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Credit Card Programmes: Attributes of credit cards that lead to customer

acquisition

Abstract

Purpose of the study- The purpose of the study was to identify whatdktributes of a
credit card were that consumers found desirable thatl led to acquisition of a
particular credit card. Further analysis was cotetiito identify whether there were any
differences or preferences for these attributesraatg to certain demographics of the

consumer.

Design / Methodology -Conjoint Analysis was used to allow members to lifemwhat
product bundle they preferred. This was done ugiggothetical credit cards that
consumers were asked to rate on a scale of 0 Fhi®rating was done during 150 face
to face interviews. The data from these intervieves then analysed using Sawtooth
market simulator which makes it possible to idgnivhich attributes and utilities were
the most attractive to the consumer. Further ssudging One way ANOVA and a Two

sample T —test was used to identify demographitsrdnces.

Findings — On average, consumers found the source of the twarde the most
important factor when choosing a credit card, dredfinancial components of a credit
card were more important on average than the \added benefits. Preference for these
attributes and utilities was significantly influestt by household income with marital
status and age showing less influence in the meder of certain attributes and utilities.
Interestingly, the way people pay their cards, Wwhetthey were revolvers or
convenience users, has shown to have very litggagnon the attributes that they prefer

in a credit card.

Value —Despite the growth of credit cards in the Southd&in market in recent years,
there seems to be little research in South Afriwausa why consumers would choose a
particular credit card. Introduction of the Natib@aedit Act (no 34 of 2005) has also
caused people to become more discerning aboutréuit ¢hat they choose to carry,
meaning that the credit card issuer needs to enbatetheir cards are appealing and
attractive to the market that they are trying acte This study intends to close that gap.
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CREDIT CARD PROGRAMMES: ATTRIBUTES OF CREDIT CARDS THAT
LEAD TO CUSTOMER ACQUISITION

1 INTRODUCTION

1.1  Purpose of study

The purpose of this study was to identify the fexctbat influence consumers to acquire
a particular credit card. Legislation in the fortlee National Credit, No 34 Act 2005
(RSA 2005) limits the amount of credit individuase able to take, thus causing the
consumer to be more discerning as to the credittkiey choose. As such, it will be in
the interests of the credit card issuers to devploglucts that meet the wants and the
needs of their chosen market. Furthermore, as #u@mal Credit Act limits certain
marketing activities the credit cards should beetlgved with a greater pull factor,
increasing the likelihood that a particular cardl ive chosen. It will also enable credit

card issuers to more appropriately market the prisdinat they already have.

1.2  Context of study

The credit card industry in South Africa has chahgaormously over the last four
years, with many new entrants into this market roftp co-branded credit cards
(Gunnion 2006), and credit cards in the raw formrehkargely become commodities
requiring differentiation, both in South Africa alde world over (Kleynhans 2006).
Types of credit cards include a general purposelittieard offered by a financial
institution, a co-branded credit card which is Uisua partnership between an existing
financial institution and a credit card issuing amgsation, and alternatively, a private
label credit card which is a store credit card rifig credit at a defined number of stores
only. Companies who have a strong customer base ahaose to partner with a
financial institution to offer co-branded creditrds, as it allows them to increase
revenues, increase brand awareness and maximiseatbe of their customer in
purchasing terms. Recent entrants into the Southicakf market include the
DiscoveryCard, a partnership between Discovery tHeahd First National Bank
(FNB), who entered the market in October 2004 andesthen, other companies such
as Virgin Money (in partnership with Absa), Kuldam (in partnership with FNB),
SAA Voyager (in partnership with Nedbank), Edgairs gartnership with Standard
Bank), Clicks (in partnership with FNB), VodacomNB) and MTN (Standard Bank)



have also entered this space; all companies offaranying benefits and rewards (see
Appendix A).

Euromonitor (2008) report that co-branded cardehew become hugely popular, and

in 2007 alone 30 new products were introduced timomarket.

1.3  Problem statement

1.3.1 Main problem

There are many credit cards currently availablthéoconsumer, both through financial
institutions and as co-branded credit cards. Thepgee of this research was to
determine what consumers look for in a credit cdandis driving the consumer to

acquire a particular credit card.

1.3.2 Sub-problems
The first sub-problemwas to identify what would drive consumers to aocgua

particular credit card.

The second sub-problemvas to understand whether there were any diffesemice

preferences based on additional demographic inftemabout the consumer.

1.4  Significance of study

This study fills a gap in that it attempts to idgntvhat consumers perceived as value in
a credit card in South Africa. A greater undersiagdf this will enable credit card
issuers to tailor their products to their apprari@rget markets. Goyal (2004) remarks
that understanding consumer behaviour in the cordéxsupplementary services or
value added features for credit cards, such asifiegance, is still poorly developed.
Further, little empirical work has been done tolgsgwhy consumers choose one type

of credit card over another (Carow and Staten 2002)

This study will provide guidance to any financiasiitution or other company wishing

to enter the credit card or co-branded credit caattket, or to any credit card issuer
looking to increase their market share. This ailbw companies to better understand
the benefits that are sought in their particulaged market. Fock et al (2005) make



reference to Adler (1966) who says that when twdependent organisations join
together they can multiply their strengths and ease market potential for each of
them. They refer to this as “symbiotic marketingo¢k et al 2005). Understanding the
perception of value by the consumers could leadctkdit card issuers and financial

institutions to seek partners that the consumezsde be desirable.

Credit cards are also big business for the banld earnings from credit cards
contribute 15% to the retail bank earnings and 6t&6%e banks’ overall earnings, and
are thus considered to be an important earningsibator (Potgieter 2007). This would
suggest that banks will pursue this source of regem the future and in this
increasingly competitive environment would neecetsure that the products that they
develop are most suitable for the market that Hreytrying to attract. As there are only
six banks with a license to issue credit cards,niéne co-branded markets is also good
business for the banks, and it is likely that blaeks will all pursue new companies to

partner with, so that they can to offer a co-brahcledit card to this existing base.

Furthermore, the National Credit Act, No 34 of 2qQ&&5A, 2005) was introduced on
the £' June 2007 by the South African Government, andiitswas to provide fair and
non discriminatory access to credit, to provideegahregulation of consumer credit,
and to promote responsible credit granting. As thigkes the issuing and marketing of
credit, and particularly credit cards, more difficit is essential that credit card issuers
are better able to understand the requirementsaif target markets, so that they

increase the likelihood of their particular car@sng adopted.

1.5 Delimitations

» This study considers personal credit cards onlydoes not include other types of
payment cards such as debit cards or garage &dwdslid it consider other forms of
credit such a home loans, personal loans or hirehpse.

» This study considers personal credit cards onlg, domes not consider corporate or
business cards.

e This study was conducted on consumers in Southc@friwith a view to
understanding the consumer in the South Africaditoard market.

* This study was done from a customer perspectivd, iacluded individuals who



either already have at least one credit card or estrants into the market who do
not yet have a credit card. This study focusedbat the customer in South Africa
perceives as value in a credit card.

» This study did not focus on the activation or omgoiise of the credit card.

1.6  Definition of terms

The following definitions are relevant to this rassh:

‘Affinity Cards’ are typically developed in conjunction with a rnofit organisation,
such as sporting teams, cultural entities or chlalet organisations, where a percentage
of the spend accrues to the organisation rather tiva individual card holder (Morris
1995, Euromonitor, 2006)

‘Annual fee’ is a bank charge that is levied to the cardholdehegear or month. Some

credit card providers may choose not to have anarvard fee (Euromonitor 2006).

‘Charge card’ is a travel or entertainment card. This is simitaa credit card, but it is
usually a short term loan with the full amount loé toan being required to be paid off
within a certain number of days from the billingtelaor statement dates. There are
usually no interest charges, no upper limit forrgfieg and high annual card fees
(Euromonitor 2006). Examples of charge cards intlsd\frica are Diners Club and

American Express.

‘Co-branded cards’ are credit cards which are affiliated to merchauish as airlines
and retailers, and use rewards programs and spefges — including rebates, discounts
and gift certificates - to attract new customersnagate loyalty amongst existing
customers and ultimately spur card usage. Davidrislaesearch analyst for Packaged
Facts, a market research publisher, asserts tHatacmled cards are usually developed
in conjunction with a for profit organisation (Raanan 2005). These co-branded cards

often allow a more extensive range of benefitsea@tbered (Euromonitor 2006)

‘Convenience usersare those consumers who pay the full amount dadle e@nth and
do not revolve their credit card. These consumenmgrily incur transaction costs

(Carow and Staten 2002). This is also known asrawaolving credit usage (Brown and



Plache 2006).

‘Credit card’ can be defined as a general purpose card whictbeamsed to obtain
cash, goods or services up to a stipulated crimdiit. IThe credit granted can either be
settled in full by the end of a specified periodheut incurring any interest, or may be
settled in instalments with the balance taken #&snebed revolving credit. (Euromonitor
2008)

‘Credit constrained consumers’refer to consumers who rarely make full paymemts o
their credit cards and incur both borrowing anddection costs (Carow and Staten
2002). This is also known as revolving credit us@@®wn and Plache 2006).

‘Loyalty’ is described as an attitude that should leadgos#ive relationship with the
brand (Uncles et al 2003).

‘Loyalty programs’ are described as schemes offering delayed andmatating
economic benefits for consumers who behave in teecpibed way. There is usually
an accumulation of points that can be exchangedifts, free products or aspirational

rewards such as air miles (Uncles et al. 2003).

‘Living Standards Measure’ or LSM is a widely used tool in the South African
research market, used to segment the South Afrizanket. It is segmented from 1 to
10, with 10 being the highest LSM group. 13 vamsbare reviewed to categorise the
markets. These include owning a television, wasmraghine or having a domestic
worker. It is important to note that LSM is a wéafheasure, and does not consider

income at all. (South African Advertising Resealfdundation).

‘Private Label credit cards’ or proprietary credit cards are cards that maydssl in a
predetermined number of stores only. These cards adso usually offered in

conjunction with a financial institution (Fergusor.).

‘Supplementary services’ refer to the additional benefits or value addeatires, such

as accident services, that consumers have accegseto acquiring a credit card, and



such benefits may actually drive behaviour whdectimg a credit card (Goyal 2004).

‘Value’ is defined as being the perceived tangible arehgible benefits and rewards
to customers. This is typically a combination ofliy, service and price (Kotler and
Keller 2006).

1.7  Assumptions
There were no assumptions that influenced the ouwgoaf this research.



2 LITERATURE REVIEW

2.1 Introduction

The purpose of a literature review is to examirteotarly articles and a wide range of
other sources relevant to the area of researchotdde a more complete view on the
subject under discussion. It is a summary of previesearch on the topic in question.
The literature review will provide the basis of tiesearch and is an essential part of any

academic project (Webster and Watson 2002).

This literature review will seek to explore the ieais factors of a credit card that may
influence a consumer’s acquisition of a particaladit card. This will be used as the
basis of the research and will be used to deterthi@attributes and levels required in
the study. Credit cards are typically financialtinments, but consumers are also likely
to acquire a credit card according to the suppleangrservices offered (Goyal 2004),

or what they perceive as of value to them.

2.2  Background Discussion

Credit cards have become an important revenue sdorccredit card providers and

associated financials institutions. They are alsamaportant way for a consumer to

conduct a financial transaction, as carrying a ¢arshfer and allows the consumer to
better track their finances. The purpose of thi2aech is to determine what drives the

consumer to acquire a particular credit card.

Credit cards providers, and co-branded credit gamViders in particular, consider
acquisition to be an essential part of the crealitd cycle (Morris 1995). Morris (1995)
also refers to activation and retention of cust@merhis report. Acquisition speaks of
acquiring new card holders. In the case of co-kednchrds, the co-brander, or non-
bank partner, usually has a community of custontleas they perceive to be loyal,
allowing them easier access to this market. Adtvatefers to ensuring that customers
are using their cards, and that the cards are moelynlying dormant in the wallet.
Retaining customers refers to ensuring that custemme not cancel their cards or start
using other cards where the benefits are perceaivée more attractive (Morris 1995).

The issues of activation and retention will notcbgered by this research.



2.3  Evolution of the Credit Card

Brown and Plache (2006) propose that credit cam$ @her payment cards have
transformed the way that people live by providingsecure, safe and convenient
alternative to cash and cheques. They further eqtlas innovation to that of the
personal computer or cell phone (Brown and Pladd@p® The credit card industry
first started in New York, with Diners Club in 1B%vhere the card was used to make
payments to restaurants in the area. American Exdalowed in 1958 (Worthington
2001). Over a period of time, credit cards weregdty the domain of financial
institutions and the cards themselves eventualbalme commoditised, competing on
card fees and the credit offered. In an effort ieate product differentiation, rewards
and benefits were then linked to credit cards. ifteduction of co-branded credit
cards in the United States (US) market is contimiguto the banks’ and merchants’

bottom lines (Ramsaran 2005). VISA (http://usa.wisa) advises that these cards can

increase revenues, grow market share, build custdoyalty and increase brand

awareness.

Private label credit cards (Ferguson n.d.) arecslpyi retail or store credit cards.
However, the rise in popularity of co-branded, gah@urpose credit cards has led
many retailers to a co-branded card strategy aldagkeir private label credit cards
(Ferguson n.d.). In South Africa organisations sashEdgars and Woolworths are
moving away from their private label credit cardsfavour of the general purpose co-

branded card.

2.4  The Credit Card Industry in South Africa

There are four major retail banks in South Africaamely Amalgamated Banks of
South Africa (ABSA), First National Bank (FNB), Neahk and Standard Bank of
South Africa, and only six registered credit casduers in the country. These are
ABSA, FNB, Standard Bank, Nedbank, Investec Banlkd aviercantile Bank
(Euromonitor, 2008) Euromonitor (2008) reports tbeddit cards have recorded good
growth in 2007, with a 13% increase in value anti2&o increase in the number of
transactions. Personal credit cards also performeli and showed similar growth

patterns.



The market share by the different banks can be iseleigure 1 over page:
Figure 1: Market Share of SA Credit Card Issuers

Credit Cards: Number of Cards by Issuer 2002-2006
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While there has been good growth in both the nurob&ansactions and value of credit
cards over the last eight years (see Figure 2 Belnere has been much activity in this
industry recently with 40 new card products entgrihe market from mid 2005 to

October 2006 (Conradie 2006). Cards in circulatmse from three million in 1999 to

five million by the end of 2004 (Euromonitor 20@8)d eight million to the end of 2006
(Potgieter, S., 2007).

Figure 2: Financial Cards: Number of Credit Card Transactions 1999 — 2004
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Figure 3: Financial Cards: Number of Credit Card Transactions 1999 — 2004
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Figure 4: Financial Cards: Rand Value in Millions
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A UBS Investment Bank investment research repd¥®72 describes credit cards as a
lucrative business line, which contributes morentli®% of retail bank earnings in
South Africa, and it is estimated that the carchieays pool is more than R1.5 billion
per year (Potgieter 2007).

Banks, per se, typically compete in terms of pre@yice standards, delivery channels,
advertising, innovation and the range of produad @ervices offered, relationship
management and product differentiation (FalkenaleR004). This competition also
applies to credit cards, and ongoing competitiorrisouraging the banks to offer a

wider range of rewards, benefits and transacti@iscim an effort to beat the race to the
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customer (Euromonitor 2006). This race has bedhduintensified by the introduction
of the National Credit Act in June 2007, as bamksand differentiate themselves one

from another.

Credit cards, and using them to gain entry into mearkets, are also attractive to the
banks as this allows them an opportunity to credistiseir other products (Euromonitor
2006). This is confirmed by JP Morgan who say thisss selling is also common in

international markets (Cuffe and Naidoo 2007)

There has been a large influx into the market af we-branded credit cards or joint
ventures with various non bank players. These nankbplayers include airlines,
medical schemes, and retailers. There are onlyasimpanies that have a license to
operate a credit card. These are ABSA, FNB, Nedb&tdndard Bank, Investec Bank
and Mercantile Bank. All of the co-branded creditds available in the South African
market are linked with one of these banks, andtgsieally competing for different

market segments and different LSMs (see Appendix D)

Investec offers a unique product in the industiyedaOne Account aimed at high net
worth individuals. This product combines a curranotount, credit card and overdraft
facility in one account and enables customers tsalidate their financial affairs into

one account. (www.investecprivatebank.ch.za

The increased number of players in the market hadricreased number of differing
credit cards on offer are making this an extrenselypetitive industry to be in, and one
that provides a lot of choice for the customer.isTresearch assists in identifying what
components of the cards the consumer, or diffesegments of the market, find more

attractive.

2.5 The National Credit Act

The National Credit Act, (No. 34 of 2005), was autuced on the 1 June 2007, and is a
significant piece of legislation that regulates samer credit (Euromonitor 2007).

The Government Gazette (National Credit Act, 208&)lains that the purpose of this
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act is:

» To provide a fair and non discriminatory marketcgléor access to consumer credit

» To provide for the general regulation of consunredit and improved standards of
consumer information

* To promote black empowerment and ownership withendredit card industry

» To prohibit unfair credit and credit marketing frees

 To prevent over indebtedness of the individual, grphibiting reckless credit
granting

» To provide for debt re-organisation in the casewr indebtedness

» To provide for registration of credit bureaux, dtguoviders and debt counsellors

The National Credit Act 2005 also provides directas to the cost of credit and sets out
the maximum interest rates and transaction feesnitzy be charged. The National
Credit Act replaced the Usury Act of 1968 (Cuffedadaidoo 2007). It also replaced
two other pieces of legislation; the Exemption Wet{to the Usury Act) and the Credit
Agreements Act (Clayton, 2008).

The National Credit Act has a number of implicatidor the credit card issuers. The
first is that the Act places much greater respalityiton credit providers to extend
credit responsibly, and extend only as much clitheir client can afford. At the time
of application, the onus is on the bank to enshat they adequately assess the potential
for over indebtedness of the client by performinga@lequate assessment of the client,
which will include a view of their assets and lighkas, and knowledge of the propensity
that the client has to repay the loan requestedul8Hhis not be adequately performed,
and the client is unable to repay the loan, thatomay instruct the credit provider to

offer relief of this over indebtedness.

Furthermore, the NCA prohibits the credit card &sufrom engaging in direct

marketing practices and inducing a person to emter a credit agreement. These
practices include unsolicited telemarketing or $kading of unsolicited credit cards to
potential clients. This inhibits the way many betnew co-branded cards can be

offered into the market.
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Credit card companies are strictly guided as to Hwmvcredit limit of their clients may

be increased. The client must specifically reqeistincrease or must approve of the
additional credit. Once again, the credit card @levmust ensure that the client has the
ability to repay this additional loan. In additiqgmenalties for early settlement of loans

are no longer allowed.

Since the introduction of the Act, there has beestow down in all aspects of credit

including mortgages and car sales (Planting anceBad2008). Gabriel Davel, head of
the National Credit Regulator, has commented tHatthe issue of consumer

indebtedness is going to be solved, consumers macshcile their accounts and not just
“rack up more credit”. This is aided by the Natib@aedit Act 2005.

This rationing of credit has also had an impacttbhe credit card industry, and

consumers are becoming more discerning and sedectithe credit that they accept.

Davel further comments that consumers have alremzbumulated mortgage and
vehicle debt and this is likely to be largely umated, but “it is rather in the area of
credit cards and store cards that the biggestufalkolikely to occur” (Candy, 2008).
This is supported by the Euromonitor (2008) repiwdt says that not only will
consumers be unable to spend as much on a credijtthay will be less likely to obtain

new ones.

Depending on the credit worthiness of the custortiy may also need to shut down
one line of credit, or close a credit card, in ordtebe able to take out another. This is
something that has not previously been necessagurAing that the Act is properly
implemented, growth in the credit card industry|vdeéfinitely slow (Euromonitor,
2008).

In light of this legislation, this research, agasyery relevant for organisations issuing
credit cards.

2.6 Future outlook for the Credit Card Industry
Euromonitor (2008) reports that just prior to theraduction of the National Credit Act
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No 34 of 2005, many new cards, and particularhbmnded cards entered the market,
and financial cards recorded enormous growth asditceard issuers “took a last
opportunity to tempt consumers with enticing pradi{@&@uromonitor 2008). While
direct marketing has been seriously curtailed after introduction of this Act, JP
Morgan believes that the credit card businessilisistits infancy, and growth and

profitability in this industry remains attractive.

Euromonitor supports this, and comments that evim the existing increase in the
number of cardholders, with one credit card forrgwten adult consumers (2004), there
does seem to be opportunity for continued credi gaowth in South Africa. Potgieter
of UBS Investment Research concurs, and they leelibat by global standards, the
credit card penetration in South Africa is low. ejhestimate that there is room in the
South African market for another 2.5 million creddrds over the next two to three
years given the normalisation of the unsecured etarkder the National Credit Act.
2005 (Potgieter 2007). Potgieter (2007) furtheedssthat rather than the market and
the growth within the credit card market being teai by the National Credit Act, it will
be buoyed by making it possible for the banks tarreto unsecured credit, and by

being able to issue credit to much lower LSMs @pime groups.

Euromonitor (2008) has predicted good growth in ¢hedit card industry as seen in
their forecast below, although a drop off can bensikom 2011 to 2012. No comment
has been made by Euromonitor as to the reasoriisodecline in expectations. A peak
in both spend and the number of transactions casebe in 2010, the year that the

Soccer World cup will be hosted in South Africa.
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Figure 5: Personal Credit Card Forecast: Number ofCards in Circulation 2007 -
2012
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Figure 6: Personal Credit Card Forecast: Transactin Value: 2007-2012
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Figure 7: Personal Credit Cards Forecast: Number ofCards in Circulation 2007 -
2012
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This predicted growth in the credit card market] amgoing competition between the
financial institutions and non bank players, furtsigengthens the need for research into

why consumers would adopt a particular credit card.

2.7  Addressing sub-problem 1 — Why do customeicquire a particular credit
card?

Having understood the industry and legislation réma credit, in order to understand

why a consumer acquires a particular credit camijraber of additional issues needed

to be examined.

The first was to understand what the customer perdeas good value. This was
because when the potential customer evaluatesatige they acquire the one that they
perceive as having the highest value or greatégtrreon transaction value (ROTV)
(Conradie, 2006). Conradie (2005) coined the teretufn of Transaction Value”
(ROTV) as a way of applying a monetary value toheaicthe loyalty points earned on
credit card transactions. The ROTV is then expessea percentage of the credit card
spend. This method provides a useful way of compgaciards with differing benefits

and rewards to one another.

The second issue that needed examining was tHayalty programs, as many of the
co-branded cards have a loyalty program attache¢detm, and may be the reason that
certain customers are choosing these cards. Uade€isty what drives the choice of
these loyalty programs also provides guidance ® ¢hedit card issuers in the

development of their card products.

A third issue was that of loyalty to the consumams bank or financial institution, and
whether the consumer will be willing to adopt aditecard from another credit card

provider.

Finally, the literature review provided insightanthe attributes that currently exist in
the majority of credit cards, which of these are thost common across all the credit
cards, and which of these attributes needed to fibenbasis of the research. These

attributes are discussed in this section.
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This sub-problem addresses the issue of the atiquisif new customers as discussed
by Morris (1995) previously, and attempts to idgnivhat it is that makes a consumer

accept a particular credit card. Many of the credid issuers are chasing the same low
risk people (Day 2003). Therefore, in order toaaitithese members, the rewards should

be differentiated so as to stand out from otheditard offerings.

