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ABSTRACT 

The aim of this paper is to understand the influencing factors of credit card selection of Turkish 
people. Within this scope, we made a survey with 257 people via internet. This survey includes 
questions which are related to the important points in credit card application process, significant 
issues in the selection of credit card and the factors for the customers to continue using the same 
credit card. According to the results of the survey analysis, it was determined that  there are some 
differences in selection of credit cards with respect to the gender. Within this context, it can be 
said that females give more importance to the priority at the branches for main banking 
operations, discounts offered by the banks and credit card offers, such as bonus or installment 
while selecting a credit card. Additionally, it was also defined that there is a negative relationship 
between education level and benefits on main banking operations. Similar to this situation, it was 
also learnt that people who have middle level education give more importance to the offers of the 
credit cards, such as bonus or installment. As a result of this analysis, it can be understood that 
influencing factors to select credit cards differ according to the age, gender, economic and 
educational factors of the customers. In other words, it is impossible to apply only one campaign 
related to the credit cards in order for banks to be successful. Therefore, it was recommended 
that banks should focus on different factors of the people so as to increase their comparative 
advantage in credit card market. 

Key Words: Banking; Credit Card; Turkey; Survey 

JEL classification: C83, G21, E51, H81 

INTRODUCTION 

Credit card is the instrument of payment which provides many advantageous to the consumers 
(Chakravorti, 2003). Firstly, it is possible to buy something with a credit card in spite of not 
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having enough money. In addition to this situation, it provides opportunity to pay the amount of 
goods by installment. Furthermore, consumers can provide cash money by using credit card 
when they need (Ritzer, 1995). Especially with the effect of increasing technology, the usage of 
credit cards went up considerably all over the world. Similar to this situation, credit card market 
is also essential in Turkey. Although the first credit card was developed in 1968, there was 
radical increase in credit card usage in Turkey after 1990s (Kükre, 2006). A lot of Turkish people 
prefer to use credit cards instead of cash in shopping. 

Because of the issues emphasized above, the competition in credit card markets increased very 
much (Ausubel, 1991). Banks give very much importance to gain new credit card customers and 
keep current customers. Within this context, many banks introduce different credits cards on the 
market in order to attract more customers (Durukan et. al., 2006). In addition to this situation, 
banks launch a bonus campaign in order to provide the sustainability of the customers (Ching 
and Hayashi, 2010). 

By taking into the consideration of these aspects, it can be said that determining the expectations 
of the customers regarding credit card is very significant. Hence, in this study, we tried to 
identify the factors that affect credit card preference of the customers. Within this scope, we 
conducted a survey to 257 people so as to understand their opinions. Owing to this situation, it 
will be possible to determine key factors in credit card preferences and give recommendations to 
the banks to gain new customers. 

The paper is organized as follows. After introduction part, we will give information about credit 
card sector in Turkey and similar studies in the literature in the second part. In addition to this 
aspect, in the third part, we describe research and application so as to understand the influencing 
factors of credit card choice of the consumers. Finally, the results of the analysis are given at 
conclusion part. 

CREDIT CARD SECTOR IN TURKEY AND LITERATURE REVIEW 

Credit Card Sector in Turkey 

Credit card is the instrument of payment which provides opportunity to the consumers to 
purchase something without using cash money (Chakravorti, 2003). It provides many 
advantageous to the consumers. First of all, it is possible to buy something although you do not 
have enough money at that moment. Moreover, consumers have a chance to pay the amount by 
installment when they use credit cards. Additionally, cash advance is another advantage of credit 
card. Owing to this issue, consumers can have cash money when they need with the help of the 
credit card (Ching and Hayashi, 2010). 

The first credit card was used in USA in 1894 and the usage of this credit card was limited with 
tourism sectors (Logemann, 2011). On the other side, the first credit card in Turkey was Dinners 
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Club Card developed by Setur Company in 1968, but the volume of this card was very low 
(Kükre, 2006). Parallel with the improvement in banking sector, the usage of credit card 
increased especially after 1990s in Turkey. After the banking crisis occurred in 2000, Turkish 
banking sector was restructured. Within this context, many regulations were made in order to 
have a better banking system (Demirci and Akben Selçuk, 2016). Owing to these aspects, there 
was also increase in credit card usage. The number of the credit cards for the years between 2011 
and 2015 was shown in Graph 1. 

