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Abstract

The study aims at recognizing the factors underling the fall of credit — card
demand and the decrease in using them as tools for customers payments , it
also studies the effect of the demographic changes on determining the
attitudes towards credit cards holders and non- holders through a
comparative and on analytic study on the bank customers in the Gaza strip .

The study depended on a pilot study on the opinion of the customers holders
or not holders of these credit cards being consideration the population of the
study with the sample of 1500 customers through tow questionnaires
designed to serve the objective of the study and hypotheses , the response of
the sample was 85% .

The study indicated that there are several reasons beyond the low demand on
credit cards by the non holders customers and not using them by their
holders , the most important is the effect of the demographic factors on the
demands and use size , it also indicated that there are intrinsic statistical
difference between the different income resources for the holders and the
degree of motivation for using these cards .

The study concluded to a number of recommendations that present
suggestions and solutions to the banks concerned that are taken into
consideration upon assigning the strategic marketing plans that aim to raise
the general performance of the working banks in gaza strip such as studying
the markets that these banks serve and being concerned with the customers
needs when planning the marketing mixed of the targeted markets as well as
the necessity to finding a marketing unit able to appeal to the conditions
surrounding the banking environment in Palestine in an attempt to satisfy
their customers and achieve a distinguished and competitive position in
these markets .
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Consumer reports on increased cost of credit :

: Kim Jung
Credit card attitudes and practices of Seoul Korean :

house holds in the expanding stage of the family life cycle
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