2.7.1 What consumers perceive as value

This section examined the concept of value, withieav to understanding how the

customer’s perception of value can attract newornsts to a product, or in this case a
credit card, as in order for a consumer to takertiqular credit card, they need to be

attracted to something in that card.

Value is described by Kotler (2006) as perceivetyitale and intangible benefits to a
consumer, and is usually a combination of quakisrvice and price. Kotler (2006)
further asserts that the value proposition considt@ cluster of benefits that the
company promises to deliver, which is more thandbee positioning of the offering.

Perception is the individual’'s way of selecting amigrpreting information so that they
may form a view of the world. This depends on ctods that are specific to that
individual meaning that perceptions can vary widstyongst individuals when exposed
to similar realities (Kotler and Keller 2006). Valuhen, is likely to mean different
things to different people based on their perceptb the reward or benefit that the
organisation is offering. This research attempteddentify what it was that people
consider to be so valuable that it caused thematkentheir initial acquisition of a credit
card, and then as they continue to use their cadl develop perceptions of the
comparable and competitive benefits available frotimer credit cards, what would

cause them to switch from one credit card to amothe

Goyal (2004) offers the term ‘supplementary sewi@e which she describes services,
other than the core product, that are offered ttarners to give additional value to
their product, or to encourage loyalty. An exampfethis may be travel insurance
which is a standard supplementary service offerednost South African credit cards

(Conradie 2005). Goyal (2005) further comments tiha&ise services may influence
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customer decisions when they are choosing a prothatt offers very similar basic

services.

In order for co-branded cards to compete, they mis real value to the consumer
(Morris 1995). His report identifies the value kgiprovided by the co-branded card as
the most important criteria to the consumer, angsiglly in the form of a rebate. Price,
namely the interest rates and card fees, are alssidered to be important issues, but it
does seem that, over the last decade in the U®raswled cards have become the

consumers’ choice for making retail purchases (®and Staten 2002).

The strategy of co-branded cards outside of theedritates is very new, and has yet to
be adopted fully elsewhere in the world (Morris 8% outh Africa, however, has seen
an explosion of these co-branded cards, partiqulevler the last few years. Jan
Kleynhans, previous head of FNB Card Division statbat “The realm of card
competition is moving into what's in it for custorse— and away from pure
commoditised pricing considerations. The new ger@reof credit card is meeting a
specific need around lifestyle” (Stoven-BradfordO8D Kleynhans continued that
consumers are feeling the need to be selectivetabeucredit cards they choose,
rationalising the cards that they have in theirl@talto the one or two or more cards that
suit them best. This further solidifies the needutmerstand what would drive a

consumer to select which of these one or more dardse in a transaction.

The risk to the credit card and loyalty providingganisations is that if the value
proposition in the card is not perceived to be hggltough or is not visible enough,
customers will not select the card, despite highketang costs. This is demonstrated in
the Starbucks credit card where this card offefieeaebates to its consumers who are
not typically price sensitive (Duffy 2005). Duffyifther comments that if consumers
ask “What are they thinking?” the individuals’ longrm relationship with the brand

begins to erode.
2.7.2 Loyalty Programs associated with Credit cards
Attracting customers and retaining them is an irtgodr part of many programs,

including credit cards. To maximise this, loyaltyogrammes or frequency reward
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programmes have become key marketing activitiesy@w&/aarden, 2008). For co-
branded or private label credit cards it is essaértiat there is a loyalty program
attached to the credit card (Ferguson n.d). Fergaswises that twenty years of loyalty
marketing have conditioned consumers to expect donteof reward when signing up
for a credit card program (Ferguson n.d). Fergdsother quotes Grossman who says
that the added card benefits are a cost of doisgbss. He states that MasterCard and
Visa are giving away benefits that have become peryerful with consumers over the

last five to ten years, and they’re also typicaltfering a lower interest rate.

It is, however, loyalty programs and the perceideglalty of consumers to an
organisation that have given rise to the co-brarwledit card industry as the credit card
providers who are not financial institutions beéethat they have an existing loyal
market, and this market will trust them enoughatket out their credit card for which

they believe they will see value.

There are many loyalty programs attached to creditds, and according to
cardweb.com (Capizzi and Ferguson, 2005) 40% ofctégit cards are attached to a
loyalty program. The start of loyalty programs begathe early 1980’s in the US with
the advent of frequent flyer programs (Duffy 200B)ese were then attached to a credit
card. However, as a result of the proliferatiorthaf loyalty programs, consumers have
become more difficult to please, and additionalarig and benefits need to be offered
to attract and retain customers. Another goabpélty programmes is to create barriers
to exit, making it harder for consumers to switohatternate credit cards (Nunes and
Dreze 2006).

Butscher (2002) says that loyalty programs can escribed as schemes offering
delayed economic benefits to consumers who bufptéied. This usually takes the form
of an accumulation of points that can be excharigeéree products, gifts or air miles.

Affinity programs are designed to increase the énat bond between consumer and
brand, with no direct economic benefit being redaiio the consumer (Uncles et al.
2003).

Hanifin (2001) reports that some of the salientdess of loyalty programmes should be
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the high visibility of the program, and the simjfilicand ease of understanding of the
program, with the small print being kept to the miam. The reward and recognition
must establish value in the customer’'s mind, mdatigathe acquisition. Finally the

consumer must feel that they can trust the loyadbgram (Hanifin 2001).

Hanifin’s research is supported by research comdubly Maritz Loyalty Marketing
(Sneed 2004) who found that rewards are key puitofa when consumers are
evaluating a credit card. The rewards that Sne®@4) considered to be the most
valuable and the most likely reason for customeredeem rewards were:

» Cash backs

* Free travel

* Free merchandise

* Gift certificates

» Special member only offers

» Special or exclusive benefits or upgrades

* Free tickets to events

These findings were supported by O’'Brien and Jones are cited as suggesting that
the following five elements combine to determinpragramme’s value (Dowling and
Uncles 1997). These are:

* The cash value of the rewards.

* The range of choice of the rewards.

» The aspirational value of the rewards.

* The perceived likelihood of achievement of thesearels

* The programme’s ease of use.

* The time in which these rewards become availabteéa@onsumer.

Dowling and Uncles (1997) suggest that for a progta be attractive to potential
customers there should be fairly immediate rewafdss provides customers with a

feeling of belonging, a feeling of participationdatine anticipation of future rewards.

Mcllroy and Barnett (2000) comment that a risk extbat, as a competitor offers better

value or a wider range of value, a customer mayplsindefect or switch
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products. Companies should also therefore continuaiovate and develop products or
services that evolve with their customer’s needss Will go some way in preventing

these clients being lured away by other credit offiefings (Reichheld 1993).

It is important to note that the cost of these melsand benefits is huge, with the cost
of managing these programs also being very highséeh, some retailers, such as
Safeway, have chosen to terminate their loyaltgmms (Meyer-Waarden, 2008). It is
critical therefore, that any company offering sbemefits or rewards considers whether

their consumers find these rewards valuable.

2.7.3 Source of Credit Card

As more and more companies work together to offebranded cards it is important to
guestion whether there is any loyalty to a tradaiofinancial institution or whether
consumers are happy to accept credit cards from amvmore unusual credit card

issuers.

Cleaver (2005) discusses the Canadian experierte@nments that the bank brand
remains a determining factor in adoption of crezhrds, and people who have a
relationship with their bank over many years, havéuller relationship with these

institutions.

However, banks are at risk of loosing this markedre, as credit cards are the only
banking product that is so susceptible to cust@wgiching as there is no hassle factor,
other than National Credit Act requirements, inealwvith switching a card — a card

holder simply starts using a new card (Sales Sadad&et Research, 2007).

2.7.4 Financial Offerings

Research by Javelin Strategy and Research (2008)eshthat low interest rates drive
consumer selection of credit cards more than angrdeature. They report that 70% of
the consumers report a low interest rate as theorefor choosing a card and 50% of
these consumers would use this interest rate as/er dvhen choosing which card in

their wallet to use.
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Cleaver (2005) argues that in Canada, low and muarfees still make a difference,
and that the bank brand is still a determiningdaéor a full and positive relationship.
The Packaged Fact report (Morris 1995) supportsttieory and reports that consumer
research shows that fees and interest rates reanany important aspect of the credit

card.

Therefore, developing a credit card programme ittdtides some or all of the rewards
mentioned previously, but ignoring the hygiene destsuch as annual card fees and
interest rates, is likely to have a marked impacthe attractiveness of the product, and

thus the acquisition of new consumers.

2.7.5 Statusof Cards

Some debate still exists around the different aateg of credit card such as gold or
platinum cards. Nunes and Dreze (2006) are cite@@srting that ten or fifteen years
ago having a gold card made someone feel reallgiapbut this is not necessarily the
case any longer. More and more customers have deseanding status, so in order to
be a cut above everyone else it has become negegsdnave a platinum card

(http://knowledge.wharton.upenn.edu). Speer (1998)curs, and says that while the
concept holds some appeal, these statuses havesbeewver-promoted that they no

longer have the elevated position that they used to

It is unclear, and little research has been foumdgtide the credit card issuing

organisations, as to whether these status catsgmeestill valid.

2.7.6 Air miles/ Reward points

Reward points are cited as a popular reason faswuoaers both choosing a credit card,
and for using a particular credit card (Cundiff 0B8] and is the third most favoured

attribute in Cundiff's research. In South Africdales Source Market research (2007)
reported that reward programs are offered by maditccard issuers as part of their

loyalty programs. They refer to the redemption luésie points as a concern, as the
redemption of these rewards lie with the card hplded the card holder is often poorly

informed about the fact that they have points av kmredeem them.
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These reward points can be assumed to also meamles as a type of reward points,
and many of the credit cards are linked to eitheyager (SAA) miles program or the

British Airways miles program (Sales Source MafResearch, 2007).
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2.7.7 Affinity Cards

Affinity cards are cards that are developed in woaofion with a not-for-profit
organisation, such as football clubs, politicaltigasr and charities. Worthington (2001)
has classified the affinity cards as the three & affinity cards - causes, charities and
clubs. The affinity cards differ from the co-bdea cards in that the benefit of the
affinity cards is typically accrued to the charitgganisation, but the benefit of the co-
branded card accrues to the card holder (Shegélmihcl Woodruffe, 1995). These
cards were first started in the USA by American 1egg as a way of targeting news
markets. Shegelmilch and Woodruffe (1995) beliekiat tthese cards are used to

differentiate one credit card from another.

Cardholders advise that they would choose an gfficerd as this is an easy way to
donate money to charity, and they can identify wikle charity and the cause.
Interestingly, higher levels of loyalty are seerthvsmaller charities than the larger
charities (Shegelmilch and Woodruffe, 1995). Warton and Horne (1998) suggest
that affinity cards are often seen as “quasi-mestbpt cards providing an ongoing

relationship with the “not for profit” group (Mekoen et al 2006).

Mekonnen et al (2006) make reference to Mindel 20¢ho comments that the take up
of affinity cards had decreased over the previansyears, as have the transaction

levels.

Interestingly, Shegelmilch and Woodruffe (1995 dite World Wildlife Fund (WWF)
as a successful affinity card who offer attractadelitional benefits to members, such as
low annual fees, longer grace periods and lower@st rates. This may explain the high

take up of this card.

2.7.8 Additional Attributes

Research completed by Javelin Strategy and Resd@nandiff, 2006) as to which
features resonate most with consumer when sefeatitredit card identified a number
of additional attributes when selecting a creditica

These can bee seen in the figure over page.
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Figure 8: Top Credit Card Selection Features
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2.8.  Addressing sub-problem two — Differences inrpference according to

demographic data from the consumer

Understanding preferences according to demograpgata will allow credit card
providing companies to introduce or improve produbat are best suited to the market
they are trying to target. Segmenting the marnkehis way is valuable to the market or
product developer, and Green and Krigger (1991¢ritwss some of the basic principles
of market segmentation. These are that:
* Market segmentation assumes that there are diffdreying preferences and
choices amongst consumers for products and services
» These preferences can be related to a person’ablesi e.g. demographic
characteristics, psychographic characteristicgyrbusage or brand loyalties
» Companies can react to these preferences by mogifgroduct and service
offerings, modifying their distribution methods aaltiering their advertising and

promotion strategies.

This section of the literature review has been usddentify the relevant demographic

profiles that may affect credit card usage.
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2.8.1 General Demographic information
Kotler et al. (2006) further remark that this com&u choice is influenced by many

factors, such as cultural, social and personabfact

Kara et al (1994) cite Martell and Fitts (1981) wtmmment that many studies have
tried to identify markets through the analysis eimbgraphics, socio economic and
other means. Kara et al also cited Kinsey (1984) Slocum and Mathews (1970) who
comment that other studies have found age, sexramial status to be determinants of
credit card selection and usage. Speer (1996)tagkat to succeed in the marketing of
credit cards, the credit card issuers need to laaventimate knowledge of the credit
card users, in this case Americans. This incluadesving where they live, what they do

and how they use their credit cards.

Hirschman (1979) identified that the choice of mltge credit card payment systems
(namely which card to use when making a payment) Ineainfluenced by five different
factors:
» The characteristics of the individual such as inepage, life stage and life cycle
* The characteristics of the credit card system ssclnterest rates etc
» The characteristics of the item being purchaseticpodarly price and size of the
product
» The policies of the place of purchase (some vendwg not accept American
Express for example)
» The characteristics of the situation when the t@atisn takes place eg size of

existing debt on the credit card.

Wells (1975) also comments that while the usual agnaphics such as age, education
and income are important, to have a more in det vf the client profile it may be
worth considering other psychographic descriptiohthe consumer. For the purposes

of this research only individual characteristicH i examined.

2.8.2 Age
There are definite differences according to diffiér@ge groups, and this is borne out in

the Euromonitor report (2008). The report states the 18 — 24 year old group is more
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interested in brand name and the actual aesthefidbe card rather than the fee
structures and benefits. Consumers between theddd®s and 50 are showing greater
preference for airline and medical schemes cards.bElief is that may be because this

is the existing member base that was targeted.

Peterson (1977) makes the assumption that “the 28 segment of the population is
positively associated with card use, as peoplehat age group are more likely to

acquire debt than individuals in other stages eir tlife cycle”.

2.8.3 Gender

Gender is also thought to be a determinant in dhgos particular credit card.
Hirschman (1979) reports that her research shohatdnien are more likely to possess
travel and entertainment cards, and women are tilaly to accept cards that have

been issued by retail stores.

2.8.4 Number of Personal Credit Cards

The number of personal credit cards that an indaddas may impact on their desire
for another credit card. It has been said that imza@f the characteristics identified by
Hirschman above, consumers may choose to carry thareone card in their wallet so
that they are appropriately equipped for any creditd payment requirement. An
example of this is if the consumer has a problermgus/ISA or Amex, their
MasterCard credit card may make the payment. Aafthdly, if a card holder has used
up their credit limit allowance of one card, theyaynuse another credit card for
payment. In these cases, credit cards would beplesnentary rather than competitive
(Hirschman, 1979)

Kinsey (1981) examined what determinants would eaagpersonal to have multiple
credit cards. Her findings can be summarised &svst
* The number of credit cards increases with educatiand occupational status.
* The probability of holding credit cards increaseithvage until the age of 50
years, and then decreased with age after that.
» Having cheque and savings accounts increases abeallity of having multiple

credit cards.
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» Living in a rural area decreases the probabilittha¥ing more than one credit
card.

» People with higher debt loads have higher numbilecsedlit cards.

* Households in the highest income were estimatekdotd 8.06 cards with the
lowest income groups estimated to hold 1.13 creditls. Household income
was deemed to be the most important determinannhéoeasing the number of

credit cards.

This research serves only to examine whether thebeu of personal cards has an
impact in the take up of a credit card rather ttmexamine why the South African

consumer would have more than one credit card.

2.8.5 Household Income

Conradie (2006) advises that different people, wifferent income levels, may look

for different things in a credit card. While a nolow annual fee card may be attractive
to some people, for people who can afford this, Return On Transaction Value

(ROTV) may far outweigh the cost of the annual fee.

2.8.6 Profiling Payment Patterns
One way of segmenting these markets may also lprdfiing the payment patterns of
the individual cardholders.

Paden and McAlister (1996) propose that thereta@oecontrasting patterns of credit
card usage. They refer to Canner and Cyrnak (1@8®%) speak of convenience usage
and revolving credit usage. This is supported bso@aand Staten (2002) who suggest
that credit constrained consumers and conveniemresuemers look for different
attributes in a product. Paden and McAlister (1986%cribe convenience usage as
people who use credit cards as it is the simplesg of making and paying for a
transaction. They do not carry a balance forwaaheaonth. Canner (1998) noted that
in the US, convenience consumers usually chargateyrelollar amounts to their credit
cards per month than credit consumers. The litexadlso describes additional types of
credit card users; prefunders and savers and pmnégch group requiring differing
benefits (Conradie, 2006). Finally the last typecaddit card holder is the non active
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card holder (Hamilton and Khan, 2001); a person Wwhe a card in their wallet, but

does not use it.

Ferguson (n.d.) finds that if the consumers doneatd the credit they are more likely to

go for the card with the points and perks.

The DiscoveryCard is a co branded credit card,oort jventure between Discovery
Vitality and First National Bank (FNB). A review dhe data of the 330 000 card
holders indicates that profiling by payment pattersi not so well defined. The data
shows that 40.2% of the cardholders were revolversvere using their cards for credit
and 17.3% of cardholders typically paid their caafs each month. The majority,

however, 42.5% of members, did neither, and wepmrisistent in their payment

patterns. This analysis did not consider consuméie were using their cards as
savings vehicles where both the savers and prefsndeuld have appeared as non-

revolvers.

The literature does not advise exactly what distisiges the parameters when

comparing revolvers or non revolvers, so for therppse of analysing the

DiscoveryCard data, the parameters were defindollas/s:

* A group were considered to be revolvers if theyddass than 60% of their total
balance outstanding at least 75% of the time

* The non-revolvers or convenience users were dedamée so if they paid off at
least 90% of their outstanding balance at least @b#fte time.

* The inconsistent group were the people who fed imgither of these categories.

This may imply that while the literature may pdiatcertain benefits being favoured by

particular groups of people, the reality is thas ik not so clear cut, and further research

is necessary to understand what benefits conswuametsoking for.

As far as credit card customers are concerned,|@espo do not pay off the full
balance every month, and carry balances, thusringumnterest charges are actually
more profitable than customers to pay their balanodull each month. In addition to
this, people using their cards regularly, genegaiimterchange fees, are also more
profitable clients. (Speer, 1996)
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Matthews and Slocum (1969) completed some resemnacty years ago, and concluded
that social class is an important determinant irclpaising behaviour. They concluded
that people in the lower classes tend to use tireilit cards for credit, where as the

higher classes where typically convenience users.

Interestingly, revolvers will also often seek otdres that honour or have offers for
their particular credit card (Matthews and Slocd®69).

2.8.7 Credit Card spend per month

Following on from above, Matthews and Slocum (198®her comment that people,
typically the lower classes, who are more likelypty instalments on their credit card,
rather than pay the full amount, are also likelyspend more on their credit cards each
month. These people also have typically higher labsdalances and higher average

balances than convenience users.

2.9 Conclusion

The literature suggests that when considering atitim or adoption of a credit card, if

the credit card providers want their card to beaative to potential customers they
should ensure that the credit card offers sufficigerceived value to the consumers.
This value must be in the form of aspirational b#sesuch as cash backs and travel
benefits, but should not ignore basic card bensfith as low card fees and competitive
interest rates. To encourage switching, some ddethrewards should be immediately

available to the card holder.

The literature appears divided about whether coessinvould prefer a card with all the
“bells and whistles”, but it is clear that the lafihancial benefits of the credit card
cannot be ignored. In order for a credit cardirggwrganisations to gain market share
in this increasingly competitive industry, the angations need to have a very clear
understanding as to what the customer actuallyepess as good value, and what will

cause a customer to choose or switch to a partictealit card.

In addition, the literature supports the fact ttatre are differences in what a consumer
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would look for according to certain demographicevBloping credit card products that
are appropriate to a particular group would alldvw tredit card issuer to market and

sell more relevant products.

2.10 Research Questions

2.10.1 Addressing Sub problem 1 through the Research question 1:

The literature that was examined in the precedawew addresses the issues on what

the factors are that a consumer would be lookimgMioen selecting a particular credit

card. A summary of the references to these atathate as follows:

» Consumers expect some kind of reward when usingditcard (Ferguson n.d.)

* The assessment value of a programmes’ value isndieted by the cash value of the
rewards, the range of choice of rewards, aspirativalue, perceived likelihood of
achievement, ease of use and the time by whichremards become available
(Dowles, Uncle, 1997)

» The following components are considered to be thetmaluable: Cash backs, free
travel, free merchandise, gift certificates, exslesnember offers and free tickets to
events (Sneed, 2004)

* The program should be visible and easy to use {iHaz001)

* The rewards should be fairly immediate (Dowling &hetles 1997)

* There may be economic, dialogue or affinity drivdterguson Undated)

* Return on Transaction Value (Conradie, 2006)

* Fees and interest rates are still an importanbfg®orris, 1995)

» Brand loyalty to the financial institution may inéince acquisition (Cleaver 2003)

» Status cards remain important (The lowdown on eustdoyalty programs)

Identifying the consumer preference of each attelrelative to the other is therefore

the key to identifying which of these componentadd to any product suite.

31



ThereforeResearch Question 1s:
What are the preferred attributes and levels that mfluence consumers to acquire a

new credit card?

2.10.2 Addressing Sub problem 2:

The literature shows that consumer preference may vaccording to either the

demographic profiles of the consumer (see AppenBixfor the demographic

guestionnaire), such as by the way that the consuma@ages their payment. Some of

the salient points that reflect this are summarizsdw:

» Consumer choice is influenced by cultural, socrad personal factors (Kotler and
Keller 2006)

» Consumer behaviour is different in different mask@talkena et al 2004)

* Credit constrained consumers and convenience carsutook for different
attributes in a product (Carow and Staten. 2002).

» Consumers with different income levels may look €ibiferent things in a credit
card (Conradie 2006)

ThereforeResearch Question 2s:

» Is this preference unique to a particular customedemographic or payment

profile?

32



3. RESEARCH METHODOLOGY

This chapter describes the methodology that wad teseanswer the research questions
posed in the previous section, and includes thearsdges and limitations of this
methodology. Included in this chapter is a discussif the processes that will be used
for the collection of the data and the analysis iaterpretation of said data. Finally this
section will conclude with comments on the validapd reliability of the research

method.

This research was intended to understand what omrsuwould look for in a credit
card, namely, the higher level attributes callegonances, and then the levels of each
of these. To create a greater understanding ofetlpesferences, the research then

further examined these preferences by certain deapbgs categories.