Graph 1: The Number of Credit Cards in Turkey between 2011 and 2015 

 

Source: Interbank Card Center (BKM) 

As it can be seen from Graph 1, there was a significant increase in the number of the credit cards 
in last 5 years. Whereas the number of credit cards was about 51 million in 2011, it increased to 
58 million in 2015. Graph 2 explains the credit card payment amount through internet. 

Graph 2: The Amount of Credit Card Sales in Internet between 2011 and 2015 

 

Source: Interbank Card Center (BKM) 
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As it can be seen from Graph 2, there was also increase in the amount of the sales by using credit 
cards through internet. By looking at Graph 1 and 2, it can be said that credit card usage went up 
especially in last years. Moreover, Table 1 gives information about total credit card transactions 
and the amount as of 2016 March. 

Table 1: Information about Credit Card Usage in Turkey as of 2016 March 

The Type of the Credit 
Cards 

The Number of Credit 
Card Transactions 

The Amount of Credit 
Card Usage (million TL) 

Domestic Credit Cards 264,577,270 48,856.46 
Foreign Credit Cards 1,986,490 1,024.66 

Total 266,563,760 49,881.12 

Source: Interbank Card Center (BKM) 

Literature Review 

There are a lot of studies related to credit cards in the literature. Some of them were detailed on 
Table 2. 

Table 2: Studies Related to Credit Cards 

Author Scope Method Results 

Ausubel (1991) Turkey Survey 
Interest rate does not affect the choice 
of Turkish customers regarding credit 
cards. 

Canner and 
Luckett (1992) USA Descriptive 

Statistics 
Interest rate is an important factor in 
credit card choice. 

Steidle (1994) USA Descriptive 
Statistics 

Interest rate of credit card is not 
important for high income customers. 

Choi and De 
Vaney (1995) USA Logit According to the education and gender, 

credit card preferences differ. 
Qi and Yang 

(2003) USA Logit Credit card choice of consumers varies 
according to their demographic factors. 

Tung Lai (2004) Singapore Regression Customer satisfaction is an important 
criterion for credit card consumers. 

Savaşçı and 

Tatlıdil (2006) Turkey Survey 
Customer relationship works of the 
banks affect credit card choice of the 
banks positively. 
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Durukan et. al. 
(2006) Turkey Survey Installment opportunity is an important 

indicator of credit card choice. 
Ardıç and 

Yüzeroğlu (2006) Turkey Probit Bank size is significant factor for the 
credit card consumers to choose. 

Uzgören et. al. 
(2006) Turkey Regression Credit card choice of the consumers is 

directly related to the amount of POS. 

Abdul-Muhmin et. 
al. (2007) Saudi Arabia Survey 

Influencing factors of credit card usage 
vary according to the gender in Saudi 
Arabia 

Rysman (2007) USA Regression 
The performance of the banks is 
positively related to credit card choice 
of the consumers. 

Scholnick et. al. 
(2008) USA Regression The relationship between the number of 

credit cards and ATMs is uncertain. 

Yılmaz et. al. 

(2009) Turkey Survey 
Credit card fee affects credit card 
choice of Turkish consumers 
negatively. 

Kızgın (2009) Turkey Cluster 
Analysis 

Credit card preference changes 
according to demographic information 
of the consumers. 

Agarwal et. al. 
(2010) USA Regression Refunding campaign is positively 

related to credit card choice. 
Ching and Hayashi 

(2010) USA Logit Bonus campaign affects credit card 
consumers positively. 

Akın et. al. (2010) Turkey GMM Factors other than interest rate affect 
credit card choice. 

Kadir et. al. (2011) Malaysia 
Two Way 
ANOVA 
Analysis 

High service quality of the banks is a 
key factor in credit card choice of the 
customers. 

Bülbül et. al. 
(2012) Turkey Survey Credit card consumers prefer the banks 

that have high service quality. 

Amin (2013) Malaysia  Regression 
The cost of the credit card is a 
significant criterion in order for the 
choice of credit card. 

Özsoy et. al. 
(2013) Turkey Survey The behavior of branch personnel is a 

reason for the consumers to choose 
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credit card in participation banks.  

Özkan (2014) Turkey Survey 

The amount of interest rate is not 
significant for credit card choice in 
Turkish market whereas bonus and 
discount factors are important 
determinants. 

