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Abstract: With the credit card has gradually entered into our life, the credit card market competition is 

becoming increasingly fierce; every bank targets college students market. However, many problems arise 

because of the facts that college students have no stable source of income and they lack credit consciousness. 

Then banks stopped issuing cards to college students, giving up the huge market of college students who have 

good qualities, great potential and can accept new things quickly. Based on this situation, the study adopted the 

electronic questionnaire and paper questionnaire and then combined with the questionnaire data of 336 valid 

samples collected to analyze the choosing intention of these contracted seniors’ first credit card. According to 

the empirical analysis, the study concluded that there are four main factors, which influence the choosing 

intentions: bank strength, services and cost factor, additional functions and problems factor, the credit card 

product factor, status symbol and the location factor. Finally, series of “7P” marketing suggestions are 

proposed to the issuing banks. 
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I. Introduction 

In the recent years, with the gradual change of consumption and financial management concept, credit card 

has become an important tool for non-cash payment. According to incomplete statistics, to the first quarter of 

2014 in China, credit card circulation has exceeded 400 million and the total transaction amount exceeded 15 

trillion Yuan (RMB). In addition, under the huge background of transformation occurred in the market space and 

economic structure, over the next 10 years the average annual growth rate of China credit card volume will 

remain at around 14% and the annual revenue growth at around 40%. It will give every commercial bank great 

business opportunities, but also confront the development of China’s credit card business with unprecedented 

challenges. There is data showing that the foreign credit card issuer’s revenue accounted for more than half of 

the average income of the bank, of which about 75% came from interest income. In contrast, as Chinese 

cardholders usually get used to make both ends meet, the overdraft ratio is much lower than the average 

overdraft ratio on abroad. Therefore, China’s issuing banks live mainly on the company’s business, which 

accounted for more than 90% of total revenue; retail business is always a weak link. It is obvious that China’s 

banking business transformation is hanging over the banks head. 

In this situation, the main force of the future consumption - college students well educated become the target 

market of each commercial bank’s credit card business. Since September 20, 2004 with Golden Credit and 
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China Guangfa Bank jointly issued the first credit card for college students, many domestic banks have also 

followed and issued college student credit card 
[1]

. In September 5, 2005, CITIC Bank issued a special credit 

card for college students in some universities at Dalian, expecting to create more profits and benefits for the 

credit card business of CITIC bank. In October of the same year, Industrial and Commercial Bank of China 

launched nationwide large-scale promotion of student credit card “Young card”. With the strengthening of the 

major banks’ promotion and the strong interest of the students in credit cards this kind of fresh thing, the 

upsurge of issuing credit cards on campus was promoted 
[2]

. However, due to the special nature of the college 

students, a series of problems such as many “sleeping cards”, high bad debt rate, low profit of issuing banks, 

serious product homogeneity, narrow environment of card using, difficulty to guarantee credit and other issues 

became more and more fierce. Especially in July 16, 2009, after China Bank Regulatory Commission published 

“The Circular on Further Regulating the Business of Credit Cards”, CITIC Bank, Industrial and Commercial 

Bank of China, China Construction Bank and some other banks stopped the business of college students’ credit 

card for a time
 [3]

. It is obvious that blindly issuing credit cards to undergraduates cannot really seize the market; 

on the contrary, resulted in the waste of the commercial banks resources, produced a variety of bad debt difficult 

to recover, and led to inestimable losses. 

Through investigation, it found that the college students credit card issue should be ascribe to that college 

students always lack credit awareness and are not clear about the policies related to credit card regulations. 

Comparing with other grades, the contracted seniors understand the importance of their credit in their future life 

and work better. Encouraging this part of students to apply for a credit card is the best way for commercial 

banks to expand credit card market. Therefore, each bank should have a detailed understanding of their 

considerations before they choose the credit card to seize opportunities better and faster. 

