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ABSTRACT

Commercial banks are a highly competitive market, such as credit cards, so the number
of users declined. The purpose of this research were to 1) Study the factors that influence to
the decision of consumers to use credit cards of a Bank in Khon Kaen Province 2) Analyze
the cause of the problems that the number of the credit card users of a bank in Khon Kaen

Province did not meet the target and 3) Propose the guidelines to increase the new credit card
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users to complete to 198 cards by the year 2014. The samples had used in the study were the
customers who use credit cards 200 people and the customers who do not have credit cards
200 people. The study found that the regular customers who have credit cards, want bank
employees to visit regularly, should have free gifts and have after-sales service. The bank
should have higher limit on the cards than the original to allure making credit cards and
should be authorized quickly. In the group of customers who do not have credit cards, need
free of fees for lifetime, should have more incentive gifts, should reduce supporting documents
to avoid the difficulty, should visit the customers regularly and should offer the convenient
ways of service to the credit card users. From this study found that increasing the credit card
users have to visit customers on a regular basis, providing the knowledge is beneficial to use
credit cards. Therefore, the researcher has proposed 4 projects to increase the customers as
the following: 1) Proactive Public Relations Project 2) Staff training Project 3) Customer
Service Project 4) Mentoring system Project which total budget is 100,000 Baht, which made

me confidence that after the implementation of the projects they will increase the number of

credit card users meet the target within the year 2014.
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