3.1 Research Methods

Research methods are the types of tools that aed tes collect data. The most
appropriate method should be selected for anyqueati research (Dawson 2006), and a
guantitative rather than qualitative research nuathas been selected. Quantitative
research can be defined as “a systematic attengefine, measure, and report on the

relationships between various elementslossary)

The research problem previously stated requiresiraterstanding as to what would
cause a consumer to select a particular credit. casdcredit cards are a bundle of
products and services that the member would havmte off against each other and

choose, the most appropriate research methodiforebearch was Conjoint Analysis.

3.2 Research Design
3.2.1 Conjoint Analysis
Conjoint Analysis was first used in the 1970’s, dra$ since become one of the most
widely used quantitative tools in marketing resbhg@rme 1996) When used properly,

this tool provides reliable and useful results.

When asked to accurately determine their attrilpuégerences of a product, relative
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to each other, many consumers are likely to batledo this. Conjoint Analysis

describes how a consumer will respond to a comioimadf product components.

Dobney.com (2008) mentions that “conjoint analyisisconcerned with how people

make choices between products and services, anaination of products and services,
so that businesses can design new products orceerthat better meet customers
underlying needs.” Curry (1996) describes threzpsstin the process of conjoint
analysis — these are collecting the trade-offsimasing buyer value systems and
making choice predictions. Conjoint analysis akstg the willingness of a customer to
pay, and shows how much value a consumer will ptatea good or service (Orme

2006).

A further definition by Kotler states that “conjoianalysis is a method for deriving the
utility values that consumers attach to varyingelswof a product attribute” (North and
de Vos n.d.). Conjoint analysis therefore, impleestudy of the jointed effects of
components of a product, or as referred to in tmrodluction to CVA

(www.sawtooth.com), “features that are CONsidei@tNT ly”.

This research classified features of a credit candi, allowed the respondents to view
the attributes in combinations, making it look méke a real product. The consumer

then chose preferences relative to each of the otireponents.

While the respondent may think that all the attiisuare important to them, it is
important that they trade-off one attribute agaitte# other. This trade-off based
modelling resembles a real life scenario much clot®n many other models
(Bhaskaran 2007). As the consumer makes theseudiffirade-offs, it is possible to

identify what is truly valued by the consumer.

The attributes reviewed will then be consideredtjgiand will provide a better result

than if each attribute was measured on its own.
The objective was to measure and analyse these tffsl using a questionnaire. This
methodology is very useful as it assists the redearto understand the demand side

(the cardholder) of the equation. The credit dastdiers will then be able to ascertain
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what benefits are preferred by which target granm whether they will be able to offer

them in a cost effective manner.

Credit cards and particularly the more recentlyodticed co-branded cards consist of a
number of different elements and components sudiraasd, rewards, interest rates and
credit limits. This analysis will determine how thestomer values the product bundle,

and which attribute they prefer over any other.

3.2.2 Conjoint Analysis Questionnaire design
In the development of the questionnaire, the prtedac services need to be consistent
in terms of attributes and levels, in order to sémt is being traded off against each
other. Dobney.com describes an attribute as argefeature of a product or service.
Each attribute, also known as factors, is then nugdef different levels. An example in
the credit card research is an attribute beingesteate, with the levels being made up
of range of interest rates varying between 18%2x¥d. In order for the research to be
meaningful, it is essential that the attributes kevels are properly defined.
In creating the attribute list the following rulesre applied:
» The attributes were independent of each other
» Each attribute had varying degrees
» Each level was mutually exclusive of the otherberé was only ever one level
of each attribute
* The levels had a unique and unambiguous meaning
» There were no more than 3 — 5 levels per attribatel the variances were
spread over fewer, more measured levels
* The levels of attributes were able to be combineskly with one another
without resulting in impossible combinations. Tosere that the study results
were more accurate, the following combinations weremoved for
implausibility:
o No annual fee with a gold card
o No annual fee with a platinum card
0 R100.00 fee with a platinum card
0

R1600.00 annual fee with a normal card
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The literature review helped to identify the vat&bthat consumers would consider to

be important when selecting a credit card. The tijp@saire was composed of 11

different attributes with varying levels for eachtbese attributes respectively. The

attributes and their levels are as follows:

Table 1: Attributes and attribute levels

Attribute Level 1 Level 2 Level 3 Level 4 Level 5
Affinity Card Card No
donates 1%| automatic
to charity | donation to
each month| charity
Source of Credit | Credit card | Credit card | Credit Card | Credit card | Credit card
Card provided by| provided by| provided by | provided by | provided by
a bank a retalil an airline a medical aid a cell phone
company | company administrator; company
Card Status Normal Gold Card | Platinum Card
card
Interest rate on 18% 20% 22% 24%
debit balances
Annual fees R100.00 | R600.00 No annual R250.00 R1600.00
annual fee | annual fee | fees. annual fee | annual fee
Credit limit R5000.00 R15 000.00 R50 000.00
Consolidated Stand alone| Credit card
financial services | credit card | integrated

with current
account and

home loan
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Travel Benefits No free 25% Free
travel discount on| companion air
air travel ticket for
spend in
excess of
R80 000.00
spend per
annum
Cash backs No cash | 10% cash | 20% cash
back back on back on credit
credit card | card spend
spend
Air Miles No air 1 Mile for | 1 mile for
miles every R6.00 every R12.50
spent spent
Supplementary | Accessto | AA or other| No
Benefits airport motor supplementary
lounges assistance | benefits

From the table of attributes and levels, and exnmdhe impossible combinations
mentioned above, a total of 36 hypothetical canthlmoations were created. A single
concept presentation commonly known as card sost wged. The respondents were
shown one card at a time, and asked to rate eadlonaa scale of 0 — 10 based on how
likely they would be to adopt a particular creditd, O being that the respondent would
definitely NOT adopt that particular credit cardnd 10 meaning that the respondent
definitely WOULD adopt that particular credit cafased on this rating, a numerical
value is attached to the level which is known asttility (dobney.com, 2008) or part-
worth (sawtooth.com). The utility can also be ddssm as the unique value of the
attribute level. This utility value shows strengih preference. The higher the utility
value, the greater the importance of that utilityis important to note that a negative
utility value does not mean that that utility isatmactive, but rather it is unattractive
only relative to the other levels. It is not pos$sibo compare utility values between

attributes, but instead utilities in each imporemman be compared. (See Appendix E
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for individual card combinations.)

3.2.3 Advantages of Conjoint Analysis

This analysis is very useful tool for product desiand pricing issues

Alternatives may be studied without burdening resjemts (Frendberg n.d.)

Pencil and paper studies can be performed

Conjoint analysis can be used with small samplesrgduction to Traditional
Conjoint Analysis)

This type of research mimics the “real world” meeasonably. Dynamic market
models allow the testing of consumer behaviour

Allows sellers to maximise profits by minimizingeticosts of the features offered
Preferences are measured at the individual level

This tool estimates the trade-offs that consumeakarmwhen evaluating several
attributes together

Conjoint Analysis reduces the risk of making badisiens (Frendberg n.d.)

3.2.4 Disadvantages of Conjoint Analysis

The information gathering stage is complex

If there are too many questions, there is a riskt the respondent will become
overloaded and the data collected may be poor ¢sdlntom)

It is preferable not to have more than 6 attribuleg some forms have conjoint
analysis have allowed for up to 30 attributes abhdelels to be measured (Orme
2007)

3.2.5 Statistical models used to analyse the conjoint analysis

Conjoint Analysis is a term that is used to botllexd and analyse data (Frendberg
n.d.).

The models that were employed for the analysibisfdata were:

An ordinary least Squares Regression was perforasathy the Sawtooth Market
Simulator, and through this the importances weeatified. Smith (n.d.) cites that
the attractiveness of the Ordinary Least SquardsS)Qs its ability to scale

respondents’ choices using rating scales. It is algssible to use this
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method to cope with larger number of attributes landls. Smith further comments
that the purpose of the OLS conjoint analysis iprieduce the part worth utilities
that identify the respondents’ preference for dauhl of a set of product attributes.

* The part worth model, which is a measurement ofepeaces that can be measured
by using a part worth model. This model definesfeer@nt utility value for each
level of an attribute.

 The ANOVA Rank correlation coefficient analysis wased for the analysis of all
the other demographic constructs.

« A Two — sample T-Test analysis was used to idemsiigyificant differences for the
gender demographics.

* Analysis of the data against demographic profilssag analytical software called

Cognos.

3.3 Population and Sampling

3.3.1 Population

The population was a study of any male or femaler te age of 21 years old, and a
convenience sample of 150 people was used. Thelsawas from the Greater
Johannesburg area. All people interviewed fell this LSM categories of 7, 8, 9 and 10
as defined by the South African Advertising Resed&wcundation.

As the payment profile of customers, and their gaeferences, featured strongly in the
literature, the sample was made up of 50 people payotheir credit cards in full every

month (convenience users), 50 people who carrynbek (revolvers) and 50 people
who do not have a credit cards at all, as they dvéa looking to select a new credit

card in the future.

3.3.2 Sampling

For convenience, the respondents were selectedtfrer@auteng region, and a national
base of respondents was not used. The respondengsselected randomly in public
places, and 150 face to face interviews were cdeducThe task of recruiting the
respondents, and interviewing using the questisar@gesigned by the researcher, was
outsourced to a market research company, Q&A Relseand this was done at no

charge.
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3.4  Data Collection

A questionnaire was developed in conjunction withAD Stacey for the collection of
this information. The collection of the data wagsourced to Q & A Research as
mentioned above. The researcher briefed Sharom&myrom Q&A Research, who in
turn briefed the field workers. Fourteen intervezs/were used, and the collection of
this data commenced at the beginning of March 28@8 continued until the end of
May 2008. These interviews were done as a pendilpaper task and were captured

after the interviewing process.

3.5 Data Capturing
All demographic and conjoint questionnaires werptwad in a spreadsheet by data
capturers at Q&A Research. One hundred and fif§0)Ilguestionnaires were loaded

into the Conjoint Analysis software, Sawtooth, sethe were rejected for unreliability.

3.6  Validity and Reliability
Validity refers to the accuracy and credibility tbe research project. Reliability refers
to the extent that another researcher would dravstime conclusions in the same

research project.

3.6.1 External Validity

This refers to the extent with which the resultsaofesearch study would apply to
situations beyond the study itself and whetheffitngings will be applicable in the real
world (Kahn 2006). There is unlikely to be extersgdtistical validity, as this was not a
completely random sample, but this study will eeable companies that provide credit
cards to develop guidelines for products that ppr@priate and attractive to the correct

target market.

3.6.2 Internal Validity

Internal validity refers to the extent to which tesign and data of a research study
allows the researcher to draw accurate conclusabosit cause and effect relationships
within the data. Most importantly, Miles and Hubemmn (1994) suggest that the
researcher ask whether the finding of the studyarsase.
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3.6.3 Reliability

Reliability refers to whether the process andltesaf the study is consistent and stable
over time and across different researchers andrdiit methods (Miles and Huberman
1994).

The questionnaires were developed looking at tieralure, and examining the
components of a wide range of credit cards on tagket. A review of both co-branded
credit cards and credit cards from financial insiitins were examined. This ensured
that the questionnaires were reflective of whatcusrently available in the South

African credit card market.

In order to ensure reliability the researcher masie of Q & A Research, a company
which is experienced in performing face to faceermews. In addition the key
researcher was adequately briefed so that the @ssénvhat was being researched was

not lost.

Given the expertise of the team of researchersivadoin this study, it is likely that

another researcher would draw the same conclua®tiss study.

3.7 Ethical Issues

It is important to mention the ethics of reseaitks important that the participants and
the information that they provide is treated wittnasty and respect (Dawson 2006).
Dawson (2006) suggests a code of ethics, whichuded ensuring anonymity and
confidentiality where appropriate. All respondewtsre assured of confidentiality and

anonymity. (See Appendix B)
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4. PRESENTATION OF RESULTS

While the requirements for the sample were desdriy®r to the research, the make up
of the sample was not known until the researchenst o field, and as such is included
as part of the presentation of the results. Thieenug of the sample of 150 respondents

is described in the paragraphs below.

The results of the statistical analysis describedthe previous chapter has been

described below, and can be seen in more detAppendix G and H.

4.1 Demographics

The respondents were asked to complete an anonydemsgraphic questionnaire,
which identified the demographics in question tastresearch. The purpose of doing
the demographic questionnaire was to understatiteie was a pattern or a group of
preferences between people with similar demographitis would allow the credit

card issuers to develop products that are moratdaifor a specific target market.

The demographics selected were based on the literegview, but the actual make up

of the sample was not known until the interviewaesnt to field.

The demographic information that was asked was:

+ Age

* Gender

* Marital Status

* Household income

» If the respondent had a credit card, how many cdoés did the respondent have

» If the respondent had a credit card, what was tre¥age credit card spend per
month

» If the respondent had a credit card, did they Bibrcpay their credit cards off on a
monthly basis or did they typically pay the minimammount due. (Although this is
a subjective view of the person’s own payment pgpfind not based on their actual
payment patterns it was believed that this woulce @@ view to the respondent’s

mindset.)
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A summary of the demographics groupings can be isettne tables below.

Table 2 : Demographic Categories

& © 5 gE s 3 5 a a2
= =@ e E
1 ]20-29 [Male Married R9500-R11999 0 <R10 000 Currently no credit cards
2 ]30-39 |Female |Single R12000-R18999 1 R10 000-R20 000 |Pay of credit card on monthly basis
3 |40-49 In relationship |>R19000 2 >R20 000 Pay minimum balance due
4 150-59 3
5 ]60-69
6 |70+
Profile of Respondents
Table 3: Profile of Respondents
Demographic Number Percentage
Age
20-29 29 19%
30-39 43 29%
40-49 37 25%
50-59 30 20%
60-69 9 6%
70+ 2 1%
Total 150
Gender
Male 69 46%
Female 81 54%
Total 150
Marital Status
Married 85 57%
Single 45 30%
In Relationship 20 13%
Total 150
Household Income
R9500-R11999 53 35%
R12000-R18999 50 33%
>R19000 47 31%
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Total 150

Demographic Number Percentage
No of personal cards

0 50 33%

1 62 41%

2 32 21%

3 6 4%
Total 150

Av card spend per month

<R10 000 62 62%
R10 000-R20 000 32 32%
>R20 000 6 6%
Total 100

Payment Profiles

Currently no credit cards 50 33%
Pay of credit card on monthly basis 50 33%
Pay minimum balance due 50 33%
Total 150

Graphical Representation of Demographic Categories

Figure 9: Age Demographic

Age Range

70+

60-69

50-59

40-49

30-39

20-29
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30
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30 35 40
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Figure 10: Gender Demographic

Gender Split of Respondents

Male , 69, 46% @ Male
Female, 81, °
54% B Female

Figure 11: Marital Status Demographic

Marital Status of Respondents

In Relationship,
20, 13%

@ Married

B Single

Single, 45, 30% Married, 85, 57%

O In Relationship

Figure 12: Household Income Demographic

Household Incomes

No of Respondents
oy
©

R9500-R11999 R12000-R18999 >R19000

Household Income Ranges
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Figure 13:

Number of personal credit cards demogralpic
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Figure 14:

Average Credit Card spend per month demgraphic
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Figure 15:

Payment Profile demographic

Payment Profiles of Respondents

@ Currently no credit cards

m Pay of credit card on monthly
basis

OPay minimum balance due
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4.2  Addressing Sub problem 1 - The preferred attrilites and levels that

influence consumers to acquire a new credit card

Average Credit Card Importances

The raw data was run through the Sawtooth Markeiugitor, and without taking any
demographic differences into account, the impoearand utility values of these are
listed in the figure below. The results of the &mth software can be seen in

Appendix F.

Figure 16: Average Credit Card Importances

Credit Card Importances
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Importances

Ranking of levels in each importance

The utility values of each of the importances weneked and reviewed. As mentioned
previously, a negative utility value does not meaat that utility is not desired, but
rather it is less desirable relative to the otleeels. The higher the utility value of the

level, the greater the importance of that utility.

The utility value of each importance has been preskbelow in descending value of

preference.

a. Source of the Credit Card Importance
The source of the credit card appeared at the mmpsirtant attribute, meaning that the
respondents were most concerned with who the ccadit issuer was, and of these the

most preferred credit card issuer was a bank, badeast preferred credit card issuer
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was a retail store.

The preferred utilities of the source of the carpaortance are reflected in The figure

below:

Figure 17: Credit Card Source Utilities

Card Source preferences

80
60
ﬁ40
20
for—— 1 .
o — T
-40
Bank card Medical Cellphone  Airlinecard Retailercard
administrator company card
card
Card Issuer

b. Annual Card Fee Importance

The annual card fee is recorded as being the semmst important attribute amongst
the respondents, with the levels preferred beingrarer of costs, ranging from “no

annual fee” being the most preferred level to tighdst card fee of R1600.00 being the

least preferred level.

The figure over page reflects the utility valuesath of these levels:
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Figure 18: Annual Card fee utility preferences

Annual fee preferences

80

60

40
ﬁzo
¢o
fao L
(0

-60

-80

No fee R 100 R 250 R 600 R 1,600
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c. Credit limit Importance

The credit limit available to card holders was pldcas the third most important
attribute with the highest credit limit being meséeferred. The smallest credit limit was
the least preferred level. The figure below rdfiethe utility values of each of these

levels:

Figure 19: Credit Limit utility preferences

Credit limit preferences

R 5 000 R 15 000 R 50 000
Credit limits
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d. Interest Rate Importance

The Interest rate was the fourth most preferredomamce selected by the respondents
and yet another financial attribute. The prefernetgrest rates are from the lowest
interest rate offered to the highest interest ratke figure over page reflects the utility

values of each of these levels.

Figure 20: Interest Rate Utility Preferences

Interest Rates on Debit Balances
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Interest Rates

e. Air miles Importance

The air mile importance was the fifth most prefdrmmportance, but also the first non
financial attribute that was preferred. This appdaabove other credit card benefits
such as card status, free travel and cash back$e figure below reflects the utility

values of each of these levels.

Figure 21: Air mile utility preferences

Preference for Air Miles
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f. Supplementary Benefits

The supplementary benefit refers to the periphegakfits that are often associated with
credit cards such as travel insurance and accessrgort lounges. Although this

appeared as the sixth most importance attribugentbst preferred level was for “no
supplementary benefit” therefore it must be assuthad this is not such a desirable

benefit.

The figure below reflects the utility values of baaf these levels.

Figure 22: Supplementary Benefit Utility Preference

Preference for Supplementary Benefits
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None supplementary Accessto airport Free roadside
benefits lounges assistance (e.g. AA)
Supplementary benefits

g. Card Status Importance

The card status importance refers to the prestigestatus of the cards. These usually
range from a blue or normal colour card to silveldgand platinum depending on the

card holders income and level of credit. This bttie featured as the seventh most
important attribute, and still appears above médrh® other non financial features of a

credit card. As the supplementary benefit imporasicowed that card holders actually
prefer no supplementary benefits, it can be assuthat this is the second most

important non financial benefit.

The figure over page reflects the utility valuesath of these levels
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Figure 23: Card Status Utility Preferences

Preference for Card Status

Normal card Gold card Platinum card
Card types

h. Travel Benefit Importance

Free or discounted travel is frequently includedmes of the components of credit cards
in South Africa, and world wide. This research sbhdwhat the free or discounted travel
importance appears as the eighth most importanbatés. However, once again, the
most “preferred” level of this importance is “n@ér travel”. We can therefore assume
that this is lower preferred attribute. The figlxow reflects the utility values of each

of these levels.

Figure 24: Travel Benefits Utility Preferences

Travel Benefits
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i. Cash Backs

Cash backs refer to money that is paid back toctvdholder usually for spend in a
particular store. Respondents in this researadrttis as a low importance, and once
again, the most “preferred” level was that of nshchacks.

The figure below reflects the utility values of baaf these levels.

Figure 25: Cash Back utility preference

Cash Backs

80

70

60
e50
Hao

0

20
Flo I I
Uo : I ] .
-10
-20

No cash back 10% cash back 20% cash back
Cash back

j. Consolidated Financial Services Importance

Consumers may consider that it is convenient tcehal financial accounts with one
institution. This was explored in this researchd @rwas shown that having all accounts
in one account was not important to card holderd #rey were comfortable, and

preferred the concept of a stand alone credit card.

The figure over page reflects the utility valuesath of these levels.
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Figure 26: Consolidated financial service utility peferences

Consolidated finacial Services
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k. Affinity Card

There are many affinity cards on the market andciecept of automatically giving
money to charity as part of a credit card was awrsid. The affinity card importance
has appeared as the lowest of all preferences, mespondents preferring not to
automatically give any money to charity. Howeveithvthe supplementary benefits and
cash back importance, the utilities of “no suppletagy benefits” and “no cash backs”
were preferred, so it can be assumed that theseriamzes were also the lowest rated

with the affinity card importance. The figure beleeflects the utility values of each of

these levels.

Figure 27: Affinity card utility preference
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A summary of the attribute and the levels can lem $e the table below

Table 16 — Summary of Group Statistics

Attribute Importance Level Utility
Value
Source 14.42 Bank card 20.55
Medical administrator card 14.86
Cell phone company card 0.12
Airline card -13.02
Retailer card -22.51
Annual card fee 12.31 No annual fee 65.21
R100 annual fee 27.46
R250 annual fee 2.92
R600 annual fee -25.33
R1600 annual fee -70.25
Credit limit 11.39 Credit limit of R 50 000 33.12
Credit limit of R 15 000 -2.95
Credit limit of R 5 000 -30.16
Interest rate 11.13 Interest rate of 18% 64.35
Interest rate of 20% 17.71
Interest rate of 22% -23.92
Interest rate of 24% -58.14
Air miles 8.78 1 air mile per R6 5.24
No air miles -0.28
1 air mile per R12.50 spent -4.95
Supplementary 8.69 None supplementary benefits 14.51
benefits
Access to airport lounges -1.37
Free roadside assistance (e.g. AA) -13.13
Card status 8.35 Platinum card 4.50
Gold card -1.33
Normal card -3.16
Free travel 8.10 No free travel 9.67
25% discount of air travel 0.09
Free companion tickets over R80000 spend -9.76
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Attribute Importance Level Utility

Value
Cash backs 7.71 No cash back 8.37
20% cash back -2.18
10% cash back -6.18
Financial services 4.69 Stand alone credit card 6.98
Credit card integrated with current a/c and®.98
home loan
Affinity card 4.42 No automatic donation 6.39
Card donates 1% to charity -6.39

4.3  Addressing sub problem 2: Unique preferences accoimg to a particular
customer demographics and payment profiles

The intention of the study was to understand homagaphics influence preference of

certain components of a credit card, the demogcapghoups of which have been

mentioned previously in this document.

This data was analysed using NCSS, through ANOVA arnTwo sample T-test as
appropriate, and this was also analysed by thevaddt program Cognos . These two
have been used together to provide a more compietigre. There were a number of
significant differences in both importances andliti#gs specific to the different

demographic groups questioned.

4.3.1 Age Demographic

a. Age and Importances

One way ANOVA and Analysis of Variance was usedatalyse any preferences
according to age. The only significant differencémportances according to age was in

the area of air miles.

