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Thesis Abstract

Ezgi Ozer, “Consumer Preferences in the Turkish Credit Card Market”

This thesis unveils the preferences of consumers in the Turkish credit card market.
By using the data obtained from a nationwide credit card consumer survey and
employing a multinomial probit analysis, the factors that affect individuals’ credit
card choices are identified. It is observed that different types of consumers have
different preferences for credit card attributes. Conversely, different types of banks
adopt different strategies to attract different types of consumers. Discovering
consumers’ preferences in this market is valuable for both regulators and bankers.
Regulators can design more effective and efficient regulations to improve the welfare
of consumers and bankers can develop better strategies to attract new customers and
to satisfy the existing ones.

It is possible to conclude that non-price competition prevails in the Turkish
credit card market. Banks obtain market power through bundling and product
differentiation. Although they charge relatively higher prices, large private banks,
which are market leaders, acquire their market shares by offering both bank level and
card level non-price benefits to their customers. Medium and small banks outperform
by offering better installment opportunities, attract risky revolvers, and benefit from
word-of-mouth marketing. Public banks have loyal customer bases, also benefit from
their bank level characteristics, and are preferred on the basis of low interest rates.
Participation banks are preferred on the basis low prices, both interest rates and
annual fees, and are avoided on the basis of both bank level and card level non-price

benefits.



Tez Ozeti

Ezgi Ozer, “Tiirkiye Kredi Kart1 Piyasasinda Tiiketici Tercihleri”

Bu tez, Tiirkiye kredi kart1 piyasasindaki tiiketici tercihlerini ortaya koymaktadir.
Yurt genelinde uygulanan kredi kart1 kullanim anketi verileri kullanilarak bireylerin
kredi karti se¢imini etkileyen faktorler goklu probit yontemi ile arastirilmaktadir.
Farkl1 6zelliklerdeki miisteri tiplerinin farkli kart 6zelliklerini tercih ettigi
gozlenmektedir. Diger taraftan, farkli banka gruplari da farkl miisteri tiplerini
hedefleyen stratejiler kullanmaktadir. Tiiketici tercihlerinin ortaya gikarilmasi
bankalar ve piyasa diizenleyici kurumlar i¢in énem tagimaktadir. Bu sayede,
diizenleyici kurumlar refah diizeyini arttirmak igin daha verimli ve etkili
diizenlemeler tasarlayabilir, bankalar da yeni miisteri kazanmak ve mevcut
miigterilerine daha iyi hizmet verebilmek igin dogru stratejileri olusturabilirler.
Tiirkiye kredi kart1 piyasasinda fiyat digi rekabetin varlig1 ortaya konulan
sonuglar arasindadir. Bankalar iiriin gruplandirmasi ve farklilagtirmas: yollariyla
piyasa giicii kazanmaktadirlar. Daha yiiksek fiyatlar sunmalarina ragmen piyasa
lideri olan biiyiik 6lgekli 6zel bankalar piyasa paylarin1 hem banka hem de kredi karti
seviyesinde fiyat dis1 6zellikler sunarak arttirmaktadirlar. Orta ve kiigiik 6l¢ekli
bankalar daha iyi taksit imkanlar1 sunarak, agizdan agza pazarlama yéntemi ile ve
genellikle riskli gruplart hedefleyerek miisterileri cekmektedirler. Devlet
bankalarinin sadik bir miisteri tabanina sahip oldugu, aynm zamanda diisiik faiz ve
bankanin genel 6zellikleri ile pazar paymi genislettigi ortaya ¢ikmaktadir. Son
olarak, katilim bankalarimin diisiik fiyat ve faizsiz bankacilik 6zellikleri ile miisteri
kazandiklar1 ve banka ve kart seviyesindeki fiyat dis1 6zelliklere 5nem verenler

tarafindan tercih edilmedigi sonucuna varilmaktadir.
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CHAPTER I

INTRODUCTION

This thesis aims to unveil the preferences of consumers in the Turkish credit card
market. By using the data obtained from a nationwide credit card consumer survey
(Akin et al.,2009) and employing a multinomial probit analysis, the factors that affect
individuals’ credit card choice are identified.

Due to favorable domestic and global economic conditions, the Turkish credit
card market expanded tremendously in the last decade. The number of credit cards
increased more than threefold from 13.4 million in 2000 to 43 million in 2008,
making Turkey the second country in Europe after the UK. Similarly, total
outstanding balances and total transaction volume increased more than fivefold in the
2002-2008 period.!

However, this rapid expansion came along with some serious problems. The
high incidence of credit card defaults and extremely high credit card interest rates
engendered severe criticisms against credit card issuers. They were alleged to
encourage excessive consumption and borrowing, charge very high interest rates, and
exploit cardholders. Moreover, although there were 25 card-issuing banks, the
market was quite concentrated. The six largest issuers controlled 87 percent of total
outstanding balances. 15 to 25 percent of the total profits of these banks were due to
their credit card operations. Those concerns over the high default incidence, high
credit card interest rates, high concentration in the market and high profitability of

the business resulted in the credit card regulations, which were enacted in 2005 and

1http://www.bkm.com.n'/bkm%2Den/yearly—sta‘[istical—data.aspx. For a detailed account of the Turkish
credit card market see also Akin et al. (2010).
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2006. These regulations, which restricted promotional activities, maximum credit
limits and minimum payment amounts among other measures aimed at protecting
consumers, suppressing the prices in the market, and reducing banks’ market power.

Economic theory suggests that before designing the optimal regulation, the
type of market failure and the nature of the competition should be clearly identified.
Numerous explanations are proposed as to why credit card interest rates may be very
high compared to other credit rates, why they may not converge to competitive levels
themselves, and hence why their regulation may be warranted. The uncollateralized
nature of credit card loans that leads to higher default risk, interest-free grace period
that causes banks to incur financial costs, huge investments in technology and
infrastructure that raise operating costs, small average balances that preclude a cost-
effective collection process are among the inherent costs of the business that are used
to justify high credit card interest rates (Evans and Schmalensee, 2005).

Ausubel (1991) states that those inherent costs can only partially account for
the high credit card rates. He attributes those high rates to asymmetric information.
He categorizes cardholders into three groups, namely convenience users, risky and
non-risky revolvers, according to their rationality and how they use their credit cards.
He then claims that when banks cannot observe cardholders’ types, they will be
reluctant to unilaterally lower their card rates for the fear of attracting only the risky
illiquid types. Calem and Mester (1995) and Calem, Gordy and Mester (2006)
categorize cardholders somewhat differently, based on impatience, search costs and
switch costs arguments, and reach the same conclusion: when information is
asymmetric, prices are sticky because if a bank lowers its interest rate, it merely

attracts risky or non-profitable customers.



Akin et al. (2011) argue that asymmetric information and search costs are not
really the relevant arguments for the Turkish credit card market. Using bank level
data and regressing banks’ credit card interest rates on their various bank-level and
card-level attributes, they find that banks acquire market power through non-price
competition. They differentiate their cards by providing an array of card level
benefits such as travel miles, bonus points, rewards, possibility to pay in installments
and travel and accident insurance. Moreover, to augment their market power, banks
deliberately bundle credit cards with other banking services and thus are able to
further differentiate themselves by certain bank level benefits like expanded branch
and ATM networks and higher quality and more diversified banking services. For a
cardholder who perceives credit cards and other banking services as a bundle,
switching to another card with lower rates is very costly, as this entails switching to
another bank.

The objective of this thesis is to confirm those results using individual level
data obtained from a nationwide credit card consumer survey. Focusing on the
consumer side of the credit card market, the factors affecting individuals’ credit card
choice in Turkey are investigated. Specifically, we intend to see whether banks are
engaged in non-price competition, whether they indeed bundle credit cards with their
bank level services, and whether consumers value those bank-level and card-level
non-price benefits offered by banks. Moreover, we want to clarify whether different
types of consumers have different preferences in terms of card choice. Conversely,
we want to see whether different types of banks adopt different strategies to attract
different types of consumers. The results of our analysis will be valuable for both
regulators and bankers. Regulators will be able to design more effective regulations

to reduce the prices in the market and to improve welfare of consumers. On the other
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hand, since banks have lost their market power after the regulations, they have
started to collect annual fees and to economize on the non-price benefits they are
distributing. Hence, discovering consumers’ preferences will enable them to design
better strategies in order to attract new customers and satisfy the existing ones.

The data used in this thesis is obtained from the Credit Card Consumer
Survey (Akin et al. 2009) conducted among 2576 credit card users in Turkey
between April and June 2009. Multinomial probit analysis is employed. The
dependent variable is the issuer of the main card the respondent holds. Four types of
issuing banks are used, namely public banks, large private banks, medium and small
private banks, and participation banks. It is hypothesized that consumers’ choice of
the issuer bank will depend on the bank-level and card-level non-price benefits
offered by banks, the prices of the credit card services, the credit card usage behavior
of the cardholder and some socioeconomic and demographic characteristics of the
cardholder.

The findings suggest that non-price competition prevails in the Turkish credit
card market. Banks obtain market power and thus can charge high prices through
bundling and product differentiation. Although they charge relatively higher prices,
large private banks, which are market leaders, acquire their market shares by offering
both bank level and card level non-price benefits to their customers. Medium and
small private banks outperform by offering better installment opportunities, attract
risky revolvers, and benefit from word-of-mouth advertising. Public banks have loyal
customer bases, also benefit from their bank level characteristics, and are preferred
on the basis of lower interest rates. Participation banks are preferred on the basis low
prices, both interest rates and annual fees, and are avoided on the basis of both bank

level and card level non-price benefits.



As mentioned before, credit cards have become the most frequently used
financial instrument and the most profitable business line of retail banking. 30
percent of the private consumption spending is realized using these plastic cards in
2009 (Fig.1). Survey results show that cardholders make 49 percent of their monthly
spending by using their credit cards. The market also plays a significant role in the
growth and development of the Turkish economy by providing liquidity to the

market and encouraging consumption as observed in most developing countries.
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Fig. 1 Credit card transaction volume and private consumption spending”

The vitality of the credit card market for the economy triggered much academic
research on credit card choice in emerging markets. However, they are mostly based
on the descriptive statistics of small and locally distributed survey results. This study
differs from the previous ones as it does not only use a unique data set based on a
nation-wide survey, which is implemented after the regulations had started to show
their impact, but also employs a sound econometric analysis.

The thesis is organized as follows. Chapter 2 summarizes the previous

literature on bank and card selection. Chapter 3 describes the data, sampling method

? Source: Central Bank of Turkey and Interbank Card Center
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and variables used in the model. Model and results of the empirical analysis are

presented in Chapter 4. Chapter 5 concludes.



CHAPTER II

LITERATURE REVIEW

Most of the literature on banking sector focuses on the supply side. The studies on
the demand side are limited in number and they generally analyze the choice of a
bank as a whole rather than focusing on the credit card market.

Consumer choice could be investigated by using either bank level or
consumer level data. By using bank level data, a discrete choice random utility model
could be applied. Banks’ market shares are determined as the dependent variable and
the factors that are significant in the changes of market share are estimated. By using
this methodology and panel data of banks and thrifts in the U.S. from 1990 to 2001
Adams et al. (2007) aim to uncover the utility parameters that affect consumers’
institution choice, i.e. thrifts versus banks. They investigate the degree of
substitutability of thrifts for banks by calculating the elasticities of choice parameter
estimates. They show that branch density, asset size and employees per branch are
positively related with institution choice and market segmentation exists between
thrifts and banks leading to limited switching due to price differences.

Consumer level data could be used to reveal consumer choice by the use of
survey data. Survey data analysis could be conducted by using various type of
techniques. One method is the use of determinant attribute analysis. It assesses the
principal decision factors used and their relative determinance in the selection
decisions. Each subject is first asked to indicate the importance of the selection
criteria from a Likert scale and then asked to indicate the extent to which major
competitors in the market are perceived to be similar or different from a Likert Scale

of 1(very similar) to 4 (very different) for each criteria. The determinant attribute
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score of each person is calculated by the product of the responses to the first and
second type of questions. The selection criteria are then ranked according to the
sample averages of their determinant attributes scores to find out the most important
factors in choice. By using data from a survey which is implemented in a
southwestern city in the U.S, Anderson et al. (1976) utilize this technique with 15
choice criteria. They conclude that friends’ recommendation, reputation, availability
of credit, friendliness and service charges on checking accounts are the most
important bank selection criteria. They also perform cluster analysis to determine the
possible existence of distinctive customer typologies to provide a basis for market
segmentation. Using the same methodology with 22 choice factors, Khazer and
Decker (1993) find that service charges, the reputation of the bank and the interest
rates on loans are the primary selection criteria using the data from a survey
conducted in Maryland.

Utilizing consumer level panel data obtained from a survey conducted on
1961-1969 graduates of the University of Western Ontorio and employing a linear
probability model, Fry et al. (1973) investigate loyalty factors in banking sector.
They find having past patronage, mobility and gender are among the significant
factors in loyalty.

Devlin and Gerrard (2004) analyzes whether the influence of choice criteria
in prompting choice in retail banking has remained constant over time, or whether
certain choice criteria have increased or decreased in importance by using ANOVA
analysis of the survey results conducted in Britain rather than using a panel data.
They divide the data into three periods depending on the how long ago the
respondent opened his account and employed ANOVA to test whether there are any

differences between these periods. They conclude that influence of recommendation
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has increased significantly while the locational factors decreased in importance over
time.

Zineldin (1997) aims to reveal the positioning strategies of banks and their
effectiveness for the customers by identify the major attributes which are important
in bank selection in Sweden using a mail survey. Respondents are asked to rate the
importance of nineteen potential factors and the findings suggest that functional
quality is more important than traditional marketing activities. Performance of
contact personnel, word-of-mouth, and the technological based services are found to
be the most important determinants in bank selection while convenience of location,
price and advertising had a minor effect.

Consumers’ choice and how much their choice criteria differ among
alternatives could also be investigated by the use of probit model. By utilizing data of
personal loan users from a nation-wide survey in the U.S. in 1970, Bozcar (1978)
attempts to find out whether borrower profiles of banks and finance companies differ
in terms of customer risk. Multivariate probit model is employed and the results
suggest that homeownership, credit card ownership, age, education and race are
differentiating factors in choice while gender, marital status and income are not
found to be significant.

By using similar methodology with Bozcar (1978), Ardic and Yuzereroglu
(2009) investigate the reasons underlying the way in which individuals choose the
banks they patronize for loan and deposit services by using nation-wide survey data
collected from Turkey in 2002. Banks are categorized as public, large private and
small private banks to form the dependent variable of the multinomial probit model.
They find that emphasis on having a full range of services is an important criterion

for the choice of large private banks while high interest rates are the criteria of the
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selection of the small private banks. Individuals who value trusting a bank are more
likely to choose large private banks, while individuals who value one to one
relationship with the personnel prefer small private banks.

There is limited literature focusing on the credit card choice of individuals
rather than banks as whole. Meidan and Davos (1994) use factor analysis based on
15 attributes that are assumed to be important in card selection. They investigate
whether any specific dimensions underlie the set of attributes that play a role in card
selection by utilizing the data obtained in Greece where the card industry is in the
growth stage like in many emerging countries. They show that convenience of use in
Greece 1s the most important factor in the choice of a card. The other factors in order
of their importance are sense of security, economy, indication of prestige and
shopping abroad variables. By using data from a survey conducted in Singapore, Gan
and Maysami (2006) apply the same methodology to reveal the credit card selection
criteria of individuals. The choice factors in order of their importance are found to be
convenience and protection, economics, flexibility, reputation and travel economics
for Singapore. They also conduct ANOVA analysis to examine whether choice
criteria of respondents differ in terms of demographics and conclude that education,
income and age are significant in the valuation of card characteristics.

Kara et al. (1994) employ conjoint analysis, which is a decompositional
method that estimates the structure of a consumer’s preferences given his overall
evaluation of a set of alternatives that are pre-specified in terms of levels of different
attribute. They use data from personal interviews with college students in U.S to
investigate the factors and their relative importance in card selection decision. Brand
name, credit line (limit), type of the credit card, annual fee, interest rates and type of

payment are used to create 18 different card alternatives for evaluation. Interest rates
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and the payment type were found to be the most differentiating factors while type of
card and credit line are the least differentiating ones for college students.

The methodology employed in this study is similar to that of Bozcar (1978)
and Ardic and Yuzereroglu (2009) as multinomial probit model is employed.
However, this thesis differs from those studies by using a unique and more
representative data set based on a nationwide survey and focusing on the choice of

credit cards rather than deposit and loan services of banks.
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CHAPTER III

DATA, SAMPLING AND VARIABLES

Data and Sampling

The data used in this study is obtained from “A Nationwide Survey on Credit Card
Usage” (Akin et. al., 2009), which was conducted between April and June in 2009 on
adult card users living in urban areas of Turkey. 2576 cardholders from 31 cities (22
province centers and 9 districts) responded to the questions designed to understand
the credit card market from the demand side.

The statistical system called Nomenclature of Territorial Units for Statistics
(NUTS), which is developed by the European Union, was used for the regional
distribution of the surveys. There are 26 regions in Turkey according to the NUTS2
level.

