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ABSTRACT

( 'onsumer classes (middle class and flxcd income group) in Bangladesh arc in
continuum race to elevate the standard of their living and civality c)! lifi. They
are not solvent enough to pay the price of an essential product at a time from

their savings. Since their income is low, they can not afford to buy essential

household durables like TV, fridge, furniture etc. to enhance the lifestyle ol'

people. For buying these, they need consumer credit. This study investigates

the use of consumer credit and its' impact on the lifestyle of middle class

people in Bangladesh. The study also shows trends of consumer credit offered

by diflérent Banks of Bangladesh. Suggestions arc also formulated by the
study to manager of banks for improving the consumer credit scheme to make
it more aflractive for the consumers to upgrade their life style.

This paper joins a growing body of literature in consumer credit, lifestyle and
link between consumer credit and lifest y le that goes beyond the traditional
domains of inquiry and focuses on the consumer decision relating to

consumer credit used and its' impacts on lifestyle of people of Bangladesh.

Literature review shows that consumer credit is associated with people's

lifestyle activities, interests, opinions and demographics. But previous

researchers did not investigate the relationship between consumer credit and

lifestyle activities, interests, opinions and demographic of l)CoPle's of

Bangladesh. This thesis examines the relationship between consumer credit

and lifestyle of people's of Bangladesh.

A conceptual model of consumer credit impacts on lifestyle has been derived.

I he conceptual model shows the relationship between consumer ct-edit and

lifestyle activities, interests, opinions and demographics factors. Numbers of

activities, interests, opinions and demographics factors & variables have been

discussed to develop hypothesis for measuring consumer credit impacts on

lifestyle of people of Bangladesh, Four hypotheses regarding the relationship
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VIII

between consumer ciedit and lifestyle activities, interests, opinions and

demographics are tested.

576 respondents were asked to rate the importance of 42 lifi.styIe variables. A

five points likert scales ranging from strongly disagree to strongly agree were

employed to co]lcct the data. These data were tested via f'aclor analysis (the

principal components method with varimax rotation) by using SPSS program

for investigating the consumer credit impacts on lifestyle of middle class

people of Bangladesh.

1-ugh percentage of variance of activities (work performance, entertainment

activities and social activities), interests (family, home. recreation, fashion

and food), opinions (themselves, social issues, economics, education and

culture) factors and high factor loading score of variables of these factors

justified that there is a strong association between consumer credit and

lifestyle activities, interests and opinions of people of Bangladesh. The

relationship between consumer credit and demographic (age. sex, education,

income, occupation. family lifecycle) factors of lifistyle of people of

Rangladesh have been justified by using graphical presentation. The study

proved that consumer credit upgraded the lifistyle of people of Bangladesh.

I hope the thesis will make contribution to our understanding that people need

consumer credit to change their lifestyle activities, satisfy their interests and

express their opinions. People's consumer credit need is also related to their

demographics variables. This thesis will help managers of banks in targeting

and positioning and their media communication by ficusing their attention on

the ongoing changes in lifestyle patterns of their consumers by using

household goods borrowed by consumer credit.
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ChAPTER ONE
INTROD (ICTION

1.0: Introcluctiori
Bangladesh is a developing country. the economy of Bangladesh is

characterized by widespread poverty. More than 4% of the total population of

over 1 47 mi Mmmi lives below the poverty line (CIA. 2006) The present

conlu2uratiun of poverty has been caLised b y lack of access of' the majom'it of the

population to resources and development benefit (Shams. 2006). i.ack of access

to adequate financial services prevents the poor households in developing

countries to become self employment as well as to undertake productive

4 employment generating activities. i'roviding credit seems to be a way to

cenerate self employment opportunities for the poor (Rahman, 1 999). Access to

micro credit enables people to derive benefits from income as well as

employment (Khandakar. 1 998).

In Bangladesh. the credit comes in different form in dil'!'eremit lime. Rural credit

markets in Bangladesh are still dominated by informal credit with high interest

rate especially for the poor. I'he usual system known as Bandhak' involves

borrowing against land mortgage. The creditor enjoys the frLIits of the land for a

stipulated time period, sometimes up to ten years (I lushem i, I 988), Another

pm'evailing aspect of' the informal credit market is the system of Dadan'. L)adarm

represents the interlocking of the credit and the product markets. Ioor peasants

normally borrow against standing crops, under the stipulation that repayment

will be in kind. In the case of paddy. peasants borrow durin g the lean period on

the assurance that at harvest time they will pay back in the l'orm of' paddy

(Ilushemi, I 988 Ahmed. 1993).