There were no other differences significant diffees in age and importances.
(Appendix G)
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Figure 28: Age and Air Mile Importance
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b. Age and Utilities
The one way ANOVA shows that there are significaliferences in the age

demographics and the following utilities:

* Airline Card (Source of Card importance)

* 22% Interest Rate (Interest Rate importance)

* No air miles (Air mile importance)

No other significant differences exist between ageé utilities.

(See Appendix G)

c. Age and Airline Card (Card Source utilities)

The NCSS data shows a significant difference inape preference with respect to an
airline card with people in the age group 60 —di®st likely to prefer an airline card as

the source of their credit card.

This can be seen in the figure over page.
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Figure 29: Card Source Utilities by Age
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Figure 30: Age and airline card
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d. Age and 22% Interest Rate
In the age demographic, the research has showintkize 22% interest rate level there

is a significant difference in both the age groap80 — 39, and 70+.

This can be seen in the graph over page.
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Figure 31: Interest Rate Utilities by Age
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Figure 32: Age and 22% Interest Rate
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e. Age and No air miles utilities
The data from this research shows that people whanahe age group of 70+ prefer no

air miles on the credit card and least prefer thé inile for R12.50 spent.
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Figure 33: Air mile utilities by Age
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Figure 34: Age and “No air miles”
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Figure 35: Age and R12.50 spend per air mile
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4.3.2Gender Demographic
a. Gender and Importances
The gender data was analysed using a Two samplesii-There were no significant

differences found between gender and importances.

This can be seen in the figure below.

Figure 35: Gender and Average Importances
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b. Gender and Utilities
The one way ANOVA shows that there are significdifferences in the gender
demographics and the following utilities:
» Bank Card
* Credit limit of R15 000.00
* Interest rate of 20%
* 25% discounted travel
* Free air ticket with spend of greater than R80 @@@er annum
(See Appendix H)

c. Gender and Bank Card (Card source importance)
This research shows that women have a greaterpnete for a card that is issued by a

bank than men, as seen in the figure below.

Figure 36: Card Source Utilities by Gender
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d. Gender and Credit limit of R15 000.00This research shows that there is a greater
preference for a credit limit of R15 000.00 amonfgshales, as seen in the figure

over page.
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Figure 37: Credit Limit Utilities by Gender
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e. Gender and Interest Rate of 20%
This research shows that there is a gender differenly in the 20% interest rate, with

women preferring a 20% interest rate to men. Thghiown in the figure below.

Figure 38: Interest rate utilities by gender
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f. Gender and 25% discounted travel: Free air ticket wh spend of greater than
R80 000.00 per annum

There is no significant difference between menwathen preferring no free travel, but

men show a lower preference for a 25% discountravet, and women show a much

lower preference for the free companion ticket t(a m

This can be seen in the figure below.

Figure 39: Travel Benefits Utilities by Gender
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433 Marital Status

a. Marital Status and Importances

There is a significant difference between the ggerate and marital status, with those
people not married, but in a relationship beindedént to either married or single
people. No other significant differences exist.

(See Appendix G)

b. Marital Status and Utilities
The one way ANOVA shows that there are significdifferences in the marital status
demographic and the following utilities:

* Annual Card fee of R1600.00

* |Interest Rate of 18%
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* [Interest Rate of 24%
* Gold Card status

There are no other significant differences. (Sepehalix G)

c. Marital Status and Annual Card fee of R1600.00

There is a significant difference in the annuaddae between the people who are in a
relationship, vs those who are either married glsi with the people in a relationship
being less opposed to an annual card fee of R1600.0

This can be seen in the figures below.

Figure 40: Annual Card Fee Utilities by Marital Status
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Figure 41: Marital Status and R1600.00 Annual cardee
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d. Marital Status and Interest Rates of 18% and 24%

ANOVA shows that there is a significant differerinemarital status and interest rates

of 18 % and 24% with those people in a relationghgferring an interest rate of 18%,

and the same people in a relationship least likiegnterest rate of 24%.

This can be seen in the figures below.

Figure 42: Interest Rate Utilities by Marital Status
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Figure 43: Marital Status and 18% interest rates
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Figure 44: Marital Status and 24% interest rate
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e. Marital Status and Gold Card Status

ANOVA shows that there is a significant differenng¢he demographic of marital status
preference for a Gold Card with those who arerielationship preferring a normal card
and least preferring a Gold Card, but those wheiengle least preferring a normal card

and most preferring a Gold card.

This can be seen in the figures below.
Figure 45: Card Status Utilities by Marital Status
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Figure 46: Marital status and gold card status
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4.3.4 Household | ncome

There are a large number of significant differenioelsoth importances and utilities for

household income. The household income demograppigsars to be the demographic

which contains the most number of differences lofled demographics researched.

a. Household Income and Importances

The Areas of significant difference importances for household income are:

* Annual card fee
o This research shows that people who are on therlaweme bracket
show a significant difference in the annual cael fe
» Credit limit
o This research shows that people who are on therlaweme bracket
show a significant difference in the credit linmiportance.
* Interest Rate
o This research shows that people who are in theehigicome bracket
show a significant difference in the interest iatportance.
* Free travel
o This research shows that there is a significarf¢dihce in the free travel

importance and the household income of the cardiens!

(See Appendix G)

b. Household Income and Utilities

This research shows that there are a number of askaignificant differences in

household income andilities. These are:

Cell phone Company (source of card)
Airline company (source of card)
Retailer (source of card)

R100.00 annual fee

R250.00 annual fee

R1600.00 annual fee

R50 000.00 credit limit

R5 000.00 credit limit

18% Interest Rate
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*  22% Interest Rate

*  24% Interest Rate

e Air miles — 1 mile for everyR12.50 spent

* Access to roadside assistance

* No cash backs

* 10 % cash backs

* No automatic donation to charity (affinity card)

* 1% donation to charity (affinity card)

c. Household Income and Source of Card Utilities

There are significant differences in the sourcéafk card, namely in the cell phone
company, airline card and retail card utilities.eTpeople earning above R19 000.00
most prefer the bank as the issuer of a credit, Gard particularly dislike a credit card

issued by a retailer or airline. There is alsogai§icant difference in the cell phone card
utility, with people earning between R9500.00 arid R99.00 least liking this option.

Figure 47: Card Source Utilities by Household Incora
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Figure 48: Household Income and credit card from aell phone company
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Figure 49: Household Income and credit card from airline company
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Figure 50: Household Income and credit card from aetail company
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d. Household Income and Annual Card Fee Utilities

There is a significant difference in a number oé ttard fee utilities namely the

R100.00, R250.00 and R1600.00 annual card fees.pEbple earning greater than
R19 000.00 preferred the R100.00 card fee to therstin this demographic, and again
those earning greater than R19 000.00 preferre®2%®.00 card fee to the others. The
annual card fee of R1600.00 was least preferredtimse earning greater than
R19 000.00 per month.

This can be seen in the figures over page.
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Figure 51: Annual Card Fee Utilities by Household hcome
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Figure 52: Household Income and R100.00 Annual CarBee
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Figure 53: Household Income and R250.00 Annual CarBiee
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Figure 54: Household Income and R1600.00 Annual CdrFee
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e. Household Income and Credit Limit Utilities
There is a significant different in the certainditdimit utilities, namely in the credit
limit of R50 000.00 and R5 000.00. People who egneater than R19 000.00 per
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month least like the option of the R5 000.00, arabintike the option of a R50 000.00
credit limit.

This is illustrated in the figures below.

Figure 55: Credit limit Utilities by Household Income
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Figure 56: Household Income and R5 000.00 creditniit
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Figure 57: Household income and R50 000.00 creditrit
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f. Household Income and Interest Rate Utilities

There is a significant difference in the interesderutilities with only the 20% interest
rate showing no significant difference. The 18%2&nd 24% interest rates all showed
a significant difference according to the househitdbme. Of all the salary categories,

people who earn greater than R19 000.00 per moo#t prefer the 18% interest, and

least prefer the 22% and 24% interest rates.

This is illustrated in the figures over page.
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Figure 58:

Interest Rate Utilities by Household Inome
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Figure 59:

Household income and 18% Interest Rate

Score

9,500 - 11,999
[112,000 - 18,999
Il > 19,000

100

80

60

40

20

-20

-40

-60

-80

-100

Interest rate of 18%

77




Figure 60: Household income and 22% Interest Rate
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Figure 61: Household income and 24% Interest Rate
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g. Household Income and Air Mile Utilities
This research showed that there is a significaffiéréince with household income and

people earning between R9500.99 and R11 999.06rpeafning air miles at a rate on 1
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mile per R12.50 spent, with people earning abov® RQ0.00 least preferring this
utility.

This can be seen in the figures below.

Figure 62: Air mile Utilities by Household Income
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Figure 63: Household Income and R12.50 spend perranile
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h. Household Income and Access to Roadside Assistance
There is a significant difference in people who ldoyrefer access to roadside
assistance, with people earning more than R19 0Qte0 month least preferring access

to roadside assistance. This can be seen in tpéa telow.

Figure 64: Supplementary Benefit Utilities and Houehold Income
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Figure 65: Household income and access to roadsidssistance
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i. Household Income and Cash Back Utilities

There is a significant difference in people who lgdoprefer cash back on their credit
card, with the utilities of no cash back or 10%hcascks showing up as significant.
People who earn between R9500.00 and R11 999.@G0 peafer the no cash back
option, and most prefer the 10% cash back optienpR who earn greater than

R19 000.00 least prefer the 10% cash back option.

This can be seen in the figures below and over.page

Figure 66: Cash Back Utilities by Household Income
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Figure 67: Household income and “no cash backs”
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Figure 68: Household income and 10% cash backs
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j.  Household Income and Affinity Utilities

There is a significant difference in people who doprefer an affinity card, with
people earning more than R19 000.00 per month pre&trring no automatic donation
to charity, and least preferring the credit caslies to donate 1% to charity. This can be

seen in the figure over page.
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Figure 69: Affinity Card Utilities by Household Income
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4.3.5 Number of card demographics

The number of different credit cards that a cardéolhad was thought to impact on

their preference for certain importances and atteib, as the types of credit cards may
complement each other allowing cardholders to adaptiis with all the components

that they desirable.

a. Number of Card demographics and importances

One way ANOVA and Analysis of Variance was usedatalyse any preferences
according to the number of personal cards held gy person. The only significant

difference in importances according to the numligrevsonal cards was in the area of
the affinity card. There were no other significdifferences in the number of personal

cards and importances.
b. Number of Personal Cards and Utilities
The one way ANOVA shows that there are significdifterences in the number of

personal cards and the 22% interest rate only.

This is demonstrated in the figures over page.
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Figure 70: Interest Rate Utilities by No of Cards
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Figure 71: Number of personal credit cards and 22%nterest rate
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4.3.6 Average Credit Card Spend per month
It was considered that people may prefer diffeegtributes of a credit card depending

on how much they spend every month on their ceadits.
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One way ANOVA and Analysis of Variance was usedatalyse any preferences
according to the average spend per month. Therévwaresignificant differences in
importances according to the average spend pertimantl this was in the area of the

cash backs and consolidated financial services.

a. Average Credit Card Spend per month and Utilities

There is only one utility that has a significanffelience and this is the “no cash back”
utility, with people spending more than R20 000p@® month preferring the no cash

back option. This can be seen in the figures belod over page.

Figure 72: No cash back utility and average creditard spend per month
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Figure 73: Average spend per month and no cash bask
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4.3.7 Payment profile
The literature pointed to differences in people vgadd their credit card in full every
month where to those who use their cards for créditsuch the sample specifically

included people who did both.

a. Payment Profile and Importances
There is only one significant difference dependinghe payment profile, and this is in

the affinity card importance.

b. Payment Profile and Utilities
There were no significant differences in the payhpeafile demographic and utilities.

4.3.8 Summary of Significant differences between demogrdpcs and
importances and utilities
The significant differences between the demograpaid both importances and utilities

have been summarised in the tables below.
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Table 17: Significant Differences between demograjits and importances

Importance Age | Gender | Marital | Household | Number of | Ave Payment
Status | income cards spend | Profile
per
month
Source of card | x X X X X X X
Annual card fee | x X X | X X X
Credit limit X X X | X X X
Interest rate X X | | X X X
Air miles | X X X X X X
Supplementary | x X X X X X X
benefits
Card Status X X X X X X X
Free Travel X X X | X X X
Cash Backs X X X X X | X
Consolidated | x X X X X | X
Financial
Services
Affinity Card X X X X N X |
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Table 18: Significant differences between demograpts and utilities

Importance Attribute Age | Gender Marital Household | Number | Ave spend | Payment
Status income of cards per month Profile
Source of card Bank Card X | X X X X X
Med Aid administrator X X X X X X X
Cell phone co X X X N X X X
Airline Card | X X | X X X
Retailer card X X X N X X X
Annual card fee No annual fee X X X X X X X
R100.00 X X X I X X X
R250.00 X X X I X X X
R600.00 X X X X X X X
R1600.00 X X I I X X X
Credit limit R50 000.00 X X X | X X X
R15 000.00 X | X X X X X
R5 000.00 X X N X X X
Interest rate 18% X X | | X X X
20% X I X X X X X
22% I X X I X X
24% X X | X X
Air miles R6.50 X X X X X X

88




R12.50 X X X N X X X
Importance Attribute Age | Gender Marital Household | Number | Ave spend | Payment
Status income of cards per month Profile
No air miles | X X X X X X
Supplementary benefits | No supplementary benefits X X X X X X
Access to airport lounges X X X X X X X
Access to roadside assistance | x X X N X X X
Card Status Platinum X X X X X X X
Gold X X | X X X
Normal X X X X X X
Free Travel No free travel X X X X X X X
25% discounted travel X | X X X X X
Free ticket > R80 000.00 spend| x | X X X X X
Cash Backs No cash backs X X X | X X
10% cash backs X X X N X X X
20% cash backs X X X X X X X
Consolidated Financial | Stand alone card X X X X X X X
Service
Linked to other financial productsx X X X X X X
Affinity Card No automatic donation to charity x X X | X X X
1% donation to charity X X X | X X
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5. INTERPRETATION AND ANALYSIS OF RESULTS

5.1 The preferred attributes and levels that inflence consumers to acquire

a new credit card
The first research question was to examine and ratatel what consumers would
prefer in a credit card, and what would make thmsesumers adopt a particular credit

card.

This research shows that the most important ateitbor consumers choosing a credit
card was the source of the credit card, and the mgmortant level of this importance
are credit cards issued by a bank. This may beuseceonsumers believe that a bank
has more credibility in providing a credit card.dtunlikely to be because consumers
prefer all banking accounts to be with one bank.,hasging consolidated financial
services appeared as a least preferred attribpéeasipg second last. This is supported
by Cleaver (2005) who believes that the bank bramains a determining factor in
choosing a credit card. The second least prefdenesl of this attribute was the airline
card which was interesting as research by Confa@i@6) shows that the SAA card had

the highest return on transaction value as a stbom credit card.

Interestingly, even though many co-branded cardse hracently entered the South
African market, with all of these offer varying ramws and benefits, consumers consider
all financial components of the credit card to leeyimportant, with annual card fee,
credit limit and interest rate appearing secondidtland fourth as most preferred
attributes. The most favourable of all these finaincomponents were the levels that
were most preferred in these attributes. Thisrsngly supported in the literature with
Cleaver (2005), Morris (1995) and Cundiff (2006) @dporting that these financial
attributes are very important to the card holdex] anore so than any value added
benefits. It is also interesting to note that fdirtee financial attributes, the levels
appeared were in order from what would seem inelifi to be from the best, to the
worst — e.g. for the annual fee importance, theeoad preference was from no annual
fee to an annual fee of R1600.00. The credit limportance showed that the highest
credit limit offered was the most and the lowestdir limit offered was the least

preferred. While this would seem to be intuitive,must be remembered that the
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respondents were evaluating all of the attributea bundle, and these lower or better

financial attributes were still preferred above wélae was on offer.

Following the financial features, air miles wasditas the next most important attribute
of a credit card, with respondents most prefertinig as one of the non financial
attributes. Loyalty programs in the USA startedhwitequent flyer programs which
were then attached to credit cards (Duffy, 200%)sTs also one of the most common
non financial benefits across all credit cards outB Africa (Sales Source Market
Research, 2007). The least preferred level ofdtirsbute was where consumers earned
1 mile for every R12.50 spent. The “no miles” dtlie appeared more favourable that
this, and it would appear that card holders woalither not earn miles that have the
miles earning ability appear unattainable. The nfagoured level would be for card

holders to earn miles at a rate of R6.00 spendriermile earned.

The “Supplementary Benefit” attribute appears highe this list of attributes, but the
level that is preferred is actually “no supplementhenefits” therefore it has been
assumed that this is actually one of the leastralesi of all the attributes of the credit

card.

There have been some questions about whether thestaus is still an important
attribute amongst card holders. Is a gold or platircard really an important feature to
the individual? As mentioned above the most “pref® supplementary benefit was no
supplementary benefits, therefore the card stansbe considered as the second most
important non financial attribute. This is there&fosomething that is valued by
cardholders and worth having as part of the creait offering to consumers. The
introduction and adoption of the platinum cardame indication that members do see
value in having a card of a higher status (Datatoon2006). This research also shows
that card holders would prefer a platinum card gola to a normal coloured card that

may be on offer.
This research shows that “cash backs’ is a lesisathss attribute, but the level that is
much preferred is the one of “no cash back”. Thisuld mean that this is not an

attribute that the customer would look for. HowevBales Source Market Research
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(2007), report that the Discovery Card is succédsfoause minimal effort is required
by the card holder to redeem these cash back &nkfthe cash back is substantial
enough to make the consumers notice it, then ¢his benefit form that may become

more popular.

This research showed that card holders do not vallutheir accounts being in one
place, and consolidating their financial servicesot something that is important, and
the most preferred level here was the stand aloeditccard. This may be counter
intuitive, considering that the most important iatite was that the credit card was
provided by a bank, but this would mean that evesugh the bank is the preferred
source of a credit card, consumers do not consiieheir accounts with one bank as
something that is important. This aspect of theaesh could also depend on the ease of
switching and opening up additional credit cardsléS Source Market Research 2007).
The fact that consumers are willing to adopt adstone credit card is good news for
the both banks and co-branded credit card issaer$,means that these companies can

look outside their existing base for new members.

Finally, also a little desired attribute in thisedit card research, was the linking of the
card to a charity or an affinity credit card. Mpstople prefer not to make an automatic
donation to charity, as part of the usual credidcélowever, where the credit card
issuer is trying to gain access to a new marketmmew group of people the affinity card
may have some value. There is likely to be moeeassful if the card holder has an
emotional attachment to the association that ikelinto the credit card such as a

football club or alumni group (Worthington and Herri998).

5.2  The preferences unigue to a particular customer deographic or
payment profile
The second research question was to examine whetber were any preference on
card attributes according to certain demographitise demographics that were
considered for this research were:
* Age
» Gender

* Marital Status
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* Household Income
* Number of personal credit cards held by the cadérol
» Average spend on the credit card per month

* Payment profile.

5.2.1 Age

There was only one significant difference in the agmographic, and this showed up
in the “air mile” attribute and this was for theeagroup 70+, with these people
preferring no air miles. However this was a smealhple of 2 individuals, and as such |
do not think that this is a true reflection of thige group. The airline card appears to be
least successful with people in the 60 — 69 agamrbut this is again a small sample of
9 people. The interest rate of 22% also showedrafgiant difference according to the

age group 30 — 39 years.

5.2.2 Gender
No significant differences were found between tfenand females and the importance
of a credit card.

However, there were a number of significant diffexes in the utilities and gender
demographic, with women preferring a credit carsuésl by a bank card to men.
Women also prefer the R15 000.00 credit limit,ite men’s preference for this limit. In
the importance of travel benefits, women most prife 25% discount off free travel to
men, and men prefer a free companion air ticket ¥ooman’s preference for the same

level.

5.2.3 Marital Status

The type of demographics for marital status thatewsnsidered were married, single
or those people in a relationship. There was omlg significant difference in the
importances for marital status and this was in dhea of interest rates, with those
people in a relationship more concerned with therést than either married or single

people.

As far as utilities are concerned, people in atieghip are less opposed to a R1600.00
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annual card fee than the others. There is aldgréfisant difference in marital status
and interest rates of 18 % and 24% with those gewopl a relationship preferring an
interest rate of 18%, and the same people in &aphip least liking the interest rate of
24%.

Another significant difference in this demograplsi@a preference for a Gold Card with
those who are in a relationship preferring a noroaatl and least preferring a Gold
Card, but those who are single least preferringrenal card and most preferring a Gold

card.

5.2.4 Household Income

By far the demographic with the largest numberitiecences in both the importances
and the utilities was in the area of householdimeoThe areas of significant difference
in importances for household income are annual tedcredit limit, interest rate and

free travel.

There are significant differences in the sourcéarik cards, namely in the cell phone
company, airline card and retail card utilities.eTpeople earning above R19 000.00
most prefer the bank as the issuer of a credit, Gard particularly dislike a credit card

issued by a retailer or airline. There is alsogai§icant difference in the cell phone card
utility, with people earning between R9500.00 arid R99.00 least liking this option.

There was a significant different in certain crdhtit utilities, namely in the credit
limit of R50 000.00 and R5 000.00. People who egremter than R19 000.00 per
month least like the option of the R5 000.00, arasiniike the option of a R50 000.00

credit limit.

There was also a significant difference in therede rate utilities with only the 20%

interest rate showing no significant differencee 8%, 22% and 24% interest rates all
showed a significant difference according to thedehold income. Of all the salary
categories, people who earn greater than R19 0Qte0@nonth most prefer the 18%
interest, and least prefer the 22% and 24% inteatss.
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There was a significant difference in people whauldoprefer an affinity card, with
people earning more than R9 000.00 per month nre$éping no automatic donation

to charity, and least preferring the credit casiiés to donate 1% to charity.

5.2.5 Number of personal credit cards
There was only one significant difference in impade and number of credit cards, and
this is in the area of the affinity card. This ikely as the cardholder may select a

second card as an affinity card.

The only significant difference in utilities andetmumber of personal cards was an
interest rate of 22% with people having 3 or maredit cards least liking the interest
rate of 22%.

5.2.6 Average credit card spend per month

There are two significant differences in importae&d average credit card spend per
month, and this is in the area of cash backs anddimlated financial services. People
who spend more on the credit cards per month pthéecash backs. This would seem
to be intuitive, as these people are likely to mere cash back, however, there was a

strong preference in the high spenders for thecash back” utility.

Interestingly, the more money that people spenthein credit cards the less they prefer
the consolidation of their financial services.

5.2.7 Payment Profiles
Contrary to the literature this research showsttiate are no differences at all in credit
card attributes — either importances or levels aling to whether people are

convenience users or revolvers.

As the literature strongly indicated that there evdifferences in preferences between
convenience users and revolvers, the sample spadbifincluded a third of people who
considered that they paid their credit cards offulheach month, a third who paid the
minimum due, and a third of the sample had no trealids at all. There were no

significant difference in the convenience userseaolvers, and the group that had no
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credit card at all, showed a preference for thimigffcard importance.

Analysis of Demographics vs Importances and Utiligs
Only significant findings have been shown, and whisere was no notable finding, it

has not been commented on.

