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ABSTRACT 

 

The credit card business has become increasingly popular in India, there by providing 

considerable scope for further expansions as an extension of banking service to the public and 

its customer. Indian consumer are relying more the plastic card. Which gives them money is 

credit rather than carrying cash and they have ample choices too. In the early stages its growth 

was very slow in terms of member and values. However in the recent past the scenario has 

changed dramatically. The number of nationalized and private banks issuing credit card has 

increased significantly. The study attempts to find the spending pattern, behavior of the credit 

card holders and factor influencing the customers in selection of credit card. This study also 

enables to trace out the problems faced by the credit card holders while using the credit cards. 
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INTRODUCTION 

 

The study of consumer behavior focuses on how individuals make decisions to spend their 

available resources (time, money, effort) on consumption-related items (Schiff man and Kanuk, 
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1997).  The field of consumer behavior covers a lot of ground.  According to Solomon (1996), 

consumer behavior is a study of the processes involved when individuals or groups select, 

purchase, use, or dispose of products, services, ideas, or experiences to satisfy needs and desires.   

The official definition of consumer behavior given by Belch  (1998) is „the process and activities 

people engage in when searching for, selecting, purchasing, using, evaluating, and disposing of 

products and services so as to satisfy their needs and desires‟.  Behavior occurs either for the 

individual, or in the context of a group, or an organization.  Consumer behavior involves the use 

and disposal of products as well as the study of how they are purchased.  Product use is often of 

great interest to the marketer, because this may influence how a product is best positioned or 

how we can encourage increased consumption. 

  

Banking is service-oriented industry providing a wide range of services to the people in their 

day-to-day operations. Today the problem of the people is complex and varies from individual to 

individual. Man created the credit system, but with the improvement in transport and trade, 

people become mobile and the creditability of the entire customer could not be established by all 

the sellers. The innovative humans once again come up with yet another brilliant idea of plastic 

money. The plastics money or credit card offers the convenience of providing on the spot 

purchase and eliminates the carrying of huge amount of cash. Credit card is a plastic card issued 

by a bank or an organization or clubs to the consumers. 

 

The introduction of credit card by banks all over the world is considered as a major step, the card 

has become a way of life in advanced countries. That is also fast catching up in developing 

countries like India. During 1914, a number of oil companies issued the first credit card to their 

customer for the purchase of gasoline, oil and accessories at the company‟s stations. Therefore, 

local departmental stores, railways companies also started issuing credit card. The Franklin 

national bank of New York was introduced in 1951. It is the first banks in the US to adopt a 

credit card plan around 1958.In the early stages its growth was very slow in terms of member 

and values. However in the recent past the scenario has changed dramatically. 

  

In the mid 60‟s slowly but steadily, these credit instruments struck it roots. Diners club was the 

pioneer in launching the credit in India during 1961. The first nationalized bank to enter credit 

card business was central bank of India, which launched its card in august 1980.Andhra bank 

followed suit in next year. They are the innovations in the credit card business in India. 

Gradually other banks adopted this scheme. The number of nationalized and private banks 

issuing credit card has increased significantly. Credit cards are now not only an integral part of 

the consumer life in metros, but even residents of smaller cities and towns have taken to them. 

This can be attributed to the aggressive strategy of nationalized and private banks promoting 

cards in smaller towns and cities.  The credit card business has become increasingly popular in 
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India, there by providing considerable scope for further expansions as an extension of banking 

service to its customer. Hence the study attempts to find the spending pattern, behavior and 

satisfaction of the credit card holders. The study was also trace out the problems faced by the 

credit card holders while using the Credit Cards. 

 

OBJECTIVES OF THE STUDY: 

 

 To study the frequency of usage and utilization of credit cards. 

 To find level of satisfaction of credit cardholders  

 To identify the problems faced by the credit card holders. 

 

METHODOLOGY: 

 

 The research was carried out in Nagpur city of Maharashtra. Convenient Sampling 

method was used to select the sample. Sample size considered for this study was 200 

respondents. 

 

TOOLS USED FOR ANALYSIS: 

 

 The following tools are used for the study, 

 1. Percentage analysis, 

 2. Chi-square test, 

 3. ANOVA (F-test), 

 4. T-test, 

 

FINDINGS OF THE STUDY 

 

The findings of the study are presented in the following paragraphs. 

 

PERCENTAGE ANALYSIS-PERSONAL PROFILE 
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TABLE-1 PERSONAL PROFILE 

 

Personal Profile Classification Frequency Percent 

Age Up to 25 yrs 38 19.0 

26-35 yrs 87 43.5 

36-45 yrs 51 25.5 

Above 45 yrs 24 12.0 

Gender Male 141 70.5 

Female 59 29.5 

Marital Status Married 58 29.0 

Unmarried 142 71.0 

Education School 15 7.5 

Graduate 77 38.5 

Post Graduate 92 46.0 

Professional 16 8.0 

Occupation Business 83 41.5 

Employed 61 30.5 

Student 46 23.0 

Housewife 10 5.0 

Monthly Income Below Rs.10000 38 19.0 

Rs.10000-20000 105 52.5 

Rs.20000-30000 47 23.5 

Above Rs.30000 10 5.0 

Family Size Up to 2 members 20 10.0 

3 members 71 35.5 

4 members 82 41.0 

Above 4 members 27 13.5 

 

Table-1 shows the personal profile of the respondents. Out of 200 respondents, 43.5per cent of 

the respondents fall under the age group of 26-35years, 70.5 percent of the respondents are male, 

71per cent of the cardholders are unmarried. With regard to educational qualification of 

respondents 46 per cent of them are post graduate, 41.5 per cent of the respondents are doing 

business, 52.5per cent of the respondents are having monthly income of Rs.10000-20000, 41% 

of the respondents‟ family size is 4 members. 