In response to credit scarcity, and high interests' rates in informal cm'edit in rural

area in Ban gladesh. the government of' Bangladesh has tried to make formal

credit available at low interest rate. I'he first significant attempts at institutional

interventions in the rural credit market of' Bangladesh occurred in the 1 960s.

1)uring the I 970s. various program sought to m'educe poverty in Bangladesh by
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intermittently providing the poor with needcd goods and services. By 1971 , the

extent ol' credit disbursed h' the agriculture development hank and the

cooperative amounted only I 53 million taka. incoming to 467 ff1 ii lion taka in

1976. Then in 1977. a special agricultural credit program was initiated that

allowed a major income in the role 0! formal credit in a g riculture (I lossain &

A l'sar, 1 989). Another lbrm of' credit is micro credit. Micro credit is considered

essential for helping to reduce poverty by increasing productivity of the poor.

largeled micro credit programs were introduced in Bangladesh in 1 980.

(Irameen flank was transformed into a specialized hank in 1 983, lcused on

providing credit to poor people, particularly poor rural women SO that they

4	become self eniplovinents (Shams, 2006).

With the prevailing economic scenario in a developing countr y like Bangladesh.

we can safely say that a sizeable portion of our population is coming up as a

consumer class ever y year. Because of huge population base, this class is quite

large. Precisely , middle class and fixed income group helong. s to this and they

are in continuous race to elevate the standard of their living and quality' of' life.

In doing so, it can not afford to OS5C5S basic necessities of' life by paying the

price at a time oLit of their savings (National Bank Bangladesh I td., 2006).

Because of limited income, middle class and lower middle class people

especially the salaried pro fessionals of our country usually cannot afford to buy

essential household diirahles (like ['V. Iridge. I urnitiire, sofa-set etc. ) to enhance

the lifestyle of the people after fulfillment of their basic needs. In this situation.

credit is necessary thr them to buy household goods. lhit their financial

positions do not allow them to get micro credit because micro credit is for

poverty alleviation. l'hey have no ability to get mortgage loan. But they need

credit to buy household goods br upgrading their lifestyle. I o niaterialize their

cherished goal of becoming the owners ol' the durable goods. at first Islami Bank

Bangladesh I ,td. ollered an attractive opportunity of' installment buying through

a consumer credit scheme named Household Durable Scheme' in I 993 in

Bangladesh (Brochure of lslami Rank Bangladesh I ,td. 1 994). Lt was followed

by Prime Bank I ' td. and Social Investment Bank I .td., all of' which started their
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4	serviccs in 1 995. Soon several other banks joined and today 19 oF the 48

comiiiercial banks offer consumer credit services ( Banaladesh Banks, 2006).

Consumer credit scheme might play a significant role by providing financial

assistance. It helps limited income people to buy required household items or

any article for their necessit y . Consumer credit is considered as loan to maintain

standard of h y mn in this group (Jamuna l3ank, 2004). It is also considered as

lifesty le loan of this group (HS13C Bank, 2007). I'he broad objectives of this

scheme, among others, are to help service holders by providing consumer credit

at a reasonable rate of interest. It encoLirages saving habit as well as facilitates

4	increasing standard of living and thus play the active role in the socio-econonl ic

development of Bangladesh (Alam & Bhuirna!i, 2007).

Consumer credit is a financial management resource that can contribute to

financial well-being if it is used wisely. hconomic investment theory

(I lerendeen, 1974) suggests that consumers can increase their utility through

judicious use of debt. Lown and Ju (1992) explain that satisfaction with personal

financial at lairs is an important component contributing to lil satisfaction. Ihe

ability to manage resources effectively is an important component of financial

satisfaction (Godwin & Carroll, 1986; 1 lint & Mueller, 1 987). Soman and

Cheema (2002) explain that if consumers have access to large amounts of credit,

they are likely to infer that their lifetime income will be high and hence their

willingness to use credit (and their spending) will also he high.