Table 19: Summary of Significant Differences in imprtances and utilities against

demographics

Demographics Test Significant Test Result Summarised
Description importance and Observations
utilities
Age One way | Importance Kruskal-Wallis One-way 70+ prefer no air
ANOVA, Anova miles
Analysis of | Air miles On Ranks, Reject HO 60-69 least like airline
Variance card
Utilities 30-39, 70+ least like
interest rate of 22
Airline card 22%
Interest Rate
No air miles
Gender Two sample T- | Utilities Women prefer 20%
test interest rate
Bank card Mann-Whitney U or Wilcoxon Women prefer cards
sum Test for difference in issued by a bank
medians Equal-Variance T- Woman prefer
Test Section R15 000.00 credit
R15 000.00 Aspin Welch Unequal limit to men
credit limit Variance test Section Mann- Women prefer 25%
Whitney U or Wilcoxon sum discount on free
Test for difference in medians travel to men
Equal-Variance T-Test Men prefer the free
Section companion ticket to
Aspin Welch Unequal women
Variance test Section Mann-
Whitney U or Wilcoxon sum
Test for difference in medians
20% Interest | Equal-Variance T-Test
Rate Section
Aspin Welch Unequal

25% discounted
travel

Free ticket for
spend >
R80 000.00 per
annum

Variance test Section Mann-
Whitney U or Wilcoxon sum
Test for difference in medians
Kolmogorov-Smirnov Test For
Different Distributions

Equal Variance T-Test
Section
Aspin Welch Unequal

Variance test Section Mann-
Whitney U or Wilcoxon sum
Test for difference in medians
Kolmogorov-Smirnov Test For
Different Distributions
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Marital Status

One

ANOVA,
Analysis
Variance

way

of

Importance
Interest Rate
Utilities

R1 600.00
annual fee

18% interest rate
24% interest rate

Gold card

Kruskal-Wallis
Anova
On Ranks, Reject HO

One-way

People in relationship
shows differences to
interest rate

People in relationship
less opposed to
annual card fee of

R1 600.00

People in a
relationship least like
interest rate of 24%
and prefer interest
rate of 18%
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Household One way | Importances Kruskal-Wallis One-way Credit limit
Income ANOVA, Anova differences for lower
Analysis of | Annual Card fee | On Ranks, Reject HO income group
Variance Card fee differences
Credit limit in lower income
group
Interest Rate Interest rate
differences in higher
Free travel income group
o Travel benefits
Utilities differences in higher
income group
Cell phone High income earners
company prefer bank issued
o card and less like
Airline company card from retailer of
Retailer card airline company
Earners between
R9 500 — R11 999
R100.00 annual less like cell phone
fee option
High earners prefer
R250.00 annual R100 card fee to
fee other, and again
these earners
R1 600.00 preferred the R250
annual fee card fee to the other
groups
(I:qrse?ii?ﬁg";i(tm R1 600 card fee least
preferred by this
R5000.00 credit group _
limit High earners Iess_ like
R5 000 credit limit,
’ and most like the
18% interest rate R50 000 credit limit
22% interest rate High earner prefer
18% interest rate
24% interest rate High earners least
prefer 22% and 24%
R12.50  spend interest rate
for 1 mile Lower earner prefer
earning 1 air mile to
Access to R12.50, while high
roadside earner much prefer 1
assistance mile to R6
High earner least
No cash backs prefer access to
roadside assistance
Low earners least
10% cash backs prefer no cash backs
and prefer the 10%
No automatic cash back option
donation to High earners least
charity prefer 10% cash back
and most prefer 20%
1% donation to cash back to the
charity other people
High earners do not
like the affinity option
and prefer not to
donate money to
charity through the
card
No. of personal | One way | Importance Kruskal-Wallis One-way People with no or 1
credit cards ANOVA, Anova card least prefer the
Affinity card On Ranks, Reject HO concept of an affinity
Analysis of card
Variance Utilities

22% interest rate

People with 3 or more
cards least like a 22%
interest rate
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Average spend | One way | Importance Kruskal-Wallis One-way High spenders most
per month ANOVA, Anova prefer no cash backs
Analysis of | Cash Backs On Ranks, Reject HO High spenders least
Variance prefer consolidating
Consolidated their financial
financial services services
Utilities
No cash backs
Payment One way | Importance Kruskal-Wallis One-Way Only difference in
patterns ANOVA, Anova group who have no
Analysis of | Affinity card On Ranks, Reject HO cards current, and
Variance they have a higher
preference for an
affinity card
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6. CONCLUSION AND RECOMMENDATIONS

6.1 Conclusions

This research has strongly supported the literatutkat people who have or seek new
credit cards are very concerned with the finanbiahefits of a credit card. These
financial benefits cannot be ignored by credit dastiers in favour of the other benefits
or rewards, as these financial factors are sedmygiene factors. If a credit card has
attractive benefits and rewards, but unattractimaricial factors, such as interest rate

and annual fees, the card will not be successful.

This research also showed that there were defngeme differences according to
demographic profile, and the biggest difference wathe area of household income,

with people earning more looking for different t#in a credit card.

Contrary to what was expected this research shdhatdthere was little difference in
requirements for a credit card based on how pemjetheir credit cards on a monthly
basis. This research showed that there is vetg liifference between convenience

users and revolvers.

This research did not show why these demograpfffierehces exist, and there is little

empirical work to explain this. This creates anagynity for further research.

6.2 Recommendations for credit card product develogrs

6.2.1 Branding

The source of a credit card appeared to be the mngsortant attribute amongst
consumers with the co-branded cards appearingdepslar. All of the co-branded
cards are managed by one of the large financiditutisns or banks. In order to
increase cards credibility, and the comfort tha& tonsumer has in a credit card, the

credit card provider could consider making the supipg banks identity more explicit

6.2.2 Financial Benefits

The financial benefits of a credit card remain oighh importance to the
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consumer. These could almost be considered to peerw factors. The credit card
provider should not believe that the consumer bellprepared to pay additional interest
or large additional benefits for the additional &kts. These should be considered to be
value adds, and the financial components of the should always remain competitive.
Interest rates themselves could become “rewardgifteying preferential rates and fees

according to certain consumer that is desirablthbycredit card institution.

6.2.3 Value Add or loyalty Programs

Assuming that the financial components of the d¢resdird are then similar or
competitive with what is being offered in the mdrkehat differentiates one credit card
from the other is its loyalty programs or other aeghs (Sales Source Market Research,
2007). If a credit card issuer wants to differetetithemselves in this way, then they
should add rewards that are relevant and integestinhe market that they are trying to
target and communicate these well. As the abititgdrn air miles seems to be a reward
that is sought after the researcher would sugdedtthis too has become a “hygiene
factor” for credit cards, and all credit card isssi should allow card holders the

opportunity to earn to convert certain of theirmisito air miles.

6.2.4 Cash Backs

Cash backs, and particularly the automatic cask fram certain stores appears to be
benefit that is being offered by more and more itreard issuers. A risk is that the
consumers do not value the cash backs as pay lfankry small deposits of money
may go unnoticed to the card holder. It is reconueelthat the card issuers consolidate
these cash backs, making the amount that is paitetconsumer larger. The customer
could have the option of collecting or saving timeney for a large payout, resulting in

the perceived value of this being much higher.

6.2.5 Redemption of rewards and benefits

The same can be said for the redemption of thefitgeioé the cards. Ideally the process
to redeem the benefits should require little adddi effort from the card holder. One of
the keys to a successful card is that a membertheesard and perceives value in this.
If the customers are not using any of the benefiess consumer will have a lower

perceived value of the card.
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It is essential then for credit card issuers tlmatytmake the process of redemption
simple so that as many members as possible bémefitthe rewards, and feel inclined

to continue using the card.

This is again supported by Dowling and Uncles (39870 comment that the perceived
likelihood of the achievement of rewards remaingegermining factor for choosing a

credit card.

6.2.6 Supplementary Benefits

As there was no desire in the research for supplaanebenefits, it is recommended to
credit card issuers that they refrain from addihig bften expensive, but little used
benefits to the credit card, as they appear tor difike incentive for attracting new

credit card holders.

6.2.7 Complexity of product

Many of the co-branded credit cards are very complghe nature of what is offered,
and they are quite complex in terms of the poiatgiired, and the rewards that can be
redeemed. If the product is perceived to be compteany consumers will not engage
with the card, and may elect not to use it. Thisupported by the literature where
Dowlings and Uncles (1997) mention that the peextiease of use is a pull factor in

members choosing a credit card.

It is recommended that the credit card issuersrdtever large and more valuable
benefits than many smaller benefits or partnerstthe cardholders are either unaware

of or do not understand.

6.2.8 Communication from the Card issuersto Card holders

Communication of the benefits of the card is esaknt encouraging both the
acquisition and use of the card. It is importarit tthe members understand what the
benefits of the credit cards are, and how to gagess to these.

Equally important is the communication of the fineh features of the credit card. As
has been shown throughout the document attributels as interest rates and fees are
very important to card holders, and if the creditdchas competitive financial features

these should be actively communicated to  the candeh base, as this will be a
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determining factor in the adoption and use of di@aar credit card.

6.3 Recommendations for Future Research

This study has shown what consumers prefer whewosihg a credit card. This has
previously been referred to as acquisition of aditreard (Morris 1995). There are
many aspects to credit cards and their use, anddbearch has looked at only one part
of this. In order to fully understand credit carfisther research into understanding the
reasons for some of these findings is recommenaled,also to examine what would
cause a person to activate (Morris, 1995) theiditreard, and what would cause the
card holder to use one particular credit card aspiimary card. The following areas
for further research are recommended:

1. How to retain customers and prevent them from cdwig credit cards —
referred to as retention of customers by Morri9g)9

2. Factors that will cause a consumer to use onefgpeard as their primary card
(this has been referred to as activation by Marfid)is has sometimes been
referred to as getting a particular credit cardritrof purse” or “ front of wallet”

3. What factors increase the redemption of credit tarkfits

4. As this study has focused on the preferences oplpeim the upper socio
economic classes and LSM 10 and above, furthearelsecould be done to
identify the credit card preferences of those altwer socio economic classes

5. The use of affinity cards, and whether loyalty toa- for — profit organisation
only, is sufficient for members to adopt this kivfccredit card

6. Research into additional attributes that may leaddquisition of a credit card
such as the “superior security against ID fraudtilaute as mentioned by
Cundiff (2006).

7. This research looked at the individual’'s demogrepbharacteristics only.
Further research could examine whether there weyal#éferences according to
other psychographic factors.

8. Little empirical work has been done to understamy where are differences in
credit card preferences in the different demogmagnofiles. Further research
can be done in understanding these differences.

9. Where the member has more than one credit caslyitclear whether one card

is always a traditional bank card. This may giverenindication into the
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strength of the banking brand in providing creditds to the public at large.
Another interesting research topic would be to a@ramwhether members
specifically choose or hold a combination of Visal dMastercard cards.

10.This study considered what consumers prefer in editcrcard without
considering which customers are more profitabléhtp credit card issuer, and
who they should be targeting (Speer, 1996). Furtesearch could identify
predictors for profitable credit card customerghi@ South African market.

11.Finally, these results have not been verified aitly qualitative research either
with credit card holders or credit card issuergtitar research could involve a

qualitative analysis of these groups to validagefihdings of this research.
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Appendix A

Example of Credit Card Rewards and Benefits

1. Kulula Moolah (Partnered with FNB)

Monthly spend on Kulula credit card Kulula Moolah earning
RO — R5000.00 3%

R5 000.00 — R10 000.00 2%

R10 000.00 — R20 000.00 1%

This percentage will be converted to cash valueklvimay be redeemed against Kulula
flights.

2. SAA Voyager Credit Card (Partnered with Nedbank)
» Earn up to 1 mile for every R6.00 spent ( may \aogording to card type)
» Earn double miles for the first 3 months i.e. 1enfdr every R3.00 spent
» Earn bonus miles on the first SAA flight purchases
* Free companion flight on a spend threshold of R60.@ or R80 000.00
depending on card type
* No card fees for the first 3 months
* Miles never expire
* Receive two cards - American Express and VISA cards
* Mile redemption on SAA flights or any SAA partners
» Business class check in and business class lowegsson certain cards

* International travel insurance

3. Vodacom Credit Card (Partnered with FNB)
* Only available to Vodacom contract and top up users
* No annual card fees but a monthly membership of ®2fer month for access
to discounts and rewards
* 10% cash back at partner stores which include
o Osiers
o Furniture City

o Dial-a-Bed

109



0 Geen & Richards
Earn 1 Yebo back for every R10.00 spent (limited toaximum amount)
o Dions
o Game
25% discount off Mango flights
Conservation Corporation Specials (stay 3 nigtag,fpr 2)
20% discount on Imperial car hire (one bookingmpenth)
Extra months membership when taking out a Planétef$ membership
(depends on length of contract)
Enrol on a management programme at the SBL andlygmt’a free 3G HSPDA
card valued at R2, 699. 00
Unisa Graduate School of Business - Enrol for anAMi8 MBL and you'll get a

free laptop. Any other course will include a fR%@ card

. Clicks Credit Card (Partnered with FNB)

Double points at Clicks

6% interest per annum on outstanding amount fofitsiesix months

. Edgars Credit Card (Partnered with Standard Bank)

No annual fees

. DiscoveryCard (Partnered with FNB)

Earn between 10 and 15% cash backs at partnesstoashbacks are based on
Discovery Vitality status and length of time on teeheme. Partners stores
include:
o Woolworths (until 31 Dec 2006)
Stuttafords (from 1 November 2006)
Pick n Pay (from 1 Jan 2007)
Look and Listen
Exclusive Books
Toys R Us
Baby and Co
Hepkers

0O O O o o o o
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0 @ Home
o Cape Union Mart
o Total Sports
» The ability to earn Voyager miles, which are boddtg 10 — 15% depending on
Vitality Status
* Up to 25% discount on World Leisure Travel and R&yaibbean tours

» Free non medical travel insurance through AIG

7. Virgin Money (Partnered with Absa)
» Interest free credit for the first 3 months
* No annual card fee
» No fee to access Virgin Money online
* No transaction fees

* Free travel insurance

8. American Express
» Concierge Services
e Airport lounge access locally and internationally

e Exclusive travel packages and discounts at selduitzls
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Appendix B

Demographic Questionnaire for Conjoint Analysis Qustionnaire
Thank you for agreeing to complete this questiamnaiAll information provided will

be kept confidential by the researchers involveth@project.

* Age
o 20-29
o 30-39
o0 40-49
o 50-59
o 60-69
o 70.

» Gender
o Male
o Female

e Marital Status
o Married
o Single

o In arelationship

* Household income — (Range LSM)
0 R9500.00 — R11 999.00
o0 R12 000.00 — R18 999.00
o >R19 000.00

» Do you typically pay off your card in full every month?
0 Yes

o No
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* How many personal credit cards do you have?
o O

o1
o 2
o 3
* Average credit card spend per month made on all cdit cards combined
0 < R10 000.00

o R10 000.00 —R20 000.00
o >R20 000.00
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Appendix C: Credit Card Comparison for Selected Card Products

Campany Mama Rawards name Enfry M Income Interest Applied to Interest Free  Annual Cost  Pertol Internes Znd Card
Age danys banlking
ABESH Al Gold Card Bbsa Rawards 21 A 12000000 16% Cin balancss 57 R GEEO0 R 4560 R R
greater than 239.40 -
RICLCE D
AHSA Absa Privaie Absa Rewards Fa F 500,008.00 153 O purchases LT A SN R - R A
and cash £33.40 .
ABSA, funea Sivar Abay Rawards 1 A AR000,00 175 Cin balapcas 57 R 5E5.95 R.4750 B A
groatar than #3940 47 50
R0 00, 03
ABLA Abms Superiar Aban Maveands il A 20000000 1™ On balances 57 R E20.90 R 4750 K "
Gold greatar than 39,40 16,0
. 1 000, D
African Bank - African Bank Bl 18, . Z4.000.00 2% Flat pcross 0 B B0 ‘R = R A
Classic Credit Card purchases, cash -
and budgat
Ay Amey Blue Credit Amey Membership Il R 35,000.00 20 Flat across &5 " T23.80 " - R A
Card Hewards purchases, cash 2TAED 145.00
and bedgst
iy, Ay Gold Charge:  Amex Membership 11 A 200, 00000 19% Flatacross. 55 f 1,028.60 A R A
tard Aawards purchases, cash ITEEL =
afd Budpgat
Ay Ay Gald Credit Amey Membership 1 A 120,000 20 Flat across 55 A 668360 R - B A
Card Rewards purchases, cash 273,50
and budget
Fumay fumak Grean 1 120, pan 19% Flat acrods EE A &350 "= R "
Charge Card purchaies, cash ITAR0 25100
and budpat
B A Platinum Amea Membarship Fal A 750,000.00 19% Flat across 55 R 332360 R - ] a
Charge Card Rewards purchases, cash 273,60 -
und budgat
Barclays BarclayCard il T 120,030.00 17% On gurchasss 55 # 42000 : == R #t
and budgst =
Rarciayr BarclayCard Prima &1 T E:D0), D000 1EM On purchnanw o5 N GGo00 n - 4 "
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Carmpany Mame evards name Entry Min Income Interest Applied to Imtorest Fron Anmal Cost Periol Ind Card
hge

and bisdgst .
British Alrways British Al dritish Alrways Miiles. 139 120,000,080 10% On Balancas 55 R OAGEN0  CROO000 R
Gipid preater than .

Fid CEI0. 0
Chicks Clicks Credit Card ick Cub Paints i | R 2400000 17% Flat across 55 R 150000 - i
purchases, cash -

_ ) arrd budget
Dénairs Dingrs Club Voyagar and BA Miles 21 i 300,000.00 15% On budget anly 4] R TEs00 § ‘"
Fa i
Discovery Geld Oiscovery hdns i 14000000 17% on bisdget anly 57 f G000 R 9500 [
DiscoaeryCand 135.00
Discovery Flatiram Biscorvery Wiy il A 350,00000 17% 0 cash onky =7 R EIS00 ROO5.00 i
Déscovery Sibver Discovary lias 1 i G0,000.00 17% On budget only &7 H OSE500 R 9500 R
DiscoweryCard 13500
FNE FME Gald Ebucks 18 R140,00000  20% Flat acrois 55 % Mbpo  RI0500 R
purchases, cash ] -

and budgat
FNR FHE Platinum Ehiicks 13 #3600, 00000 1h% fin purthases 1] Bo3060  R15500 R
and cash -
FNE FHE Silver Ehiucks i f e 00000 0% Flatacross H5 RFE000 10500 R
purchates, cash -

and budgat
FME FHE Sman Ehucks 1R it 2900000 0% Flat Berogs 4 B 26000  RI05.00 B
purchases, cash -

) ) - and budgat
Imwastac Invester Dl dends i | R B8, B0 .00 3% Flat s 45 B 180000 e R
purthises cash 2

nd budgat
iulula Kululs Card Kulula Mosish I B 2400000 7% Flat 3ross 55 R 15000 E = R
purchages, cash 4

and budgst
RATA BATH Gald MTH Rewards 21 -8 2 O 17% O alances 55 i 1B0.00 | (3
graater than -

115



Comparmy Name Rewards name Entry hfin incame Inferest hpglisd ta interest Free  Annual Cost Partol Inernat Zrsd Carel
Age days banking
RIODODO0
BATH ST Titanlum MTH REarards 21 i 24,000.00 % On basances 58 R 21600 [ R - R
graater thar -
o  RIO000.00
Medbank Nedbark Classic Greenbaths 21 [ !E,ﬂﬂ}.ﬂi} 0% Flat across 55 R 7E3.60 11000 R 3
pirchazes, cash 27360 110000
! and budget
Medbank Medbank Gold Grsgn badks a R 154,000,060 0% Flat atmoss 55 E 75860 R 114.00 R i
purchanas, cash 27IE0 21000
_ and buriget
Nadiank Nedbank Platinum  Greenbacks it REChe 17% Flst straz 55 R105380  Ri10.0 i R
purchasas, tash 1 27360 1100
and badzet 1
O PAutual Old Mutual e Groenbads i | R 36,000.00 0% Flat acrass 14 R 7E3.E) Fi 110,60 i R
puschazas, cash aT3.60 11ngn
and budget
Old Mutual O Mutual Gald Greenbatks 21 F 150,000.00 0% Flataross 55 i 758,60 11000 18 R
plerchasés, cash i JAT3EN 110:00
. _ and budget
Olel Mutisal 0% Mutual ICE Graeribacks 19 R 3600000 ik Flat acrass 55 RO7E3ED  R110.00 B F
purchases, cash 273.60 110000
) N " ) and budget
Bickn Pay Go Banking Crodit o 21 R 36,000.00 108 Flit scros L R14800 e i R
Card plirzhases, cash 144.00 -
and tudget
AMIB AME Private EBsks 21 R 540,000,060 1% an purchases 55 3 - B - ] - R
and csh .
S Miayager Clasgic LAk Neryages and: 21 F - 36,000.00 19% Flat soma 55 R 5T3E) i fi f
Armex Membership pirchasas, cash 273150 .
; :and balcget
L3 T ioyager Gald AR Voynges and k) | R 150,000,600 19% Flat acom 55 fi BE5.60 k- fi Fi
Amex Mambarship purchanae, cagh 27360
andl budgat
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Campatig Marms Rewsards name Entry Bin Incomie Interesy Applied o Imtesest Free  Anmisal Cost  Perted Intarmnet #nd Card
Age danys banking
SAA Vovager Platinum  SAA Voysgerand 11 fl - 19% Flat across 55 A 1,523.80 R - R f
B e bership purchases, cash 756D
and Budgst
Standard Bank Blue Bean Classic Bhye Bean Fal R £B.000.00 19% On oalances 55 R 163800 R - R -
greater than
R1000200
Standard Bank flue Bean Classic Blue Sean 1k R 4800000 0% D bialances a0 R 16500 Bo- R -
MEE preater than
RI0D0D.00,
Standard Bank Biue Bean Gold Bz Bean Z1 F 120,000,600 19% Flat amass 55 RO168.00 R - L &
purchases cagh
and busget
Standard Bank Bhie Bean SEver Blu= Bean il R 4800000 A9 0n batances L] f168.00 R = R -
groates than
HICOH000
Stamdard Bank Starndard Bank British Alrways Mies 18 R 24,0000 15% On bl 55 R 22200 R 9000 i R
Khue greaner then
000000
Standard Bank Standard Bank Britizh Alrweys Milies. - 13 R 120,000,008 1% Om balances 545
Gald grostar than
I DOR0E 00
Standard Bank standarg Bank British Arwarygs Miles 18 R - 155 O balances 55 A 430,00 K 4000 K A
Platinum grester than
R1CEI0E
Virgin Wirgin Mangy 14 7 BLO0000 18% Flatacreas 25 B = i R = i3
Credit Card prurcliages, ¢ast
and budget
Vadacom Wadacarmn Credit Yeoo Budks Fal R Z4.,000.00 19% Flat across 55 A 34200 n R =
Card purchazes, cash
and budget
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o o oyt HName Fewrards narmse Entry Min Income Interest Applied to Inf=rest Fres Annual Cost Pertal InEernet Zred Card
hge days banking
Weshank Waskiank Oassic Ehwcks 2% R 24,000.00 0% Flat s5rass 55 R 280,00  Ri105D0 ] ]
purchases, cash -
’ and budget
Weshank Weshank Gald Ehucks zi K 1:24,000,60 0% Fiat acmss 55 R OZEDON R LOSOD # R
punthases, cagh =
) and budget
‘Waalworths Woalworths Gold -~ W Paints 15 i - 18% Fat across 55 R 19500 R - A R
parchasas, cash
and buriges
‘Waalworths Woalworths Silver W Paints 1% R 30,000.00 e Flat across 55 R 13500 ] R ]
purchazes; eath -
and budget

Source: Sales Source Market Research 2007
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Appendix D - Strategic positioning for target markets

ASA FSR MED SBK
Credit card offering Absa; Virgin| FNB; Clicks; Vodacom] Nedbank; SAA| Standard Bank; Bluebean; Edgars; Diners; MTN. S
(Branding strategy) | Money; Kulula; DiscoveryCard Voyager; Go Banking} has a 35% stake in RCS. RCS has a personal
Barclaycard (no Ackermans; Hub| offering and a white labelling credit card operatio

implemented yet)

American Express

Target markets (LSM

Absa card (LSM
6-10); Virgin
Money (LSM 7-
10); Barclaycard
(LSM 8-10)

FNB card (LSM 6-10); Clicks
(LSM 7 -10); Vodacom (LSM
7 — 9); Kulula (LSM 7-9);
DiscoveryCard (LSM 7 — 10)

LSM 6 -10 — Produc

offer dependent o

choice

client segmentation an

I LSMs are not specifically targeted. Strategy reesl
naround risk bands (various credit card brands ts
dclients based on the risk profile sought).

