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Abstract

The researchers attempted to study the positive influence of materialism, compulsive buying, credit card
usage behavior, expected benefits of credit card, subjective norms, perceived behavioral control, perceived
usefulness, and perceived ease of use affecting customer loyalty of credit card users in Pathum Thani province. The
population were the credit card users in Pathum Thani. A sample of 230 credit card users in Pathum Thani was
collected during September 2016. The survey questionnaires were used and analyzed using Multiple Regression
Analysis. The survey questionnaires were approved by three experts. Some questionmaire item$ wese ddjusted in
order to have the sum scores above 0.5; as a result, the sum score of each queslibnnaing item W& above 0.5.
Cronbach alphas of the pilot test of 40 questionnaires and 230 questionnaires were both aboxe 0.65% Only perceived
usefulness (B= 0.322) and subjective norms (B=0.269) explained 44.7%ef the positivelinfluertet towards customer
loyalty of credit card users in Pathum Thani at the significant level of .01. Adfliough expected benefits of credit card
had significant level of .01, the factor was a suppressor variable (B= -0.223). Thens thaterialism, compulsive buying,
credit card usage behavior, expected benefits of credit card,pérceivedibéhaviaral control, and perceived ease of use
had no impact towards customer loyalty of credit card users. The/f€sults of this research should benefit credit cards’
owners and marketers in order to emphasize on perceiy€diusefuldésy’ and subjective norms’ strategies in building

loyalty with credit card users.

Keywords: Credit card use behavior, Loyalty, Subjestivedorms
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