Ali and Raza 
(2015) Pakistan Regression 

Education level of the consumers is an 
important indicator for Islamic credit 
card choice. 

Santos et. al. 
(2016) Brazil and USA Survey 

Financial education is very important 
for college students for credit card 
preference. 

Demirci and 
Akben Selçuk 

(2016) 

Literature 
Review 

Descriptive 
Statistics 

Interest rate and credit card fee are 
significant factors that affect credit card 
choice of Turkish consumers. 

Ausubel (1991) made a study in order to identify the factors that affect credit card usage of 
Turkish customers. As a result of the analysis, it was concluded that interest rate does not affect 
the choice of Turkish customers regarding credit cards. Similar to this study, Steidle (1994) 
determined that interest rate of credit card is not important for high income customers in USA. In 
addition to them, Akın et. al. (2010) and Özkan (2014) defined that factors other than interest 

rate affect credit card choice. On the contrary, Canner and Luckett (1992) identified that interest 
rate is an important factor in credit card choice.  

Moreover, Choi and De Vaney (1995) made a study in order to define influencing factors of 
credit card choice of American consumers. Within this context, they used logit model in order to 
achieve this objective. As a result of the analysis, it was seen that credit card preferences differ 
according to the education and gender. Qi and Yang (2003) also reached similar result with the 
same method. Furthermore, Abdul-Muhmin et. al. (2007) and Kızgın (2009) made the same 

conclusion by using different approaches.  

Tung Lai (2004) analyzed the leading factors of credit card choice in Singapore. Within this 
scope, he made regression analysis. According to the analysis results, it was identified that 
customer satisfaction is an important criterion for credit card consumers. Savaşçı and Tatlıdil 

(2006), Kadir et. al. (2011) and Bülbül et. al. (2012) reached the same conclusions by using 
different approaches. On the other side, there are some studies in which credit card fee affects 
credit card choice of the consumers negatively (Yılmaz et. al., 2009), (Amin, 2013).  
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Additionally, Özsoy et. al. (2013) tried to analyze the factors that affect credit card usage of the 
consumers in Turkey. As a result of the analysis, it was defined that the behavior of branch 
personnel is a reason for the consumers to choose credit card in participation banks. Ali and Raza 
(2015) and Santos et. al. (2016) reached the similar conclusions for different countries. 
Moreover, Durukan et. al. (2006) determined that installment opportunity is an important 
indicator of credit card choice and Ching and Hayashi (2010) identified that bonus campaign 
affects credit card consumers positively. 

RESEARCH AND APPLICATION 

Aim of Research and Hypotheses  

The purpose of this paper is to examine the factors that affect credit card selection of the 
customers in Turkey. We tried to understand the difference of the credit card usage according to 
the education level, gender, income and age. Our hypotheses were detailed below. 

H1.1: The effects of benefits on main banking operations in credit card selection do not differ 
according to the gender.  

H1.2: The effects of benefits on main banking operations in credit card selection do not differ 
according to the different ages.  

H1.3: The effects of benefits on main banking operations in credit card selection do not differ 
according to the different income levels.  

H1.4: The effects of benefits on main banking operations in credit card selection do not differ 
according to the different education levels.  

H2.1: The effects of benefits on benefit on lifestyle in credit card selection do not differ 
according to the gender.  

H2.2: The effects of benefits on benefit on lifestyle in credit card selection do not differ 
according to the different ages. 

H2.3: The effects of benefits on benefit on lifestyle in credit card selection do not differ 
according to the different income levels. 

H2.4: The effects of benefits on benefit on lifestyle in credit card selection do not differ 
according to the different education levels. 

H3.1: The effects of credit card offers in credit card selection do not differ according to the 
gender.  

H3.2: The effects of credit card offers in credit card selection do not differ according to the 
different ages. 
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H3.3: The effects of credit card offers in credit card selection do not differ according to the 
different income levels. 

H3.4: The effects of credit card offers in credit card selection do not differ according to the 
different educational levels. 

Research Design and Methodology  

We made a survey with 257 people to examine the reasons of credit card selection. A series of a 
5-point Likert scale was used to measure the degrees of the factors. The respondents of this 
survey had different demographic and economic backgrounds. The questions in the survey 
mainly comprised of 3 different topics. The details of them were given on the table 3. 