Strategy comment

Prefer to wait ang
assess  situatio
(rather target pos
NCA) but wary of
an aggressive
push. Does no
plan to participate
below LSM 6 at

this stage

| Diversification of channels

nStrong  reward  positiong
tPrefer to avoid areas where
considers the prospect
2 higher charge-offs and initid
tlosses. Therefore it has n
> pushed in the mass mark

space.

Limit increases are pa

of core growth strateg

lAmerican Express fo
oselected

eds well as Nedban
Greenbacks an
membership reward
programmes.

ias well as growth from
oprivate label books. Use

opportunities,

y strategies.

rtPartnerships are generally part of customer adarisi
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Profit-sharing Dependent on actual deal in terms of revenue ghariprofit arrangements. May take the form ohammngement or a joint venture (JV)
arrangements with where parties participate in the equity of the reaity. Generally these deals are skewed in faebuhe banks. IN a JV, the parties
partners generally participate in profits after tax (postpmrment) whereas in a revenue arrangement, thie loay take on all the risk or share
part of the risk with the partner.

Acquiring vs. issuing Acquiring (33%| Acquiring (26% market Acquiring  (30%  (value) Acquiring (22% market share); Issuing (35.4%)
bias market share); share); Issuing (24.8%) market  share); Issuing
Issuing (25.4%) (11.7%)

LSM customer bias | Debit cards (LSM 4 Debit cards (LSM 4 — 10); Debit cards (LSM 4 — 10); Debit cards (LSM 4- 10); Credit cards (LSM 6 -10)
— 10); Credit cards Credit cards (LSM 6 — 10) | Credit cards (LSM 6 — 10) | predominantly, although have some LSM 4 — 5

(LSM 6 — 10)
No. of credit cards 2.4m (25.4%) Not disclosed (24.8%) 0.9m (11.7%) 2.8m (35.4%)
(Market share o
outstanding bal)
Utilisation level (%) | 39% overalll 35% overall (although 30% - 70% depending on theApprox. 50%

(although dependentaround 50% on straightproduct and time of year

on which product) | facility)

Size of credit card R10.3bn (2.9%) R10.1bn (3.7%) R4.7bn (1.8%) R14.4bn (4.0%)
book (% of total

advances book)
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Personal

credit card proposition

loans

vs.Micro-lending

strategy distinct fromn
credit card sttegy.
Do not plan to usé
credit cards at lowe
LSMs. Wil
post—-NCA

addressing any entr

wait

before

into the market.

Micro-lending strategy
distinct from credit card
strategy. Do not plan to us
> credit cards at lower LSMg
rwill wait until post-NCA

before addressing any ent

into this market.

y

Micro-lending strategy

distinct from credit
sestrategy. Private label carg
to be used for mass mark

card strategy.

ry

card banking proposition.
dsinder the ABIL JV (since terminated). SBK will
edffering personal loans after notice period expi

(May Q7).

Credit card strategy is part of SBK’s lower-e

Personal loans were gral

nd
nted
he
red

5 at

% of credit card Most of top-end Estimated at dependent oMot available, although LSN Estimated that approximately 25% have cards
customers multi{ customers havemarket segment betweer8-10 generally have multipleother banks
carded multiple cards 15% (low-end) and 25%cards

(top-end has multiple cards.
Decline rates (avg.26% overall (decline 50-55% overall (decling Varies from 30% (premium On branch applications, this is approx. 45%
2006) rate dependent oprate dependent on channgportfolios) to 60% (mass

channel used)

used)

market)

Source: Company management, DI900s (Dec 2006)
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Appendix E - Conjoint Card Profiles

Credit | Source of Card Affinity | Card Interest | Annual Credit | Consolidated Travel Cash | Air miles Supplementary
Cards Card Status Rate fees Limit financial services | Benefits backs benefits
(R) (R)
1 Airline Company 1% to | Normal 18% 250 5000 Standalone Free 20% - Free Roadside
Charity companion Assistance
air ticket
2 Airline Company - Gold 24% 250 15 00( Integrateth - 20% 1 per R6 Access to
current a/c and Airport Lounge
home loan
3 Bank 1% to Normal 20% - 15000| Standalone Free 20% - Access to
Charity companion Airport Lounge
air ticket
4 Retail Company 1% to | Normal 22% - 15000| Integrated with - 20% 1 per Free Roadside
Charity current a/c and R12.50 Assistance
home loan
5 Airline Company 1% to | Gold 24% 600 5000 Integrated with 25% of air - 1 per Access to
Charity current a/c and travel R12.50 Airport Lounge
home loan
6 Retail Company - Gold 22% 100 15000 Standalone ree F 10% 1 per Access to
companion R12.50 Airport Lounge
air ticket
7 Medical 1% to Platinum | 22% 600 5000 Integrated with Free - 1 per R6 Free Roadside
Administrator Charity current a/c and companion Assistance
home loan air ticket
8 Medical 1% to Normal 20% - 50 000 | Integrated with - - 1 per -
Administrator Charity current a/c and R12.50
home loan
9 Medical - Gold 22% 250 5000 Integrated with 25% 10% | - Free Roadside
Administrator current a/c and Discount on Assistance
home loan air travel
10 Retail Company - Platinum  20% 600 5 00d Standalo Free 10% 1 per R6 Free Roadside
Companion Assistance
air ticket
11 Medical 1% to Gold 20% 100 50 000| Standalone - 20% - Free Roads
Administrato Charity Assistanc
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Credit | Source of Card Affinity | Card Interest | Annual Credit | Consolidated Travel Cash | Air miles Supplementary
Cards Card Status Rate fees Limit financial services Benefits backs benefits
(R) (R)
12 Retail Company - Platinum  24% 1600 50 000 sty with Free 10% - -
current a/c and Companion
home loan air ticket
13 Cell phone 1% to Platinum | 24% 1600 15000 Integrated with | 25% of air - 1 per R6 Free Roadside
Company Charity current a/c and travel Assistance
home loan
14 Bank 1%to | Gold 22% 100 15000 Standalone 25% of air - - -
Charity travel
15 Cell phone - Normal 24% - 5000 Standalone - 109 - Access t
Company Airport Lounge
16 Medical - Platinum | 18% 250 50 000] Standalone 25% of air - 1 per Access to
Administrator travel R12.50 Airport Lounge
17 Cell phone 1% to Normal 22% 600 50 000 Standalone - 10% 1 per R6 -
Company Charity
18 Airline Company - Gold 20% 1600 15000  Integdawith Free - - -
current a/c and Companion
home loan air ticket
19 Bank - Platinum| 24% 600 50 000 Integrated with | Free 20% 1 per R6 -
current a/c and Companion
home loan air ticket
20 Medical 1% to Gold 18% 1600 15000 Integrated with Free 10% 1 per R6 Access to
Administrator Charity current a/c and Companion Airport Lounge
home loan air ticket
21 Airline Company - Normal 18% - 5000 Standalon 25% 10% 1 per R6 -
discount on
air travel
22 Cell phone - Normal 20% 100 5000 Integrated with 25% 20% | - -
Company current a/c and discount on
home loan air travel
23 Airline Company - Platinum  22% 1600 50 000 egwated with 25% 20% | - -
current a/c and discount on
home loa air trave
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Credit | Source of Card Affinity | Card Interest | Annual Credit | Consolidated Travel Cash | Air miles Supplementary
Cards Card Status Rate fees Limit financial services Benefits backs benefits
(R) (R)
24 Cell phone - Gold 22% 1600 5000 Standalone Free - 1 per Access to
company Companion R12.50 Airport Lounge
air ticket
25 Medical 1% to Normal 24% 600 5000 Standalone 25% 20% 1 per -
Administrator Charity discount on R12.50
air travel
26 Cell phone 1% to Platinum | 18% 250 15000| Integrated with Free 10% 1 per -
company Charity current a/c and companion R12.50
home loan air ticket
27 Bank - Platinum| 22% 1600 15000  Standalone - 0% 2| 1 per Free Roadside
R12.50 Assistance
28 Bank - Normal | 20% 250 50 00( Integrated with | 25% 10% 1 per Free Roadside
current a/c and discount on R12.50 Assistance
home loan air travel
29 Retail Company - Normal 18% 600 15000 Integiatith 25% - - -
current a/c and discount on
home loan air travel
30 Cell phone - Gold 18% 600 5000 Standalone - 20% 1 per Free Roadside
company R12.50 Assistance
31 Bank 1% to Normal 18% 100 5000 Integrated with - - 1 per R6 Access to
Charity current a/c and Airport Lounge
home loan
32 Airline Company 1% to | Platinum | 20% 600 15000 Standalone - 10% 1 per | Accessto
Charity R12.50 Airport Lounge
33 Bank 1%to | Gold 18% 250 5000 Integrated with - 10% | - Free Roadside
Charity current a/c and Assistance
home loan
34 Airline Company - Normal 24% 100 50 000  Standalo Free - 1 per R6 Free Roadside
Companion Assistance
air ticket
35 Retail Company 1% to | Platinum | 24% 250 5000 Standalone - - 1 per R6 -
Charity
36 Retail Company 1% to | Gold 20% 1600 50 000| Standalone 25% 20% 1 per R6 -
Charity discount on
air travel
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Appendix F

Sawtooth Software SMRT Market Simulator

Sawtooth Software SMRT Market Simulator
Copyrizht 1800-2007

Utility Bun: CVA
OLS Run

Total Respondents

Total
Total Respondents 150

Average Utility Values

Credit card integrated with current a'c and home loan| -6.98

Rescaling Method:| Zero-
Centered
Diffs
Total
Normal card| -3.16
Gold card| -133
Platirum card 4350

Bank card| 2035
Retailer card 222351

Ajrline card -13.02

Medical administrator card| 14.86

Cell phone company card 0.12
No anmual fee 6521

R100 annual fee 2746

B250 annual fee 29

R600 annual fee 2233
R1600 annual fee -7025

Credit limit of B 5 (00| -30.16
Credit limit of B 15 000] =295
Credit limit of B 50 000] 33.12

Interest rate of 18%) 6435
Interest rate of 20%4| 171
Interest rate of 22%) -23.02

Interest rate of 24%| -38.14

Stand alone credit card| 6.98

No air miles 028
1 air mile per R12.30 spent| 485
1 air mile per B4| 324

No free travel 9.67
25% discount of air travel 0.09
Free companion tickets over R80000 spend -9.76

No cash back 837
10% cash back] -6.18
20% cash back -2.18

No automatic donation

Card donates 1% to charity 6.3
None supplementary benefits 1451
Access to airport lounges -137
Free roadside assistance (e.g. AA) -13.13
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Average Importances

Card status
Source

Annual card fee
Credit limit|
Interest rate
Financial services
Adr miles

Free travel|

Cash backs
Affinity card
Supplementary benefits

Total
833
1442
12.31
11.39
11.13
469
878
8.10
771
142
3.69




Appendix G

ANOVA ANALYSIS OF VARIANCE

AGE IMPORTANCE

Card Status

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Source

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Annual Card Fee

Test Results
Method

Not Corrected for Ties
Corrected for Ties

Credit Limit

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Interest rate

Test Results

Method

Not Corrected for Ties
Corrected for Ties

a1 o,

a1,

a1 ;

a1,

126

Chi-Square

(H)
7.478577
7.478683

Chi-Square

(H)
3.154949
3.154972

Chi-Square

(H)
6.300369
6.300425

Chi-Square

(H)
6.835448
6.835546

Chi-Square

(H)
6.213724
6.213834

Prob

Level
0.187410
0.187404

Prob

Level
0.676111
0.676108

Prob

Level
0.278079
0.278074

Prob

Level
0.233169
0.233161

Prob

Level
0.285975
0.285965

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Financial Services

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Air miles

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Free Travel

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Cash backs
Test Results
Method

Not Corrected for Ties
Corrected for Ties

Affinity Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Supplementary Benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1 o,

a1 ;

a1,

a1 ;

a1,

127

Chi-Square

(H)
9.358858
9.359141

Chi-Square

(H)
12.36959
12.36968

Chi-Square

(H)
1.404202
1.404229

Chi-Square

(H)
5.326005
5.326138

Chi-Square

(H)
8.088761
8.08902

Chi-Square

(H)
0.9384922
0.9385122

Prob

Level
0.095579
0.095569

Prob

Level
0.030060
0.030059

Prob

Level
0.923853
0.923850

Prob

Level
0.377402
0.377387

Prob

Level
0.151411
0.151397

Prob

Level
0.967373
0.967371

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
tH
t Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho



AVERAGE SPEND PER MONTH — UTILITIES

Normal Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Gold Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Platinum Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Bank Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Retailer Card

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Airline Card
Test Results
Method

Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

NN

128

Chi-Square

(H)
0.9903885
0.9903944

Chi-Square

(H)
0.1550739
0.1550748

Chi-Square

(H)
0.3880613
0.3880636

Chi-Square

(H)
3.033326
3.033345

Chi-Square

(H)
3.048746
3.048765

Chi-Square

(H)
5.376185
5.376217

Prob

Level
0.609453
0.609451

Prob

Level
0.925393
0.925392

Prob

Level
0.823633
0.823632

Prob

Level
0.219443
0.219441

Prob

Level
0.217758
0.217756

Prob

Level
0.068011
0.068009

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Medical administrator Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Cell phone company card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No annual fee

Test Results

Method

Not Corrected for Ties

Corrected for Ties

R100 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R250 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R600 annual fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

129

Chi-Square

(H)
0.2692494
0.269251

Chi-Square

(H)
0.4889875
0.4889905

Chi-Square

(H)
0.2234035
0.2234048

Chi-Square

(H)
1.572324
1.572333

Chi-Square

(H)
0.1685264
0.1685274

Chi-Square

(H)
3.168662
3.168681

Prob

Level
0.874044
0.874043

Prob

Level
0.783101
0.783100

Prob

Level
0.894311
0.894310

Prob

Level
0.455590
0.455588

Prob

Level
0.919189
0.919189

Prob

Level
0.205085
0.205083

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho



R1600 annual fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit Card limit of R5 000

Test Results
Method

Not Corrected for Ties
Corrected for Ties

Credit Card limit of R15 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Credit card limit of R50 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 18%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 20%

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

NN

130

Chi-Square

(H)
0.893039
0.8930444

Chi-Square

(H)
5.507027
5.50706

Chi-Square

(H)
1.273126
1.273133

Chi-Square

(H)
5.954872
5.954908

Chi-Square

(H)
0.5167123
0.5167154

Chi-Square

(H)
5.26019
5.260222

Prob

Level
0.639851
0.639850

Prob

Level
0.063704
0.063703

Prob

Level
0.529108
0.529106

Prob

Level
0.050923
0.050922

Prob

Level
0.772320
0.772319

Prob

Level
0.072072
0.072070

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept Ho
Accept Ho



Interest rate of 22%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 24%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Stand Alone Credit Card

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

DF
2
2

Chi-Square

(H)
0.7498327
0.7498372

Chi-Square

(H)
2.852116
2.852134

Chi-Square

(H)
0.3513179
0.35132

Credit card integrated with current a/c and honam lo

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No air miles

Test Results

Method

Not Corrected for Ties

Corrected for Ties

X1 air mile per R12.50 spent

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

131

Chi-Square

(H)
0.3513179
0.35132

Chi-Square
(H)

0.7625124

0.762517

Chi-Square

(H)
1.16043
1.160437

Prob

Level
0.687347
0.687345

Prob

Level
0.240254
0.240252

Prob

Level
0.838904
0.838903

Prob

Level
0.838904
0.838903

Prob

Level
0.683003
0.683001

Prob

Level
0.559778
0.559776

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)

Accept Ho
Accept Ho



X1 air mile per R6 spent

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No free travel

Test Results

Method

Not Corrected for Ties

Corrected for Ties

X25 discount of air travel

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

Free companion tickets over R80 000 spend

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No cash back

Test Results

Method

Not Corrected for Ties

Corrected for Ties

X10% cash back

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

132

Chi-Square Prob

(H) Level
0.9353817 0.626447
0.9353873 0.626445

Chi-Square Prob

(H) Level
3.352202 0.187102
3.352222 0.187100

Chi-Square Prob

H) Level
0.8303757  0.660216
0.8303807  0.660215

Chi-Square Prob

(H) Level
0.6317534  0.729149
0.6317572  0.729148

Chi-Square Prob

(H) Level
7.367185 0.025133
7.367229 0.025132

Chi-Square Prob

(H) Level
2.33631 0.310940
2.336324 0.310938

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

tH
t Ho

Decision(0.05)
Accept Ho
Accept Ho



X20% cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No automatic donation

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Card donates 1% to charity

Test Results

Method

Not Corrected for Ties
Corrected for Ties

None supplementary benefits

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Access to airport lounges

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Free roadside assistance e.g. AA

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

NN

133

Chi-Square

(H)
2.208689
2.208703

Chi-Square

(H)
4.175355
4.17538

Chi-Square

(H)
4.175355
4.17538

Chi-Square

(H)
0.2521259
0.2521274

Chi-Square

(H)
0.3856551
0.3856575

Chi-Square
(H)

Prob

Level
0.331428
0.331426

Prob

Level
0.123975
0.123973

Prob

Level
0.123975
0.123973

Prob

Level
0.881559
0.881559

Prob

Level
0.824624
0.824623

Prob
Level

1.543277E-02 0.992313
1.543286E-02 0.992313

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
pte®
Accept H



AVERAGE SPEND PER MONTH AND IMPORTANCE

Card Status

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Source

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Annual Card fee
Test Results

Method

Not Corrected for Ties
Corrected for Ties
Credit limit

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Interest rate

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Financial Services

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

134

Chi-Square

(H)
0.2946742
0.2946795

Chi-Square

(H)
1.686744
1.686775

Chi-Square

(H)
0.7548662
0.7548753

Chi-Square

(H)
4.11487
4.114993

Chi-Square

(H)
1.656045
1.656075

Chi-Square

(H)
11.90051
11.90087

Prob

Level
0.863003
0.863001

Prob

Level
0.430257
0.430251

Prob

Level
0.685619
0.685616

Prob

Level
0.127781
0.127773

Prob

Level
0.436912
0.436906

Prob

Level
0.002605
0.002605

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept Ho
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

tH
t Ho



Air miles

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Free travel

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Cash backs

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Affinity Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Supplementary benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

135

Chi-Square

(H)
3.457561
3.457624

Chi-Square

(H)
3.290213
3.290312

Chi-Square

(H)
6.129263
6.129447

Chi-Square

(H)
4.423222
4.423434

Chi-Square
(H)

0.0705746
7.057714E-02 0.965327

Prob

Level Decision(0.05)
0.177501 Accept H
0.177495 Accept Ho

Prob

Level Decision(0.05)
0.192992 Accept H
0.192983 Accept Ho

Prob

Level Decision(0.05)

0.046671 tH
0.046667 t Ho

Prob

Level Decision(0.05)
0.109524 Accept H
0.109512 Accept Ho

Prob

Level Decision(0.05)
0.965328 Actépt

Accept H



HOUSEHOLD INCOME AND UTILITIES

Normal Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Gold Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Platinum Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Bank card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Retailer Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

136

Chi-Square

(H)
2.572137
2.572146

Chi-Square

(H)
1.233136
1.23314

Chi-Square

(H)
1.677622
1.677628

Chi-Square

(H)
3.751424
3.751437

Chi-Square

(H)
12.55468
12.55473

Prob

Level
0.276355
0.276354

Prob

Level
0.539794
0.539793

Prob

Level
0.432224
0.432223

Prob

Level
0.153246
0.153245

Prob

Level
0.001878
0.001878

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

tH
t Ho



Airline Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Medical administrator card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Cell phone Company Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No annual fee

Test Results

Method

Not Corrected for Ties

Corrected for Ties

R100 annual fee

Test Results
Method

Not Corrected for Ties
Corrected for Ties

R250 annual fee

Test Results

Method
Not Corrected for Ties

NN

NN

NN

NN

NN

137

Chi-Square

(H)
9.494916
9.49495

Chi-Square

(H)
2.248853
2.248862

Chi-Square

(H)
7.408099
7.408125

Chi-Square

(H)
1.155897
1.155901

Chi-Square

(H)
10.13484
10.13487

Chi-Square

(H)
8.490781

Prob
Level Decision(0.05)

0.008674 tH
0.008674 t Ho

Prob

Level Decision(0.05)
0.324839 Accept H
0.324837 Accept Ho

Prob

Level Decision(0.05)

0.024624 tH
0.024623 t Ho

Prob

Level Decision(0.05)
0.561048 Accept H
0.561047 Accept Ho

Prob

Level Decision(0.05)

0.006299 tH
0.006299 t Ho

Prob
Level Decision(0.05)
0.014330 RGNt H



Corrected for Ties
R600 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R1 600 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Credit card limit of R5 000

Test Results
Method

Not Corrected for Ties
Corrected for Ties

Credit card limit of R15 000

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit card limit of R50 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 18%

Test Results

Method
Not Corrected for Ties

NN

NN

NN

NN

NN

138

8.49081

Chi-Square

(H)
0.9972046
0.9972082

Chi-Square

(H)
14.25668
14.25673

Chi-Square

(H)
24.9812
24.98129

Chi-Square

(H)
0.2895703
0.2895713

Chi-Square

(H)
20.61472
20.61479

Chi-Square

(H)
15.09888

0.014330 [IREIEE: Ho

Prob

Level Decision(0.05)
0.607379 Actépt
0.607378 Accept Ho

Prob

Level Decision(0.05)

0.000802 tH
0.000802 t Ho

Prob
Level Decision(0.05)

0.000004 t Ho
0.000004 t Ho

Prob

Level Decision(0.05)
0.865208 Actépt
0.865208 Accept Ho

Prob

Level Decision(0.05)