Although the total number of credit cards in Turkey is known, the
geographical distribution of them is not available. Therefore, proxies were used to
determine the number of surveys to be conducted in each region. Number of point of
sale (POS) machines is a major determinant for credit card usage. However, there
would be an upward bias in touristic areas since these regions may have more of
these machines. The number of credit cards is also related to the number of bank
branches but this could also be problematic since some state banks establish branches
in low economic activity regions due to non-profit reasons. Arithmetic average of
number of POS machines and bank branches was used as proxy to overcome these

pitfalls and calculate the sampling weights for each region.
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Sampling weights were multiplied by 2500 to determine the number of
surveys required for each region and four regions had less than 30 surveys. Since it
would be inefficient, these surveys were redistributed within the same NUTS1 level.
The provinces for each region were randomly selected after eliminating provinces
that had less than 25 percent sampling weight within that particular region. The
households for each province were chosen based on clustered random sampling and
the interview was conducted if the individual had at least one credit card and the

preference over card choice and payment decisions are at his discretion.

Variables

The Dependent Variable

In the analysis the dependent variable is the type of the bank the interviewee’s main
card is issued by. There were 25 such banks in 2009 in Turkey. These 25 banks are
categorized as large private banks, medium and small private banks, public banks,
and participation banks based on their market shares in the credit card market,
ownership structures and operations.

Public banks are the state owned banks, namely Vakifbank, Halk Bankasi and
Ziraat Bankasi. These banks have very bureaucratic structures and they are not very
adaptive to the fast pace of the market. Moreover, in some situations public welfare
comes first rather than being profitable. Therefore, they are analyzed separately.

Private banks are divided into two groups based on their market shares. Large
private banks are those whose market shares are higher than 10 percent in the credit

card market. Table 1 demonstrates their market shares based on number of credit
13



cards. They are the market leaders and they have considerable market power in the
credit card market. The remaining banks other than participation banks constitute
medium and small private banks group. Large private banks are Garanti Bankast, Is
Bankasi, Yap1 Kredi Bankasi and Akbank, while Medium and Small Private Banks
are Finansbank, HSBC, Anadolubank, Citibank , Denizbank , Eurobank Tekfen,
Fortisbank, ING, Millenium Bank, Sekerbank, TEB, Tekstilbank, Turkish Bank and

Turkland Bank.

Table 1. Market Shares of First Ten Banks Based on the Number of Credit Cards

(1) 0,

Bank Decomber 2003 Bank December 2011
Yap1 Kredi Bankasi 17.9 Garanti Bankasi 16.7
Garanti Bankasi 17.3 Yap1 Kredi Bankasi 16.4
Is Bankasi 11.5 Is Bankasi 11.0
Akbank 10.4 Akbank 10.5
Finansbank 7.8 Finansbank 9.1
HSBC 7.0 Ziraat Bankas1 6.7
Ziraat Bankasi 53 Vakifbank 5.0
Vakifbank 4.7 HSBC 4.6
Halkbank 3.5 Halkbank 4.4
Denizbank 3.0 Bank Asya 3.7

Source: Banking Regulation and Supervision Agency

The fourth group is the participation banks: Bank Asya, Albaraka Turk, Kuveyt Turk
and Turkiye Finans. They have interest-free operations and they supply differentiated
products mostly for a specific group of customers. Religious customers who consider
interest as illicit generally patronize such banks. Although their market shares are
less than 10 percent, they are treated separately due to their differentiated and
interest-free product offerings.

Respondents may choose to hold more than one card. However, in this study,

we are interested in only the card they consider to be their main card. 70.3 percent of

14



respondents choose large private banks as their main card issuer, while 17.8 percent
prefer medium and small private banks. The shares of public and participation banks

are 9.7 percent and 2.2 percent, respectively (Table 2).

Table 2. Four Categories of Card Issuers Based on Cardholders’ Main Card

Dependent Variable Category Number of Cardholders Share (%)
Public Banks 249 9.7
Large Private Banks 1,812 70.3
Medium and Small Private Banks 459 17.8
Participation Banks 56 2.2
Total 2,576 100.0

Explanatory Variables

Card Characteristics

This thesis aims to discover the credit card demand function of individuals by
investigating how they make their choices. In the survey, respondents are asked
directly about the card characteristics that influenced their choices’. They rate each
characteristic on a five-level Likert Scale, 1 being the least effective and 5 being the
most effective. There are eighteen such characteristics which can be summarized in
seven main categories, namely Bank Level Non-price, Card Level Non-price, Card
Level Price, Card Level Advanced Non-price, Influence Based, Loyalty Based and

Advertising Based choice factors (Table 3).

* Questions ¢130 to ¢147 in the survey which is presented in Appendix C.
15



Table 3. Categorization of Card Characteristics

Choice Factor Groups Card Characteristics
) o  Widespread branch and ATM network (c140)

Bank Level Non-price o Card of the patronized bank (c130)
o Internet and telephone service quality (c141)
o Installment opportunities (c135)
o More extensive discount campaigns (c139)

. o More bonus/money point/traveler miles (c134)

Card Level Non-price o Promotion for oil/gas purchases (c136)
o High card limit (c133)
o Prestigious card (c143)

Card Level Price o No or low annual fee (c132)

o Low interest rates (c131)
o Extra benefits like insurance, promotion, valet

Card II:Ievel A'd;/anced parking etc. (c137)

on-pric o Virtual card services (c138)
Influence Based Choice o Recommendation of acquaintances (c146)

o Used by family members (c147)

Loyalty Based Choice o First card of the cardholder (c145)
o Affinity card (c144)

Advertising Based Choice o Informative and effective advertising (c142)

Question number of each characteristic in the survey is denoted in parenthesis.

Bank level non-price benefits are related to the all banking services offered by the
issuing bank, while card level non-price benefits are specific to the card in use. Card
level non-price benefits are offered by banks to differentiate their products and
acquire market power. Benefits like insurance, promotion, valet parking and virtual
card services are classified as card level advanced non-price factors since they are
generally used by a relatively small group of customers. Card level price factors are
the two instruments used by banks to charge the cost of using cards to customers,
namely interest and annual fee. The remaining three categories include intangible
choice factors. Details of these eighteen factors, which are ranked according to the

sample means in the survey data, are given in Table 4*.

* Sample mean rankings of card characteristics for the customers of each dependent variable category
are presented in Table 9, Table 10, Table 11 and Table 12 in Appendix B.
16



Table 4. Summary Statistics of Card Characteristics

Variable Range Mean | Std.Deyv.
Widespread branch and ATM network 1,2,3,4,5| 3.21 1.40
Card of the patronized bank 1,2,3,4,5 | 3.10 1.43
Installment opportunities 1,2.,3,4,5| 3.04 1.41
More extensive discount campaigns 1,2,3,4,5| 2.85 1.42
Prestigious card 1,2.3,4,5| 2.62 1.43
More bonus/money point/traveler miles 1,2.,3,4,5| 2.60 1.43
High credit limit 1,2,3,4,5| 2.51 1.44
First card of the cardholder 1,2,3,4,5| 2.49 1.50
No or low annual fee 1,2.,3,4,5| 237 1.44
Low interest rates 1,2.,3,4,5 | 2.32 1.38
Promotion for oil/gas purchases 1,2.3,4,5| 223 1.40
Informative and effective advertising 1,2,3,4,5| 2.18 1.34
Internet and telephone service quality 1,2.,3,4,5 | 2.11 1.36
Recommendation of acquaintances 1,2,3,4,5| 2.00 1.31
Extra benefits like insurance,promotion, valet parking etc. [ 1,2,3,4.,5 | 1.82 1.21
Used by Family Members 1,2.,3,4,5| 1.79 1.25
Virtual Card Services 1,2,3,4,5| 1.68 1.15
Affinity card 1,2,3,4,5| 1.66 1.14

The most important factors that influence the choice of credit cards come out to be
the widespread branch/ATM network and using the card of the patronized bank. The
importance of these bank level non-price benefits provides support for the bundling
hypothesis; banks take advantage of their bank level services since card users value
those factors in their card selection decisions. People who value those characteristics
are expected to choose large private banks or public banks rather than medium and
small banks since large private and public banks have comparative advantage in
offering bank level services.

Card level non-price benefits come out to be the second most important group
of factors that are likely to affect consumers’ credit card choice. The fact that

consumers value these non-price benefits demonstrates that banks are engaged in
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monopolistic competition in the credit card market, and that banks’ product
differentiation strategies are effective in consumers’ credit card choice.

The price factors, no or low annual fees and low interest rates, come out to be
the 9™ and 10™ important factors, respectively. That is, for most consumers prices are
not the most important factors in their credit card choice. This finding shows that
banks managed to transform the form of competition from price competition into
non-price competition by differentiating their cards with non-price benefits.

Influence, loyalty, card level advanced non-price and advertising based

choice factors turn out to be relatively less important.

Credit Card Usage Behavior

Credit card usage behaviors of the individuals are included as explanatory variables
to find out whether the choice of credit card issuer varies depending on how
individuals use their credit cards. If banks utilize different strategies for different
segments of customers, the coefficients of credit card usage behavior variables are
expected to be significant in the model.

Customer types are determined with three dummy variables in the
regressions: convenience user, which is the omitted base category, risky revolver and
non-risky revolver dummies. Convenience users are the individuals who do not
utilize the credit option of their credit cards. They use credit cards only as a means of
payment. Revolvers are the customers who use the credit option of their credit cards
and borrow from banks (Chakravorti, 2003). Ausubel (1991) and Calem and Mester
(1995) also divide revolvers into two groups, arguing that the first type of revolvers

borrow only for a short period, pay always their debt back and are not risky, while
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the second group is composed of illiquid customers who are likely to fall behind their
payments, and hence have higher default risk. An individual is considered as a
convenience user if he regularly pays his card balance in full. The respondents who
did not pay the full amount of the latest statement, or pay less than the minimum
payment amount at least once in the last twelve months, or pay more than the
minimum payment amount but less than the full balance at least once within the last
twelve months, or mention that the maximum amount of the bill which he did not
paid in full in the last twelve months is greater than zero are defined as revolvers”.
Among those revolvers, if a respondent paid less than the minimum payment amount
at least two times in the last twelve months, he is categorized as risky revolver. The
remaining revolvers are considered as non-risky. In Turkey, the delinquency
procedure starts if a customer does not pay the minimum amount in two consecutive
months. The survey does not have a specific question to capture whether a
respondent paid less than the minimum payment amount in two consecutive months
or not. Therefore, payment less than minimum amount in two-months for the last
twelve months criterion is used to proxy delinquency and risk classification. 69.2
percent of the sample is categorized as convenience users while 17.1 percent is risky

and 13.7 percent is non-risky revolvers (Table 5).

Table 5. Summary Statistics of Credit Card Usage Behavior

Variable Range Mean Std.Deyv.
Convenience 1=Yes, 0=No 0.69 0.46
Risky revolver 1=Yes, 0=No 0.17 0.38
Non-risky revolver 1=Yes, 0=No 0.14 0.34
Investigation 1,2,3,4,5 2.06 1.27
New to the Bank 1=Yes, 0=No 0.43 0.50

* Payment less than minimum required amount is captured by survey question c152. Payment above
the minimum amount but lower than the full balance is captured by c161. Response of ¢210
determines whether the respondent paid his last statement in full or not. The maximum amount of the
bill not paid in full in the last twelve months is captured by c214.
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In addition to those types, two variables describing the acquisition of the card are
included in the regressions to discover the relationship between the acquisition
process and card choice. Investigation is measured by the survey question: “How
much did you investigate while choosing your credit card”. A Likert Scale of one to
five is used and the average investigation level is 2.06 in the sample. If a customer
obtains his credit card from a bank at which he already has an account then he is
considered as the existing customer of the bank. On the contrary, if the individual’s
first contact with the bank is through the acquisition of the card then he is a new-to-
the-bank customer. 43.3 percent of the respondents are new-to-the-bank; they use the

credit card of a bank in which they did not have an account before.

Demographic and Socioeconomic Factors

Demographic and socioeconomic characteristics that are expected to affect credit
card choice comprise household per capita income, gender, marital status, age,
education, wealth, occupation, region of residence of the respondent, and whether he
lives in a town or province.

Per capita household income and age are continuous variables with means of
2232 TL and 38 respectively. Female dummy takes the value of 1 if the individual is
female and 0 otherwise. Married dummy takes the value of 1 if the individual is
married and it takes the value of 0 if the individual is divorced, unmarried, widowed
or separated.

Education level is comprised of four dummy variables, namely primary

school graduate or no education, secondary school graduate, high school graduate,
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and university graduate or higher education. The last group is the omitted base

category of the regressions.

Table 6. Summary Statistics of Demographic and Socioeconomic Factors

Variable Range Mean Std. Dev.
Household per capita income | [0, 12000] 707.43 640.73
Age [18, 83] 38.01 12.02
Wealth [0, 7507000] 58178.45 |193101.40
Female 1= Female, 0= Male 0.29 0.45
Married 1=Married, 0= Single 0.71 0.45
Primary school 1=Yes, 0=No 0.22 0.41
Secondary school 1=Yes, 0=No 0.11 0.31
High school 1=Yes, 0=No 0.36 0.48
University 1=Yes, 0=No 0.31 0.46
Civil servant 1=Yes, 0=No 0.19 0.39
Private sector 1=Yes, 0=No 0.39 0.49
Self employed 1=Yes, 0=No 0.16 0.37
Farmer and irregular worker | 1=Yes, 0=No 0.03 0.18
Unemployed 1=Yes, 0=No 0.04 0.18
Unretired out of labor force 1=Yes, 0=No 0.03 0.18
Retired out of labor force 1=Yes, 0=No 0.16 0.37
Coast 1=Yes, 0=No 0.68 0.47
Black Sea 1=Yes, 0=No 0.09 0.28
East Anatolia 1=Yes, 0=No 0.08 0.26
Middle Anatolia 1=Yes, 0=No 0.16 0.36
Town 1= Town, 0= Province 0.11 0.31

Wealth is proxied by the total TL value of the motor vehicles and houses the
respondent owns. Occupation is represented by seven dummy variables®. Civil
servant category includes people working in public sector; private sector includes
white and blue collar salaried private sector employees. Self employed is composed

of big or small traders, manufacturers, craftsmen and self- employed individuals with

® Occupation is determined by the responses to survey question ¢256. 1, 2 and 3 corrrespond to civil
servants. 4 and 5 correspond to private sector employees. 6, 7 and 8 constitute self employed
category.10 represents farmers and seasonal workers. 11 and 12 correspond to unemployed. If
response to ¢256 is 13 and ¢257 is “yes” then they represent retired out of labor force while the
remaining are considered as unretired out of labor force.
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university degrees i.e., doctors, lawyers and engineers. Farmers and Seasonal
workers constitute another category and respondents who are not currently working
but seeking a job are in the Unemployed group. Individuals who are also
unemployed but not looking for a job are classified as out of labor force and they are
divided into two categories depending on whether they are retired or not. The private
sector employees are the base category of the regressions.

Four regional dummies that are used for the place of residence are Coast,
Black Sea, Middle Anatolia and East. Coast includes Mediterranean, Aegean and
Marmara regions. Black Sea is composed of East, Middle and West Black Sea
regions. Middle Anatolia includes Middle and West Anatolia. North, South and
Middle East Anatolia is captured by the East Anatolia dummy variable. Coast is the
base category. Lastly, the town variable is used to capture whether the individual
resides in a province center or a town.

In terms of occupation, civil servants and individuals who are retired out of
labor force are expected to choose the credit cards issued by public banks since they
usually receive their salary payments from those banks. Those individuals also
choose public banks for deposit and loan services (Ardic and Yuzereroglu,2009).
Considering the region of residence, living in coastal regions is expected to increase
the probability of choosing private banks’ cards since those banks generally focus on
more developed coastal regions for profitability reasons. Conversely, public banks
have more widespread branch networks in financially less developed regions of the
country since besides being profitable they also have the mission to contribute to
economic development. Therefore, individuals who live in Middle and East Anatolia
are expected to prefer public banks’ cards. There are no a priori expectations for the

effect of other demographic and socioeconomic factors on card choice.
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CHAPTER IV

MODEL AND RESULTS

Using the respondents’ choice of the card issuing bank as the dependent variable, a
multinomial probit model is estimated. Card issuing banks are grouped in four
categories: public baﬁks, large private banks, medium and small private banks and
participation banks. The model analyzes the probability of choosing each alternative
as a function of the explanatory variables, which are the card characteristics, card
usage behavior, demographic, and socioeconomic factors. The probability that

individual i chooses bank j is given by:

pij=Pxip, &) (1)
where j=1, 2, 3, 4 are the bank categories, ¢; is the error term that is assumed to have
a multivariate normal distribution, x; is the set of individual characteristics, and /3 is
the set of coefficients to be estimated.