This research takes seniors to be employed from some universities all over China as data samples to 

investigate their credit card use intentions by questionnaire survey; and the various factors they will consider 

when they choose for their own the first credit card in the future. Moreover, analyzes the results to find the 

influence of gender, age, profession, region, salary differences on the choice of a credit card. Finally, based on 

the results, targeted marketing suggestions are put forward for the issuing banks. 

 

II. Literature review 

2.1 The overseas research 

In recent years, much has been written about credit card usage among college students. Despite a vast 

number of studies, little has been written about credit card usage among college students in developing countries 
[4]

. Willey and Richard (1974) classified the bankcard users into three types: high level (active user), medium 

level (moderate user) and low level (motionless user) by the method of psychological analysis. They found that 

high-level users were younger, better educated with higher degree, more engaged in a professional or 

managerial profession than low users. In addition, Adcock, Hirschman and Goldstucker (1976) studied and 

found that credit card users and the non-users had significant differences on the demographic variables. Among 

them, men tended to favor overdraw, while women were likely to be more gregarious, more active, and more 

willing to try new things 
[5]

. 

In the late 1980s, the commercial practice proved that American students had high loyalty to their first credit 

cards (Jing J. Xiao, 1995) 
[6]

, which was beneficial for those credit card banks to strengthen the customer 

relationship to attract students to use their financial services such as car loans and housing credit after 

graduation. By the end of the1990s, however, college students’ credit card debt issue aroused considerable 

public concern. In 1998, the U.S. Public Interest Research Group (PIRG) made an investigation on college 
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students’ credit card usage (Joyce E. Jones，2005)
 [7]

, and found that most of college students had more than one 

credit card and paid for their credit cards on their own. Because the college students had no fixed income, the 

phenomenon of the delayed payment and the excessive consumption was not a surprise. Moreover, the main 

marketing method of credit cards for American college students on campus was direct selling model. The fierce 

competition increased banks’ debt crisis. According to the study, consumers’ loyalty to financial institutions 

would decrease with more income and age, but when consumers who had grown up need use new financial 

services, they usually chose the bank they had contacted with when they were teenagers. 

Foreign research mainly focused on social problems caused by college students’ credit card usage, for 

example, the relevance with strained family ties and unemployment rate. In addition, early empirical studies 

confirmed the demographic variables had significant impact on credit card usage, and revealed the fact that the 

users were younger, better educated with higher degree and more income than non-users 
[8]

. It also profoundly 

pointed out the concision that the loyalty of the college students to their first credit cards was very high, which 

was a strong support for the research in this article. How should credit card banks develop marketing strategies 

to be selected as the first credit card owners by the college students is also the focus of the research. 

2.2 The domestic research 

Chen Qin, Fan Zhuqing (2015) 
[9] 

believed that students’ over usage of credit cards, unstable income and 

immature consumption view confronted the banks with the huge risk. Further, due to the early blind expansion 

of the banks, there were large amount of “sleeping cards”, resulting in the waste of banks’ resources. Although 

the market of the college students’ credit cards contained huge consumption, in 2009, several domestic banks 

had stopped student credit card business in succession because of the credit crisis (Zhang Yunqi, 2011) 
[10]

. 

In the empirical research on the factors influencing college students’ credit card application, the general 

model is taking a college of a certain area as an example for research and analysis, designing questionnaire 

according to different research perspectives, then sorting and analyzing the data. Qian Anqi and Xu Xiaolong 

(2011) 
[11]

 took the methods of questionnaire and factor analysis, summing up the 21 proposed factors into seven: 

additional services, network bank function, the scale of the bank, the convenience of repayment, the card fee, 

the convenience of usage in other cities, and fashion and beauty of the card design, and putting forward the 

corresponding marketing strategy based on the seven factors. Zhou Tianyun, Tu Luyao (2011) 
[12]

 made attitude 

scale from three dimensions about cognition, emotion and behavior to explore college students’ attitude of credit 

cards, and found that college students thought the credit card functions and services were important, and 

value-added services had a positive impact on college students’ credit card attitude. Gou Ying, Sun Yingjun 

(2013) 
[13]

 made a sampling survey of Shanghai college students’ credit card usage from two aspects of 

commercial banks and students. They analyzed the problems existing in college students’ credit card usage, 

including the lack of financial knowledge, serious overdraft of individual credit card holders, the lack of credit 

and so on. Then put forward solutions such as to strengthen the promotion of the knowledge of card use, to 

improve the credit card service system, and to strengthen the management of the credit card overdraft. 