0.000033 tH
0.000033 t Ho

Prob
Level Decision(0.05)
0.000526 |NREIE: H



Corrected for Ties
Interest rate of 20%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 22%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 24%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Stand alone credit card

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

15.09893

Chi-Square

(H)
4.756855
4.756872

Chi-Square

(H)
13.43612
13.43617

Chi-Square

(H)
8.61116
8.611191

Chi-Square

(H)
0.8380557
0.8380587

Credit card integrated with current a/c and honamlo

Test Results

Method
Not Corrected for Ties
Corrected for Ties

No air miles
Test Results
Method

Not Corrected for Ties
Corrected for Ties

NN

NN

139

Chi-Square

(H)
0.8380557
0.8380587

Chi-Square

(H)
4.070781
4.070796

0.000526 [IREIEE: Ho

Prob

Level Decision(0.05)
0.092696 Accept H
0.092695 Accept Ho

Prob

Level Decision(0.05)

0.001209 tH
0.001209 t Ho

Prob
Level Decision(0.05)

0.013493 t Ho
0.013493 t Ho

Prob

Level Decision(0.05)
0.657686 Actépt
0.657685 Accept Ho

Prob

Level Decision(0.05)
0.657686 Actépt
0.657685 Accept Ho

Prob

Level Decision(0.05)
0.130629 Accept H
0.130629 Accept Ho



X1 air mile per R12.50 spent

Test Results

Method

Not Corrected for Ties
Corrected for Ties

X1 air mile per R6 spent

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No free travel

Test Results

Method

Not Corrected for Ties

Corrected for Ties

X25 discount of air travel

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

Free companion ticket over R80 000 spend

Test Results

Method
Not Corrected for Ties
Corrected for Ties

No cash back
Test Results
Method

Not Corrected for Ties
Corrected for Ties

NN

NN

140

Chi-Square

(H)
8.247225
8.247254

Chi-Square

(H)
1.082169
1.082173

Chi-Square

(H)
3.266704
3.266716

Chi-Square

(H)
0.2659707
0.2659717

Chi-Square

(H)
4.861064
4.861081

Chi-Square

(H)
7.934791
7.934819

Prob

Level
0.016186
0.016186

Prob

Level
0.582117
0.582116

Prob

Level
0.195274
0.195273

Prob

Level
0.875478
0.875477

Prob

Level
0.087990
0.087989

Prob

Level
0.018923
0.018922

Decision(0.05)

tH
t Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

tH
t Ho



10% cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties
20% cash back

Test Results

Method

Not Corrected for Ties

Corrected for Ties

No automatic donation

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Card donates 1% to charity

Test Results

Method

Not Corrected for Ties
Corrected for Ties

None supplementary benefits

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Access to airport lounges

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

141

Chi-Square

(H)
9.516468
9.516501

Chi-Square

(H)
1.617618
1.617624

Chi-Square

(H)
6.12254
6.122561

Chi-Square

(H)
6.12254
6.122561

Chi-Square

(H)
3.364101
3.364113

Chi-Square

(H)
0.8319702
0.8319731

Prob
Level Decision(0.05)

0.008581 tH
0.008581 t Ho

Prob

Level Decision(0.05)
0.445388 Accept H
0.445387 Accept Ho

Prob

Level Decision(0.05)

0.046828 t Ho
0.046828 t Ho

Prob
Level Decision(0.05)

0.046828 t Ho
0.046828 t Ho

Prob

Level Decision(0.05)
0.185992 Accept H
0.185991 Accept Ho

Prob

Level Decision(0.05)
0.659690 Actépt
0.659689 Accept Ho



Free roadside assistance e.g. AA

Test Results

Method DF
Not Corrected for Ties
Corrected for Ties

NN

MARITAL STATUS - UTILITIES

Normal card
Test Results
Method DF

Not Corrected for Ties
Corrected for Ties

NN

Gold card
Test Results
Method DF

Not Corrected for Ties
Corrected for Ties

NN

Platinum card
Test Results
Method DF

Not Corrected for Ties
Corrected for Ties

NN

Bank Card
Test Results
Method DF

Not Corrected for Ties
Corrected for Ties

NN

142

Chi-Square Prob

(H) Level Decision(0.05)
6.409848 0.040562 -t H
6.409871 0.040562 t Ho

Chi-Square Prob

(H) Level Decision(0.05)
2.560506 0.277967 Accept H
2.560515 0.277966 Accept Ho

Chi-Square Prob

(H) Level Decision(0.05)
6.469997 0.039360 -t H
6.47002 0.039360 t Ho

Chi-Square Prob

(H) Level
3.311085E-03 0.998346
3.311097E-03 0.998346

Decision(0.05)
pte®o
Accept H

Chi-Square Prob

(H) Level Decision(0.05)
0.3642244  0.833508 Actépt
0.3642257  0.833507 Accept Ho



Retailer Card
Test Results

Method

Not Corrected for Ties
Corrected for Ties
Airline Card

Test Results
Method

Not Corrected for Ties
Corrected for Ties

Medical administrator Card

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Cell phone company card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No annual fee

Test Results

Method

Not Corrected for Ties

Corrected for Ties

R100 annual fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN
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Chi-Square

(H)
5.090893
5.090911

Chi-Square

(H)
2.295093
2.295101

Chi-Square

(H)
1.035238
1.035242

Chi-Square

(H)
3.399647
3.399659

Chi-Square

(H)
4.148649
4.148664

Chi-Square

(H)
2.212132
2.21214

Prob

Level
0.078438
0.078437

Prob

Level
0.317415
0.317413

Prob

Level
0.595938
0.595937

Prob

Level
0.182716
0.182715

Prob

Level
0.125641
0.125640

Prob

Level
0.330858
0.330857

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



R250 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R600 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R1600 annual fee

Test Results
Method

Not Corrected for Ties
Corrected for Ties

Credit Card limit of R5 000

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit Card limit of R15 000

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit card limit of R50 000

Test Results

Method
Not Corrected for Ties

NN

NN

NN

NN

NN
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Chi-Square

(H)
1.011489
1.011493

Chi-Square

(H)
2.968491
2.968501

Chi-Square

(H)
6.35885
6.358872

Chi-Square

(H)
3.390946
3.390958

Chi-Square

(H)
0.6486077
0.64861

Chi-Square

(H)
1.188134

Prob

Level
0.603056
0.603055

Prob

Level
0.226673
0.226672

Prob

Level
0.041610
0.041609

Prob

Level
0.183512
0.183511

Prob

Level
0.723031
0.723030

Prob
Level
0.552077

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

t Ho
t Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)

Accept H



Corrected for Ties 2 1.188138
Interest rate of 18%
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 2 6.072954
Corrected for Ties 2 6.072976
Interest rate of 20%
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 2 5.096918
Corrected for Ties 2 5.096936
Interest rate of 22%
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 2 4.903616
Corrected for Ties 2 4.903634
Interest rate of 24%
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 2 6.906971
Corrected for Ties 2 6.906996
Stand Alone Credit Card
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 2 3.468496
Corrected for Ties 2 3.468508

Credit card integrated with current a/c and honam lo

Test Results

Chi-Square
Method DF H)
Not Corrected for Ties 2 3.468496
Corrected for Ties 2 3.468508
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0.552076

Prob

Level
0.048004
0.048003

Prob

Level
0.078202
0.078201

Prob

Level
0.086138
0.086137

Prob

Level
0.031635
0.031635

Prob

Level
0.176533
0.176532

Prob

Level
0.176533
0.176532

Accept Ho

Decision(0.05)

tH
t Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

tH
t Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho



No air miles
Test Results
Method

Not Corrected for Ties
Corrected for Ties

NN

1 air mile per R12.50 spent

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

1 air mile per R6 spent

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

No free travel
Test Results
Method

Not Corrected for Ties
Corrected for Ties

NN

25 discount of air travel

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

Free companion tickets over R80 000 spend

Test Results

Method DF
Not Corrected for Ties 2
Corrected for Ties 2
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Chi-Square

(H)
2.175776
2.175783

Chi-Square

(H)
1.16177
1.161775

Chi-Square

(H)
0.6498453
0.6498476

Chi-Square

(H)
3.640004
3.640018

Chi-Square

(H)
2.403997
2.404006

Chi-Square

(H)
0.9482663
0.9482697

Prob

Level
0.336927
0.336926

Prob

Level
0.559403
0.559402

Prob

Level
0.722583
0.722582

Prob

Level
0.162025
0.162024

Prob

Level
0.300593
0.300592

Prob

Level
0.622424
0.622423

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept Ho
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho



No cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties
10% cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties
20% cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No automatic donation

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Card donates 1% to charity

Test Results

Method

Not Corrected for Ties
Corrected for Ties

None supplementary benefits

Test Results

Method
Not Corrected for Ties

NN

NN

NN

NN

NN
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Chi-Square

(H)
1.696636
1.696642

Chi-Square

(H)
1.857602
1.857608

Chi-Square

(H)
0.6330392
0.6330414

Chi-Square

(H)
3.840174
3.840188

Chi-Square

(H)
3.840174
3.840188

Chi-Square

(H)
2.024427

Prob

Level
0.428134
0.428133

Prob

Level
0.395027
0.395026

Prob

Level
0.728681
0.728680

Prob

Level
0.146594
0.146593

Prob

Level
0.146594
0.146593

Prob
Level
0.363414

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H



Corrected for Ties 2
Access to airport lounges

Test Results

Method DF
Not Corrected for Ties 2
Corrected for Ties 2
Free roadside assistance e.q. AA
Test Results

Method DF
Not Corrected for Ties 2
Corrected for Ties 2

NUMBER OF CARDS — UTILITIES

Normal card
Test Results

Method DF
Not Corrected for Ties 3
Corrected for Ties 3
Gold card

Test Results

Method DF
Not Corrected for Ties 3
Corrected for Ties 3
Platinum card

Test Results

Method DF
Not Corrected for Ties 3
Corrected for Ties 3
Bank Card

Test Results

Method DF
Not Corrected for Ties 3
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2.024434

Chi-Square

(H)
1.015956
1.01596

Chi-Square

(H)
2.142859
2.142866

Chi-Square

(H)
3.327599
3.327611

Chi-Square

(H)
1.870141
1.870148

Chi-Square

(H)
4.599547
4.599564

Chi-Square

(H)
2.63244

0.363412

Prob

Level
0.601711
0.601710

Prob

Level
0.342519
0.342517

Prob

Level
0.343820
0.343818

Prob

Level
0.599792
0.599790

Prob

Level
0.203581
0.203580

Prob
Level
0.451831

Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept Ho



Corrected for Ties
Retailer Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Airline Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Medical administrator Card

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Cell phone company card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No annual fee

Test Results

Method

Not Corrected for Ties

Corrected for Ties

R100 annual fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

W w

W w

w w

W w

w w

W w
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2.63245

Chi-Square

(H)
2.812923
2.812933

Chi-Square

(H)
1.999673
1.99968

Chi-Square

(H)
1.726274
1.726281

Chi-Square

(H)
1.934575
1.934582

Chi-Square

(H)
1.57802
1.578025

Chi-Square

(H)
1.39237
1.392375

0.451829

Prob

Level
0.421377
0.421375

Prob

Level
0.572475
0.572473

Prob

Level
0.631108
0.631107

Prob

Level
0.586096
0.586095

Prob

Level
0.664384
0.664383

Prob

Level
0.707324
0.707323

Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept Ho
Accept Ho

Decision(0.05)
Accept Ho
Accept Ho



150



R250 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R600 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R1600 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Credit Card limit of R5 000

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit Card limit of R15 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Credit card limit of R50 000

Test Results

Method
Not Corrected for Ties
Corrected for Ties

W w

W w

w w

W w

w w

151

Chi-Square Prob

(H) Level
1.004121 0.800255
1.004125 0.800254

Chi-Square Prob

(H) Level
0.4610083  0.927370
0.4610099  0.927370

Chi-Square Prob

(H) Level
2.763931 0.429472
2.763941 0.429470

Chi-Square Prob

(H) Level
7.031841 0.070890
7.031867 0.070889

Chi-Square Prob

(H) Level
0.7486324  0.861710
0.7486351  0.861709

Chi-Square Prob

(H) Level
3.678497 0.298339
3.67851 0.298337

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Interest rate of 18%

Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 3 4.629547
Corrected for Ties 3 4.629564
Interest rate of 20%
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 3 0.9175333
Corrected for Ties 3 0.9175366
Interest rate of 22%
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 3 8.670538
Corrected for Ties 3 8.670568
Interest rate of 24%
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 3 2.196097
Corrected for Ties 3 2.196105
Stand Alone Credit Card
Test Results

Chi-Square
Method DF (H)
Not Corrected for Ties 3 2.493872
Corrected for Ties 3 2.493881

Credit card integrated with current a/c and honam lo

Test Results

Chi-Square
Method DF H)
Not Corrected for Ties 3 2.493872
Corrected for Ties 3 2.493881
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Prob

Level
0.201022
0.201021

Prob

Level
0.821195
0.821194

Prob

Level
0.034008
0.034007

Prob

Level
0.532718
0.532716

Prob

Level
0.476399
0.476398

Prob

Level
0.476399
0.476398

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
tH
t Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



No air miles
Test Results
Method

Not Corrected for Ties
Corrected for Ties

W w

1 air mile per R12.50 spent

Test Results

Method
Not Corrected for Ties
Corrected for Ties

W w

1 air mile per R6 spent

Test Results

Method
Not Corrected for Ties
Corrected for Ties

w w

No free travel
Test Results
Method

Not Corrected for Ties
Corrected for Ties

W w

25 discount of air travel

Test Results

Method
Not Corrected for Ties
Corrected for Ties

w w

Free companion tickets over R80 000 spend

Test Results

Method DF
Not Corrected for Ties 3
Corrected for Ties 3

153

Chi-Square Prob

(H) Level
0.8165461  0.845505
0.8165491  0.845505

Chi-Square Prob

(H) Level
1.740314 0.628009
1.74032 0.628007

Chi-Square Prob

H) Level
1.596159 0.660261
1.596165 0.660260

Chi-Square Prob

(H) Level
0.8032068  0.848700
0.8032097  0.848699

Chi-Square Prob

(H) Level
1.182595 0.757182
1.182599 0.757181

Chi-Square Prob

H) Level
2.551243 0.466101
2.551252 0.466100

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



No cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties

10% cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties
20% cash back

Test Results

Method

Not Corrected for Ties

Corrected for Ties

No automatic donation

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Card donates 1% to charity

Test Results

Method

Not Corrected for Ties
Corrected for Ties

None supplementary benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

W w

W w

W w

W w

W w

W w

154

Chi-Square Prob

(H)
5.541536
5.541555

Chi-Square

(H)
2.82042
2.82043

Chi-Square

(H)
6.494299
6.494323

Chi-Square

(H)
5.356214
5.356233

Chi-Square

(H)
5.356214
5.356233

Chi-Square

(H)
2.797451
2.797461

Level
0.136175
0.136174

Prob

Level
0.420149
0.420148

Prob

Level
0.089888
0.089887

Prob

Level
0.147496
0.147495

Prob

Level
0.147496
0.147495

Prob

Level
0.423920
0.423918

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept Ho
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Access to airport lounges

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Free roadside assistance e.q. AA

Test Results

Method
Not Corrected for Ties
Corrected for Ties

W w

DF
3
3

Chi-Square

(H)
0.163183

0.1631836

Chi-Square

(H)
2.171446
2.171453

NUMBER OF PERSONAL CARDS IMPORTANCE

Card Status
Test Results

Method

Not Corrected for Ties
Corrected for Ties
Source

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Annual Card fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Credit limit

Test Results

Method
Not Corrected for Ties

w w

W w

W w

155

Chi-Square

(H)
1.80665
1.806676

Chi-Square

(H)
5.029347
5.029383

Chi-Square

(H)
2.743106
2.743131

Chi-Square

(H)
1.424943

Prob

Level
0.983302
0.983302

Prob

Level
0.537595
0.537593

Prob

Level
0.613489
0.613483

Prob

Level
0.169661
0.169658

Prob

Level
0.432951
0.432947

Prob
Level
0.699698

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept Ho
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H



Corrected for Ties
Interest rate

Test Results
Method
Not Corrected for Ties

Corrected for Ties

Financial Services

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Air miles

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Free travel

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Cash backs

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Affinity Card
Test Results
Method

Not Corrected for Ties
Corrected for Ties

W w

w w

w w

W w

w w

W w
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1.424964

Chi-Square

(H)
3.610209
3.610273

Chi-Square

(H)
2.404722
2.404795

Chi-Square

(H)
0.7967928
0.7967985

Chi-Square

(H)
0.1607105
0.1607136

Chi-Square

(H)
2.281898
2.281955

Chi-Square

(H)
15.66142
15.66192

0.699694

Prob

Level
0.306747
0.306739

Prob

Level
0.492756
0.492743

Prob

Level
0.850234
0.850233

Prob

Level
0.983668
0.983667

Prob

Level
0.515998
0.515987

Prob

Level
0.001330
0.001330

Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

tH
t Ho



Supplementary benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

DF
3
3

PAYMENT PATTERNS AND IMPORTANCE

Card Status
Test Results

Method

Not Corrected for Ties
Corrected for Ties
Source

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Annual Card fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Credit limit

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Interest rate

Test Results

Method
Not Corrected for Ties

NN

NN

NN

NN

157

Chi-Square

(H)
4.682245
4.682345

Chi-Square

(H)
3.116413
3.116457

Chi-Square

(H)
0.3872424
0.3872451

Chi-Square

(H)
0.1876927
0.1876944

Chi-Square

(H)
1.090082
1.090098

Chi-Square

(H)
1.154527

Prob

Level
0.196599
0.196591

Prob

Level
0.210513
0.210509

Prob

Level
0.823970
0.823969

Prob

Level
0.910423
0.910422

Prob

Level
0.579818
0.579813

Prob
Level
0.561433

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H



Corrected for Ties
Financial Services

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Air miles

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Free travel

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Cash backs
Test Results
Method

Not Corrected for Ties
Corrected for Ties

Affinity Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Supplementary benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

2 1.154548 0.561427 Accept Ho
Chi-Square Prob
DF (H) Level Decision(0.05)
2 2.817605 0.244436 Accept H
2 2.81769 0.244425 Accept Ho
Chi-Square Prob
DF (H) Level Decision(0.05)
2 3.434591 0.179551 Accept H
2 3.434615 0.179549 Accept Ho
Chi-Square Prob
DF (H) Level Decision(0.05)
2 0.2355073  0.888915 Actapt
2 0.2355119  0.888913 Accept Ho
Chi-Square Prob
DF (H) Level Decision(0.05)
2 6.555232E-02 0.967755 pte®
2 6.555395E-02 0.967754 Accept H
Chi-Square Prob
DF (H) Level Decision(0.05)
2 9.891131 0.007115 t H
2 9.891448 0.007114 t Ho
Chi-Square Prob
DF (H) Level Decision(0.05)
2 4.059147 0.131392 Accept H
2 4.059234 0.131386 Accept Ho

158



PAYMENT PROFILES AND UTILITIES

Normal card
Test Results

Method
Not Corrected for Ties
Corrected for Ties

Gold card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Platinum card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Bank Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Retailer Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Airline Card
Test Results

Method
Not Corrected for Ties

NN

NN

NN

NN

159

Chi-Square

(H)
2.929271
2.929282

Chi-Square
(H)

Prob

Level
0.231162
0.231161

Prob
Level

4.068874E-03 0.997968
4.068889E-03 0.997968

Chi-Square

(H)
2.717902
2.717912

Chi-Square

(H)
2.159703
2.159711

Chi-Square

(H)
0.2073219
0.2073226

Chi-Square

(H)
0.9598092

Prob

Level
0.256930
0.256929

Prob

Level
0.339646
0.339645

Prob

Level
0.901531
0.901531

Prob
Level
0.618842

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

ptto
Accept H

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)

Acettpt



Corrected for Ties
Medical administrator Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Cell phone company card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No annual fee

Test Results

Method

Not Corrected for Ties

Corrected for Ties

R100 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R250 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R600 annual fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

160

0.9598127  0.618841

Chi-Square Prob

(H) Level
0.8186278  0.664106
0.8186308  0.664105

Chi-Square Prob

(H) Level
1.025356 0.598890
1.02536 0.598888

Chi-Square Prob

H) Level
1.163444E-02 0.994200
1.163448E-02 0.994200

Chi-Square Prob

(H) Level
1.32889 0.514559
1.328895 0.514558

Chi-Square Prob

H) Level
1.985632 0.370532
1.985639 0.370531

Chi-Square Prob

H) Level
0.3753748  0.828874
0.3753762  0.828873

Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
pte®
Accept H

Decision(0.05)
Accept Ho
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho



R1600 annual fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit Card limit of R5 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Credit Card limit of R15 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Credit card limit of R50 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 18%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 20%

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

161

Chi-Square

(H)
0.6426278
0.6426301

Chi-Square

(H)
5.119746
5.119764

Chi-Square

(H)
1.548991
1.548996

Chi-Square

(H)
2.111428
2.111435

Chi-Square

(H)
1.615746
1.615751

Chi-Square

(H)
3.786108
3.786122

Prob

Level
0.725196
0.725195

Prob

Level
0.077315
0.077314

Prob

Level
0.460936
0.460935

Prob

Level
0.347944
0.347943

Prob

Level
0.445805
0.445804

Prob

Level
0.150611
0.150610

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Interest rate of 22%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 24%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Stand Alone Credit Card

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

Chi-Square

(H)
3.076408
3.076419

Chi-Square

(H)
0.6792689
0.6792713

Chi-Square

(H)
1.206612
1.206616

Credit card integrated with current a/c and honamlo

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No air miles

Test Results

Method

Not Corrected for Ties

Corrected for Ties

1 air mile per R12.50 spent

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

162

Chi-Square

(H)
1.206612
1.206616

Chi-Square

(H)
1.862167
1.862174

Chi-Square

(H)
1.081324
1.081328

Prob

Level
0.214766
0.214765

Prob

Level
0.712031
0.712030

Prob

Level
0.547000
0.546999

Prob

Level
0.547000
0.546999

Prob

Level
0.394126
0.394125

Prob

Level
0.582362
0.582361

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



1 air mile per R6 spent

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No free travel

Test Results

Method

Not Corrected for Ties

Corrected for Ties

25 discount of air travel

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

Free companion tickets over R80 000 spend

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties
10% cash back

Test Results

Method
Not Corrected for Ties

NN

NN

163

Chi-Square

(H)
4.811846
4.811863

Chi-Square

(H)
1.439809
1.439814

Chi-Square

(H)
1.228567
1.228571

Chi-Square

(H)
1.733107
1.733113

Chi-Square

(H)
1.548355
1.54836

Chi-Square

(H)
0.9043285

Prob

Level
0.090182
0.090181

Prob

Level
0.486799
0.486797

Prob

Level
0.541028
0.541027

Prob

Level
0.420398
0.420397

Prob

Level
0.461083
0.461082

Prob
Level
0.636250

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Acettpt



Corrected for Ties
20% cash back

Test Results
Method
Not Corrected for Ties

Corrected for Ties

No automatic donation

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Card donates 1% to charity

Test Results

Method
Not Corrected for Ties
Corrected for Ties

None supplementary benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Access to airport lounges