Marginal effects that show the impact of an infinitesimal increase in an
explanatory variable on the probability of choosing a bank type are reported in Table
7. They are calculated at the sample averages for continuous variables and at 0 for
dummy variables. The estimated probit coefficients with respect to large private

banks are presented in Table 8 in Appendix A.
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Table 7. Multinomial Probit Model Estimation Results: Marginal Effects

Public Banks Large Private Banks
Variable Mrg. Effect  Std. Err. | Mrg. Effect  Std. Err.
Card of Patronized Bank 0.012%**  (0.004) 0.005 (0.007)
Widespread branch and ATM network -0.01%* (0.005) 0.04%** (0.009)
Internet and Telephone Service Quality 0.000 (0.005) 0.000 (0.009)
More Bonus/Money Point/Traveler Miles -0.007 (0.005) 0.050***  (0.010)
Prestigious Card -0.007 (0.005) 0.020** (0.009)
Installment Opportunities -0.005 (0.005) -0.015 (0.010)
High Credit Limit -0.010* (0.005) 0.004 (0.009)
Promotion for Oil/Gas Purchases 0.009 (0.005) -0.016%* (0.009)
More Extensive Discount Campaigns -0.006 (0.006) 0.005 (0.010)
Low Interest Rate 0.015***  (0.005) -0.031***  (0.01)
No or Low Annual Fee 0.008 (0.005) -0.018**  (0.009)
First Card of the Cardholder 0.007% (0.004) 0.002 (0.007)
Affinity Card 0.012%** (0.006) -0.002 (0.011)
Recommendation of Acquaintances -0.009 (0.006) -0.008 (0.010
Family Use -0.003 (0.006) 0.021** (0.010)
Extra Benefits 0.005 (0.006) -0.014 (0.011)
Virtual Card Services -0.008 (0.007) 0.002 (0.012)
Informative and Effective Advertising 0.001 (0.005) 0.002 (0.010)
Risky Revolver -0.011 (0.014) -0.053**  (0.027)
Non-risky Revolver 0.016 (0.017) -0.054* (0.030)
New-to-the-bank -0.068***  (0.011) -0.044**  (0.021)
Investigation 0.000 (0.004) 0.006 (0.008)
Civil Servant 0.079%**  (0.023) 0.002 (0.029)
Self Employed -0.003 (0.019) -0.007 (0.030)
Farmer and Seasonal Worker 0.073 (0.051) -0.107* (0.063)
Unemployed -0.011 (0.032) 0.015 (0.052)
Unretired Out of Labor Force 0.075 (0.056) -0.157**  (0.068)
Retired Out of Labor Force 0.154***  (0.039) -0.153***  (0.045)
Household per capita income 0.000 (0.000) 0.000%* (0.000)
Household per capita income Squared 0.000 (0.000) 0.000* (0.000)
Age 0.001%* (0.001) 0.000 (0.001)
Wealth 0.000 (0.000) 0.000 (0.000)
Primary School 0.051%%* (0.023) -0.053 (0.033)
Secondary School 0.013 (0.023) -0.029 (0.037)
High School 0.033** (0.016) -0.020 (0.026)
Female -0.013 (0.012) -0.001 (0.022)
Married -0.012 (0.015) 0.008 (0.024)
East Anatolia 0.076** (0.033) -0.099**  (0.043)
Black Sea 0.005 (0.020) -0.021 (0.035)
Middle Anatolia 0.043** (0.019) -0.047* (0.029)
Town 0.021 (0.020) 0.008 (0.031)

First columns are the marginal effects and standard errors are in the second columns shown in
parenthesis. *, ** and*** denote the coefficients’ significance level at 10 %, 5 % and 1 %,
respectively.
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Table 7. Continued.

Mi,drlil:;}[ea%i:knslall Participation Banks
Variable Mrg. Effect Std. Err. | Mrg. Effect Std. Err.
Card of Patronized Bank -0.016**  (0.007) -0.001 (0.001)
Widespread branch and ATM network -0.026***  (0.008) -0.004**  (0.002)
Internet and Telephone Service Quality -0.002 (0.008) 0.002 (0.002)
More Bonus/Money Point/Traveler Miles -0.04***  (0.009) -0.003* (0.002)
Prestigious Card -0.014* (0.008) 0.001 (0.001)
Installment Opportunities 0.021** (0.009) -0.001 (0.002)
High Credit Limit 0.006 (0.008) 0.000 (0.001)
Promotion for Oil/Gas Purchases 0.005 (0.008) 0.002 (0.002)
More Extensive Discount Campaigns 0.003 (0.009) -0.002 (0.002)
Low Interest Rate 0.011 (0.009) 0.005***  (0.002)
No or Low Annual Fee 0.006 (0.008) 0.004** (0.002)
First Card of the Cardholder -0.009 (0.007) 0.000 (0.001)
Affinity Card -0.010 (0.01) -0.001 (0.002)
Recommendation of Acquaintances 0.016* (0.009) 0.001 (0.002)
Family Use -0.017* (0.009) -0.002 (0.002)
Extra Benefits 0.010 (0.01) -0.001 (0.002)
Virtual Card Services 0.006 (0.01) 0.000 (0.002)
Informative and Effective Advertising -0.002 (0.009) -0.001 (0.002)
Risky Revolver 0.069***  (0.025) -0.006* (0.003)
Non-risky Revolver 0.036 (0.027) 0.002 (0.005)
New-to-the-bank 0.116***  (0.019) -0.004 (0.003)
Investigation -0.006 (0.007) 0.000 (0.001)
Civil Servant -0.074***  (0.022) -0.007**  (0.003)
Self Employed 0.011 (0.026) -0.001 (0.004)
Farmer and Seasonal Worker 0.039 (0.052) -0.004 (0.005)
Unemployed 0.001 (0.045) -0.005 (0.004)
Unretired Out of Labor Force 0.089 (0.059) -0.006 (0.004)
Retired Out of Labor Force 0.007 (0.035) -0.008**  (0.004)
Household per capita income 0.000** (0.000) 0.000 (0.000)
Household per capita income Squared 0.000* (0.000) 0.000 (0.000)
Age -0.001 (0.001) 0.000 (0.000)
Wealth 0.000 (0.000) 0.000%* (0.000)
Primary School 0.003 (0.028) 0.000 (0.005)
Secondary School 0.005 (0.032) 0.011 (0.010)
High School -0.017 (0.023) 0.003 (0.005)
Female 0.013 (0.020) 0.001 (0.004)
Married -0.002 (0.021) 0.007** (0.003)
East Anatolia 0.015 (0.036) 0.008 (0.009)
Black Sea 0.013 (0.031) 0.003 (0.007)
Middle Anatolia 0.007 (0.025) -0.002 (0.004)
Town -0.022 (0.027) -0.007**  (0.003)

First columns are the marginal effects and standard errors are in the second columns shown in

parenthesis. *, ** and*** denote the coefficients’ significance level at 10 %, 5 % and 1 %,

respectively.

25



Bank level non-price characteristics, which were the most important factors in
consumers’ choice of credit cards in the raw survey results, are also significant in the
multinomial probit analysis. Consumers who value widespread branch and ATM
network are likely to choose the large private banks’ credit cards, and they are likely
not to choose the credit cards of medium and small private banks, public banks or
participation banks. That is, for most consumers the bank’s network size is the most
important criterion in their choice of credit cards’ (Table 4), and hence they choose
large private banks.® This can explain why large private banks have the highest
market shares in the credit card market, and how these banks acquire their market
shares. Lending credence to the bundling hypothesis of Akin et al. (2011), such
banks attract their credit card customers by using their other banking services as an
enticement tool.

Another evidence for the bundling hypothesis is that the credit card customers
of public banks declare that they prefer to use the credit cards of the bank they
patronize, whereas the credit card customers of medium and small banks declare that
they actually patronize other banks. That is, the public banks, which have high
market shares in retail banking, i.e. in deposit and credit markets, also have probably
bundled their credit card services with their banking services. Thus, the customers of
public banks mostly prefer to use the credit cards of their own banks. Or
alternatively, we may guess that the credit card customers of public banks are loyal

and captive, and hence they do not look for other cards. Internet and telephone

7 Tables 9, 10, 11 and 12 show that this characteristic is the second most important criteria for public
and medium and small private banks’ customers. It ranks first for large private banks’ customers and
fifth for participation banks’ customers.

® Public banks also have widespread branch and ATM networks; however many of their branches and
ATMs are located in towns and rural areas where credit card usage is not very common.
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service quality, on the other hand, is not found to be an important bank level feature
that can affect consumers’ credit card choice.

With regard to the card level non-price benefits, bonus/money point/traveler
miles, which are the most frequently used and offered non-price benefits, seem to
positively affect the probability of choosing large private banks, and negatively
affect those of medium and small private banks, and participation banks.
Bonus/money point/traveler miles, which are the sixth important factor in
consumers’ choice of credit cards in the raw data (Table 4) and the fifth important
factor for large private banks’ card customers (Table 10) can be offered only if the
card payment is processed through the POS terminal of the issuer bank. Hence, such
benefits are generally offered by large private banks, which also have the largest
POS terminal networks. This explains how large banks acquire market shares in the

| credit card market by offering card level non-price benefits: many consumers who
value such benefits choose to have the credit cards of the large banks that have
comparative advantage for offering those. Another reason why large banks are
preferred on the basis of such benefits is that they can make co-branding agreements
with airline companies to offer traveler miles. They also have agreements with
important brands and department stores to make special offers, which may explain
why prestige increases the likelihood that the credit cards of large private banks are
chosen.

These empirical results are consistent with Shaffer and Thomas (2007), who
by using the Panzar-Rosse technjqué demonstrate that banks are engaged in
monopolistic competition in credit card markets. They differentiate their cards
through non-price benefits, and thus obtain market power. These results provide

evidence for monopolistic competition in the Turkish credit card market by using
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customer level survey data. Thus they are also in line with the results of Akin et al.
(2011) who present evidence for the importance of card level non-price benefits in
the Turkish credit card market by using bank level data.

Medium and small banks seem to gain market shares by making good use of
installment opportunities. Among those banks, Finansbank especially is known with
its innovative and aggressive installment promotions like Taksit Atlat (postpone the
installment payments). On the basis of high credit card limit, public banks seem to
lose market share, and on the basis of promotion for oil/gas purchases large private
banks lose market shares. Discount campaigns seem not to affect consumers’ credit
card choice.

Card level price factors also provide important insights. While consumers
who value low interest rates opt for public banks and participation banks, those who
value no or low annual fees opt for participation banks. Due to religious principles,
participation banks do not charge interest on credit card debt and they collect very
low annual fees relative to other banks. Public banks also charge relatively lower
prices for their credit card services. Moreover, those consumers who value low prices
tend not to choose large private banks because of the perception that those banks
have higher interest rates and annual fees. Nevertheless, large private banks have the
highest market shares in the credit card market, showing that even though card level
price characteristics reduce the likelihood of choosing large private banks, there are
more effective factors that make them market leaders. This result combined with the
significance of bank and card level non-price benefits provide evidence for the
failure of price competition in the Turkish credit card market (Akin et al., 2010), and
for bundling and monopolistic competition through product differentiation (Akin et

al., 2011), and thus shed light on the reasons of high interest rates in the market.
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Loyalty based choice factors, namely first card of the cardholder and affinity
card, seem to matter for the credit card customers of public banks. Public banks
generally have well established and rather captive customer bases which mostly
consist of civil servants and old/retired people.

Influence based choice factors are also found to be effective in credit card
selection. Recommendation of acquaintances seems to help medium and small banks
to acquire market shares. On the other hand, family use positively affects the
likelihood that -a large private bank is chosen, and negatively affects the likelihood
that a medium or small bank is chosen. As influential family members are generally
parents, and as large private banks are generally older than their medium and small
competitors, it is more likely that the cards used by family members are issued by
large private banks. In contrast, acquaintance recommendation is mostly in the form
of word-of-mouth and based on recent experiences on new product and services. So
as the results suggest, it affects medium and small private banks more since those
banks’ cards are more recent in the market.

Card level advanced non-price features (extra benefits like insurance,
promotion, valet parking and virtual card services) and informative and effective
advertising are not found to be effective in credit card choice. Card level advanced
non-price features are not commonly used majority of the customers. Those benefits
are enjoyed by a small, specific segment of customers and this may be the reason
why they are found to be insignificant. A more surprising empirical result is the
insignificance of advertising in the selection process. Banks spend substantial
amounts for advertising to make them visible to customers, to convey their
positioning strategy, to explain their promotions and offerings, which are found to be

effective in credit card choice, and yet individuals indicate that they are not affected
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by those efforts. Probably, consumers are impressed by the features that are
presented in the advertising rather than the advertising itself.

As for the credit card usage behavior, the analysis suggests that convenience
users are more likely to choose the cards issued by large private banks, whereas risky
revolvers prefer medium and small private banks’ credit cards rather than large
private or participation banks’. Customer types are not found to be significant in the
selection of public banks. These results could be considered as an evidence of
Ausubel’s (1991) adverse selection theory; medium and small private banks offer
lower prices (interest rates and annual fees) compared to large private banks to gain
market share (Stango, 2002) and only risky revolvers react to this strategy by
choosing them. Furthermore, as medium and small banks are in search of gaining
market share, they may be offering credit cards to high-risk customers who are not
found to be eligible for large private banks. As the model suggests, mostly
convenience users prefer large private banks and that results in lower interest income
for those banks. Large private banks should either use a marketing strategy to
increase the demand of non-risky revolvers or increase their annual fees to continue
offering non-price benefits. New-to-the-bank variable suggests that medium and
small private banks can attract new customers for their credit card services. Credit
card customers of medium and small private banks probably use only the credit cards
of those banks, and patronize other banks for other banking services. Large private
and public banks, on the other hand, are not chosen by consumers only on the basis
of credit card services. Among the credit card usage behavior variables, investigation
is not found to be significant in the credit card selection decisions of the customers.

The estimation results on demographics and socioeconomic factors suggest

that gender and age are not the factors that distinguish individuals in terms of their
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credit card choice. Compared to private sector employees, civil servants are more
likely to choose public banks’ cards rather than medium and small private and
participation banks. Being retired also increases the likelihood of choosing public
banks and it negatively affects the choice of large private and participation banks’
cards. Most of the civil servants and retired people get their salaries from public
banks and this may be the reason why these people also prefer these banks’ credit
cards.

Primary and high school graduates opt for public banks’ credit cards
compared to university graduates and education level is not found to be significant in
the choice of private and participation banks. Living in the coast has a positive
impact on the selection of large private banks while living in the East and Middle
Anatolia increases the probability of using public banks’ cards. This can be explained
by the fact that public banks have wider branch network in all parts of the Anatolia
while large private banks are generally more focused on profitable coastal regions.

The results suggest that as household per capita income rises, the likelihood
of preferring medium and small private banks’ cards increases while the probability
of choosing large private banks’ decreases. Wealth and living in town decrease the
probability that participation banks’ cards are chosen while being married increases
that probability.

To sum up, lower interest rates, loyalty based choice, using the card of the
patronized bank are found to be the factors that positively affect the choice of public
banks while emphasizing widespread branch and ATM network and high credit card
limit are the ones with negative effect. Results show that public bank card users do
not differ in terms of their card usage behaviors while existing customers are more

likely to choose public banks in terms of acquisition behavior. Compared to private
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sector employees civil servants and retirees are found to be more likely to choose
public banks’ cards. Being primary and high school graduate and living in East or
Middle Anatolia are among the factors that increase the likelihood of those banks to
be selected.

Estimation results show that valuing widespread branch and ATM network,
bonus, money points and travel miles, prestige of the card and family use increase
the likelihood of large private banks whereas card level price features lower the
probability. Having convenience type behavior and being existing customers of the
banks increase the probability of large private banks while being farmer or seasonal
worker, retired or unretired out of labor force, living in East and Middle Anatolia and
having higher household per capita income lowers the probability.

Empirical evidence suggests that emphasis on bank level non-price benefits,
card prestige, bonus and money points and family usage lower the probability of
medium and small private banks while emphasis on installments and
recommendation increase the likelihood of selection. Having higher household per
capita income, being risky revolver and being new-to-the-bank are factors with
positive contribution to the choice of those banks. Being civil servant is estimated to
be a factor with a negative effect of 7 percent.

Results suggest that being wealthy, civil servant and retired, living in town,
being risky revolver, valuing widespread branch and ATM network, bonus point and
travel miles reduce the probability of participation banks. On the contrary, being
married and valuing no or low interest and commissions increase the probability for
those banks.

It appears that bank level non-price and card level non-price benefits have

positive impact on the choice of large private banks. It is possible to say quite the
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opposite for medium and small private banks. Card level price benefits lower the
probability of large private banks while they increase the probability of participation
and public banks. Public banks seem to have a customer base that emphasizes

loyalty based choice.
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CHAPTER V

CONCLUSION

The credit card market in Turkey grew rapidly in the last decade. It was characterized
by a high concentration ratio, and high and sticky interest rates, high profitability,
and a wide range of non-price promotions and benefits. The credit card regulations in
2005 and 2006 restricted interchange fees, interest rates, sales and promotion
activities, card limits, minimum payments, etc., and thus reduced banks’ market
power. In the post-regulations period, banks started to collect annual fees and
develop more effective promotions. Furthermore, regulators were trying to elicit the
dynamics of the market to decide on the most effective and efficient regulations to
protect consumers and improve their welfare. For both parties it has become crucial
to determine the preferences of consumers. By using the data obtained from a
nationwide survey implemented in 2009, this thesis aims to focus on consumers’
demand, and investigate the underlying factors that influence their credit card choice
as well as to elicit the reasons behind the high and sticky interest rates.

