8 11 Vol. 8 No. 11

2011 11 Chinese Journal of Management Nov. 2011
1 1 2,3
(1. 5 2. s 3. )
: C93 A . 1672-884X(2011)11-1682-08

A Study on Credit Cards Usage Intention and Its Marketing Strategies
Based on Theory of Planned Behavior
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(1. Tianjin Polytechnic University, Tianjin, China; 2. Nankai University, Tianjin, China;
3. Shanghai Maritime University, Shanghai, China)

Abstract: Based on the theory of planned behavior, the study explores the factors influencing the
will of consumers” use of credit cards and develops a model to investigate consumers’ credit card usage
intention by means of a structural equation model. The results show that consumers’ attitude towards
the credit card and it’s perceived behavioral control have a material impact on consumers’ intention to
use credit cards. Moreover, the study has divided the attitude towards credit cards into the attitude
toward convenience, money and credit. The results of this empirical analysis show that the attitude
towards convenience has an important influence on consumers’ credit card usage intention. And this
distinction is reasonable and essential.
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