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Free roadside assistance e.g. AA

Test Results

Method
Not Corrected for Ties

NN

NN

NN

NN

NN

164

0.9043317

Chi-Square

(H)
4.857155
4.857172

Chi-Square

(H)
5.388461
5.38848

Chi-Square

(H)
5.388461
5.38848

Chi-Square

(H)
3.343491
3.343503

Chi-Square

(H)
1.827009
1.827016

Chi-Square

(H)
1.648996

0.636249

Prob

Level
0.088162
0.088161

Prob

Level
0.067594
0.067594

Prob

Level
0.067594
0.067594

Prob

Level
0.187919
0.187918

Prob

Level
0.401116
0.401115

Prob
Level
0.438455

Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H



Corrected for Ties 2 1.649002 0.438454 Accept Ho

165



AGE UTILITIES

Normal card
Test Results
Method

Not Corrected for Ties
Corrected for Ties

Gold card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Platinum card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Bank Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Retailer Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Airline Card
Test Results

Method
Not Corrected for Ties
Corrected for Ties

(S &)

o1 »

o1 »

(S &)

g1 ;

166

Chi-Square

(H)
0.9959946
0.9959981

Chi-Square

(H)
7.941481
7.941509

Chi-Square

(H)
3.254988
3.255

Chi-Square

(H)
7.736136
7.736164

Chi-Square

(H)
9.571413
9.571446

Chi-Square

(H)
11.17696
11.177

Prob

Level
0.962888
0.962888

Prob

Level
0.159490
0.159489

Prob
Level
0.660740
0.660738

Prob

Level
0.171390
0.171388

Prob

Level
0.088331
0.088330

Prob

Level
0.047982
0.047981

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

tH
t Ho



Medical administrator Card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Cell phone company card

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No annual fee

Test Results

Method

Not Corrected for Ties

Corrected for Ties

R100 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R250 annual fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

R600 annual fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1 o,

a1 ;

a1,

a1 ;

a1,

a1 ;

167

Chi-Square

(H)
0.9082727
0.9082759

Chi-Square

(H)
2.842477
2.842487

Chi-Square

(H)
6.132198
6.13222

Chi-Square

(H)
10.19997
10.2

Chi-Square

(H)
10.52608
10.52611

Chi-Square

(H)
2.893297
2.893307

Prob

Level
0.969620
0.969620

Prob

Level
0.724256
0.724254

Prob

Level
0.293567
0.293565

Prob
Level
0.069764
0.069763

Prob

Level
0.061630
0.061629

Prob

Level
0.716432
0.716431

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



R1600 annual fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit Card limit of R5 000

Test Results
Method

Not Corrected for Ties
Corrected for Ties

Credit Card limit of R15 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Credit card limit of R50 000

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 18%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 20%

Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1 o,

a1 ;

a1,

a1 ;

a1,

a1 ;

168

Chi-Square

(H)
9.812688
9.812723

Chi-Square

(H)
6.077424
6.077445

Chi-Square

(H)
4.010629
4.010643

Chi-Square

(H)
3.384318
3.38433

Chi-Square

(H)
7.785979
7.786007

Chi-Square

(H)
10.60223
10.60226

Prob

Level
0.080720
0.080719

Prob

Level
0.298758
0.298756

Prob

Level
0.547887
0.547885

Prob

Level
0.640959
0.640958

Prob

Level
0.168432
0.168430

Prob

Level
0.059863
0.059862

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Interest rate of 22%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Interest rate of 24%

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Stand Alone Credit Card

Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1 o,

a1 ;

a1,

Chi-Square

(H)
12.39997
12.40001

Chi-Square

(H)
5.264175
5.264194

Chi-Square

(H)
1.275203
1.275208

Credit card integrated with current a/c and honam lo

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No air miles

Test Results

Method

Not Corrected for Ties

Corrected for Ties

1 air mile per R12.50 spent

Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1 ;

a1,

169

Chi-Square

(H)
1.275203
1.275208

Chi-Square

(H)
12.81759
12.81764

Chi-Square

(H)
6.220832
6.220854

Prob

Level
0.029700
0.029699

Prob

Level
0.384498
0.384496

Prob

Level
0.937462
0.937462

Prob

Level
0.937462
0.937462

Prob

Level
0.025149
0.025149

Prob

Level
0.285320
0.285318

Decision(0.05)

tH
t Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

Accept H
Accept Ho

Decision(0.05)

tH
t Ho

Decision(0.05)

Accept H
Accept Ho



1 air mile per R6 spent

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No free travel

Test Results

Method

Not Corrected for Ties

Corrected for Ties

25 discount of air travel

Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1 o

a1 o,

a1,

Free companion tickets over R80 000 spend

Test Results

Method

Not Corrected for Ties
Corrected for Ties

No cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties
10% cash back

Test Results

Method

Not Corrected for Ties
Corrected for Ties

a1 ;

a1,

a1 ;

170

Chi-Square

(H)
2.94129
2.9413

Chi-Square

(H)
7.315731
7.315757

Chi-Square

(H)
2.801419
2.801429

Chi-Square

(H)
8.674823
8.674854

Chi-Square

(H)
2.872395
2.872405

Chi-Square

(H)
7.809286
7.809314

Prob

Level
0.709037
0.709035

Prob

Level
0.198198
0.198196

Prob

Level
0.730569
0.730567

Prob

Level
0.122759
0.122757

Prob

Level
0.719651
0.719649

Prob

Level
0.167064
0.167063

Decision(0.05)
Accept Ho
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



20% cash back

Test Results

Method

Not Corrected for Ties

Corrected for Ties

No automatic donation

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Card donates 1% to charity

Test Results

Method

Not Corrected for Ties
Corrected for Ties

None supplementary benefits

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Access to airport lounges

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Free roadside assistance e.g. AA

Test Results

Method
Not Corrected for Ties
Corrected for Ties

(S &)

(S &)

o1 »

(S &)

(26

171

Chi-Square

(H)
1.83077
1.830777

Chi-Square

(H)
6.250763
6.250786

Chi-Square

(H)
6.250763
6.250786

Chi-Square

(H)
3.116189
3.1162

Chi-Square

(H)
2.239582
2.23959

Chi-Square

(H)
8.881179
8.88121

Prob

Level
0.872030
0.872030

Prob

Level
0.282578
0.282576

Prob

Level
0.282578
0.282576

Prob

Level
0.682078
0.682077

Prob

Level
0.815098
0.815097

Prob

Level
0.113898
0.113897

Decision(0.05)
Accept Ho
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



AGE IMPORTANCE

Card Status

Test Results

Method

Not Corrected for Ties
Ho

Corrected for Ties
Source

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Annual Card fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit limit
Test Results

Method
Not Corrected for Ties
Corrected for Ties

Interest rate
Test Results

Method

Not Corrected for Ties
Corrected for Ties
Financial Services

Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1,

(&)

a1 ;

172

Chi-Square

(H)
7.478577

7.478683

Chi-Square

(H)
3.154949
3.154972

Chi-Square

(H)
6.300369
6.300425

Chi-Square

(H)
6.835448
6.835546

Chi-Square

(H)
6.213724
6.213834

Chi-Square

(H)
9.358858
9.359141

Prob
Level
0.187410

0.187404

Prob

Level
0.676111
0.676108

Prob

Level
0.278079
0.278074

Prob

Level
0.233169
0.233161

Prob

Level
0.285975
0.285965

Prob

Level
0.095579
0.095569

Decision(0.05)
Accept

Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Air miles
Test Results
Method

Not Corrected for Ties
Corrected for Ties

a1 o,

Free travel
Test Results
Method

Not Corrected for Ties
Corrected for Ties

a1 ;

Cash backs
Test Results
Method

Not Corrected for Ties
Corrected for Ties

a1,

Affinity Card
Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1 ;

Supplementary benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

a1,

HOUSEHOLD INCOME IMPORTANCE

Card Status
Test Results

Method DF
Not Corrected for Ties 2
Corrected for Ties 2

173

Chi-Square

(H)
12.36959
12.36968

Chi-Square

(H)
1.404202
1.404229

Chi-Square

(H)
5.326005
5.326138

Chi-Square

(H)
8.088761
8.08902

Chi-Square

(H)
0.9384922
0.9385122

Chi-Square

(H)
4.779021
4.779089

Prob

Level
0.030060
0.030059

Prob

Level
0.923853
0.923850

Prob

Level
0.377402
0.377387

Prob

Level
0.151411
0.151397

Prob

Level
0.967373
0.967371

Prob

Level
0.091675
0.091671

Decision(0.05)

tH
t Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Source

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Annual Card fee

Test Results

Method
Not Corrected for Ties
Corrected for Ties

Credit limit

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Interest rate

Test Results

Method

Not Corrected for Ties

Corrected for Ties
Financial Services

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Air miles

Test Results

Method

Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

174

Chi-Square

(H)
3.733156
3.733183

Chi-Square

(H)
6.276164
6.27622

Chi-Square

(H)
8.023211
8.023326

Chi-Square

(H)
12.55479
12.55501

Chi-Square

(H)
4.21286
4.212987

Chi-Square

(H)
4.938659
4.938694

Prob

Level Decision(0.05)
0.154652 Accept H
0.154650 Accept Ho

Prob

Level Decision(0.05)

0.043366 tH
0.043365 t Ho

Prob

Level Decision(0.05)
0.018104 tH
0.018103 t Ho

Prob

Level Decision(0.05)
0.001878 -t H
0.001878 t Ho

Prob

Level Decision(0.05)
0.121672 Accept Ho
0.121664 Accept Ho

Prob

Level Decision(0.05)
0.084642 Accept H
0.084640 Accept Ho



Free travel

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Cash backs

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Affinity Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Supplementary benefits

Test Results
Method

Not Corrected for Ties
Corrected for Ties

MARTIAL STATUS

Card Status
Test Results

Method
Not Corrected for Ties
Corrected for Ties

Source
Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

175

Chi-Square

(H)
7.472097
7.472243

Chi-Square

(H)
1.007956
1.007981

Chi-Square

(H)
2.473314
2.473393

Chi-Square

(H)
0.9159539
0.9159734

Chi-Square
(H)

Prob

Level
0.023848
0.023846

Prob

Level
0.604123
0.604115

Prob

Level
0.290353
0.290342

Prob

Level
0.632562
0.632556

Prob
Level

2.274947E-02 0.988690
2.274979E-02 0.988690

Chi-Square

(H)
0.1191111
0.119112

Prob

Level
0.942183
0.942183

Decision(0.05)

tH
t Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acettpt
Accept Ho

Decision(0.05)
Ate®o
Accept H

Decision(0.05)

Acettpt
Accept Ho



Annual Card fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Credit limit

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Interest rate

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Financial Services

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Air miles

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Free travel

Test Results

Method

Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

176

Chi-Square Prob

(H) Level Decision(0.05)
5.272101 0.071644 Accept H
5.272149 0.071642 Accept Ho

Chi-Square Prob

(H) Level Decision(0.05)
2.088339 0.351984 Accept H
2.088368 0.351979 Accept Ho

Chi-Square Prob

(H) Level Decision(0.05)
7.136478  0.028205 -t H
7.136605 0.028204 t Ho

Chi-Square Prob

(H) Level Decision(0.05)
1.169735 0.557180 Accept H
1.16977 0.557170 Accept Ho

Chi-Square Prob

(H) Level Decision(0.05)
7.765485E-02 0.961917 pte®
0.0776554  0.961916 Accept Ho

Chi-Square Prob

(H) Level Decision(0.05)
0.9062053  0.635653 Actapt
0.906223 0.635647 Accept Ho



Cash backs
Test Results
Method

Not Corrected for Ties
Corrected for Ties

Affinity Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Supplementary benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN

NN

NN

MARTIAL STATUS IMPORTANCE

Card Status

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Source

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Annual Card fee

Test Results

Method

Not Corrected for Ties
Corrected for Ties

NN

NN
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Chi-Square Prob

(H) Level
1.374609 0.502930
1.374643 0.502921

Chi-Square Prob

(H) Level
3.824575 0.147742
3.824698 0.147733

Chi-Square Prob

H) Level
0.1623237  0.922044
0.1623272  0.922043

Chi-Square Prob

(H) Level
2.274947E-02 0.988690
2.274979E-02 0.988690

Chi-Square Prob

H) Level
0.1191111  0.942183
0.119112 0.942183

Chi-Square Prob

H) Level
5.272101 0.071644
5.272149 0.071642

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)
Accept H
Accept Ho

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
pte®o
Accept H

Decision(0.05)

Acttpt
Accept Ho

Decision(0.05)
Accept H
Accept Ho



Credit limit

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Interest rate

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Financial Services

Test Results

Method

Not Corrected for Ties
Corrected for Ties

Air miles

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Free travel

Test Results

Method

Not Corrected for Ties
Corrected for Ties
Cash backs

Test Results

Method

Not Corrected for Ties
Corrected for Ties

NN

NN

NN

NN

NN

NN
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Chi-Square Prob

(H) Level
2.088339 0.351984
2.088368 0.351979

Chi-Square Prob

(H) Level
7.136478 0.028205
7.136605 0.028204

Chi-Square Prob

H) Level
1.169735 0.557180
1.16977 0.557170

Chi-Square Prob

(H) Level
7.765485E-02 0.961917
0.0776554  0.961916

Chi-Square Prob

(H) Level
0.9062053  0.635653
0.906223 0.635647

Chi-Square Prob

H) Level
1.374609 0.502930
1.374643 0.502921

Decision(0.05)

Accept Ho

Decision(0.05)

Decision(0.05)

Accept Ho

Decision(0.05)

Accept Ho

Decision(0.05)

Accept Ho

Decision(0.05)

Accept Ho



Affinity Card

Test Results

Method

Not Corrected for Ties

Corrected for Ties

Supplementary benefits

Test Results

Method
Not Corrected for Ties
Corrected for Ties

NN
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Chi-Square

(H)
3.824575
3.824698

Chi-Square

(H)
0.1623237
0.1623272

Prob

Level Decision(0.05)
0.147742 Accept H
0.147733 Accept Ho

Prob

Level Decision(0.05)
0.922044 Actépt
0.922043 Accept Ho



Appendix H
Gender Differences

Bank Card
Mann-Whitney U or Wilcoxon Rank-Sum Test for Difference in Medians
Mann W Mean Std Dev
Variable Whitney U Sum Ranks of W of W
Gender=1 2352 4767 5209.5 265.1943
Gender=2 3237 6558 6115.5 265.1943
Number Sets of Ties = 2, Multiplicity Factor = 12
Exact Probability ~ Approximation Without Correction
Approximation With Correction
Alternative Prob Decision Prob Decision Prob
Decision
Hypothesis Level (5%) Z-Value Level (5%) Z-Value Leel
(5%)
Diff<>0 -1.6686 0.095199 Accept Ho-1.6667 0.0B&5
Accept Ho
Diff<0 -1.6686 0.047600 Reject Ho -1.6667 0.04778
Reject Ho
Diff>0 -1.6686 0.952400 AcceptHo-1.6705 0.95258
Accept Ho
Credit limit of R15 000
Equal-Variance T-Test Section
Alternative Prob Decision Power
Power
Hypothesis T-Value Level (5%) (Alpha=.05)
(Alpha=.01)
Difference <> 0 -1.8118 0.072042 AcceptHo  0.436561
0.216447
Difference <0 -1.8118 0.036021 Reject Ho 0.563035
0.297683
Difference > 0 -1.8118 0.963979 AcceptHo  0.000282
0.000019
Difference: (Gender=1)-(Gender=2)
Aspin-Welch Unequal-Variance Test Section
Alternative Prob Decision Power
Power
Hypothesis T-Value Level (5%) (Alpha=.05)
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(Alpha=.01)

Difference <> 0 -1.8072 0.072835 AcceptHo  0.434593
0.214897
Difference <0 -1.8072 0.036417 Reject Ho 0.561111
0.295895
Difference >0 -1.8072 0.963583 AcceptHo  0.000287
0.000019
Difference: (Gender=1)-(Gender=2)
Mann-Whitney U or Wilcoxon Rank-Sum Test for Difference in Medians
Mann w Mean Std Dev
Variable Whitney U Sum Ranks of W of W
Gender=1 2269 4684 5209.5 265.1943
Gender=2 3320 6641 6115.5 265.1943
Number Sets of Ties =2, Multiplicity Factor = 12
Exact Probability =~ Approximation Without Correction
Approximation With Correction
Alternative Prob Decision Prob Decision Prob
Decision
Hypothesis Level (5%) Z-Value Level (5%) Z-Value Leel
(5%)
Diff<>0 -1.9816 0.047528 Reject Ho -1.9797 0.0897
Reject Ho
Diff<0 -1.9816 0.023764 Reject Ho -1.9797 0.02B87
Reject Ho
Diff>0 -1.9816 0.976236 Accept Ho-1.9835 0.97634
Accept Ho
Interest rate of 20%
Equal-Variance T-Test Section
Alternative Prob Decision Power
Power
Hypothesis T-Value Level (5%) (Alpha=.05)
(Alpha=.01)
Difference <> 0 -2.4955 0.013674 Reject Ho 0.698248
0.456902
Difference <0 -2.4955 0.006837 Reject Ho 0.799336
0.558184
Difference > 0 -2.4955 0.993163 AcceptHo  0.000018
0.000001

Difference: (Gender=1)-(Gender=2)
Aspin-Welch Unequal-Variance Test Section
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Alternative Prob Decision Power
Power
Hypothesis T-Value Level (5%) (Alpha=.05)
(Alpha=.01)
Difference <> 0 -2.5168 0.012913 Reject Ho 0.705542
0.465201
Difference <0 -2.5168 0.006456 Reject Ho 0.805202
0.566445
Difference >0 -2.5168 0.993544 AcceptHo  0.000017
0.000001
Difference: (Gender=1)-(Gender=2)
Mann-Whitney U or Wilcoxon Rank-Sum Test for Difference in Medians
Mann w Mean Std Dev
Variable Whitney U Sum Ranks of W of W
Gender=1 2096 4511 5209.5 265.1943
Gender=2 3493 6814 6115.5 265.1943
Number Sets of Ties =2, Multiplicity Factor = 12
Exact Probability =~ Approximation Without Correction
Approximation With Correction
Alternative Prob Decision Prob Decision Prob
Decision
Hypothesis Level (5%) Z-Value Level (5%) Z-Value Leel
(5%)
Diff<>0 -2.6339 0.008441 Reject Ho -2.6320 0.0884
Reject Ho
Diff<0 -2.6339 0.004220 Reject Ho -2.6320 0.00424
Reject Ho
Diff>0 -2.6339 0.995780 Accept Ho-2.6358 0.99580
Accept Ho
25% Discount on Travel
Equal-Variance T-Test Section
Alternative Prob Decision Power
Power
Hypothesis T-Value Level (5%) (Alpha=.05)
(Alpha=.01)
Difference <> 0 -3.6469 0.000367 Reject Ho 0.951858
0.848507
Difference <0 -3.6469 0.000184 Reject Ho 0.976443
0.900964
Difference >0 -3.6469 0.999816 AcceptHo  0.000000
0.000000

Difference: (Gender=1)-(Gender=2)
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Aspin-Welch Unequal-Variance Test Section

Alternative Prob Decision Power
Power

Hypothesis T-Value Level (5%) (Alpha=.05)
(Alpha=.01)

Difference <> 0 -3.6499 0.000366 Reject Ho 0.952108
0.848999

Difference <0 -3.6499 0.000183 Reject Ho 0.976591
0.901360

Difference > 0 -3.6499 0.999817 AcceptHo  0.000000
0.000000

Difference: (Gender=1)-(Gender=2)

Mann-Whitney U or Wilcoxon Rank-Sum Test for Difference in Medians

Mann W Mean Std Dev

Variable Whitney U Sum Ranks of W of W

Gender=1 1914 4329 5209.5 265.1943

Gender=2 3675 6996 6115.5 265.1943

Number Sets of Ties =2, Multiplicity Factor = 12
Exact Probability =~ Approximation Without Correction
Approximation With Correction

Alternative Prob Decision Prob Decision Prob
Decision

Hypothesis Level (5%) Z-Value Level (5%) Z-Value Leel
(5%)

Diff<>0 -3.3202 0.000900 Reject Ho -3.3183 0.0089
Reject Ho

Diff<0 -3.3202 0.000450 Reject Ho -3.3183 0.0(®45
Reject Ho

Diff>0 -3.3202  0.999550 AcceptH0-3.3221 0.993955
Accept Ho

Kolmogorov-Smirnov Test For Different Distributions

Alternative Dmn Reject Hoif  Test Alpha Decision fPob
Hypothesis Criterion Value Greater Than Level (Test
Alpha) Level

D(1)<>D(2) 0.245840 0.2228 .050 Reject Ho 0.0176
D(1)<D(2) 0.245840 0.2228 .025 Reject Ho

D(1)>D(2) 0.000000 0.2228 .025 Accept Ho
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Free Companion ticket over R80 000 spend

Equal-Variance T-Test Section

Alternative Prob Decision Power
Power

Hypothesis T-Value Level (5%) (Alpha=.05)
(Alpha=.01)

Difference <> 0 2.6357 0.009290 Reject Ho 0.744938
0.512115

Difference <0 2.6357 0.995355 AcceptHo  0.000010
0.000000

Difference >0 2.6357 0.004645 Reject Ho 0.836162
0.612283

Difference: (Gender=1)-(Gender=2)

Aspin-Welch Unequal-Variance Test Section

Alternative Prob Decision Power
Power

Hypothesis T-Value Level (5%) (Alpha=.05)
(Alpha=.01)

Difference <> 0 2.6502 0.008926 Reject Ho 0.749488
0.517719

Difference <0 2.6502 0.995537 AcceptHo  0.000009
0.000000

Difference >0 2.6502 0.004463 Reject Ho 0.839673
0.617686

Difference: (Gender=1)-(Gender=2)

Mann-Whitney U or Wilcoxon Rank-Sum Test for Difference in Medians

Mann w Mean Std Dev

Variable Whitney U Sum Ranks of W of W

Gender=1 3520 5935 5209.5 265.1943

Gender=2 2069 5390 6115.5 265.1943

Number Sets of Ties =2, Multiplicity Factor = 12
Exact Probability =~ Approximation Without Correction
Approximation With Correction

Alternative Prob Decision Prob Decision Prob
Decision

Hypothesis Level (5%) Z-Value Level (5%) Z-Value Leel
(5%)

Diff<>0 2.7357  0.006224 RejectHo 2.7338  0.006260
Reject Ho

Diff<0 2.7357  0.996888 AcceptH02.7376  0.996906
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Accept Ho

Diff>0 2.7357 0.003112 Reject Ho 2.7338  0.003130
Reject Ho

Kolmogorov-Smirnov Test For Different Distributions

Alternative Dmn Reject Hoif  Test Alpha Decision fPob
Hypothesis Criterion Value Greater Than Level (Test
Alpha) Level

D(1)<>D(2) 0.242619 0.2228 .050 Reject Ho 0.0199
D(1)<D(2) 0.014493 0.2228 .025 Accept Ho

D(1)>D(2) 0.242619 0.2228 .025 Reject Ho
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