Thus, the domestic study of college students’ credit card usage analyzed and discussed mainly from two 

perspectives of cardholders and card issuers. On the one hand, the research based on the perspective of 

commercial banks focused on the strategy and solution of risk prevention and management to the existing 

problem of college students’ credit card market. On the other hand, based on the research of college students’ 

perspective, the research mainly focused on the characteristics of college students’ consumption behavior, which 

including the motivation of card application, factors influencing the card application, card preference, number of 

cards, the frequency of card using, the life cycle of the using of credit cards and so on. Although the market of 

college students is only a segment of the national credit card market, further careful research inside the segment 
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is blank. This study used contracted seniors as the samples, who were more likely to be the future practical users 

of credit cards. Both foreign literatures and domestic investigation proved that college students’ loyalty to their 

first credit cards was high, which is the logical starting point of this study. 

 

III. Descriptive statistics analysis of the questionnaire survey results 

In this study, there were 400 questionnaires distributed, including 140 electronic questionnaires and 260 

paper questionnaires and a total of 353 samples (96 electronic samples, 257 paper samples) were collected, with 

88.25% return-ratio, and among which 336 valid questionnaires (96 electronic samples, 240 paper samples), 

with 95.18% effective response rate. 

3.1 The overall sample characteristics 

In the course of the investigation, the research did not explore the information of seniors who had owned 

credit cards already in depth but gave simple descriptive statistics while their suggestions and opinions also 

provided some guidance for issuing banks’ marketing strategy. The survey did in-depth exploratory statistical 

analysis about the information of students who had not owned credit cards yet, including reliability and validity 

analysis, factor analysis and correlation of the data, to understand deeply the factors that would influence the 

future choice of their first credit card. 

From the distribution and recovery situation of questionnaires, most of respondents were college students in 

cities: Nanjing, Wuxi, Weihai, and Dalian. Gender distribution, age composition and proportion of annual salary 

are shown in table 1. 

 

Table 1. Statistics of the overall sample information 

Gender Female Male Total Percentage 

Age 20-21 6 14 20 5.95% 

22-24 73 230 303 90.18% 

25-27 1 12 13 3.87% 

Total 80 256 336  

Percentage 23.81% 76.19% 100%  

Annual 

Salary 

(Million) 

2-3 12 30 42 12.50% 

4-6 52 137 189 56.25% 

7-10 10 70 80 23.81% 

10-20 1 6 7 2.08% 

The 

missing 

values 

 

5 

 

13 

 

18 

 

5.36% 

Total 80 256 336  

Percentage 23.81% 76.19% 100%  

 

Students covered 28 provinces and municipality directly under the Central Government concentrated in 

Hebei, Shanxi, Liaoning, Jilin, Shandong and Jiangsu, which accounted for more than half of the total number 

of samples; Professional categories were 41, covering the language class, engineering class, management class 

and so on. Among the samples, students who majored in mechanics were 60, while students who majored in 
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marketing management were 13, and welding 17, etc. 

Students’ career covered 25 industries: the automotive industry, household electrical appliances industry, 

industrial gases industry, electronics industry, IT industry, machinery manufacturing industry, aerospace industry, 

telecommunications industry, civil engineering industry, software industry, catering industry, electric power 

industry, financial industry, garment industry, education industry, service industry, advertising media industry, 

film and television industry, agriculture industry, retail industry, transportation industry, medicine industry, 

FMCG industry, real estate industry and chemical industry. Among the samples, students who worked in the 

automotive industry were 50, while students who worked in the IT industry were 26, and civil engineering 26, 

and so on. 