Table 3: The Scopes of the Questions Used in the Study 

Question Topics Reference 

Life style patterns Plummer (1971), Park and Burns (2005), Shefrin and Nicols 
(2014), Paksoy (1979), Mathews and Slocum (1969) 

Demographic and socio-
economic characteristics 

Wickramasinghe and Gurugamage (2011), Firestone (2014), 
Wickramasinghe and Gurugamage (2009), Foscht et. al. 
(2010) 

Loyalty programs cash 
back 

Carbó-Valverde and Liñares-Zegarra (2009), Liu and Brock 
(2009), Wickramasinghe and Gurugamage (2009) 

As it can be seen from table 3, in the survey, we prepared the questions of the survey by 
considering life style patterns, demographic and socio-economic characteristics and loyalty 
programs.  

Empirical Results and Discussions 

The factor analysis of this survey was made in the first phase of the analysis. As a result of this 
analysis, it was determined that the survey has three different dimensions, which are benefits in 
main banking operations, benefits on lifestyle and credit card offers. Moreover, according to 
table 4, it was also defined that Kaiser-Meyer-Olkin Measure of Sampling Adequacy equals to 
0.803. Because this value is greater than 0.7, this situation shows that the analysis has strong 
degree of common variance. Moreover, it can also be seen that Bartlett's Test is less than 0.05. 
As a result of this analysis, we made a conclusion that correlation between the variables is 
sufficient.  
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Table 4: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .803 
Bartlett's Test of Sphericity (Sig) .000 

Additionally, reliability test was applied to each of these factors. As it can be seen from table 5, 
Cronbach alpha values of all these factors are higher than 0.7. As a result of this issue, it can be 
understood that the survey is reliable.  

Table 5: Survey’s Factor and Reliability Test Result 

Factors Questions Component's 
value 

Cronbach 
alpha values 

Benefits related to 
main banking 

operations 

Is the priority at branch operation 
important on your credit card usage? 0.8110 

0.834 

Is ATM network of the bank important 
on your credit card usage? 0.7940 

Is the access priority in call center 
operations important on your credit card 
usage? 

0.7190 

Is the behavior of bank personnel to you 
during credit card application important 
on your credit card usage? 

0.5980 

Is the cash advance availability 
important on your credit card usage? 0.5800 

Benefits on 
lifestyle 

Is restaurant discount important on your 
credit card usage? 0.8770 

0.750 

Is transportation discount important on 
your credit card usage? 

0.8420 

Is free cinema ticket opportunity 
important on your credit card usage? 0.7540 

Are discount opportunities important on 
your credit card usage? 0.6100 

Credit Card Offers 

Is the bonus amount important on your 
credit card usage? 0.7700 

0.704 
Is the credit card design important on 
your credit card usage? 0.7680 

Is extra bonus offered to you by the 
bank for your credit card application 0.7450 
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important on your credit card usage? 

As a result of the factor analysis, it was identified that the reason of credit card usage has three 
main factors. We named the factors as benefits on main banking operations, benefit on lifestyle 
and credit card offers. With respect to the benefits in main banking operations, having the 
priority for the operations at the bank, ATM network of the banks and access priority in call 
center system are important concepts. Also, the behavior of bank personnel during credit card 
application states in this factor. Finally, cash advance availability is also significant for this 
subject. 

Additionally, regarding benefits on lifestyle, restaurant discount and transportation discounts 
play an important role. Also, free cinema ticket opportunity is also considered in this concept. On 
the other side, as for credit card offers factor, the bonus amount is important aspect. Moreover, 
credit card design and extra bonus opportunity offered by the bank in credit card application are 
also considered in this issue. 

H1.1: The effects of benefits on main banking operations in credit card selection do not differ 
according to the gender. 

According to table 6, it was defined that p-value is less than 0.05 for this hypothesis. Owing to 
this result, H1.1 was rejected. As it can also be understood from the mean values in table 6, it 
was also identified that females are more influenced in selecting credit cards when banks offered 
priority to them for main banking operations. 

Table 6: H1.1 Anova Result and Descriptive Table 

Gender Number Mean Sig. 
Male 181 2.8851 

0.048 Female 76 3.1053 
Total 257 2.9502 

H1.2: The effects of benefits on main banking operations in credit card selection do not differ 
according to the different ages. 