Wh y should consLimers use credit to finance purchases? 1 he life-cycle

hypothesis (Modigliani and Brumherg. 1 954) posits that consumers attempt to

maintain their lifestyle and consumption baskets over their lifetime even though

their income and wealth may fluctuate over time. Specifically, aged consumers

can borrow from their past savings and consume at levels beyond their current

incomes. Conversel . young consumers who expect future incomes to he higher

than their Ixesent income can "borrow liorn their future income '' to support their

present lifestyle. These processes have been referred to as consumption
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smoothine, ( Shef'rin and i'haler, 1988). 'ftc availabilit y of' credit facilitates

consufliption smoothing and hence a rational consumer can use credit tO

maximize Ii fetime utility. While preViouS research has examined the relationship

between a wide range of financial and economic variables with financial

salislactioii (I Icrendeen. I 974); the relationship between credit use and financial

satistaction (I .own and .Ju, 1 992); the relationship between consumer credit and

lifetime incomes (Soman and ('heema .2002); utility anal ysis and the

consumption lunction (Modigliani and Brumherg, 1954); availabilit y of credit

and consumption smoothing (Shefrmn and ' I 'haler, 1 988 ).'f'he relationship

between consumer credit & Ii icstyle has received little attention.

l'here is a dearth of academic research into consumer credit in l3angladesh

because researchers are usually working with micro credit, mortgage loan &

credit card. Indeed, there has not been a single study on consLimer credit impact

on Ii l'estyle of people ol' Bangladesh. So consumer credit impact on Ii l'cstyle of

people of Bangladesh may be a vital issue br investigation. I'his thesis provides

an overview relating to trends of consumer credit in Bangladesh. Main

contention of this study is to identify the consumer credit impact on lil'estyle of'

people of' Bangladesh.

1.1: Research Issues
Considering the demand, popularity and profitably of' the consumer credit

scheme and to diversify the area of investment as well as to play beneficial role

for the increase number ol people of ' the country, most of the private hank in

Bangladesh o l'fer a wide range of banking l'aci tides for its valuable customers.

One of ' the beneficiaries' services of' the customers of private banks is consumer

credit scheme. 'l'he consumer credit scheme of' the bank ainis to help the fixed

income group in raising standard of living has been widel y appreciated (Prime

Bank Ltd., 2007). '('rends ot Consumer credit in Bangladesh are a vital issue for

discuss o ri.

4
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6

the mail] objective of the present study is to identify the consumer credit impact

on lifesty le ol people of Bangladesh. I'he banking sector as a whole plays an

important role in the economy of a country irrespective of its level of

development. 'Ilie commercial banks have greater responsibility both in the

areas of product growth and in the pei-iormancc of individual and social

obligations. C onsumer credit is a product of commercial banks. By lending these

products, commercial banks play an important role in individuals and Society.

13v borrowing the loan. consumers can easily buy their household products.

Using products. they can speed up their work performance; maintain their social

and entertainment activities. They use household goods because they are

4 interested to decorate their home; maintain their lashion, reel-cation, lood

satisfy their lamily member's expectation. People also use household products

lr their set I improvement. ' Ihey use it for showing social status, improving

economic condition. being educated, and maintaining cultures. People's

demographic factors influence to get the goods (in consumer credit system) they

need and want, when they need and want those most. in a nutshell, the y use

household products for increasing their living standard or Ii lestyle. So consumer

credit impact on lifestyle is an important iSSUe for investigation.

Studies alter the World War II have given a mixed pictLire on the performance

of the consumer credit in banking sector. In America and in other countries,

consumer credit played an important role to increase the standard of living of the

customer (Cole. 1998; Beckman and loster, 1969; (iarman & lorgue, 1991;

Amling & l)romes. 1982). Consumer credit generated new finance companies

and industries (Rogers, 1 954; Sullivan. 1 987). Consumer lnance played an

important role in American economics Ii Ic by aggregate contributing in (il)I

since the end of worlds War 11 (ConIc, 1960; I)unkleberg & Sianlbrd, 1977).