3.2 Sample statistics that have credit cards 

In 336 overall samples, the number of samples with credit cards was 89, accounted for the overall sample of 

26.49%, of whom 24 were female, accounted for 26.97%, 65 males, 73.03%. The point here need to explain was 

that from the 100 questionnaires recovered from Dalian, nearly 45% of the respondents had credit cards, that 

was to say, among89 students with credit cards, nearly half were from the universities in Dalian, which 

suggested that the city’s economic environment and financial market had strong impact on the application for 

credit card. In addition, distribution of card issuing banks that respondents who had a credit card now often use 

is shown in table 2. 

 

Table 2. The frequently used credit card issuers’ distribution 

Banks Number 

Industrial and Commercial Bank of China 32 

Agricultural Bank of China 25 

Bank of China 32 

China Construction Bank 23 

Citibank 1 

China Everbright Bank 4 

Bank of Communications 10 

Industrial Bank 5 

China Minsheng Bank 2 

China Merchants Bank 6 

Postal Savings Bank of China 5 

Shanghai Pudong Development Bank 4 

Shenzhen Development Bank 5 

China Guangfa Bank 1 

 

Table 2 suggested that most of respondents chose the five biggest state-owned banks. The respondents 

preferred state-owned holding banks with strong strength, security, large number of service branches and wide 

geographical coverage. However, service satisfaction and consumption transparency were important factors that 

affect the frequent use of credit cards. Other credit card banks also focused on the reason of credit cards 

application and dissatisfaction factors. Starting from the intention, marketing accurately, and satisfying the 

customers, were the breakthrough points of credit card business for other commercial banks and the necessary 

source of the competitive advantages. 
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IV. Exploratory statistical analysis of survey results 

The analysis focused on the information of respondents who had not owned credit cards yet. The main 

methods were reliability and validity analysis, exploratory factor analysis. 

4.1 Reliability and validity analysis of the questionnaire 

(1) Reliability analysis 

Reliability meant the index of the true degree of the measured data obtained during the measurement of the 

scale used in the study, that is, the reliability and accuracy of the application of scale measurement
 [14]

. In this 

study, the measurement of reliability adopted reliability coefficient Cronbach consistency values, which were 

most commonly used at present to measure the structure. In this study, the Cronbach’s Alpha reliability 

coefficient of 247 copies of an 18 questions questionnaire was 0.841, and if any one item was deleted, the 

remaining 17 questions’ reliability coefficients were all above 0.8, thus, the questionnaire reached the acceptable 

level of reliability. See Table 3showedmore details. 

 

Table 3. Confidence level 

Reliability statistics 

Cronbach’s Alpha Number of items 

.841 18 

 

(2) The validity analysis 

This article checked the conformity between the measured results and the contents to be examined, namely 

whether there was any correlation of the measure questions, mainly through Bartlett’s test of sphericity and 

KMO (Kaiser-Meyer-Olkin) sample measure. Only when the correlation was high, factors analysis would be 

allowed. 

According to Table 4, KMO value of 0.846, based on the standard of KMO measure, it was suitable for 

factors analysis. What’s more, the significant probability of Bartlett’s test of sphericity P (Sig) = 0.000 <0.0001, 

which proved that the data were relevant and suitable for factor analysis. 

 

Table 4. KMO and Bartlett test 

KMO and Bartlett’s test 

Sampling sufficient degree of Kaiser-Meyer-Olkin measure .846 

 

Bartlett’s test of sphericity 

Approximate chi-square 1112.719 

df 153 

Sig. .000 

 

4.2 Factor analysis of the questionnaire 

The validity analysis above indicated that the measured results were highly consistent with the contents to be 

examined and factor analysis was suitable. 

To support the data analysis and simplify the data presentation, the question number of 18 questions was 

respectively labeled , , , , …  in order. 

Common factor variance (see Table 5) showed that the degree of most extraction about the indicators were 

above 0.5, indicating that the four main component factors obtained from factor analysis were able to reflect the 

contents of the original 18 indicators better without missing too much significant information. 