Table 7 shows that p-value is less than 0.05, so H1.2 was rejected. Also, it was also considered 
that mean values of the older people have higher values in comparison with younger people. In 
other words, it was concluded that priority on main banking operations offered by the banks 
affects older people more than the others. 
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Table 7: H1.2 Anova Result and Descriptive Table 

Age Number Mean Sig. 
18-25 20 3.1100 

0.003 
26-35 133 2.7925 
36-50 72 3.0278 

50 over 32 3.3313 
Total 257 2.9502 

 

H1.3: The effects of benefits on main banking operations in credit card selection do not differ 
according to the different income levels. 

Table 8 shows that p-value is less than 0.05 Due to this result, it can be said that H1.3 was 
rejected. While considering mean values, it was also determined that there is a negative 
relationship between income and benefits related to main banking operations. In other words, it 
was concluded that people, who have lower income, are more interested in these benefits. 

Table 8: H1.3 Anova Result and Descriptive Table 

Income Number Mean Sig. 
0-1.000 1 2.6000 

0.019 

1.001-3.000 41 3.2732 
3.001-5.000 71 3.0451 
5.001-10.000 90 2.8156 
10.000 over 54 2.8111 

Total 257 2.9502 

H1.4: The effects of benefits on main banking operations in credit card selection do not differ 
according to the different education levels. 

From table 9, it was determined that p-value is less than 0.05. Because of this aspect, H1.4 was 
rejected. According to the mean values, it was also defined that there is an indirect relationship 
between education level and benefits on main banking operations in credit card selection process. 
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Table 9: H1.4 Anova Result and Descriptive Table 

Education Level Number Mean Sig. 
Elementary 8 3.2250 

0.002 
High school 27 3.4444 

Bachelor's degree 143 2.9455 
Postgraduate 79 2.7620 

Total 257 2.9502 

H2.1: The effects of benefits on benefit on lifestyle in credit card selection do not differ 
according to the gender. 

Table 10 shows that p-value equals to 0.02. Because it is less than 0.05, it was identified that 
H2.1 should be rejected. Furthermore, mean values explain that females give more importance to 
benefits on lifestyle than males while selecting credit card. 

Table 10: H2.1 Anova Result and Descriptive Table 

Gender Number Mean Sig. 
Male 181 2.8688 

0.02 Female 76 3.1546 
Total 257 2.9533 

H2.2: The effects of benefits on benefit on lifestyle in credit card selection do not differ 
according to the different ages. 

It was defined that p-value is higher than 0.05, so H2.2 was accepted.  

H2.3: The effects of benefits on benefit on lifestyle in credit card selection do not differ 
according to the different income levels. 

It was defined that p-value is higher than 0.05, so H2.3 was accepted.  

H2.4: The effects of benefits on benefit on lifestyle in credit card selection do not differ 
according to the different education levels. 

It was defined that p-value is higher than 0.05, so H2.4 was accepted.  

H3.1: The effects of credit card offers in credit card selection do not differ according to the 
gender. 

Table 11 shows us that p-value is less than 0.05. Due to this result, the hypothesis of H3.1 was 
rejected. Furthermore, mean values also give information that females give much more 
importance to the credit card offers, such as bonus or installment in comparison with the males. 
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Table 11: H3.1 Anova Result and Descriptive Table 

Income Number Mean Sig. 
Male 181 3.0847 

0.004 Female 76 3.3860 
Total 257 3.1738 

H3.2: The effects of credit card offers in credit card selection do not differ according to the 
different ages. 

As it can be seen from table 12, p-value is less than 0.05. This means that the hypothesis of H3.2 
should be rejected. Moreover, according to the mean values it was also determined that younger 
people are influenced more than others so as to select credit cards when these cards provide some 
offers such as bonus or installment. 

Table 12: H3.2 Anova Result and Descriptive Table 

Age Number Mean Sig. 
18-25 20 3.2167 

0.01 
26-35 133 3.2381 
36-50 72 3.2315 

50 over 32 2.7500 
Total 257 3.1738 

H3.3: The effects of credit card offers in credit card selection do not differ according to the 
different income levels. 

It was defined that p-value is higher than 0.05, so H3.3 was accepted.  

H3.4: The effects of credit card offers in credit card selection do not differ according to the 
different educational levels. 