Effects of card characteristics, credit card usage behavior and demographic
and socioeconomic factors are tested utilizing multinomial probit model for the
choice among four types of card issuers, namely public banks, large private banks,
medium and small private banks and participation banks. When card characteristics
are considered, empirical results reveal that public banks are chosen based on loyalty
and card level price factors and are avoided on the basis of card level non-price
factors. The selection of large private banks is positively affected by bank level and
card level non-price benefits, and image and influence related choice factors,

whereas it is negatively affected by card level price characteristics. The likelihood of
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choosing medium and small private banks increases if individuals value installments
and recommendation, while it decreases if customers emphasize bank level non-price
benefits, image related factors, and more bonus points and miles. Lastly,
participation banks are found to be chosen on the basis of interest/commission free
services and are avoided based on bank and card level non-price benefits.

As far as the credit card usage behavior variables are concerned, the results
suggest that investigation is not effective in card choice and new-to-the bank
customers are more likely to choose medium and small private banks while existing
customers opt for large private and public banks’ cards. Convenience users, who
regularly pay their card balance in full, have a higher probability of selecting large
private banks. Being risky revolver increase the likelihood of medium and small
private banks whereas it decreases the probability of participation banks.

Among the demographic and socioeconomic factors, gender and age are not
found to be effective in card selection. Civil servants, retirees, primary and high
school graduates and individuals living in Middle and East Anatolia are showed to be
more likely to choose public banks ‘cards. Compared to farmers, seasonal workers
and people who are out of labor force private sector employees have a higher
probability to choose large private banks. Moreover, living in coast also increases the
likelihood of large private banks. Having higher household per capita income has a
positive impact on the choice of medium and small private banks.

Based on the empirical evidence it is possible to conclude that there are many
criteria that are effective in the card selection process of individuals other than price
related ones. Card level non-price benefits, influence and loyalty based choice, and
image related characteristics are found to be significant in the choice of credit cards

which provide evidence for the existence of monopolistic competition by product
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differentiation in the market causing card prices higher than marginal cost.
Furthermore, the existence and importance of bundling bank level services with
credit cards is shown by using customer level data since the results suggest that large
private and public bank, which have high market shares in the banking sector as a
whole, are mostly chosen by their existing customers and emphasis on bank level
characteristics increase their probability of being chosen. It can also be concluded
that as medium and small banks are mostly chosen by the new-to-the bank
customers, those banks are obliged to offer credit cards to the individuals who are not
preferred by large banks hence they have a riskier customer base in terms of card
usage.

Using bank level data, Akin et al. (2011) find that banks differentiate their
cards by offering card level benefits and gain market power through non-price
competition. Furthermore, their results suggest that banks deliberately bundle their
credit cards with other bank level services like branch and ATM networks and higher
quality and more diversified banking services. Results of this thesis confirm their
results by focusing on the demand side of the market and using consumer level data.

The findings of this thesis may be beneficial for the regulators since
understanding the nature of competition is paramount in designing effective
regulations to ensure competitiveness and fairness in the market. Firstly, prevalence
of non-price competition through product differentiation in the market does not
deteriorate consumers’ welfare since consumers benefit from the non-price offerings
so it does not need to be regulated. However, bundling endows banks with market
power, increases the switching cost and enables them to charge higher rates without
presenting additional benefits to the consumers. Therefore, regulations should

include efforts to reduce the effect of bundling. For example, customers may be
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provided with the right to utilize other banks” ATMs or arrange automatic payment
of their card balances from any other bank without paying extra charge.
Nevertheless, large banks’ ability to invest in infrastructure and technology also
enables them to gain comparative advantage by bundling which could not be
eradicated by those types of regulations. For this reason, interest rate regulations may
still be needed in the market.

The results of this thesis may also be beneficial for the banks to develop new
strategies to gain more customers and increase the level of satisfaction of their
existing customers as they take the opportunity to closely observe the factors that are

important in their demand function.
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APPENDICES

A. Multinomial Probit Regression Results

Table 8. Multinomial Probit Regression Results

Large Private Banks are the . Medium and Small Participation
Base Category Fiihific Bunky Private Banks Banks
(Coefficients are with respect to Large P.Banks)

Variable Coefficient Std.Err | Coefficient  Std.Err | Coefficient Std.Err
Card of Patronized Bank 0.1093**  0.0456 | -0.0708* 0.0362 -0.0668  0.0728
Widespread branch and ATM network |-0.1517#** 0.0558 | -0.1667+**  0.0452 | -0.3042%** 0.0934
Internet and Telephone Service Quality |  -0.001  0.0563 | -0.0081 0.0455 | 0.0998  0.0909
More Bonus/Money Point/ Miles -0.1394**  0.0585 | -0.2342***  0.0473 | -0.251** 0.1018
Prestigious Card -0.0914*  0.0539 | -0.0855% 0.0436 0.0135 0.0883
Installment Opportunities -0.0208  0.0598 | 0.1084%*%* 0.0477 -0.0479  0.0978
High Credit Limit -0.0997*  0.0559 0.0165 0.0429 -0.0364  0.0885
Promotion for Oil/Gas Purchases 0.1062*  0.0573 0.0466 0.0459 | 0.1689* 0.1017
More Extensive Discount Campaigns -0.0641  0.0605 0.0031 0.0488 | -0.1425  0.1015
Low Interest Rate 0.1862***  0.0572 0.0902* 0.0486 | 0.3662*** (.0902
No or Low Annual Fee 0.0993*  0.0527 0.0532 0.0437 | 0.2519*** (0.0792
First Card of the Cardholder 0.0666  0.0454 | -0.0389 0.0369 | -0.0199  0.0757
Affinity Card 0.1202*  0.0636 -0.0359 0.0567 -0.0310  0.1097
Recommendation of Acquaintances -0.0736  0.0623 0.0772* 0.0465 0.0734 0.0940
Family Use -0.0571  0.0646 | -0.0999* 0.0510 -0.1409  0.1075
Extra Benefits 0.0682  0.0694 0.0622 0.0552 -0.0359  0.1173
Virtual Card Services -0.0819  0.0742 0.0203 0.0569 0.0089 0.1165
Informative and Effective Advertising 0.0063 0.0586 -0.0124 0.0483 -0.0861  0.0935
Risky Revolver -0.0283  0.1656 | 0.3319***  (.1198 -0.3702  0.2975
Non-risky Revolver 0.2221 0.1642 0.2194 0.1343 0.1919 0.2480
New-to-the-bank -0.6199%** 0.1335 | 0.5178***  0.0994 -0.1904  0.1971
Investigation -0.0076  0.0491 -0.0347 0.0402 -0.0037  0.0766
Civil Servant 0.5698*** 0.1685 | -0.3441**  0.1488 | -0.5132* 0.2897
Self Employed -0.0179  0.2070 0.0518 0.1391 -0.0358  0.2628
Farmet and Seasonal Worker 0.6527**  0.3238 0.3038 0.2511 | -0.1446  0.5573
Unemployed -0.1322  0.3955 -0.0194 0.2473 -0.4664  0.5554
Unretired Out of Labor Force 0.7397** 03510 | 0.5407**  0.2556 | -0.3096  0.6515
Retired Out of Labor Force 1.1459%%* (.2113 0.2557 0.1876 | -0.4240 0.4364
Household per capita income 0.0003  0.0003 [ 0.0005**  0.0002 | 0.0000  0.0003
Household per capita income Squared 0.0000  0.0000 | 0.0000% 0.0000 | 0.0000  0.0000
Age 0.0100  0.0068 -0.0042 0.0059 -0.0096  0.0125
Wealth 0.0000  0.0000 0.0000 0.0000 0.0000 0.0000
Primary School 0.4871*** 0.1877 0.0901 0.1531 0.0783 0.3142
Secondary School 0.1663 0.2228 0.0653 0.1715 0.4799 0.3161
High School 0.3277**  0.1539 -0.0401 0.1251 0.2089 0.2529
Female -0.1223  0.1375 0.0525 0.1084 0.0705 0.2241
Married -0.1175  0.1511 -0.0205 0.1167 | 0.4317*  0.2470
East Anatolia 0.6686*** 0.2156 0.2091 0.1856 0.4999 0.3093
Black Sea 0.0826  0.2075 0.0817 0.1643 0.1903 0.3415
Middle Anatolia 0.4101***  0.1564 0.0991 0.1337 -0.0628  0.2680
Town 0.1648  0.1823 -0.1057 0.1596 -0.588*  0.3523
Constant -2.4506%** 0.3761 | -0.7970***  0.3031 |-1.6302*** (0.5910
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B. Summary Statistics of Card Characteristics for Each Dependent Variable

Category

Table 9. Summary Statistics of Card Characteristics for Public Banks’ Customers

Variable Range Mean Std.Dev.
Card of the patronized bank 1,2,3,4,5 |[3.56 1.30
Widespread branch and ATM network 1,2,3,4,5 [2.94 1.47
Installment opportunities 1,2,3,4,5 |2.72 1.42
First card of the cardholder 1,2,3,4,5 |2.61 1.49
More extensive discount campaigns 1,2,3,4,5 [2.53 1.39
Low interest rates 1,2,3,4,5 [2.52 1.39
No or low annual fee 1,2,3,4,5 [2.51 1.44
Prestigious card 1,2,3,4,5 |2.48 1.40
High credit limit 1,2,3,4,5 |237 1.32
More bonus/money point/traveler miles 1,2,3,4,5 |2.33 1.31
Promotion for oil/gas purchases 1,2,3,4,5 |2.17 1.37
Informative and effective advertising 1,2,3,4,5 |2.12 1.30
Internet and telephone service quality 1,2,3,4,5 [1.95 1.27
Recommendation of acquaintances 1,2,3,4,5 |1.89 1.19
Extra benefits like insurance, promotion, valet parking etc. 1,2,3,4,5 [1.82 1.16
Affinity card 1,2,3,4,5 |1.78 1.21
Family use 1,2,3,4,5 |1.73 1.16
Virtual card services 1,2,3,4,5 [1.62 1.08

Table 10. Summary Statistics of Card Characteristics for Large Private Banks’

Customers
Variable Range Mean Std.Deyv.
Widespread branch and ATM network 1,2,3,4,5 |3.36 1.35
Card of the patronized bank 1,2,3,4,5 |3.17 1.41
Installment opportunities 1,2,3,4,5 |3.13 1.40
More extensive discount campaigns 1,2,3,4,5 [2.96 1.42
More bonus/money point/traveler miles 1,2,3,4,5 |2.74 1.44
Prestigious card 1,2,3,4,5 |2.71 1.44
High credit limit 1,2,3,4,5 |2.57 1.45
First card of the cardholder 1,2,3,4,5 |[2.51 1.50
No or low annual fee 1,2,3,4,5 |2.36 1.43
Low interest rates 1,2,3,4,5 (231 1.37
Promotion for oil/gas purchases 1,2,3,4,5 228 1.41
Informative and effective advertising 1,2,3,4,5 [2.25 1.36
Internet and telephone service quality 1,2,3,4,5 |2.18 1.37
Recommendation of acquaintances 1,2,3,4,5 [2.03 1.32
Extra benefits like insurance, promotion, valet parking etc. 1,2,3,4,5 |1.86 1.23
Family use 1,2,3,4,5 |1.84 1.27
Virtual card services 1,2,3,4,5 |1.71 1.16
Affinity card 1,2,3,4,5 |1.68 1.14
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Table 11. Summary Statistics of Card Characteristics for Medium and Small Private

Banks’ Customers

Variable Range Mean Std.Dev.
Installment opportunities 1,2,3,4,5 |2.91 1.40
Widespread branch and ATM network 1,2,3,4,5 [2.86 1.42
More extensive discount campaigns 1,2,3,4,5 |[2.65 1.37
Card of the patronized bank 1,2,3,4,5 |2.60 1.45
First card of the cardholder 1,2,3,4,5 |2.36 1.50
High credit limit 1,2,3,4,5 |2.34 1.41
Prestigious card 1,2,3,4,5 |2.32 1.37
More bonus/money point/traveler miles 1,2,3,4,5 |227 1.36
No or low annual fee 1,2,3,4,5 |2.20 1.41
Low interest rates 1,2,3,4,5 |(2.17 1.35
Promotion for oil/gas purchases 1,2,3,4,5 |2.08 1.37
Informative and effective advertising 1,2,3,4,5 |1.97 1.25
Internet and telephone service quality 1,2,3,4,5 |1.96 1.30
Recommendation of acquaintances 1,2,3,4,5 |1.92 1.32
Extra benefits like insurance, promotion, valet parking etc. 1,2,3,4,5 |1.70 1.14
Family use 1,2,3,4,5 |1.62 1.14
Virtual card services 1,2,3,4,5 |1.59 1.11
Affinity card 1,2,3,4,5 |1.52 1.07

Table 12. Summary Statistics of Card Characteristics for Participation Banks’

Customers

Variable Range Mean Std.Dev.
No or low annual fee 1,2,3,4,5 |3.21 1.64
Card of the patronized bank 1,2,3,4,5 |3.07 1.60
Low interest rates 1,2,3,4,5 [2.93 1.57
Installment opportunities 1,2,3,4,5 [2.68 1.57
Widespread branch and ATM network 1,2,3,4,5 [2.59 1.53
High credit limit 1,2,3,4,5 |2.55 1.61
First card of the cardholder 1,2,3,4,5 |2.50 1.60
Prestigious card 1,2,3,4,5 [2.46 1.53
More extensive discount campaigns 1,2,3,4,5 |2.32 1.47
More bonus/money point/traveler miles 1,2,3,4,5 |2.09 1.38
Promotion for oil/gas purchases 1,2,3,4,5 |2.09 1.55
Recommendation of acquaintances 1,2,3,4,5 (2.09 1.59
Internet and telephone service quality 1,2,3,4,5 |2.02 1.42
Informative and effective advertising 1,2,3,4,5 |1.98 1.39
Virtual card services 1,2,3,4,5 [1.68 1.29
Affinity card 1,2,3,4,5 |1.68 1.28
Family use 1,2,3,4,5 |1.68 1.35
Extra benefits like insurance, promotion, valet parking etc. 1,2,3,4,5 |1.59 1.29
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C. The Survey of Credit Card Usage

frekans

RESEARCH

Bogazici .
University TUBITAK [ Town

S
&

Province

Have a good day. My name is

The Survey of Credit Card Usage - April 2009

We are conducting a survey on credit

card usage on behalf of Bogazi¢i University supported by the Scientific and Technological
Research Council of Turkey (TUBITAK) for scientific purposes only. The interviews are
conducted on households which were selected by random methods covering 2,500 people

across Turkey. This study will be evaluated for only general results and your personal

information will not be used in any way. Our survey will take approximately 30 minutes.
Thank you in advance for your help.

A-INTRODUCTION

o0 you have a credit card?

1> Yes
2> No (Finish the interview)

ou?

Are the decisions concerning the selection and
monthly payments of this credit card made by

1> Yes
2> No (Finish the interview)

c2.

C-BANK CHOICE

Now, I will ask you some
questions about banking
services

No

Do you have a time
deposit account?

c3.

Do you have a liquid
deposit account?

c4.

Do you make investment
fransactions from your
bank? (foreign exchange,
fund, debenture, bond,
Eurobond, stock, gold,
repos, derivatives
exchange)

cS.

Do you have a private
ension fund account?

ic6.

Do you use automatic
payment orders in your
bank?

c7.

If you are working, are
your wages deposited at
the bank?

8.
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tlave

Do you make tax or
insurance payments from
our bank?

9.

you ever used

utomotive credit?

c10.

Have you ever used
housing/mortgage credit?

cl1.

Have you ever used
consumer credit?

c12.

Have you ever used

commercial credit?

c13.

IC-2

How often do you use the
following banking
services?

Please assign 5 for the
very frequently used
services and 1 for services
you never use.

Never Seldom

Sometimes

Frequently Very

Frequently

Internet banking

cl4.

Telephone banking

c15.

ATM

cl6.

Transfer Operations like
EFT

N N NN

W Wl W w

ENY N BN N
W | WL W

cl7.

Commercial
services (check,
easing)

banking
script,

c18.

C-3

At which banks do you
have an account?

You can select more than
pne bank name)

If the subject is not able
o remember, read the
bank names.)

WARNING: All banks at
which the subject has a
credit card will be
selected.