1a 2a 3a 4a 5a 18a
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Table 5. Common factor variance table 

Common factor variance 

Number Original Value Extraction 

a1 1.000 .520 

a2 1.000 .603 

a3 1.000 .585 

a4 1.000 .550 

a5 1.000 .506 

a6 1.000 .570 

a7 1.000 .442 

a8 1.000 .504 

a9 1.000 .527 

a10 1.000 .512 

a11 1.000 .439 

a12 1.000 .632 

a13 1.000 .536 

a14 1.000 .451 

a15 1.000 .498 

a16 1.000 .518 

a17 1.000 .376 

a18 1.000 .411 

Extraction Method: Principal Component Analysis 

 

Table 6. Rotated component matrix table 

Rotating component of a matrix A 

 Components 

 1 2 3 4 

a9 .719 .033 .093 .026 

a6 .713 .137 .207 .001 

a3 .642 .004 .413 .036 

a13 .621 .383 -.053 -.022 

a5 .619 .047 .297 .179 

a11 .563 .326 -.108 .059 

a7 .473 .343 .069 .309 

a16 .433 .354 -.375 .255 

a8 -.069 .611 .133 -.329 

a18 .166 .599 .025 .158 

a14 .244 .595 .186 .045 

a15 .467 .515 .069 .096 

a10 .151 .486 .462 .201 

a17 .085 .444 .214 .355 

a1 .240 .118 .668 -.054 
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a4 .172 .359 .623 .059 

a12 .225 .107 -.191 .730 

a2 -.153 -.007 .433 .626 

Extraction Method: Principal Component Analysis. Rotation method: a Kaiser 

standardized orthogonal rotation method. 

a. rotating after 14 iterations to converge. 

 

In addition, from the rotating component matrix (see Table 6), it was found that results of factor molecules 

were four principal component factors extracted, which were denoted , ,

and . The first principal component factor included indicators , , , , , ,

and ; The second principal component factor included indicators , , , ,

and ; The third principal component factor included indicators and ; The fourth principal 

component factor contained and . Specific questions of contents were listed in Table 7. 

 

Table 7. The principal components factor specific questions of contents included in each 

The first principal component factor Factor_1 

 You believe there were more bank self-service outlets, the repayment was more 

convenient.
 

 You believe the banks were stronger; their credit cards were more secure and reliable. 

 You believe interest-free period of the credit card is longer, you will be more willing 

to use the credit card. 

 You think your intention of the credit card application mainly relies on the 

convenience during the work in the future. 

 You believe if the bank’s services are not full of humanness, you will abandon the use 

of the credit card. 

 You think the cardholder fees of the credit card (annual fees, report for loss fees) will 

seriously affect your selection of the type of the credit card. 

 You think if the banks are not able to meet your expectations of services, then you 

will not hesitate to replace the credit card. 

 You think you prefer to the credit cards from the biggest five state-owned banks 

1_Factor 2_Factor 3_Factor

4_Factor 1_Factor 9a 6a 3a 13a 5a 11a

7a 16a 2_Factor 8a 18a
14a 15a 10a

17a 3_Factor 1a 4a

4_Factor 12a 2a

3a

5a

6a

7a

9a

11a

13a

16a
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(Industrial and Commercial Bank of China, Agricultural Bank of China, Bank of China, 

Bank of Communications, China Construction Bank) comparing with the  local 

commercial banks, credit cards issued by credit unions that they will be more willing to 

choose the 

Factor_2: 

8a  You believe you prefer to the credit cards from foreign banks comparing with 

domestic banks. 

10a
 You believe the better the gifts exchanged by the credits scores, the more frequent 

your use of the credit card to accumulate the scores. 

14a
 Your think when the merchants and banks jointly launch the credit card of 

membership, you will apply for one additionally for the profits of the discount. 

15a
 You believe the credit card has the additional services (such as discount of catering 

and entertainment, room reservations, installment payment types), it is more attractive for 

you. 

17a
 You believe when you are shopping online, the overdraft of the credit card can 

guarantee the safety of your own funds, and this is enough for you to decide to apply for 

the credit card. 