As it can be seen from table 13, it was defined that p-value is less than 0.05. Due to this result, 
H3.4 was rejected. Also, by looking at the mean values, it can also be understood that people 
who have middle level education give more importance to the offers of the credit cards, such as 
bonus or installment. 
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Table 13: H3.4 Anova Result and Descriptive Table 

Education Level Number Mean Sig. 
Elementary 8 2.7500 

0.034 
High school 27 3.0000 

Bachelor's degree 143 3.2890 
Postgraduate 79 3.0675 

Total 257 3.1738 

 

CONCLUSIONS 

In this paper, we aimed to understand the influencing factors of credit card selection of Turkish 
people. Within this context, we made a survey with 257 people via internet. A series of a 5-point 
Likert scale was used to measure the degrees of the factors. In addition to this situation, we 
reached people from different ages, income and educational class in order to achieve more 
accurate results. The survey includes questions which are related to the important points in credit 
card application process, significant issues in the selection of credit card and the factors for the 
customers to continue using the same credit card.  

First of all, we made factor analysis of the survey. As a result of this analysis, it was determined 
that the survey has three different dimensions. Additionally, with respect to the reliability test, it 
was also identified that Kaiser-Meyer-Olkin Measure of Sampling Adequacy equals to 0.803. 
Since this value is greater than 0.7, this means that the analysis has a strong degree of common 
variance. Furthermore, it was determined that Bartlett's Test is less than 0.05. Hence, it was 
understood that correlation between the variables is sufficient. Moreover, it was also stated that 
Cronbach alpha values of all these factors are higher than 0.7. This explains that the survey is 
reliable. 

According to the results of the survey analysis, it was concluded that females have more 
tendencies to select their cards when banks offer them priority at the branches for main banking 
operations. Moreover, it was also defined that discounts offered by banks are more significant for 
females in comparison with males. Another important factor for females for this situation is the 
credit card offers, such as bonus or installment. 

Regarding educational analysis, it was defined that there is an indirect relationship between 
education level and benefits on main banking operations. In other words, highly educated people 
are less influenced from the benefits related to the main banking operations, such as access 
priority in call center operations, behavior of bank personnel and ATM network of the bank. 
Additionally, it was also identified that people who have middle level education give more 
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importance to the offers of the credit cards, such as bonus or installment. 

As for economic aspect, it was concluded that people, who have lower income, are more 
interested in benefits related to main banking operations. In addition to this situation, with 
respect to the age concept, it was determined that older people have more tendencies to select the 
cards when banks offer priority on main banking operations. Additionally, credit card offers, 
such as bonus or installment are more important for younger people. 

As a result of this analysis, it can be seen that influencing factors to select credit cards differ 
according to the age, gender, economic and educational factors of the customers. In other words, 
it was understood that it is impossible to apply only one campaign for credit cards. In addition to 
this situation, it was defined that some factors do not have any effect for the preference of the 
some customers. Therefore, banks should focus on different factors of the people in order to 
increase their comparative advantage in credit card market.  

REFERENCES 

Abdul-Muhmin, A. G., & Umar, Y. A. (2007). Credit Card Ownership and Usage Behaviour in 
Saudi Arabia: The Impact of Demographics and Attitudes Toward Debt. Journal of Financial 
Services Marketing, 12(3), 219-234. 

Agarwal, S., Chomsisengphet, S., & Liu, C. (2010). The Importance of Adverse Selection in the 
Credit Card Market: Evidence from Randomized Trials of Credit Card Solicitations. Journal of 
Money, Credit and Banking, 42(4), 743-754. 

Akin, G. G., Aysan, A. F., Kara, G. I., & Yildiran, L. (2010). The failure of price competition in 
the Turkish credit card market. Emerging Markets Finance and Trade, 46(sup1), 23-35. 

Ali, M., & Raza, S. A. (2015). Factors Affecting to Select Islamic Credit Cards in Pakistan: The 
TRA Model. Munich Personal Repec Archive. 

Amin, H. (2013). Factors Influencing Malaysian Bank Customers to Choose Islamic Credit 
Cards: Empirical Evidence from the TRA model. Journal of Islamic Marketing, 4(3), 245-263. 

Ardıç, O. P., & Yüzereroğlu, U. (2006). A Multinomial Logit Model of Bank Choice: An 
Application to Turkey. Bogazici University Research Paper. 