1.Akbank

2.Al Baraka Tiirk
3.Anadolubank

4 BankAsya
5.Citibank
6.Denizbank
7.Eurobank Tekfen
8.Finansbank
9.Fortisbank
10.Garanti Bankasi
11.Halk Bankasi
12.HSBC Bank
13.ING Bank

14.1s Bankasi

15.Kuveyt Tiirk
16.Millennium Bank
17.Sekerbank
18.Tekstilbank
19.Turkish Bank
20.Turkland Bank

21. Turk Ekonomi Bankasi
22.Tirkiye Finans
23.Vakifbank

24.Yap1 ve Kredi Bankasi
25. Ziraat Bankasi

c19.

c20.

c21.

c22.

c23.

c24.

c25.

iC-4

Which of these banks is
the one you use most
frequently?

c26.

C-5

For about how many
years have you been
working with this bank?

96> Less than a year

c27.

Please rate the
effectiveness of the listed
factors in your decision to
choose this bank.

Please assign 5 for the
most important reasons
and 1 for the least
important reasons.

Note to surveyor: SHOW
CARD)

Effective
to a small
degree

Not effective
at all

Somewhat
effective

Effective Very

effective
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01. Higher interest rates c28.
on deposits
02. Low account fees (or c29.
Zero)
03. Low fees on c30.
transactions like money
transfers, checks, ?
04. Lower interest rates c31.
and costs for
credit
05. Ease of using credit c32.
06. Some household c33.
income is deposited at this
bank
07. Special services for c34.
tradesmen and
farmers
08. People I am in c35.
touchwith areworking
with this bank
09. Closeness of bank c36.
branch
10. Branch density c37.
11. Service quality (like c38.
speed of services,
courtesy of workers, and
ambiance of bank branch)
12. ATM density c39.
13. Good internet banking c40.
14. Good telephone c41.
banking
15. Ease of foreign c42.
transactions
16. High security in c43.
transactions
17. The availability of cd4.
customized services
18. The availability of a c45.
wide range of services
19. Having a prestigious c46.
and good name?
20. Its being a trustworthy c47.
and sound bank
21. Its being a state bank c48.
22. Its being a Turkish c49.
bank
23. Its being an c50.
international bank
24. Its being a c51.
participation bank
(interest free banking)
25. Recommendations of c52.
acquaintances
27. Its being my first bank c53.
Other: 54,
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IC-7 | How would you rate your 1> Not all satisfied 55.
level of satisfaction with 2> Dissatisfied
this bank? 3> Neutral
4> Satisfied
5> Very satisfied
IC-8 | Did you change your most | 1>Yes c56.
frequently used bank 2>No (Skip C-10)
before?
C-9 | If yes, what was the 1>The interest rates and prices of the new bank are better c57.
reason? 2>The availability of more diverse and better services at the new
bank
3> The bank where some household income is deposited changed
4> People I am in touch with are working with the new bank
5>The branch of the new bank is closer
Other...
C-10| Do you remember how 1> All of the deposits c58.
much of the bank deposits | 2> up to 100.000TL of the deposited amount
are under the guarantee of | 3> up to 50.000TL of the deposited amount
the state for every single 4> up to 25.000TL of the deposited amount
depositor? 5> There is no state guarantee for deposits
99> 1 don’t remember/ I don’t know
D- CREDIT CARD SELECTION
Now, I will ask you some questions about your credit cards. Please think of the credit cards that
you selected and about which you make the payment decisions.
D-1 | Please rate the effectiveness Not Effectivetoa | Somewhat | Effective | Very
of the listed factors in your effective | small degree effective effective
decision to use a credit at all
card.
Please assign 5 for the most
important reasons and 1 for
the least important reasons.
(Note to surveyor: SHOW
CARD)
Not wanting to carry cash 1 2 3 4 5 c59.
Borrowing 1 2 3 4 5 c60.
Being able to make 1 2 3 4 5 c61.
purchases when short of
cash
Being able to take cash 1 2 3 4 5 c62.
advances when short of
cash
Wanting to take advantage 1 2 3 4 5 c63.
of installments
Wanting to take advantage 1 2 3 4 5 c64.
of discounts and fuel
campaigns
Internet shopping 1 2 3 4 5 c65.
Convenience in shopping 1 2 3 4 5 c66.
abroad
Convenience in making 1 2 3 4 5 c67.
reservations (tickets, hotel,
etc.)
Being able to keep track of 1 2 3 4 5 c68.
my expenditures
Other ..... 1 2 3 4 5 69.
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ID-2 | Which cards of Tick Never Seldom | Sometimes | Frequently Very

which banks do if Frequently
you own, and how have
often do you use
them?
What brand is/ are
your card/s?
How often do you
use these cards?

NOTE: If the

subject does not

remember the type

of the card, write

both bank and card

nformation  under

‘other”.
Akbank —Axess 1 1 2 3 4 5 c70.
Akbank —Wings 2 1 2 3 4 5 c71.
Akbank- Fish 3 1 2 3 4 5 c72.
Al Baraka Tiirk 4 1 2 3 4 5 c73.
Anadolubank 5 1 2 3 4 5 c74.
Bank Asya 6 1 2 3 4 5 c75.
Citibank 7 1 2 3 4 5 c76.
Citibank — 8 1 2 3 4 5 c77.
Citiaxess
Denizbank 9 1 2 3 4 5 c78.
Denizbank-Bonus 10 1 2 3 4 5 c79.
Eurobank Tekfen 11 1 2 3 4 5 c80.
Finansbank 12 1 2 3 4 5 c81.
(CardFinans)
Fortisbank 13 1 2 3 4 5 c82.
Fortisbank -World 14 1 2 3 4 5 c83.
Garanti Bankas1 — 15 | 2 3 4 5 c84.
Bonus .
Garanti Bankasi — 16 1 2 3 4 5 c85.
Flexi
Garanti Bankas: - 17 1 2 3 4 5 c86.
Shop&Miles
Garanti Bankasi - 18 1 2 3 4 5 c87.
American Express
Halk Bankasi — 19 1 2 3 4 5 c88.
Advantage
Halk Bankasi — 20 1 2 3 4 5 c89.
Halkcard
HSBC Bank- 21 1 2 3 4 5 90.
Advantage
ING Bank - 23 1 2 3 4 5 c91.
Maximum
ING Bank — Bonus 24 1 2 3 4 5 €92.
Is Bankasi 25 1 2 3 4 5 £93.
(Maximum)
Kuveyt Tiirk 26 1 2 3 4 5 c94.
Millenium Bank 27 1 2 3 4 5 €95.

ekerbank 28 1 2 3 4 5 c96.

Sekerbank —Bonus 29 1 2 3 4 5 c97.
Tekstilbank 30 1 2 3 4 5 c98.
Tekstilbank — 31 1 2 3 4 5 99.
Advantage
Turkish Bank 32 1 2 3 4 5 c100.
Turkland Bank 33 1 2 3 4 5 c101.
Tiirk Ekonomi 34 1 2 3 4 5 c102.
Bankasi (TEB)
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Tiirk Ekonomi 35
Bankasi (TEB)-
Bonus

c103.

Tiirkiye Finans 36

c104.

Vakifbank — Vakif 37

c105.

Vakifbank — World 38

c106.

Vakifbank - 39
Rail&Miles

[t | ot | et

NININ(N

WlW| W w

LN R N

||

c107.

Yapi ve Kredi 40
(World)

N

S

c108.

Ziraat Bankasi — 41
Ziraat

c109.

Ziraat Bankasi1 — 42
Maximum

1

2

3

4

5

c110.

Other ......... 43

1

2

3

4

5

cl11.

D-3a

[IF THE SUBJECT HAS
ONLY ONE CARD]
[ Skip D-6 after D-3a]

Please rate the effectiveness
of the listed factors in your
decision to have only one
credit card.

Please assign 5 for the most
important reasons and 1 for
the least important reasons.
Note to surveyor: SHOW
CARD)

Not
effective
at all

Effective to a
small degree

Somewhat
effective

Effective

Very
effective

Not wanting to pay more
than one annual fee.

cl12.

The difficulty of making an
application for a new card

cl13.

Not wanting to deal with
more than one card’s
transactions

c114.

Concern of spending more
with more than one card

cl15.

Belief that new card
applications will be turned
down

cl16.

ID-3b

[IF MORE THAN ONE
CARD]

Please rate the effectiveness
of the listed factors in your
decision to have more than
one credit card.

Please assign 5 for the most
important reasons and 1 for
the least important reasons.
(Note to surveyor: SHOW
CARD)

Not
effective
at all

Effective to a
small degree

Somewhat
effective

Effective

Very
effective

Benefiting from different
Installment opportunities

117.

Benefiting from different
features like bonus points ,
money points, traveler
miles, etc.

118.

Benefiting from different
discounts and fuel

campaigns

119.
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Benefiting from different
billing dates

120.

Prestige

c
121.

One card’s limit is not
sufficient

122.

Some of my cards have
lower interest rates

123.

Precaution in case of
problems with other cards

124.

D-4

[IF MORE THAN ONE
CARD]

If we call the credit card
you use most often your
“main” card, which one
would that be?

(One of the ones chosen in
D-2)

(If the subject has only one
card, call it the main card.)

Name of bank

Name of credit card

c125.

D-5

[IF MORE THAN ONE
CARD]

What percentage of your
total credit card spendingdo
you do with your main
card?

%_

c126.

ASK ALL
How did obtain your main
card?

1> by making a credit card application to my bank
2> by making a credit card application to other banks
3> offered to me from my bank

4> offered to me from other banks

c127.

D-7

Approximately for how
many years have you been
using the credit card of
same bank as your main
card?

96> Less than one year

c128.

D-8

Before you made the
decision toget this (main)
card, how thoroughly did
you investigate the credit
cards in the market?

Please assign 5 if your
investigation was very
detailed and 1 if you did not
do any research.

I did not do any research (1) (2) (3) (4) (5) 1did a very detailed
research

c129.

D-9

How effective are the
following reasons in your
decision to use this credit
card as your main card?

Please assign 5 for the most
important reasons and 1 for
the least important reasons.

Note to surveyor: SHOW
CARD)

Not
effective at
all

Effective
to a small
degree

Somewhat Effective

effective

Very
effective

The issuer being the bank
the subject already works

with

c130.
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Low interest rates 1 2 3 4 5 c131.
Low (or nil) annual fees 1 2 3 4 5 c132.
High credit limit 1 2 3 4 5 c133.
More bonus points/money 1 2 3 4 5 c134.
oints/traveler miles etc.
More installments 1 2 3 4 5 c135.
opportunities
Promotions in fuel 1 2 3 4 5 c136.
purchases
Extra opportunities like 1 2 3 4 5 c137.
insurance, promotions, valet
parking etc.
Virtual card service 1 2 3 4 5 c138.
More extensive discount 1 2 3 4 5 c139.
campaigns
Widespread branch and 1 2 3 4 5 c140.
ATM network
Internet and phone service 1 2 3 4 5 cl41.
quality
Informative and effective 1 2 3 4 5 c142.
credit card advertising
Its being a prestigious card 1 2 3 4 5 c143.
Its being an affinity card for 1 2 3 4 5 c144.
a sports team, school etc.
Its being the first card that 1 2 3 4 5 cl45.
the subject owned
Recommendation of my 1 2 3 4 5 c146.
acquaintances
Its being the card used by 1 2 3 4 5 c147.
family members
(01115 JOR 2 3 4 5 c148.
D-9a| How would you rate your 1 Very Dissatisfied c149.
degree of satisfaction with 2 Dissatisfied
your main card? 3 Neither satisfied nor dissatisfied
(as mentioned D-4) 4 Satisfied
5 Very satisfied
D-10{ What percentage of your c150.
expenditures do you make Dot
(within one month) by
credit card in general?
ID- | How much do you spend c151.
10a | per month with all your | ..o TL
credit cards?
ID-11{ Thinking of all your credit 0> Never, I always pay at least the minimum amount (Skip D-13) [c152.
cards , in how many months
out of the last 12 did you = | ................. month(s)
make a less-than —minimum
payment?
D-12| What were the reasons? Yes | No
I forgot the date of payment 1 2 153
MULTICODING I did not have the opportunity to make payment 1 2 cl54.
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interest rates are currently
around 4%.

If you find out a credit card
applying lower interest
rates than yours, would you
switch to this card?

2>No (Skip D-19)

ALLOWED An unexpected situation that negatively affected my 1 2 [lSs.
income occurred, such as job loss, late salary
ayment, etc.
An unexpected necessary spending came up, such as 1 2 [l56.
for an illness or an accident
I spent more than I intended 1 2 l57.
I decided to spread some credit card spendings over 1 2 [ls8.
time
My income is not enough to cover my expenses in 1 2 [l59.
eneral
Other c160.
D-13| In how many months out of | 0>Never, I always pay the total amount (Skip to D-15) cl61.
the last 12 did you pay less
thanthe total amount of | ..., month(s)
your credit card bills but
above the minimum
amouny?
D-14| What were the reasons? Yes | No
An unexpected situation that negatively affected my 1 2 [el62.
MULTICODING income occurred, such as job loss, late salary
ALLOWED ayment, etc.
An unexpected necessary spending came up, such as 1 2 [pl63.
for an illness or an accident
I spent more than I intended 1 2 rcléd.
I decided to spread some credit card spendings over 1 2 [l6s.
time
My income is not enough to cover my expenses in 1 2 [lé6.
general
Other 1 2 rlé67.
D-15| Retail interest rate applies c168.
to the portion of one’s Yes Retail interestrate %,
credit card bill which is not
paid when the minimum 99>No, I don’t know
amount paid
Do you know your mostly
used card’s retail interest
rate?
D-16| Late interest rate applies to c169.
the minimum payment Yes Lateinterestrate % ,
portion of one’s credit card
bill which is not paid when | 99> No, I don’t know
the minimum amount paid
Do you know your mostly
used card’s late interest
rate?
D-17) As far as you know, is there | 1>Yes, there is c170.
any credit card that has a 2>No, there is not
lower retail interest rate 99>No idea
than your credit card in the
market?
D-18| Credit cards’ monthly retail | 1>Yes (Continue) cl71.
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18a

For example, if there is a
credit card applying 3%
retail interest rate, would
you switch to this card?

1>Yes (Skip D-19)
2>No (Continue)

c172.

D-
18b

If there is a credit card
applying 2% retail interest
rate, would you switch to
this card?

1>Yes (Skip D-19)
2>No (Skip D-19)

c173.

D-19

Now, I will list some
reasons to make switching
to another card with lower
interest rates difficult.

Please rate the effectiveness
of the listed factors.

Please assign 5 for the most
important reasons and 1 for
the least important reasons.
(Note to surveyor: SHOW

CARD)

Not Effective
effective at | to a small
all degree

Somewhat
effective

Effective

Very
effective

Not wanting to research

cl174.

Not wanting to deal with
application and cancelling
procedures

c175.

Not wanting to change my
bank

c176.

Lower interest rate credit
cards have higher annual
fees.

c177.

My belief that my
application to other banks
will be turned down due to
my current high debt

c178.

My belief that my
application to other banks
will be turned down due to
other reasons

c179.

My belief that a new card
would have a lower limit

c180.

I do not care about a lower
interest rate because I do
not borrow or I borrow in
small amounts and for short
duration

c181.

My belief that there is no
much difference between
credit cards’ interest rates

c182.

Not wanting to give up my
credit card’s other features
such as installment, bonus
point / money point or
travel miles

c183.

c184.
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D-20

Please rate the effectiveness
of the listed methods in
finding out about the
features of credit cards on
the market

Please assign 5 for the most
important methods and 1
for the least important
methods.

(Note to surveyor: SHOW
CARD)

Not
effective at
all

Effective
to a small
degree

Somewhat Effective

effective

Very
effective

I get information from my
acquaintance

c185.

I get information by
telephone or by going to a
bank branch

c186.

I research on the internet

3 4 5

c187.

I get information from ads

1 2

3 4 5

c188.

2

3 4 5

c189.

D-21

Now, I will list some
reasons to make researching
about credit card features
difficult.

Please rate the effectiveness
of the listed factors.

Please assign 5 for the most
important reasons and 1 for
the least important reasons.
(Note to surveyor: SHOW

CARD)

Not
effective at
all

Effective
to a small
degree

Somewhat Effective

effective

Very
effective

Not wanting to deal with
research

c190.

Not knowing how to
research

c191.

My belief that there is no
difference between credit
cards

c192.

D-22

Suppose you do not have
any credit cards.

How much do you
investigate the features of
the credit cards in the
market before you obtain a
new credit card?

Please rate betweenl and 5
with 5 meaning you
research very deeply and 1
that you do not do any
research.

I do not do any research (1)
deeply

(2) (3) (@) (5) Iresearch very

c193.

D-23

Suppose you want to switch
to another credit card.

1>Interest rates
2>Annual fee
3>Limit

c194.
1.imp
ortant

51




Please sort the listed factors | 4>Other features such as bonus point, installments, discounts or 195.
in order od importance travel miles. .imp
(only the important ones 5>The issuer of the card fortant
according to you) while
switching to another credit gli?né;;
card ortant
(writing the most important
factor is in the first place) c197.
.imp
(Note to surveyor: SHOW ortant
CARD)
c198.
15.imp
ortant

D-24| Do you think you 1> Yes c199.
sometimes do unnecessary 2> No (Skip D-26)
shopping because you have
a credit card?