Consumer credit pla yed an important role in American society. By using

consumer credit, consumers got fhcilities to enjoy of Ii l. higher standard of'

living, convenience o Ilred and early consumption. ('onsumer credit encouraged

thrift, created emplo yment, created pressure of necessity and ofisets inliation.

created fundamental and controversial role in working class budget and also
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credit card played role as lifestyle facilitators (Einzing, l949 Amling &

Dromes. 1982; 0' (onnell and Reid, 2005; Bernthal, Crockett & Rose, 2005).

The emergence of mass markets for consumer goods and the attainment of

higher standard of living, many developing countries like India and Turkey

began to introduce consumer loans for individuals (customers) in 1 968 and 1 988

respectively to purchase consumer durables to iniprove their standards of living

(Suneja, 1994; Bilgin and Yavas, 1995). Following their success, different banks

of Bangladesh introduced this loan since mid 1990 (Selected private banks of

l-angladesh from I 995-2007). It might be very accepted credit by the consumer

of Bangladesh for increasing their lifestyle.

I lowever. one of the major drawbacks of all such studies is that they do not

conduct analysis of the consumer credit impacts on lifestyle of consumers of

Bangladesh. Thus, the study addresses on the following issues concerning the

consumer credit impact on lifestyle of the people of Bangladesh:

(i) What are the trends of consumer credit of the different banks of Bangladesh?

(ii) Does consumer credit help to increase the lifestyle of people of Bangladesh'?

(i )What are the ways for improving the credit scheme to make it more

attractive to the consumer for upgrading their lifestyle?

Consumer credit can improve the lifi.style of consumers of Bangladesh. So, it

can be an important issue for investigation.

1.2: The Iurpose and Objectives ol the Research

The pm-pose of this research is to contribute to greater understanding of the

consumer credit and its impact on lifestyle of consumers. The study seeks to

realize the following objectives:

(i) To provide an overview relating to trends of consumer credit in Bangladesh.

(ii) To examine how the consumer credit helps to upgrade the lifestyle of

consumers of Bangladesh.

(iii) lo sLiggest way-out for improving the credit scheme to make it more

attractive to the consumers for upgrading their lifestyle.

Dhaka University Institutional Repository



8

1.3: Contribution of the Research
Consumer Credit is an important dcvelopment scheme in the banking sector in

most of the deVeh)piflg ecoiioiines including Bangladesh. In Bangladesh, people

of limited monthl y income are faced with the problem of improviflLt their

lifestyle (Selected Private & Multinational Banks in Bangladesh, 1994-2006).

'Ihis study may provide some insight to the policy makers and bankers on how

the middle class & lower middle class can he served more effectively with the

financial services, they demand. This study may also have a significant

contribution to the existing literature regarding the impact of consumer credit on

lifestyle of consumer of Bangladesh. Besides, the stud y findings will provide

evidence on the formulation of policies in areas ol consumer credit scheme to

make it more attractive to the consumer lr upgrading their lifestyle.

1.4: Structure of the Thesis
rhis thesis is organized into nine chapters as shown in figure-i . I . Ihe following

is a brief chapter- by- chapter description of the contents of the thesis. Chapter 1

begins with an introduction to the research to be investigated lollowed by the

purpose and objectives of the study. it then describes the contribution for

undertaking the study.

An extensive review of the literature is carried out in chapter 2 with the aim of

identifying the issues of debate and concern relating to the consumer credit and

its impact on lifest y le of consumers. 'lo this end, attempts have been made to

review all the relevant available literature, especially in the context of consumer

credit and lifestyle ol consumer of Bangladesh and other countries. This review

has identified specific gaps in existing knowledge about the consumer credit and

its impacts on Ii festyles in the wider context of Bangladesh and other countries.

Chapter 3 describes the trends of consumer credit of some selected banks in

Bangladesh.
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A conceptual framework has been developed in chapter 4, (lI-awing experiences

from cXisttflt evaluation niodels/frameworks relating to the consumer credit and

lifestyle. Some major h ypothesis has also been developed to test empirically.

using data to be generated from a field survey in chapter 4.

Chapter 5 highlights the key teatures of methodology used to collect data and to

make the analysis.

Chapter 6 & 7 describe analytical frameworks and technique, summarize

findings, analyze effects of variables and develop models of deterininitig the

consumer credit impacts on lifistyle.