Ausubel, L. M. (1991). The Failure of Competition in the Credit Card Market. The American 
Economic Review, 50-81. 

Braun Santos, D., Mendes‐Da‐Silva, W., Flores, E., & Norvilitis, J. M. (2016). Predictors of 
Credit Card Use and Perceived Financial Well‐being in Female College Students: A 
Brazil‐United States Comparative Study. International Journal of Consumer Studies, 40(2), 133-
142. 



International Journal of Social Science and Economic Research  

ISSN: 2455-8834 

Volume:01, Issue:09 

 

www.ijsser.org                             Copyright © IJSSER 2016, All right reserved Page 1397 

 

Bülbül, H., Akın, M., Demirer, Ö., & Doğan, İ. (2012). Türk Bankacılık Sektöründe Hizmet 

Kalitesinin Müşteri Tatmini ve Tekrar Satın Alma Niyeti Üzerine Etkisi: Yapısal Eşitlik Modeli 

İle Bir İnceleme. Doğuş Üniversitesi Dergisi, 13(1), 28-40. 

Canner, G. B., Luckett, C. A., Cook, W. C., & Peirce, M. A. (1992). Developments in the Pricing 
of Credit Card Services. Fed. Res. Bull., 78, 652. 

Carbó-Valverde, S., & Liñares-Zegarra, J. M. (2011). How effective are rewards programs in 
promoting payment card usage? Empirical evidence. Journal of Banking & Finance, 35(12), 
3275-3291. 

Chakravorti, S. (2003). Theory of Credit Card Networks: A Survey of the Literature. Review of 
Network Economics, 2(2), 50-68. 

Ching, A. T., & Hayashi, F. (2010). Payment Card Rewards Programs and Consumer Payment 
Choice. Journal of Banking & Finance, 34(8), 1773-1787. 

Choi, H. N., & De Vaney, S. A. (1995). Determinants of Banks and Retail Credit Card Use. 
Consumer Interests Annual, 41(9), 148-154. 

Demirci, A., & Akben Selçuk, E. (2016). Türk Finansal Tüketicilerin Kredi Kartı Seçimini 

Etkileyen Faktörler: Bir Literatür Taraması, Uluslararası Sosyal Araştırmalar Dergisi, 9(43), 

1786-1794. 

Durukan, T., Elibol, H., & Özhavzalı, M. (2005). Kredi Kartlarındaki Taksit Uygulamasının 

Tüketicinin Harcama Alışkanlıkları Üzerindeki Etkisini Ölçmeye Yönelik Bir Araştırma 

(Kırıkkale İli Örneği). Selçuk Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 13, 143-153. 

Firestone, S. (2014). Race, ethnicity, and credit card marketing. Journal of Money, Credit and 
Banking, 46(6), 1205-1224. 

Foscht, T., Maloles III, C., Swoboda, B., & Chia, S. L. (2010). Debit and credit card usage and 
satisfaction: Who uses which and why-evidence from Austria.International Journal of Bank 
Marketing, 28(2), 150-165. 

Kadir, H. A., Rahmani, N., & Masinaei, R. (2011). Impacts of Service Quality on Customer 
Satisfaction: Study of Online banking and ATM Services in Malaysia. International Journal of 
Trade, Economics and Finance, 2(1), 1-9. 

Kızgın, Y. (2009). Tüketicilerin Kredi Kartı Marka Tercih Nedenlerinin Kümeleme Analizi İle 

İncelenmesi: Muğla Örneği. Muğla Üniversitesi Sosyal Bilimler Dergisi, 7(2), 93-110. 

Kükrer, N. (2006). Kredi Kartı Kullanımını Etkileyen Sosyo-ekonomik Faktörlerin Analizi: 
Burdur İli Örneği (Doctoral dissertation, Sosyal Bilimler). 



International Journal of Social Science and Economic Research  

ISSN: 2455-8834 

Volume:01, Issue:09 

 

www.ijsser.org                             Copyright © IJSSER 2016, All right reserved Page 1398 

 

Logemann, J. (2011). Americanization through Credit? Consumer Credit in Germany, 1860s–

1960s. Business History Review, 85(03), 529-550. 