D-25| If yes, please rate the Not Effective Somewhat Effective | Very
effectiveness of the listed effective | to a small effective effective
factors herein at all degree
Please assign 5 for the most
important reasons and 1 for
the least important reasons.

(Note to surveyor: SHOW

CARD)

The low monthly payments 1 2 3 4 5 €200.

due to installments

Inability to track spending 1 2 3 4 5 c201.

since not paying with cash

Psychological comfort of 1 2 3 4 5 202.

paying later rather than at

that moment

Effect of discounts and 1 2 3 4 5 €203.
romotions of credit cards

I benefit from some 1 2 3 4 5 c204.

advantages when I spend

over a certain amount

Other... 1 2 3 4 5 c205.

D-26| Have a credit card 1>Yes c206.
application you made been | 2>No
rejected in the past five
years?

D-27| Have you changed your 1>Yes c207.
main card before? 2>No (Skip D-29)

D-28| If yes, what is the main 1>The lower interest rates (of the new card) c208.
reason? 2>The lower annual fee

3>The higher limit

4>The better features such as bonus points, installments and
discounts

5>I changed my bank

Other...

D-29| Suppose you are going to 1>Insured job c209.
start a new job. 2>Uninsured job
Which one do you choose
(if you forced to choose): a
job with social security
benefits or a job without
them but the insurance
payments given in cash to
you?
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-30| Did you pay all of your last | 1>Yes (Skip D-31) 210.
credit card bills 2>No (Continue)
completely?
(If using one card, did you
pay your last credit card bill
completely?)

D- | If no, what is the amount c211.

BOa | youdid not pay? | e TL

D-31| Did you make any 1>Yes c212.
purchases with installments | 2>No
in the last twelve months
despite a lower cash price?

D-32| Would the decline of credit | 1>Yes c213.
card interest rates lead to an | 2>No
increase in your debt by
increasing the amount of
your statement that you do
not pay?

D-33| If there were any credit card c214.
bills you did not fully pay | .ceeeeeeeeeeeeeeeecceeeeeeeen TL
within the last twelve 0> I paid my all credit card bills completely in last twelve months.
months, what was the
maximum amount you did
not pay?

ID-35| Do you pay your main 1>Yes, I pay the full amount of my main card’s bill by direct debit [c215.
card’s bill by direct debit? 2>Yes, I pay the minimum amount of my main card’s bill by

direct debit
3>No

D-36/| It is possible to borrow on 1>Yes €216.
credit cards by drawing a 2>No (Skip D-38)
cash advance, with the cost
of cash advance interest
rates and commissions.

Did you draw a cash
advance in this way using
your credit card in the last
year?

D-37| If yes, what were the Yes | No
reasons to draw a cash An unexpected situation that negatively affected my 1 2 e217.
advance? income occurred, such as job loss,late salary

ayment, etc.
MULTICODING An unexpected necessary spending came up, such as 1 2 (218.
ALLOWED for an illness or an accident
My income is not enough to cover my expenses in 1 2 219
general
To pay off other credit card bills. 1 2 [220.
Lack of cash in my hand to cover daily needs 1 2 [221.
Occurring cash needs while abroad 1 2 222
(6117 m— c223.

D-38| ASK ALL c224.
If you draw a 100 TL cash Ipayback ... TL
advance with your main 99> I don’t know
card, do you know
approximately how much
you need to pay back after a
month?
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Have you used installment
credits to close your credit
card debt in the last two
years?

How much did you use?

Yes,
0>No, I haven’t

225.

D-40

Were you ever delinquent
in your credit card
payments?

1>Yes
2>No (Skip D-42)

c226.

D-41

If yes, what year did it
happen? (The last time if
more than once)

(Example: 1998, 2006 )

c227.

D-42

How much total credit card
annual fees did you pay in
the last year?

999> I don’t know

c228.

D-43

Did you attempt to reduce
these annual fees or avoid
paying them?

1>Yes
2>No

c229.

D-44

What is your main credit
card’s limit?

c230.

D-45

What is the total of all your
credit cards’ limits?

(Same answer as D-44 if
using only one card)

c231.

D-46

How effective were the
incidents that you heard
about or went through
concerning credit cards in
making you showing to be
more careful in your credit
card spending?

Please rate between 1 and 5,
5 showing it was very
effective and 1 not effective
at all

Not effective atall (1) (2) (3) (4) (5) Very effective

c232.

D-47

Did you cancel any credit
cards In the last two years?

1>Yes
2>No (Skip E1)

c233.

D-48

Which banks’ credit cards
did you cancel?

c234.

c235.

c236.

D-49

How many minutes did you
spend to cancel these cards
on the phone or in a bank
branch?

c237.

E-FINANCIAL CONDITION

Please think of those with whom you share your income and expenditures as members of your
household. I will now ask you questions about how you spend your household income.

What is
expense?

your

average monthly kitchen

c238.

How much do you spend on fixed expenditures
including rent, heating, water, electricity and
telephone bills?

c239.
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IE-3 (Apart from the expenses above, how much do | ..oooeooeooeeeeeeeeeeeeoeoeooeoooooo TL c240.
you regularly spend on fixed payments, like for
insurance, health and education expenses?
E-4 [If any, how much is your monthly bank debt | .........ccocooieomoomomeoeereorooee Tl c241.
ayment, excluding your credit card debt?
E-5 What is your average total monthly €Xpense, | .......ooooooeecoeoeooemomeoeoooeoooeo TL c242.
including the items above?
E-6 [If any, what is your total bank debt excluding | ........cccooeeeomeeeeeeeeeeeereeeoeoo TL c243.
y credit card debts?
E-7 |If any, what is your total debt to your family, | .....oooeomeeeeeeeeeeeeeeeeeeeeee TL c244.
friends, firms and other people?
Now, I will ask you questions about your income
E-8 [When you consider all income Sources HKe | .......cocooooooeeoeoeeoeereeeeeeeeeeeooo, TL c245.
wages, pension, rent income and allowance,
what is your total household income?
E-9 What is your personal monthly income from | ........ocooooeoooeeooooeeeeeoooooo TL c246.
our main job and your other income sources?
E-11 Eo you have any motor vehicles LKe | YE€S, cooiimoeomoooreoeoeeeeeeeoeo, TL c247.
utomobiles, trucks and tractors? If yes, whatis | 0> No
the total value of these motor vehicles?
E-12{Do you have any property like houses, | Yes, c248.
summerhouses and land? If yes, what is their | .........o.cooooooooieeeeeeeeeeeeeeeeeee TL
fotal value? 0>No
F-DEMOGRAPHY
-1 |Gender 1> Female 249.
2> Male
F-2 Birthyear | 250.
IF-3 Marital status 1>Bachelor c251.
2>Married
3>Widowed
4>Divorced
5> Living separately
F-4 How many people are there in | .......cccocoovoenne... €252.
our household? (including you)
F-5 How many of them are older than | ........ococoooeevnnin... €253.
15?
F-6 [How many of the people inyour | ....ccoooviviviennn. €254.
household have income?
including you)
F-7 [What school did you finish last? 0> No schooling / quit primary school €255.
1> Primary school
2> Secondary school
3> High school
4> University
5> Graduate degree
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IF-8 at is your cui’rentjob status? Employed, 256.
1>Manager or specialist in the public sector
2>Civil servant
3>Worker in the public sector
4>Manager or specialist in the private sector
5>Worker or office worker in the private sector
6>Big trader, industrialist
7>Small trader, craftsman
8>University graduate self employed (lawyer, doctor...)
9>Farmer
10>Seasonal or irregular worker
Unemployed,
11>Left a job recently (less than six months ago)
12>Been looking for a job for more than six months
13>Not employed and not looking for a job
IF-9 |Are you retired? 1> Yes €257.
2> No
IF-10 |Are you a student? 1> Yes c258.
2> No
F-11How often do you do the activities
below? Never | Seldom | Sometimes Frequently Very
frequently
Reading the newspaper 1 2 3 4 5 €259.
[Traveling 1 2 3 4 5 260.
IGoing out for dinner 1 2 3 4 5 c261.
Using the internet 1 2 3 4 5 c262.
Thank you for answering the questions.
NAME/ SURNAME ©263.
QUARTER c264.
STREET €265.
GATE NO €266.
TOWN €267.
TELEPHONE NO -1 €268.
TELEPHONE NO -2 269.
[Attention to surveyor! The following questions MUST be answered after
leaving the subjects]
Building type 1> Squat housing 2> Legal housing (Meduim condition) 3> €270.
Legal housing (Luxury)
Location type 1> Province center 2> Town c271.
General observations | 1> Very poor 2>Poor 3> Medium condition 4> €272
about the conditions of | Good 5> Very good
the quarter
General observations | 1> Very poor 2>Poor 3> Medium condition 4> €273.
about the conditions of | Good 5> Very good
the house
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How sincere were the

1> Not sincere at all 2>Sincere to a small degree 3>Somewhat sincere [c274.
responses  of  subject | 4> Sincere
during the interview? 5> Very sincere
Survey date: c275.
Surveyor name: €276.
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Kredi Kart1 Kullanimi Arastirmasi -Nisan 2009

Iyi giinler dilerim. Ismim...........occoooovvovvoereoin
TUBITAK tarafindan desteklenen, kredi kart: kullanimi iizerine tamamen bilimsel amacl bir

Bogazic¢i Universitesi’nce viiriitiilen ve
yii

anket ¢alismas1 yapmaktayiz. Tiirkiye genelinde 2500 kisiyle yapilan bu goriismeler tesadiifi

yontemlerle segilmis hanelerle gergeklestirilmektedir. Arastirmada sadece genel sonuglar

degerlendirilecek ve kisisel bilgileriniz hig bir sekilde kullanilmayacaktir. Anketimiz

yaklagik 30 dakika siirecektir. Yardimlariniz i¢in simdiden tesekkiir ederim.

i A-GIRIS
A-1 edi kartiniz var m1? 1> Evet cl.
2> Hayir (Goriismeyi bitiriniz)
IA-2 [Kredi kart1 se¢imi ve ddeme kararlarini siz mi 1> Evet c2.
veriyorsunuz? 2> Hayir (Goriismeyi bitiriniz)
[ C-BANKA SECIiMI
-18imdi size bankacilik hizmetleri ile Hayir Evet
ilgili bazi sorular soracagim
Vadeli Hesabiniz var mi? 0 1 c3.
Faiz getiren) (TL veya Doviz
hesablari)
Likit Hesabiniz var mi? 0 1 c4.
Elma hesabi, ¢aligan hesap gibi gelir
getiren vadesiz hesap)
Bankanizda yatirim iglemleri yapiyor 0 1 5.
musunuz?
Doviz, Fon, Tahvil, Bono, Euro
Bond, Hisse Senedi, Altin, Repo,
VOB gibi)
Bankanizda bireysel emeklilik fon 0 1 c6.
hesabiniz var mi?
Bankanizda otomatik ddeme 0 1 c7.
talimatiniz var m?
Calistyorsaniz, maasiniz bankaya mi 0 1 c8.
yatryor?
alismiyorsa 97 kodlayin)

Bankadan vergi ve sigorta odemesi 0 1 c9.
aptyor musunuz?
Hig araba kredisi aldiniz m1? 0 1 c10.
Hi¢ konut kredisi aldiniz m1? 0 1 cll.
Hig ihtiyag (tiiketici) kredisi aldimz 0 1 c12.
m?
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Hig ticari kredi aldiniz m1? 0 1 cl13.
Simdi size sayacagim bankacilik

hizmetlerini hangi siklikta Hig Nadiren | Ara sira Sik Cok sik
kullaniyorsunuz?

Liitfen en sik kullandiginiz

hizmetlere 5, hi¢ kullanmadigimiz

hizmetlere 1 verecek sekilde 1 ila 5

arasinda derecelendiriz.

LUTFEN KARTI gésteriniz)

Internet bankaciligs 1 2 3 4 5 cl14.
[Telefon bankacilig 1 2 3 4 5 cl5.
ATM / Bankamatik 1 2 3 4 5 cl16.
Havale ve EFT gibi transfer islemleri 1 2 3 4 5 cl17.
Ticari bankacilik hizmetleri (Cek, 1 2 3 4 5 c18.
senet, leasing gibi)

Hangi bankalarda hesabiniz var? 1.Akbank 15.Kuveyt Tiirk c19.

BIRDEN COK SECENEK | 2.Al Baraka Tiirk 16.Millennium Bank
ISARETLENEBILIR) 3.Anadolubank 17.Sekerbank c20.

Eger denek banka isimlerini | 4.BankAsya 18.Tekstilbank
hatirlayamiyor ise siklar okunacak) 5.Citibank 19.Turkish Bank

6.Denizbank 20.Turkland Bank c21.
UYARI: Eger bir bankanin sadece | 7.Eurobank Tekfen 21. Turk Ekonomi c22.
kredi kartint kullantyorsa, o banka da | 8.Finansbank Bankast
isaretlenecek 9.Fortisbank 22.Tiirkiye Finans c23.
10.Garanti Bankasi 23.Vakifbank c24.
11.Halk Bankasi 24.Yap1 ve Kredi
12.HSBC Bank Bankasi c25.
13.ING Bank 25. Ziraat Bankasi
14.1s Bankasi

Bu bankalardan en sik hangisini c26.

kullaniyorsunuz? (C3’te belirtilen | ......oocovoooeeoeeeeeeeee

bankalardan birisi, TEK CEVAP)

5|Yaklagik kag yildir .... Bankast (C47t€ | .ooooomvieeeeeeeeeeeeee. yil c27.
belirtilen banka) ile galistyorsunuz?
96> Bir yildan az
En sik kullandiginiz bu bankayi Hig Biraz Orta Etkili Cok
segmenizde sayacagim nedenler ne etkili etkili dereceli etkili
derece etkilidir? degil etkili
Liitfen en ¢ok o6nem verdiginiz
nedenlere 5, hi¢ 6nem vermediginiz
nedenlere 1 verecek sekilde 1 ila 5
arasinda derecelendiriniz. (LUTFEN
KKARTI gosteriniz)

01.Mevduat i¢in yiiksek faiz vermesi 1 2 4 5 [c28.

02,Hesap isletim iicretinin diisiik ya 1 2 4 5  29.

da hi¢ olmamast

03.Havale, ¢ek, senet gibi bankacilik 1 2 4 5  €30.

islemlerinin ucuz olmasi

04.Kredi alirken faiz ve masraflarin 1 2 4 5 (31

diisiik olmasi

05.Kredi almanin kolay olmasi 1 2 4 5 32.

06.Haneye ait maag veya diger 1 2 4 5 33.

gelirlerin bu bankaya yatiyor olmasi
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giivencesi altinda oldugunu hatirliyor
musunuz? (Segenekleri okuyunuz)

3>50.000 TL’ye kadar olan béliimii garanti altinda
4>25.000 TL’ye kadar olan boliimii garanti altinda
5> Bankalardaki mevduat igin hig devlet garantisi yok
99> Hatirlamiyorum / Bilmiyorum

07.Esnafa, ¢ifigiye 6zel hizmetler 1 2 3 4 5 34.
sunmast
08.Irtibatta oldugum kisilerin bu 1 2 3 4 5 [35.
bankay1 kullanmasi
09.Sube yakinligi 1 2 3 4 5 36.
10.Sube aginin yayginligi 1 2 3 4 5 37.
11.Hizmet Kalitesi (Hiz, nezaket, 1 2 3 4 5  38.
kolaylik ve subelerin ortaminin i¢
agici olmasi gibi)
12.Bankamatik agmin yayginligt 1 2 3 4 5  [39.
13.Internet bankaciliginin iyi olmasi 1 2 3 4 5 40.
14.Telefon bankaciliginn iyi olmasi 1 2 3 4 5 r4l.
15.Yurtdis1 islem kolaylig 1 2 3 4 5 [42.
16.Bankacilik hizmetlerinde 1 2 3 £ 5  [43.
giivenligin yiiksek olmasi
17.Bankanin miigterilerin 1 2 3 4 5 44,
ihtiyaglarina 6zel hizmetler sunmast
18.Hizmet ve iiriin gesitliliginin gok 1 2 3 4 5 45,
olmasi
19.Prestijli ve iyi imajli banka olmasi 1 2 3 4 5 6.
20. Giivenilir, saglam banka olmasi 1 2 3 4 5  [47.
21. Devlet bankasi olmasi 1 2 3 4 5 [c48.
22 Tiirk bankasi olmasi 1 2 3 4 5 c49.
23. Yabanci banka olmasi 1 2 3 4 5 [e50.
24. Faizsiz bankacilik uygulayan 1 2 3 4 5 sl
katilim bankasi olmasi
25.Tanidiklarimin tavsiyesi 1 2 3 4 5 e52.
27. i1k bankam olmasi 1 3 4 5 53
DiBer: oo 1 2 3 ES 5 54.
IC-7| En sik ¢alistiginiz bu bankadan 6> Hi¢ memnun degilim c55.
(C4’te belirtilen banka) ne derece 7> Memnun degilim
memnunsunuz? 8> Ne memnunum ne degilim
9> Memnunum
10> Cok memnunum
C-8| Daha 6nce en sik kullandiginiz 1>Evet c56.
bankayi degistirdiniz mi? 2>Hayir (C-10’a geginiz)
C-9| Evet ise, temel nedeni nedir? 1>Yeni bankanin faiz ve iicretlerinin daha uygun olmast ~ [c57.
2>Daha cesitli ve kaliteli hizmetler sunmast
3>Hane gelirlerinin yattig1 bankanin degismesi
4>Irtibatta oldugum kisilerin bu banka ile galismasi
5>Yeni bankanin subesinin daha yakin olmasi
Diger...
C- | Her mevduat sahibi i¢in bir bankaya 1> Mevduatin tamami garanti altinda c58.
10 | yatirilan paranin ne kadarinin devlet 2>100.000 TL’ye kadar olan boliimii garanti altinda