Finally. Chapter 8 draws eonclusion on research findings, describes implication

of models and points to further research agenda that could provide additional

insight into consumer credit impact on lifestyle.
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ChAPTER TWO

LITERATURE REVIEW
2.0: Introduction

'l'his chapter reviews the literature and documentation relevant to consumer

credit (a banking product) and life style. The aim of this review is to identify

consumer credit and it association with li1style of people of Bangladesh. 1 he

literature concernin g the consumer credit impact on hilstyle are categorized into

three areas: 1 .I'he chapter begins with a short background, dehinition,

characteristics and ty'pologies ol consumer credit, and then reviews

understanding of lifestyle, 2.Growth ol consumer credit and 13.1 .i nk between

consumer credit and lifstyle.

2.1: Consumer Credit Rackground
There has been a growing interest of consumer credit throughout the world, in

the industrialized west as well as in developing countries ol the third world

(Beckman & Foster, 1 969; Edmonds. 1979; (iarman & Forgue, 1 99 1: Bilgin &

Yavas, 1995; Cole. 1998; Fraser ci. al., 2001; Vyncke, 2002; Eiehergreen &

M itchener, 2003: I ,achance, 2004; Wang & Wa! lendorf. 2005: 1 .achancc et al.,

2006; Mubmin. 2008). 'Ibis worldwide focus of consumer credit is resulted from

several lactors and ideas. The following paragraphs represent several historical

backgrounds related to consumer credit.

I'lie installment method of operation WS introduced in New York as early as

1 807 by the founder ol the firm of Cowperthwait & Sons. I 'ater. installment

selling was introduced in England in 1828 (Cole. 1 998). i'he small loan business

had its ori g in in ('hicago about 1870 and spread rapidly to the principal cities of

the East and Middle West. In the piano business, the installment plan has heeii

used since about 1 875 (Beckman & luster, 1969). Installment business similarly

gained importance in Australia in the I 920s, especially in financing purchases ot'

imported goods including motor vehicles (Fichergreen & M itehener. 2003 ).

'Ti
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Ihe period from I 93() to 1 946 was characterized by a scarcity of consumer

credit because of great depression and World War I I. In one decade, from the

end of 1946 to the end of 1956, consumer credit expafl(led more than live times

( ole, 1 998).

Man y banks began to provide personal loans or credit in India in 1 968 (Suneja,

1994). 1he offering of consumer credit services by a lurkish (developing

country) hank lr the first time is in 1 988 (Bulgin & Yavas, 1 995).

Considering the market of the consumer credit scheme and to diversify the area

of investment as well as to play beneficial role for the increased number of

middle class people of the country, the management of Islami flank Bangladesh

I id. has decided to introduce this loan in Bangladesh in 1 993 ( Islami Bank

Bangladesh I td.. 1995). I'his bank was lllowed by Prime Bank I ,td. and Social

Investment Bank Ltd., both of which started their services in 1995 (Prime l3arik

I td. & Social Investment Bank I id., 1997). littara Bank I ' td., Pubali Bank I .td..

Mercantile Bank I ' td., I lIC Bank Ltd. and other introduced this scheme later.

Now about 19 of the 48 commercial banks oIler consumer credit services in

Bangladesh (Bangladesh Bank. 2006).

From the analysis of the above paragraph of the outline of background. it is clear

that consumer credit/consumer credit institutions were first introduced at

Chicago in 1 878. Ihese spread after World War 11. After 1952, attitudes towards

consumer credit changed dramatically. After 1 968. sub-continental country

began to introduce consumer credit. At first Islami Bank Bangladesh I .td.

introduced consumer credit scheme in Bangladesh in I 993. INc 11lowing

section presents a brief outline of the deiinition. and typologies of consumer

credit for understanding the eonsumer credit and its impacts on Ii hstyle.

2.2.0: I)elinition and Typologies of Consumer Credit
In this section ke y concepts are clarified: definition & types of consumer credit

available in the world. Before further data is examined, cletin it ion and typologies
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ol COflSUIT)C1' credit 111 List be distinuuishcd so that the purpose of this thesis made

clear.