Mathews, H. L., & Slocum Jr, J. W. (1969). Social class and commercial bank credit card 
usage. The Journal of Marketing, 71-78. 

Özkan, C. (2014). Türkiye’de Kredi Kartı Kullanıcı Profili ve Davranışı Analizi. Ankara: 

Türkiye Cumhuriyeti Merkez Bankası Uzmanlık Tezi. 

Özsoy, İ., Görmez, B., & Mekik, S. (2013). Türkiye’de Katılım Bankalarının Tercih Edilme 

Sebepleri: Ampirik Bir Tetkik. Yönetim ve Ekonomi: Celal Bayar Üniversitesi İktisadi ve İdari 

Bilimler Fakültesi Dergisi, 20(1), 187-206. 

Paksoy, C. H. (1979). Life-style analysis of major bank credit card users.Journal of the Academy 
of Marketing Science, 7(1-2), 40-47. 

Park, H. J., & Davis Burns, L. (2005). Fashion orientation, credit card use, and compulsive 
buying. Journal of Consumer Marketing, 22(3), 135-141. 

Plummer, J. T. (1971). Life style patterns and commercial bank credit card usage. the Journal of 
Marketing, 35-41. 

Qi, M., & Yang, S. (2003). Forecasting Consumer Credit Card Adoption: What Can We Learn 
About the Utility Function?. International Journal of Forecasting, 19(1), 71-85. 

Ritzer, G. (1995). Expressing America: A Critique of the Global Credit Card Society. Sage 
Publications. 

Rysman, M. (2007). An Empirical Analysis of Payment Card Usage. The Journal of Industrial 
Economics, 55(1), 1-36. 

Savaşçı, İ., & Tatlıdil, R. (2006). Bankaların Kredi Kartı Pazarında Uyguladıkları CRM (Müşteri 

İlişkileri Yönetimi) Stratejisinin Müşteri Sadakatine Etkisi. Ege Akademik Bakış, 6(1), 62-73. 

Scholnick, B., Massoud, N., Saunders, A., Carbo-Valverde, S., & Rodríguez-Fernández, F. 
(2008). The Economics of Credit Cards, Debit Cards and ATMs: A Survey and Some New 
Evidence. Journal of Banking & Finance, 32(8), 1468-1483. 

Shefrin, H., & Nicols, C. M. (2014). Credit card behavior, financial styles, and 
heuristics. Journal of Business Research, 67(8), 1679-1687. 

Steidle, R. P. (1994). Determinants of Bank and Retail Credit Card Revolvers: An Application 
Using the Life-cycle Income Hypothesis. Consumer Interests Annual, 40, 170-177. 

Tingchi Liu, M., & Brock, J. L. (2009). Redemption behavior for credit card reward programs in 
China. International Journal of Bank Marketing, 27(2), 150-166. 



International Journal of Social Science and Economic Research  

ISSN: 2455-8834 

Volume:01, Issue:09 

 

www.ijsser.org                             Copyright © IJSSER 2016, All right reserved Page 1399 

 

Tung Lai, L. (2004). Service Quality and Perceived Value's İmpact on Satisfaction, Intention and 

Usage of Short Message Service (SMS). Information Systems Frontiers, 6(4), 353-368. 

Uzgören, N., Ceylan, G., & Uzgören, E. (2007). Türkiye'de Kredi Kartı Kullanımını Etkileyen 

Faktörleri Belirlemeye Yönelik Bir Model Çalışması. Yönetim ve Ekonomi: Celal Bayar 

Üniversitesi İktisadi ve İdari Bilimler Fakültesi Dergisi, 14(2), 247-256. 

Wickramasinghe, V., & Gurugamage, A. (2012). Effects of social demographic attributes, 
knowledge about credit cards and perceived lifestyle outcomes on credit card 
usage. International Journal of Consumer Studies, 36(1), 80-89. 

Wickramasinghe, V., & Gurugamage, A. (2009). Consumer credit card ownership and usage 
practices: empirical evidence from Sri Lanka.International Journal of Consumer Studies, 33(4), 
436-447. 

Yılmaz, V., Çatalbaş, G. K., & Çelik, H. E. (2009). Kredi Kartı Kullanma Niyetini Etkileyen 

Faktörlerin Yapısal Eşitlik Modeliyle Araştırılması. Bankacılar Dergisi, 68, 20-29. 

 

 

 