D- KREDI KARTI SECIMi

Simdi size kredi kartlariniz ile ilgili sorular soracagim. Liitfen cevaplarinizi verirken kendi
segtiginiz ve ddeme kararlarini kendinizin verdigi kredi kartlarmi diisiiniiniiz
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Kredi kart1 kullanmanizda Hig Biraz etkili Orta Etkili Cok
sayacagim nedenler ne derece etkili dereceli etkili
etkilidir? degil etkili
Liitfen en ¢cok 6nem verdiginiz
nedenlere 5, hi¢ onem
vermediginiz nedenlere 1 verecek
sekilde 1 ila 5 arasinda
derecelendiriniz.(Liitfen KARTI

|_gosteriniz)
Nakit tagimak istememem 1 2 3 B 5 c59.
Ekstrenin tamamint §demeyerek 1 2 3 4 S c60.
borglanabilme imkani olmasi
Nakit sikigikligi oldugu 1 2 3 4 5 c61.
zamanlarda aligveris yapabilmem
Nakit sikigikligi oldugu 1 2 3 4 5 c62.
zamanlarda nakit avans
cekebilmem
Taksitlerden faydalanmak istemem 1 2 3 4 5 c63.
Indirim ve akaryakit 1 2 3 4 5 |64
kampanyalarindan faydalanmak
istemem
Internet aligverislerinde gereksinim 1 2 3 4 5 c65.
duymam
Yurtdisi aligverislerde kolaylik 1 2 3 4 5 c66.
saglamasi
Rezervasyonlu islemleri yapmada 1 2 3 4 5 c67.
(bilet, otel vb) kolaylik saglamasi
Ekstrelerim sayesinde 1 2 3 4 5 c68.
harcamalarimin dokiimiinii
gorebilmem
Diger... 1 2 3 4 5 c69.
Hangi bankalarin hangi Var
kredi kartlarina olanlart Hig Nadiren Ara sira Sik Cok
sahipsiniz? Sahip isaretle stk
oldugunuz bu kartlari
ne siklikta
kullaniyorsunuz?

NOT:  Hangi  kart

oldugunu

hatirlamiyorsa ~ Diger

kismina banka ve kart

bilgisi yazilacak.
Akbank —Axess 1 1 2 3 4 5 c70.
Akbank —Wings 2 1 2 3 4 5 c71.
Akbank- Fish 3 1 2 3 4 5 c72.
Al Baraka Tiirk 4 1 2 3 4 5 c73.
Anadolubank 5 1 2 3 4 5 c74.
Bank Asya 6 1 2 3 4 5 c75.
Citibank 7 1 2 3 4 5 c76.
Citibank —Citiaxess 8 1 2 3 4 5 c77.
Denizbank 9 1 2 3 4 5 c78.
Denizbank-Bonus 10 1 2 3 4 5 c79.
Eurobank Tekfen 11 1 2 3 4 5 c80.
Finansbank 12 1 2 3 4 5 c81.
(CardFinans)
Fortisbank 13 1 2 3 4 3 c82.
Fortisbank -World 14 1 2 3 4 5 c83.
Garanti Bankas1 — 15 1 2 3 4 5 c84.
Bonus
Garanti Bankas1 —Flexi 16 1 2 3 4 5 c85.
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reddedilecegini diigiinmem

Garanti Bankast - 17 1 2 3 4 5 c86.
Shop&Miles
Garanti Bankasi - 18 1 2 3 4 5 c87.
American Express
Halk Bankasi — 19 1 2 3 4 5 c88.
Advantage
Halk Bankasi — 20 1 2 3 4 5 c89.
Halkcard
HSBC Bank- 21 1 2 3 4 5 90.
Advantage
ING Bank - Maximum 23 1 2 3 4 5 c91.
ING Bank — Bonus 24 1 2 3 4 5 €92.
Is Bankasi (Maximum) 25 1 2 3 4 5 (€93
Kuveyt Tiirk 26 1 2 3 4 5 c94.
Millenium Bank 27 1 2 3 4 5 c95.
Sekerbank 28 1 2 3 4 5 c96.
Sekerbank —Bonus 29 1 2 3 e 5 c97.
Tekstilbank 30 1 2 3 4 5 c98.
Tekstilbank — 31 1 2 3 4 5 €99.
Advantage
Turkish Bank 32 1 2 3 4 5 c100.
Turkland Bank 33 1 2 3 4 5 c101.
Tiirk Ekonomi Bankast 34 1 2 3 4 5 c102.
TEB)
Tiirk Ekonomi Bankasi 35 1 2 3 4 5 c103.
(TEB)- Bonus
Tiirkiye Finans 36 1 2 3 4 5 c104.
Vakifbank — Vakif 37 1 2 3 4 5 c105.
Vakifbank — World 38 1 2 3 4 5 c106.
Vakifbank - 39 1 2 3 4 5 c107.
Rail&Miles
Yap1 ve Kredi (World) 40 1 2 3 4 5 c108.
Ziraat Bankas1 —Ziraat 41 1 2 3 4 5 c109.
Ziraat Bankas1 — 42 1 2 3 4 5 c110.
Maximum
Diger ......... 43 1 2 3 4 5 clll.
D- | [Eger sadece bir kredi kartina Hig Biraz etkili Orta Etkili Cok
Ba | sahipse sorulacak, D-3a’dan sonra etkili dereceli etkili

D-6’ya gecilecek] degil etkili
Sadece bir kredi karti
kullanmanizda sayacagim nedenler
ne derece etkilidir?

Litfen en ¢ok onem verdiginiz

nedenlere 5, hi¢ 6nem vermediginiz

nedenlere 1 verecek sekilde 1 ila 5
asinda derecelendiriniz.

Liitfen KARTI gosteriniz)
Birden fazla yillik kullanim iicreti 1 2 3 4 5 c112.
ddemek istememem
Yeni bir karta bagvurunun zor 1 2 3 4 5 cl13.
olmasi
Birden fazla kartin islemleriyle 1 2 3 4 5 cl14.
ugrasmak istememem
Birden fazla kartla daha fazla 1 2 3 4 5 cl115.
harcama yapacagimi diigiinmem
Bagka kartlara bagvurularimin 1 2 3 4 5 cl16.
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D-
Bb

[Birden fazla kredi kartina sahipse
sorulacak]

Birden fazla kredi kartinizin
olmasinda sayacagim nedenler ne
derece etkilidir?

Liitfen en ¢ok 6nem verdiginiz
nedenlere 5, hi¢ 6nem
vermediginiz nedenlere 1 verecek
sekilde 1 ila 5 arasinda
derecelendiriniz.

(Liitfen KARTI gosteriniz)

Orta Etkili
dereceli

etkili

Hig Biraz etkili
etkili
degil

Cok
etkili

Farkl taksitlendirme
olanaklarindan yararlanma

117.

Bonus, parapuan, mil gibi farkl
ozelliklerden yararlanma

118.

Farkl1 indirim ve akaryakit
kampanyalarindan yararlanma

119.

Farkl1 hesap kesim tarihlerinden
yararlanma

120.

Prestij saglamasi

121.

Tek kartin limitinin yetmemesi

122.

Bazi kartlarimin faiz oranlarinin
daha diisiik olmasi

123.

Diger kartta sorun gikmasi
ihtimaline karsi tedbir olarak

124.

D-4

[Birden fazla kredi karti varsa
sorulacak]

Tiim kredi kartlarinizi diigiiniin.
Bunlar arasinda en ¢ok
kullandiginiz kart1 asil kart olarak
adlandiralim. Hangi kredi kartinizi
asil kartiniz olarak tanimlarsiniz?
(D2’de SECILENLERDEN
BIRISI)

(Eger tek kredi kart1 varsa o karti
asil kart olarak ele aliniz)

Bankanin adt: ..........ocoooiiiiiiee

Kartin adz:

c125.

D-5

[Birden fazla kredi kart1
kullaniyorsa sorulacak]

Asil kartinizla toplam kredi karti
harcamalarinizin yiizde kagini
yapiyorsunuz?

% _

c126.

D-6

HERKESE SORULACAK

Asil kartinizi nasil edindiniz? (Tek
kart1 olanlarin bu kart1 asil
kartlaridir)

1>Hesabimin oldugu bankaya kredi kartt bagvurusu yaparak
2>Hesabimin olmadig bir bankaya kredi kart1 basvurusu
yaparak

3>Hesabimin oldugu bankadan teklif ettiler

4>Hesabimin olmadig: bir bankadan teklif ettiler

c127.

ID-7

Yaklasik kag yildir asil kart olarak
ayni bankann kredi kartint
kullantyorsunuz?

....................................... yil
96> Bir yildan az

c128.

D-8

Bu kart1 almaya karar verirken
piyasadaki kredi kartlarin1 ne kadar
aragtirdiniz?

Cok detayl arastirdiysaniz 5,hig
aragtirmadiysaniz 1 olacak sekilde
1 ila 5 arasinda bir derece veriniz.

Hig aragtirma yapmadim (1) (2) (3) (4) (5) Cok detayl
aragtirma yaptim

c129.

D-9

Simdi size sayacagim nedenler bu
karti (asil kart olarak)
kullanmanizda ne derece etkilidir?

Litfen en ¢ok ©Onem verdiginiz
nedenlere 5, hi¢ 6nem vermediginiz
nedenlere 1 verecek sekilde 1 ila 5
arasinda derecelendiriniz.
(LUTFEN KARTI gosteriniz)

Orta Etkili
dereceli

etkili

Hig etkili | Biraz etkili

degil

Cok
etkili
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Stirekli ¢aligilan bankanin kredi 1 2 3 4 5 130.
kart1 olmast
Faiz oranlarinin diisiikliigii 1 2 3 4 5 c131.
Yillik aidatin az ya da hig 1 2 3 4 5 c132.
olmamasi
Limitinin yiiksek olmasi 1 2 3 4 5 c133.
Daha ¢ok bonus/parapuan/mil vs. 1 2 3 4 5 c134.
veriyor olmasi
Daha fazla taksit imkani sunmasi 1 2 3 4 5 c135.
Akaryakit aligverislerinde 1 2 3 4 5 c136.
promosyon saglamasi
Sigorta, Promosyon, Vale Parking 1 2 3 4 5 c137.
gibi ekstra olanaklar saglamasi
Sanal kart hizmeti sunmasi 1 2 3 4 5 c138.
Daha ¢ok yerde indirim 1 2 3 4 5 c139.
kampanyasi sunmasi
Sube ve Bankamatik aginin yaygin 1 2 3 4 5 c140.
olmasi
Internet ve telefonla verilen kredi 1 2 3 4 5 kl4l.
kart1 hizmetlerinin iyi olmasi
Kredi kart1 reklamlarinin bilgi 1 2 3 4 5 c142.
verici ve etkileyici olmasi
Prestijli bir kart olmasi 1 2 3 4 5 c143.
Takim, okul gibi yakinhik 1 2 3 4 5 cl44.
duydugum bir kurumun karti
olmast
11k kullandigim kart olmast 1 2 3 4 5  cl4s.
Tamdiklarimin tavsiyesi 1 2 3 4 5 c146.
Ailemin bu kart1 kullaniyor olmasi 1 2 3 4 5 c147.
Diger..oiieiceieeee e 2 3 4 5 c148.
D- | Asil kredi kartiniz olarak 1>Hi¢ memnun degilim c149.
9a | nitelendirdigimiz bu karttan (D4’te 2>Memnun degilim
belirtilen kart) ne derece 3>Ne memnunum ne degilim
memnunsunuz? 4>Memnunum
5>Cok memnunum
D- | Genel olarak bir ay iginde c150.
10 | yaptiginiz harcamalarin yiizde Woissssissosvssssssmsmvsnsnsmsismin
kagini kredi kart ile yapiyorsunuz?
D- | Tium kredi kartlariizla ayda cl51.
10a| ortalama ne kadar harcama | ... TL
yapiyorsunuz?
D- | Tiim kredi kartlariniz: diisiiniiniiz. 0> Hig asgari 6deme miktarinin altinda yatirdigim olmadi,  |c152.
11 | Son 12 ay iginde, kag ay asgari hep asgari miktar veya iizerinde yatirtyorum (D-13%¢
(minimum) 6deme miktarinin geginiz)
altinda 6deme yaptiniz? | ... ay
ID- | Simdi size sayacagim nedenlerden Evet Hayir
12 | dolayr m1? Odeme tarihini unutmam 1 2 kls3.
(BIRDEN COK SECENEK Odemeye firsat bulamamam 1 2 kls4.
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geger misiniz?

ISARETLENEBILIR) [s kayb1, maag yatmamasi gibi gelirimi 1 2 155,
olumsuz etkileyen beklenmedik bir
durum
Hastalik ve kaza gibi aniden ortaya 1 2 c156.
¢ikan mecburi harcamalar
Farkinda olmadan fazla harcama yapmis 1 2 c157.
olmam
Baz1 harcamalarimi kredi kartiyla 1 2 c158.
zamana yaymam
Genel olarak ihtiyaglarimi kargilamaya 1 2 c159.
elirimin yetmemesi
Diger............... c160.
D- | Son 12 ay iginde, kag ay 0>Hig, her zaman borcun tamamim ddedim(D-15’e geginiz) [c161.
13 | ekstrenizdeki tutarin tamamindan
az ama asgari miktardan fazla | ... ay
o6deme yaptiniz? (Sorulursa, tiim
kredi kartlart igin oldugu
soylenecek)
D- | Simdi size sayacagim nedenlerden Evet Hayir
14 | dolayr mi? Is kayb1, maas yatmamas: gibi gelirimi 1 2 c162.
(BIRDEN COK SECENEK olumsuz etkileyen beklenmedik bir
ISARETLENEBILIR) durum
Hastalik ve kaza gibi aniden ortaya 1 2 c163.
tkan mecburi harcamalar
Farkinda olmadan fazla harcama yapmis 1 2 c164.
olmam
Bazi harcamalarimi kredi kartiyla 1 2 c165.
zamana yaymam
Genel olarak ihtiyaglarimi kargilamaya 1 2 c166.
gelirimin yetmemesi
Diger............... 1 2 cl67.
D- | Algveris (Akdi) Faiz Oran1: Asgari c168.
15 | miktari 6dedikten sonra, kalan Evet  Ahgveris (Akdi) Faiz Oram %,
miktara uygulanan faiz oranidir.
En ¢ok kullandiginiz kartinizin 99>Hayir, bilmiyorum
aylik aligveris (akdi) faiz oranini
biliyor musunuz?
D- | Gecikme Faiz Orani: Asgari c169.
16 | miktarin altinda 6deme yapilmasi Evet  Gecikme FaizOram %,
sonucu uygulanan faiz oranidir.
En ¢ok kullandiginiz kartinizin 99>Hayur, bilmiyorum
aylik gecikme faiz oranini biliyor
musunuz?
D- | Bildiginiz kadariyla piyasada sizin | 1>Evet, var c170.
17 | kredi kartinizdan daha diigiik 2>Hayir, yok
aligveris faiz oranli kredi kart1 var 99>Fikrim yok
mudir?
D- | Su anda kredi kart1 aligveris faiz 1>Evet (Devam ediniz) c171.
18 | oranlari aylik %4 civarindadir. 2>Hayir (D-19’a geginiz)
Kullandiginiz karttan daha diisiik
faiz uygulayan bir kredi kart:
oldugunu 6grenseniz bu karta
gecer misiniz?
ID- | Mesela, %3 aligveris faizi 1>Evet (D-19’a geginiz) c172.
18a| uygulayan bir kart olsa bu karta 2>Hayir (Devam ediniz)
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18b

Peki, %2 aligveris faizi uygulayan
bir kart olsa bu karta geger
misiniz?

I>Evet (D-19’a geginiz)
2>Hayir (D-19’a geginiz)

c173.

D-
19

Simdi size daha diisiik faizli bagka
bir kredi kartina gegmeyi
zorlastirabilecek bazi nedenler
sayacagim.

Bunlar sizin i¢in ne derecede
etkilidir?

Liitfen en ¢ok 6nem verdiginiz
nedenlere 5, hi¢ nem
vermediginiz nedenlere 1 verecek
sekilde 1 ila 5 arasinda
derecelendiriniz. (LUTFEN
KARTI gosteriniz)

Hig etkili
degil

Biraz etkili

Orta
dereceli
etkili

Etkili

Cok
etkili

Aragtirmak istememem

c174.