18a
 You believe that when you change your city of life, you would like to bring your ID 

card to the local bank for the replacement of the credit card, rather than stop the original 

credit card and apply for a new one in other local banks. 

Factor_3: 

1a  You think the higher the limit of your credit card the better. 

4a  You think the prettier the credit card the more attractive. 

Factor_4: 

2a  You think the possession of the credit card is a status symbol. 

12a
 You think to apply for a credit card in your working city is more convenient than in 

the university, even if the fee of the deposit and withdrawal in other cities is fee. 

 

From the table above, it was clearly found that the first principal component factor mainly described the 

issuing bank’s strength, service and the charges of applying for a card, and the description on these issues was 

strongly agreed or agreed by most respondents, all the proportions of the sum accounted for more than 60%, the 

highest even reached 74%. The second principal component factor mainly described some additional functions 

and problems associated with applying for a credit card. For example, gifts exchange, promotion in shopping 
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malls and supermarkets, discount on catering, security issues, and change of permanent residence, on the 

expression of these problems, most respondents agreed or generally agreed, and all the proportions of the sum 

accounted for more than 60% also. The third principal component factor described the overdraft and the credit 

card products itself. On the expression of these two problems, most respondents insisted on general agreement 

or disagreement, one of the proportions of the sum was 64.4%, and the other was 57.4%. The fourth principal 

component factor described the significance of the function of identity symbol of the credit card and the 

cognition of applying at other places. On the expression of these problems, most respondents also held general 

agreement or did not agree, one of the proportions of the sum was 66.8%, and the other was 64.2%. Above all 

rules, issuing banks might make deep analysis aimed at each principal component factor and develop 

corresponding marketing strategy of their own credit cards. 

 

Table 8. Component score coefficient matrix table 

Component Score Coefficient Matrix 

                           Ingredients 

 1 2 3 4 

a1 .033 -.065 .389 -.101 

a2 -.158 -.085 .262 .489 

a3 .242 -.204 .211 -.050 

a4 -.060 .092 .330 -.027 

a5 .216 -.170 .129 .064 

a6 .261 -.108 .060 -.090 

a7 .089 .063 -.047 .159 

a8 -.148 .404 .020 -.313 

a9 .293 -.160 .001 -.057 

a10 -.100 .183 .208 .079 

a11 .169 .078 -.153 -.037 

a12 .013 -.031 -.176 .544 

a13 .185 .100 -.128 -.114 

a14 -.050 .280 .019 -.052 

a15 .068 .190 -.062 -.023 

a16 .106 .142 -.323 .136 

a17 -.117 .191 .057 .219 

a18 -.084 .310 -.081 .049 

Extraction method: Principal Component Analysis (PCA) 

Rotation method: With Kaiser standardized orthogonal rotation method 

Constituent score. 

 

Finally, from the component score coefficient matrix (Shown in table 8) the load of each index on each 

principal component factor could be worked out. That is, getting the correlation regression equation between 

each index and principal component factors. 
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  (1) 

  (2) 

   (3) 

   (4) 

Through the analysis of the four regression equations, it was found that each index factor has different effect 

on factors when it was plus or minus. When the index factor was plus, the factor had a positive correlation; on 

the contrary had negative correlation. Meanwhile, the absolute values of index factors also generated different 

impact. The larger the absolute value was, the greater the effect would be; otherwise, the smaller. Here, the 

detailed analysis of the equation (1) would enlighten the analysis of equation (2), (3) and (4). 

In equation (1), through the regression equation containing strength, service and cost, it was found that a3 

and a9 made up a large proportion and their coefficients were plus, which meant that the larger the number of 

bank self-service outlets were and the higher the humanization degree of bank service was. Moreover, the larger 

the values of this factor were, the more beneficial to improve the bank’s attraction and the better to encourage 

more college students to apply for credit cards or handle other business. When the coefficient of the index a11 

was minus, the higher the card fees were, the lower the value of regression equation would be, causing the 

reduction of the credit card attraction, which was bad for the promotion of the credit card business. In this 

equation, a5, a6, a7, a13, a16 had a little influence on these factors, while other indexes’ influence degree could 

be ignored. 

