

Correlations

Variance

. 00 00

Item-t ot al Statistics

Sca le

Scale

Correct ed

Variance

Item-

Squared

lUpha

i f Item

if Item

Total

Multipl e

if Item

Dele ted

Deleted

Correlation

Correlation

Deleted

TEL BANK

3. 9117

. 737 0

.6 529

.4 263

EMER CAL

3.5974

. 6786

.6529

.4 263

Mean

Reliability Coefficients

Alpha

.7896

*

2 items

Standardized item alpha

. 7900

R E L I A B I L I T Y

ANALYSIS

(ALPHA)

SC ALE

1.

DISCOUNT

Offering discount when using debit card

2.

EXEMPT

Exemption for entering fee and annual fee

Correlation Matrix

DISCOUNT

DISCOUNT

EXEMPT

1.0000

EXEMPT

.3654

N of Cases

1.0000

385.0

Inter-item
Correlations

\JERS/

Mean

Minimum

Maximum

Range

Max/Min

.3654

.3654

.3654

.0000

1.0000

Variance

.0000

Item-total Statistics

Scale
Mean

Scale

Corrected

Variance

Item-

Squared

Alpha

if Item

if Item

Total

Multiple

if Item

Deleted

Deleted

Correlation

Correlation

Deleted

DISCOUNT

4. 007 8

. 6692

.3654

.1335

EXEMPT

3.5766

.9062

.3654

.1335

Reliability Coefficients

Alpha

.5308

~

c
2 items

at1~1'@\I

Standardized item alpha

.5352

R E L I A B I L I T Y

A N A L Y S I S

(ALPHA)

SCALE

1.

APPLY

Desire for applying debit card us er

2.

SUGGEST

Willing to recorrunend friend for using de

Correlation Matrix

APPLY

AP PLY

SUGGEST

1. 0000

SUGGEST

. 7 519

N of Cases

1.0000

385.0

\\JERS/

Inter-item
Correla tions

Mean

Minimum

Max i mum

R.ange

Max/Min

. 7519

.7519

. 7 519

.00 00

1.0000

Variance
.0000

~

I tem-t o tal Statistics

-

~

Scale
Mean

Scale
Variance

Corrected
It.em-

i f Ite m

i f Item

Tota l

Del e ted

Deleted

Correlation

Sq uar ed
Multiple
Correlation

APPLY

3. 4857

.8598

.7519

.5654

SUGGEST

3.5481

.9983

.7519

.5654

Reliability Coeffi cie nts

Alpha

.8570

2 items

Standardized item alpha

. 8584

Alph a
i f Item

Deleted

Measure of association using Kendall's tau_b

Correlations

Product choice
Kendall's tau_b

Product choice

Correlation Coefficient

Core product
.456••

1.000

Sig. (2-tailed)

Core product

.000

N

385

Correlation Coefficient

.4j6••

Sig. (2-tailcd)

.000

N

385

385
l.000

385

•• · Correlation is significant at the .0 I level (2-tailed).

Correlations
Product
choice

tau b

ct
choice

Corre ation

Actual
ct

1.000

Coefficient
Sig. (2-tailed)

Actual
product

.276••
.000

N

385

Correlation
Coefficient

.276**

Sig. (2.tailed)

.000

N

385

385
1.000

385

Correlation is significant at the .01 level (2-tailed).

C01Telati011S

~t;'Vf

Kendall's
tau b

troauct
choice

Correlation
Coefficient

Product
choice

Augment
omdnct

l.000

Sig. (2-tailed)
Augment
product

••

.000

N

385

Correlation
Coefficient

.301**

Sig. (2-tailed)

.000

N

385

Correlation is significant at the .0 l level (2-tailed).

.301 ..

385
1.000

385

Correlations
Applicable
expenditure for
entering fee
charge of debit
card

Product
choice

Kendall's

Product choice

tau_b

Correlation
Coefficient

l.000

Sig. (2-tailed)
Applicable expenditure for
entering fee charge of debit
card

.133*'
.001

N

385

Correlation
Coefficient

.133**

Sig. (2-tailed)

.001

N

385

385
1.000

385

** Correlation is significant at the .01 level (2-tailed).

,,..y
Product
choice

Kendall's

Product choice

tau_b

Correlation
Coefficient

l.000

Sig. (2-tailed)
N

Applicable expenditure
for annual fee charge of
debit card

**

.144*

.000
385

Correlation
Coefficient

.144**

Sig. (2-tailed)

.000

N

Applicable
expenditure for
annual fee
charge of debit
card

385

385
l.000

385

Correlation is significant at the .01 level (2-tailed).

Correlations

Product
choice

Kendall's

Product choice

tau_b

Correlation
Coefficient

l.000

Sig. (2-tailed)
Plentiful acceptable stores for

debit card

**

.399*'
.000

N

385

Correlation
Coefficient

.399*•

Sig. (2-tailed)

.000

N

385

Correlation is significant at the .01 level (2-tailed).

Plentiful
acceptable
stores for debit
card

385
l.000

385

Correlations
Sales
oromotion

Product

choice
1'.ernlallS

Product

tau_b

choice

c.:orrelat:ton
Coefficient

.319**

1.000

.000

Sig. (2-tailed)
Sales
promotion

**

N

385

Correlation
Coefficient

.319**

Sig. (2-tailed)

.000

N

385

385
1.000

385

Correlation is significant at the .0 l level (2-tailed).

Correlations
Receiving debit

card information

Kenda l's
tau_b

Product choice
Coefficient

Product

from advertising

choice

media

1.000

Sig. (2-tailed)
Receiving debit card
information from
advertising media

.000

N

385

Correlation
Coefficient

.407**

Sig. (2-tailed)

.000

N

385

•• Correlation is significant at the .01 level (2-tailed).

.407*

385
1.000

385

List of debit card

Millennium Card of Thai Military Bank

Asia Visa Electron of Asia Bank

\JERS/r

TFB Visa Electron of Thai Farmers Bank

Debit Krung Sri Electron of Bank of Ayudhaya

Be First of Bangkok Bank

Example of debit card promotion

;....:.:Jf._t;V
!ui:w~t/· J.dr:kiGi~;°zfi1

hiF.gY,:.1.1\tCxh<li
~'l·;;..~•za!i

it:-~ ·Titt;'d. j~L7

~u'1n81D1n11

:o"'W't~141A1NJu'\rhlnJ•

•J;-,;

o,i'

~)~'

)~Jv 1~j'"'

'lf,'i

t: . .,

St. Gabriel's Librai-y7'Au