 

 

CREDIT CARD BANK OF THE RESPONDENTS 
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TABLE- 2 CREDIT CARD BANK OF THE RESPONDENTS 

 

Banks 
No-of 

respondents 
Percent 

ICICI 54 27.0 

HSBC 21 10.5 

SBI 49 24.5 

CITI 8 4.0 

HDFC 57 28.5 

CANARABANK 7 3.5 

OTHERS 4 2.0 

Total 200 100.0 

 

Table 2 shows that, 28.5% of the respondents are having the credit card in HDFC bank, 27% of 

the respondents are having the credit card in ICICI bank, 24.5% of the respondents are having 

the credit card in SBI bank, 10.5% of the respondents are having the credit card in HSBC bank, 

4% of the respondents are having the credit card in CITI bank, 3.5% of the respondents are 

having credit card in CANARA bank and 2% of the respondents are having the credit card in 

other banks.  

 

FREQUENCY OF PURCHASE BY USING CREDIT CARDS 

 

TABLE-3 FREQUENCY OF PURCHASE BY USING CREDIT CARDS 

 

Particulars No of Respondents Percent 

Once in a week 40 20.0 

Twice a week 51 25.5 

Once in 2 weeks 78 39.0 

Daily 12 6.0 

Others 19 9.5 

Total 200 100.0 

 

Table 3 shows that, 39% of the respondents make purchase by using credit card once in 2 weeks, 

25.5% of the respondents make purchase using credit card twice a week, 20% of the respondents 

make purchase using credit card once in a week, 9.5% of the respondents make purchase using 

credit card when needed and 6% of the respondents make purchase using credit card daily.  
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TYPES OF UTILIZATION OF CREDIT CARDS 

 

TABLE-4 TYPES OF UTILIZATION OF CREDIT CARDS 

 

Particulars  No-of respondents Percent 

Durable/Non-durable 20 10.0 

Hotel bills 28 14.0 

Jewellery 31 15.5 

Textile goods 42 21.0 

Travel 5 2.5 

All the above 74 37.0 

Total 200 100.0 

 

Table 4 shows that, 37% of the respondents utilize credit cards for multiple purposes, 21% of the 

respondents utilize credit cards for textile goods, 15.5% of the respondents utilize credit cards for 

jewellery, 14% of the respondents utilize credit cards for hotel bills, 10% of the respondents 

utilize credit cards for durable/ non-durable goods and 2.5% of the respondents utilize credit 

cards for travel. 

 

TYPE OF CREDIT CARDS  

 

CHART-1 TYPE OF CREDIT CARD 

 

 
 

From the above chart it‟s clear that, 77 per cent of the respondents are having Visa card, 22 per 

cent of the respondents are having Master card and 2 per cent of the respondents are having other 

types of card. 
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SOURCE OF AWARENESS  

 

CHART-2 SOURCE OF AWARENESS 

 
 

The above chart-2 shows that, 33.5 per cent of the respondents aware about the credit card 

through agents, 27 per cent of the respondents are aware from their friends & relatives, 22.5 

per cent of the respondents are aware through television, 12.5 per cent of the respondents are 

aware by newspaper and 4.5 per cent of the respondents are aware through other sources like 

pamphlets and notices. 

 

SATISFACTION OF THE RESPONDENTS 

 

TABLE-5 SATISFACTION OF THE RESPONDENTS 

 

Particulars  Dissatisfied 
Highly 

dissatisfied 
Satisfied 

Highly 

satisfied 
Total 

Billing --- 2(10) 155(77.5) 43(21.5) 200 

Customer care 1(0.5) 2(1.0) 136(68.0) 61(30.5) 200 

ATM ---- 2(1.0) 136(68.0) 62(31.0) 200 

Accessibility 7(3.5) 3(1.5) 137(68.5) 53(26.5) 200 

            

 Note – figures in the brackets indicate percentage 

 

Table 5 clearly shows the degree of satisfaction towards credit card service. 77.5% of the 

respondents are satisfied with the billing, 68% of the respondents are satisfied with the customer 

care, 68% of the respondents are satisfied with the ATM and 68.5% of the respondents are 

satisfied with the accessibility. 
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RANK ANALYSIS-DIFFICULTIES FACED WHILE USING THE CREDIT CARDS 

 

TABLE-6 DIFFICULTIES FACED WHILE USING THE CREDIT CARDS 

 