Based on the analysis thought and approach of Factor_1, more comprehensive understanding and analysis 

could be carried out on the regression equation of Factor_2 (additional functions and issues factor), Factor_3 

(the credit card product factor) and Factor_4 (status symbol and business location factor), which would be 

omitted due to the limited space. 

 

V. The marketing strategy analysis of the credit card banks 

In recent years, the main targets of credit cards are the working staff in post with stable revenue and better 

career prospects, while college students’ market has almost been abandoned. However, the market of those 

students possessing signed employment contracts was a neglected “big cake” for a long time existing between 

the both sides. According to the analysis results, the topic following would focus on providing some 

corresponding advices for credit card banks to walk into this market around “7P”. 

5.1 Product strategy 

To attract the young with creativity, the key is creativity itself, but up to now, the credit cards of different 

1817161514

13121110987

654321

0.084a-0.117a-0.106a+0.068a+0.050a-    

0.185a+0.013a+0.169a+0.100a-0.293a+0.148a-0.089a+    

0.261a+0.216a+0.060a-0.242a+0.158a-a033.01_ =Factor

1817161514

13121110987

654321

0.310a+0.191a+0.142a+0.190a+0.280a+    

0.100a+0.031a-0.078a+0.183a+0.160a-0.404a+0.063a+    

0.108a-0.170a-0.092a+0.204a-0.085a--0.065a2_ =Factor

1817161514

13121110987

654321

0.081a-0.057a+0.323a-0.062a-0.019a+    

0.128a-0.176a-0.153a-0.208a+0.001a+0.020a+0.047a-    

0.060a+0.129a+0.330a+0.211a+0.262a+0.389a3_ =Factor

1817161514

13121110987

654321

0.049a+0.219a+0.136a+0.023a-0.052a-    

0.114a-0.544a+0.037a-0.079a+0.057a-0.313a-0.159a+    

0.090a-0.064a+0.027a-0.050a-0.489a+-0.101a4_ =Factor
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banks appear to be seriously homogeneous. Those college students who will graduate soon are the main force of 

using credit card in the future. Therefore, based on their special consumption habits and consumer demands, 

developing innovative products and additional services will be the root for the bank to occupy the market. 

Payment and credit are two core functions. In terms of payment, the savings credit card can be introduced 

based on the consumer’s habit of “make ends meet”. When the credit card is maxed out, the bank will notify the 

customer and return the money by the saving account automatically. In the case of credit, based on the condition 

of the graduating students with high expense but low disposable income, the bank may introduce a 

multi-category installment business and develop a relatively long “interest-free repayment period”. What’s more, 

the survey found that additional services to meet customers’ needs are also the important factor for credit cards 

application. 

5.2 Price strategy 

Price is the most intuitive and sensitive factor. From the results of the study, most seniors having signed an 

employment contract attached great importance to the credit card fee, which meant it would be much helpful for 

attracting this seniors market to give a certain discount or even discharge the credit card fee. Through the 

investigation and study, banks can establish a suitable price system for the contracted seniors and use 

management accounting methods to account credit card costs and income to achieve a single product accounting, 

and then formulate the price adapting to this market. 

Beyond that, with the gradual stability of the income, the contracted seniors will require the improvement of 

the services quality gradually. Then the banks need to introduce appropriate additional services to meet their 

emotional and psychological satisfaction. In this way, even if there is a competitive alternative, the satisfaction 

and emotional attachment accumulated during the cardholders’ previous experiences will become a barrier to 

make the change, and their intention of continuing to use the existing credit card in the future will also be 

improved consequently and the unstable customers turn into long-term stable clients 
[15]

. 

5.3 Channel strategy 

Because of their unstable income, the number of college students who apply for credit cards proactively is 

small. So according to their existing card using features, it will be a good choice to take multi-channels direct 

marketing supplemented by network marketing (credit card forum, post bar and websites for college students) at 

the same time. It should be noted that the gift is only a supplementary means of marketing, which can attract the 

application for cards, but cannot make the client retain. Only providing typical products, personalized and 

people-oriented services are the ways of credit card marketing. 