Bagvurma ve iptal ettirme gibi
islemlerle ugrasmak istememem

c175.

Bankam1 degistirmek istememem

c176.

Diisiik faizli kartlarin yillik
kullanim iicretlerinin yiiksek
olmast

c177.

Su anki yiiksek borcum nedeniyle
diger bankalara basvurumun
olumsuz sonuglanacagini
diisiinmem

c178.

Baska nedenlerle bagvurumun
olumsuz sonuglanacagini
diigiinmem

c179.

Yeni kartin limitinin diisiik
olacagim diisiinmem

c180.

Kredi kartina hi¢ borglanmadigim
veya az miktarda ve kisa siirelerle
bor¢landigim igin faizlerle
ilgilenmiyorum

c181.

Kredi kartlart arasindaki faiz
farkinin fazla olmadigini
diisiinmem

c182.

Taksit, bonus/parapuan ve mil gibi
kredi kartinin diger 6zelliklerinden
vazgegmek istememem

c183.

2

3

c184.

D-
20

Piyasadaki kredi kartlarinin
ozelliklerini 6grenmenizde
sayacagim yontemler ne derece
etkilidir?

Liitfen en ¢cok onem verdiginiz
yontemlere 5, hi¢ 6nem
vermediginiz nedenlere 1 verecek
sekilde 1 ila 5 arasinda
derecelendiriniz. (LUTFEN
KARTI gosteriniz)

Hig etkili
degil

Biraz etkili

Orta
dereceli
etkili

Etkili

Cok
etkili

Tanidiklarimdan 6grenirim

c185.

Telefon ederek veya subeye
giderek ogrenirim

c186.

Internette arastirma yaparim

c187.
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Reklamlardan 6grenirim 1 2 3 4 5 c188.
| 1S 2 3 4 5 c189.
D- | Size kredi kart1 6zellikleri Hig etkili Biraz etkili Orta Etkili Cok
21 | hakkinda aragtirma yapmay! degil dereceli etkili
zorlastiran bir takim nedenler etkili
sayacagim. Bu nedenler sizin igin
ne derece etkilidir?
Liitfen en ¢cok 6nem verdiginiz
nedenlere 5, hi¢ 6nem
vermediginiz nedenlere 1 verecek
sekilde 1 ila 5 arasinda
derecelendiriniz. (LUTFEN
KARTI gosteriniz)
Ugrasmak istememem 1 2 3 4 5 c190.
Nasil arastiracagimi bilememem 1 2 3 4 5 c191.
Kredi kartlarinin birbirinden farkli 1 2 3 4 5 c192.
olmadigin diisiinmem
D- | Kredi kartiniz olmadigini varsayin. c193.
22 | Yeni bir kredi kart1 almadan 6nce Hig aragtirmam (1) (2) (3) (4) (5) Cok detayli
piyasadaki kredi kartlarinin aragtiririm
ozelliklerini ne kadar arastirirsiniz?
Cok detayli aragtirirsaniz 5,hig
aragtirmazsaniz 1 olacak sekilde 1
ila 5 arasinda bir derece veriniz.
D- | Bagka bir kredi kartina gegmek 1>Faiz oranlan c194.
23 | istediginizi varsayin. 2>Yillik iicret 1.6ne
3>Limit mli
Bunu yaparken sayacagim 4>Bonus, taksit, indirim ve seyahat mili gibi diger 6zellikler
ozelliklerden sizce 6nemli 5>Hangi bankanin karti oldugu c195.
olanlarini 6nem sirasina gore (en 2.6ne
onemlisini 1. siraya koyarak) mli
siralayiniz.
.. c196.
(LUTFEN KARTI gosteriniz) 3.6ne
mli
c197.
4.6ne
mli
c198.
5.6ne
mli
ID- | Kredi kartiniz oldugu igin bazen 3> Evet c199.
24 | gereksiz aligverisler yaptiginizi 4> Hayir (D-26’ya geginiz)
diisiiniiyor musunuz?
D- | Evet ise, sayacaklarim bunda ne Hig Biraz Orta dereceli Etkili Cok
25 | derece etkilidir? etkili etkili etkili etkili
Liitfen en ¢ok onem verdiginiz degil
nedenlere 5, hi¢ 6nem
vermediginiz nedenlere 1 verecek
sekilde 1 ila 5 arasinda
derecelendiriniz. (LUTFEN
KARTI gosteriniz)
Taksitler nedeniyle, 6deyecegim 1 2 3 4 5 c200.
aylik rakami diigiik bulmam
Nakit 6demedigim igin ne kadar 1 2 3 4 5 c201.
harcama yaptigimi takip edemiyor
olmam
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Odemeyi o an degil daha sonra 1 2 3 4 5 202
yapiyor olmanin psikolojik
rahatligi
Kredi kart1 indirim ve 1 2 3 4 5 c203.
romosyonlarinin cazip gelmesi
Belirli bir miktarin iizerinde 1 2 3 4 5 c204.
harcama yaptigimda bazi
avantajlardan yararlaniyor olmam
Diger... 1 2 3 4 5 c205.
ID- | Son bes yil igerisinde olumsuz 1>Evet c206.
26 | sonuglanan kredi kartt bagvurunuz | 2>Hayir
oldu mu?
D- | Daha once asil kartinizi 1>Evet c207.
27 | degistirdiniz mi? 2>Hay1r (D-29’a geginiz)
D- | Evet ise, temel nedeni nedir? 1>Yeni kartin faiz oran1 daha diisiik c208.
28 2>Y1llik ticreti daha diigiik
3>Limiti yiiksek
4>Bonus, taksit ve indirim gibi 6zellikleri daha iyi
5>Bankami degistirdim
Diger...
ID- | Yeni bir ise baglayacaginizi 1>Sigortali ig c209.
29 | diisiiniin. Sigortal1 bir is ile sigorta | 2>Sigortasiz is
ddemelerinin nakit olarak size
verildigi sigortasiz bir ig arasinda
se¢im yapmak durumunda kalsaniz
hangisini segersiniz?
D- | En son gelen ekstrelerinizin 1>Evet (D-31’¢ geginiz) c210.
B0 | tamamini 6dediniz mi? 2>Hayir (Devam ediniz)
(Tek kart kullaniyorsa,en son gelen
ekstrenin tamamini 6dedi mi?)
D- | Hayir ise ne kadarini 6demediniz? c211.
BOa| e, TL
D- | Son 12 ay igerisinde, nakit fiyati 1>Evet c212.
B1 | daha diisiik olmasina ragmen, 2>Hayir
taksitli aligveris yaptiniz m1?
D- | Kredi kart1 faizlerinin azalmasi, 1>Evet c213.
B2 | ekstrelerinizde 6demediginiz 2>Hayir
miktari artirarak, borglanmanizda
artiga neden olur mu?
D- | Son 12 ay i¢inde, tamamini c214.
33 | 6demediginiz bir ekstreniz. | oo L
olduysa, 6demediginiz en yiiksek 0> Son 12 ay i¢inde hep tamamini 6dedim
miktar ne kadardir?
D- | Asil kredi kartinizi otomatik 1>Evet, tamamin1 otomatik 6deme ile 6diiyorum c215.
35 | 6demeyle mi ddityorsunuz? 2>Evet, asgarisini otomatik §deme ile 6diiyorum
3>Hayir
ID- | Belli bir faiz ve komisyon iicreti 1>Evet c216.
B6 | karsiliginda nakit avans ¢ekerek 2>Hayir (D-38’¢ geginiz)
kredi kartina borglanmak
miimkiindiir. Son bir yil iginde, bu
sekilde kredi kartinizla nakit avans
¢ektiniz mi?
D- | Evet ise, sayacaklarimdan hangileri Evet Hayir
B7 | kredi kart1 ile nakit gekmenizde Is kaybi, maas yatmamasi gibi gelirimi 1 2 c217.
etkili oldu? olumsuz etkileyen beklenmedik bir
(BIRDEN COK SECENEK durum
ISARETLENEBILIR) Hastalik ve kaza gibi aniden ortaya 1 2 k218
1tkan mecburi harcamalar
Genel olarak ihtiyaglarimi kargilamaya 1 2 c219.
gelirimin yetmemesi
Diger kredi kartinin borcunu 6demek 1 2 c220.
icin
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Giinliik bir ihtiyaci kargilamak 1 2 c221.
istedigimde yanimda nakit bulunmamasi
Yurt disinda iken nakit ihtiyacimin 1 2 c222.
cikmast
Diger............... c223.
D- | HERKESE SORULACAK c224.
B8 | Asil kartinizla 100 TL nakit avans | ................. TL olarak geri dderim
cekseniz bir ay sonra yaklasik ne 99> Bilmiyorum
kadar geri 6deme yapmaniz
gerekecegini biliyor musunuz?
ID- | Kredi kart1 borcunuzu kapatmak Evet, TL 225.
B9 | icin son 2 yil i¢inde ihtiyag kredisi | 0>Hayir, almadim
aldiniz m1? Ne kadar aldiniz?
D- | Kredi kartinizin takibe girdigi oldu | 1>Evet c226.
40 | mu? 2>Hayir (D-42’ye geginiz)
D- | Evet ise, hangi yil oldu? (Birden - (1998, 2006 gibi yazilacak) c227.
“1 | fazla ise en sonuncusu)
D- | Son bir y1l igerisinde, toplam ne 0>Hi¢ 6demedim c228.
U2 | kadar kredi kartt yillik kullamim | ..o TL 6dedim
iicreti 6dediniz? 999>Bilmiyorum
D- | Yillik kullanim iicretini azaltmak 1>Evet c229.
43 | yada hi¢ 6dememek i¢in bir 2>Hayir
girisimde bulundunuz mu?
D- | Asil kartimizin limiti ne kadardir? | ..o TL c230.
U4
D- | Tim kredi kartlarinizin toplam | oo TL c231.
45 | limiti ne kadardir?
(Tek kredi kart1 varsa D44 ile ayni
cevap yazilacak)
D- | Kredi kartlari hakkindaki Hig etkili degil (1) (2) (3) (4) (5) Cok etkili 232,
“6 | duydugunuz ve yasadiginiz olaylar,
kredi kart harcamalarinizda daha
dikkatli olmanizda ne derece etkili
olmustur? Liitfen, ¢ok etkili
olduysa 5, hig etkisi olmadiysa 1
verecek sekilde derecelendiriniz.
ID- | Son 2 y1l igerisinde herhangi bir 1>Evet c233.
47 | kredi kartiniz1 iptal ettirdiniz mi? 2>Hayir (E1’e geginiz)
D- | Hangi bankalarin kredi kartlarini c234.
48 | iptal ettirdiniz?
c235.
236.
D- | Bu kartlari iptal ettirmek igin =~ | ..o c237.
49 | telefonda veya subede toplam kag
dakika harcadiniz?
E-FINANSAL DURUM ]
Gelirinizi ve harcamalarimzi paylastiginiz kisileri hane halki olarak diisiiniiniiz . Simdi size hane
gelirinizi nasil harcadiginiza dair sorular soracagim
E-1 |Ayda ortalama ne kadar mutfak harcamasi | ..o TL c238.
apiyorsunuz?
E-2 Gelirinizin kag lirasini kira, 1sStnma giderleri, | ......oooooooeoooeeeeeeeeeeeeeeeoeeeeoe TL c239.
su, elektrik, telefon faturalarindan olusan
sabit giderleriniz i¢in harciyorsunuz?
E-3 Bunlarin diginda sigorta primi, SaglIk V& | .oooooooieoioioieieceeeeeeeee e TL c240.
egitim harcamalari gibi diizenli olarak
yaptigimiz  sabit aylik 6demeleriniz ne
kadardir?
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1>1lkokul

2>Ortaokul (veya I1kogretim)
3>Lise

4>Universite

5>Yiiksek Lisans (veya sonrast)

-4 |Varsa, kredi kart1 disindaki banka bor¢lariniz. | ..........coooeooioieoeeeeeeeeeeeeeeeeee TL c241.
icin aylik 6demeleriniz ne kadardir?
E-5 Demin saydiklarim dahil, ortalama aylik | ..., TL c242.
harcamanizin ne kadar oldugunu soyler
misiniz?
E-6 [Varsa, kredi karti haricinde bankalara olan | ...........ococoooooooiooooeoeeeeeeeeeeo TL c243.
toplam borcunuz ne kadardir?
[E-7 |Varsa, ailenize, arkadaslariniza, iSyerlerine | .............ooooooiimoomoeoeeeeeeeeeeeesnnn TL c244.
ve diger sahislara olan toplam borcunuz ne
kadardir?
Simdi size gelirlerinize dair sorular soracagim
E-8 Maas, iicret, emekli maagi, kira geliri, nafaka | .....ocoocovooeoeeoeeeeeeeeeeeeeeeeoo TL c245.
gibi tim gelir kaynaklarmizi diisiinerek,
hanenizin aylik toplam geliri ne kadardir?
E-9 |Asil isinizden ve diger gelir kaynaklarindan | ...........ocoooooeoooeooeeeeeeeeeeeeee TL c246.
elde ettiginiz kisisel aylik geliriniz ne
kadardir?
E-11Otomobil, kamyon, traktor gibi motorlu | Var, c.ooooooooeeooeeoeoeoeeeoeeeeeeoeeooooo TL 247.
tasitlarniz var m1? Varsa toplam degeri | 0> Yok
aklasik ne kadardir?
E-12 [Konut, yazlik, arsa gibi tasinmazlariniz var | VAr, .......ocooooooooooeeeeeeeeeeoeeeoeeoeeoeo TL (c248.
mi? Varsa toplam degeri yaklasik ne | 0> Yok
kadardir?
F-DEMOGRAFI
IF-1 Cinsiyet 1> Kadin c249.
2> Erkek
F-2 Dogum Yilmiz e c250.
IF-3  Medeni Durum 1>Bekar c251.
2>Evli
3>Dul
4>Bosanmig
5> Ayr yastyor
F4 Hanenizde toplam kag kisi yasiyor? (siz dahily | e 232,
F-5 Hanenizde yasayanlardan kagi 15 yasin | ..o, c253.
izerinde?
F-6 Hanenizde kag kiginin geliri var? (siz dahily | s 254
IF-7 [En son hangi okulu bitirdiniz? 0> Hig okula gitmemis-ilkokul terk c255.

70




denegin verdigi yanitlar
ne derece samimi idi?

5> Cok samimi

IF-8 Su anki istihdam (¢alisma) durumunuz nedir? Calistyorum, c256.
1>Bir kamu kurumunda yénetici / uzman
2>Devlet memuru (yonetici / uzman harig)
3>Bir kamu kurulugunda iggi
4>Ozel sektorde yonetici / uzman
5>0zel sektorde is¢i ya da biiro ¢aligani
6>Biiyiik tiiccar, sanayici
7>Kendi isinde galigan esnaf, zanaatkar,
kiigiik tiiccar
8>Yiiksek 6grenimli serbest meslek sahibi
(avukat, doktor, miihendis vb.)
9>Ciftci
10>Mevsimsel veya diizensiz galigan
Calismiyorum,
11>Isten yeni ayrildim (6 aydan daha az)
12>6 aydan uzun siiredir ig artyorum
13>Calismiyorum, is de aramiyorum
IF-9  [Emekli misiniz? 1> Evet c257.
2> Hayir
F-10 Ogrenci misiniz? 1> Evet c258.
2> Hayir
F-11 |Asagidaki aktiviteleri hangi siklikta
lyaptyorsunuz? Hig Nadiren Ara Sik Cok
sira sik
IGazete okuma 1 2 3 4 5 259.
Seyahate/Tatile ¢ikma 1 2 4 5 260.
IAksam yemegi igin digari ¢ikma 1 2 3 4 5 [261.
Internet kullanma 1 2 3 4 5 262.
Sorularimiza cevap verdiginiz i¢in tesekkiir ederiz.
ISIM/ SOYAD 263.
MAHALLE c264.
SOKAK/CADDE c265.
BINA NO, DAIRE NO €266.
ILCE c267.
TELEFON NO -1 c268.
TELEFON NO -2 c269.
[Anketor dikkat! Asagidaki sorulari denekten ayrildiktan sonra MUTLAKA
cevaplayiniz] -
Goriisiilen kisinin | 1> Gecekondu 2> [marli Orta 3> Imarh Liiks 270.
oturdugu bina:
Anketin yapildigi | 1> Il merkezi 2> lge merkezi c271.
yerlesim tipi:
Goriigme yapilan | 1> Cok yoksul 2> Yoksul 3>Orta 4> lyi durumda (272.
mabhallenin genel 5> Cok iyi
durumu ile ilgili gozlem
Goriisgme yapilan evin | 1> Cok yoksul 2> Yoksul 3>Orta 4> lyi durumda [c273.
genel durumu ile ilgili 5> Cok iyi
gozlem
Goriigme esnasinda | 1> Hig samimi degil 2> Samimi degil 3>Orta 4> Samimi €274.
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Anket tarihi:

c275.

Anketor Adi

c276.
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