Particulars Mean Rank 

Membership fee is high 3.2400 1 

Service charge is high 4.1500 2 

Interest rate is high 4.4150 3 

Delay in issue of Cards 4.4200 4 

Problem in renewal 4.4350 5 

Non-availability of Credit card. facility 4.4450 6 

Misuse of Credit card 5.2150 7 

Short period of payment 5.6500 8 

 

Table-6 reveals the difficulties of respondents while using the credit card. The respondents have 

given rank 1 for high membership fee, rank 2 for high service charge, high interest as the third, 

delay in issue of cards as the fourth, problem in renewal as the fifth, non-available of credit card 

facility as the sixth, misuse of the credit card as the seventh and respondents have given rank 8 

for short period of payment  

 

CHI-SQUARE TEST 

 

HYPOTHESIS I: There is no significant relationship between personal factors and 

frequency of purchase by using credit card. 
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TABLE-7 PERSONAL FACTORS AND FREQUENCY OF PURCHASE BY USING 

CREDIT CARD. 

 

General factors Calculated 

value 

df Significance/  

 No significance 

Age 9.560 12 No significance 

Gender 6.433 4 No significance 

Education 13.344 12 No significance 

Occupation 11.460 12 No significance 

Family monthly income 
29.966 12 

 Significance 

Size of the family 
15.974 12 

No significance 

 

Table 7 shows the result of chi-square test. It is inferred that the hypothesis is accepted with 

regard to age, gender, education, occupation and size of the family. So, it is concluded that the 

respondents have not influenced by those factors. But hypothesis is rejected in case of family 

monthly income. Hence the family monthly incomes have a significant influence on frequency of 

purchase by using credit card. 

 

HYPOTHESIS II: There is no significant relationship between personal factors and 

utilization of credit card. 

 

TABLE-8 PERSONAL FACTORS AND UTILIZATION OF USING CREDIT CARD 

 

General factors Calculated value df Significance/  

 No significance 

Age 17.162 15 No significance 

Gender 13.067 5 Significance 

Education 14.333 15 No significance 

Occupation 33.984 15 Significance 

Family monthly income 
16.129 15 No significance 

Size of the family 
39.832 15 Significance 
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Table-8 it is inferred that the hypothesis is accepted with regard to age, education and family 

monthly income so, it is concluded that the respondents have not influenced by those factors. But 

hypothesis is rejected in case of gender, occupation and size of the family. Hence these factors 

have a significant influence on utilization of credit card. 

 

T-TEST 

 

HYPOTHESIS: There is no significant difference between gender in the average 

satisfaction scores. 

 

TABLE-9 (A) GENDER IN THE AVERAGE SATISFACTION SCORES. 

 

Gender N Mean Std. Deviation 

Male 141 13.0000 1.1276 

Female 59 12.8814 1.2189 

 

TABLE -9(B) T-TEST FOR EQUALITY OF MEANS 

 

t df Sig 

.662 198 Ns 

 

Table-9 The t-test was applied to find whether there is significant difference between gender in 

the average satisfaction scores. The calculated t-test value is 0.662, which is less than the table 

value of 1.972 at 5% level of significance. So there is no significant difference between gender in 

the average satisfaction score. Hence the hypothesis is accepted. 

 

ANOVA  

 

HYPOTHESIS: There is no significant difference among the personal factors in the 

average satisfaction score. 
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TABLE-10 PERSONAL FACTORS AND AVERAGE SATISFACTION SCORE. 

 

Personal 

factors 
Particulars 

Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Age Between Groups 6.868 3 2.289 1.740 Ns 

Within Groups 257.887 196 1.316 _  

Total 264.755 199 _ _  

Education 

 

 

Between Groups 4.927 3 1.642 1.239 Ns 

Within Groups 259.828 196 1.326   

Total 264.755 199    

Occupation Between Groups 6.777 3 2.259 1.716 Ns 

Within Groups 257.978 196 1.316   

Total 264.755 199    

Monthly 

Income 

Between Groups 10.741 3 3.580 2.763 S 

Within Groups 254.014 196 1.296   

Total 264.755 199    

Family Size Between Groups 5.017 3 1.672 1.262 Ns 

Within Groups 259.738 196 1.325   

Total 264.755 199    

 

Table-10 shows the results of ANOVA. It is clear that there is no significant difference between 

the age, education, occupation and size of family of the respondents and the average satisfaction 

score. Hence the hypothesis is accepted. In case of monthly income, hypothesis is rejected. So 

there is a significant difference between monthly income and average satisfaction score.  

 

CONCLUSION 

 

Gone are the days when credit card was the dream of middle-income group. Now credit card has 

been come affordable. But the question is how for the customers are using the credit card. The 

respondents are satisfied with consumer care given by the banks. They are facing a difficulty of 

high membership fee and service charges levied by the banks. Highest rates and service charges 

have made the customers to use the cards very occasionally and this has brought a negative 

impact in the minds of the customers. Measures like reduction of interest rate, penalty fees would 

pave way for better utilization. The study has given in depth knowledge about the present 

scenario of credit card. The study has also enabled to understand the various problems faced by 

the cardholders. 
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