In addition, “convenience” is also an important factor affecting the respondents. Banks should focus on the 

distribution of outlets, the development of a variety of repayment methods and the simplification of repayment 

procedures to facilitate customers to handle quickly the business at any time everywhere. Besides, they should 

pay attention to the combination of telephone and network services. Overall, the issuing banks should enrich the 

ways and methods to handle business as many as possible and handle the business more conveniently and 

quickly, reducing the error rate of handling business in various ways and the “sleep card” ratio. 

5.4 Promotion strategy 

There are diverse strategies for promotion, but the key is to get close to the target markets’ life. For example, 

respondents said the promotion activities about life, entertainment, catering, and shopping mall and super 

markets are more attractive than accumulating scores for exchanging gifts, but now the starting score of this 

service is too high for the contracted students. Therefore, a more reasonable score service should be introduced 

to the card holder group of college students, and the use of credit card can be stimulated by gaining multiple 

points and preferential gift exchange. 



A Survey of Contracted Seniors’ First Credit Card Choosing Intentions and the Analysis of Issuing 

International Journal of Business Marketing and Management (IJBMM)             Page 52 

The study also found that many of the respondents had no knowledge of credit cards. Given this, card issuers 

can cooperate with companies and universities to implement financial education during the job fair. With the 

help of the media of universities and enterprises, bank scan promotes the credit card by activities on campus and 

business activities. These measures can set up a positive image of the bank brand and the products subtly to 

activate neutral people of cardholders, change their negative attitude of credit cards, and guide the young people 

who will step into the society to have a correct attitude regarding with self-credit problem. 

5.5 Physical evidence strategy 

At present, the functions of different credit cards are seriously homogeneous, which leads to the customers’ 

ambiguous impression and low loyalty to the credit card brand. The survey found that the contracted students’ 

application for cards had been affected by “brand effect”. Therefore, on the one hand, the bank can build brand 

effect and strengthen brand construction through advertising, celebrity recommendation and other marketing 

activities. At the same time, banks should improve the quality of service, to guarantee the rights of cardholders, 

cultivate brand loyalty, and build a brand sense of belonging
 [16]

. 

In addition, based on designing logo and building the core values, banks also need carry out publicity and 

education in various outlets allowing employees to insist on the maintenance and practice in order to make it 

become the symbol of bank’s brand and convey the bank’s culture to customer. For example, the flower of 

Industrial and Commercial Bank of China is “sunflower”. These sunflowers facing to “the sun” are assigned at 

each outlets of the bank expressing the company culture of “change because of you” in silence. 

5.6 People strategy 

The credit card offers a series of financial services. The invisibility of banking services and the simultaneity 

of production and consumption make the service personnel become the basis of the services quality perceived 

and evaluated by the customers. In commercial banks, the quality of front-line service personnel will directly 

affect customers’ satisfaction. 

Every staff member working in the bank is a representative of the bank in the eyes of the customer, and their 

appearance and code of conduct directly affect the customer’s recognition of the bank services. Therefore, the 

bank needs to improve the service quality of the whole team by training the employees in service attitude, 

communication skills and business quality
 [17]

. 

5.7 Process strategy 

The survey found that the speed of handling business deeply influenced the respondents’ liking for the credit 

card in subconscious level. The customer evaluates the service quality of the bank not only considering if the 

service is finally provided, but also considering whether the service process of the bank is designed reasonably 

and whether the service environment is pleasant or not. The facts that the process design is unreasonable, and 

the procedures are cumbersome or inefficient can often lead to the dissatisfaction of customers. 

Therefore, the key of the marketing aiming at contracted seniors who have not deal with a credit card is to 

convey emphatically information about the types of ways to handle the business, the accuracy and speed of the 

business handling. Even the data can be used to support the promotion, such as the number of applying for 

mobile phone banks, the average time of handling the banking online and so on. 
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