2.2.1: Definition of Consumer Credit
1)eFinition of consumer credit is very much important for understanding the

consUmer credit and its impact on lifestyle of people of I3angladcsh.

Stokes & Ant (1 955) has defined, "Consumer credit relrs to loans made or

credit givcs to individual consumers to finance purchascs ot consumer goods

and services." Prather (1969) agreed with stokes (1 955) and he also emphasized

for persona! consumption or to refinance debts originally incurred br such

purposeS. Bexiley (1987) described consumer loan as secured or unsecured loan

but ( j arman & Forguc (199 1) pointed out that consumer credit is nonbusiness

debt used by consumers for purposes other than home mortgages.

While Suneja (1 994) has described consumer credit' as "Consumer loans are

loans granted by banks to individuals who may feel inclined to purchase

consumer durables to improve their standard of living. l hen l"raser et al. (2001)

de fined as "('onsiliner credit consists ot loans to individuals !r personal

houScl1)1ds or I au-i i lv eonsumptionS.

Previous researchers have identified that consumer credit is for purchasing

consumer moods and services (Stokes & Artt, 1 955), personal consumption

(Prather. 1 969). nonbusiness use (Garman & Forgue, 1 99 ). improving tlie

standard ot living ( Sunea, 1 994).

Fi-om the clue o I the above definition of' the selected researchers, it can he

assumed that consumer credits are loans granted by bank to individuals' f'or

personal households or family consumption who may feel inclined to purchase

consumer durables to improve their lifestyle. 1)iscussion about the different kind

of: consumer credit is also necessary tor clear understanding ol' consumer credit

and its impacts on lifestyle.
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2.2.2: Types of Consumer Credit
there are cli ftcrcnt kinds of consumer credit existint in di lierent country. I lere
acain, some major attempts to typify consumer credit will help to have an idea.
these are briefly stated below: Prather (1969) had classified consumer c]edit

into two broad types:

(I)Ins/aIIinent ci'cJiI: It (also called closed cud credit) requires that the
consumer repay the amount owed in a sped tic number of equally paymcnts.
usually monthly. It has been subdivided into: (1) Automobile I ending-(a) Direct
automobile loans, (b) Indirect automobile loans; (ii) ( )thers goods paper; (iii)
Repair; (iv) Modernization loans; (v) Personal loans.

(2)NoniflSIaIIillCflI credit: Recall that noninstaliment credit is debt that is repaid
in a single payment or as open ended credit, in which the borrower is permitted
to repay either in lull or over time. It has subdivided into: ( i ) Single Payment.
(ii) Charge Accounts. (iii) Service credit.

Stokes & Artt (1955) has classified it into two main t ypes: (1) Cash Loans; (2)

Merchandise credit: (i) open hook credit. (ii) Installment credit.

I lernpel & Simonson (1 999) have said four basic types of' Installment ci'edit:
i )Automohile I ending: (a) l)irect Automobile loans, (h) Indirect automobile

loans: (ii) Revolving credit; (iii) 1-lomne equity credit; (iv) Mobile I tome

Iinaneing.

Amling & Drums (I 92) mentioned variety 0! forms: (1 )Service credit (2) Other

types of' consumer credit include: (i) Secured loans, (ii) Cash loans, (iii)
Installment sales, (iv) Automatic over drafts. (v) Retail charge accounts. (vi)
('i-edit lines, (vii) Bank Credit cards, (vi) Travel entertainment cards. (vii)

I ducat ion loans.
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Garinan and lorL!,ue (2000) also identified two major lorms: (1) Installment and

(2) Noninstallment credit.

('hien and I )evaney (2001 ) identified that installment loan is more restricted,

requiring inure inlormation from consumers and taking more time to process.

With installment loans, consumers make a decision to take on a large amount of'

debt.

According to the basis ol above reason, it is clear that COfl5LIFflC credit is

classified into mainly two types (i) Installment credit, (ii) Noninstal lment credit.

There arc di fterent types of consumer credit are also existing in Bangladesh: I

Installment credit- single payment, automobile. f'urniture and household

appliances, repair, modernization, vacation, marriage, education and 2.

Noninstaliment credit -credit card loan (Brochure of dil'f'erent banks, 2007).

l)il'f'ei-ent kind of' consumer credit played important role in consumer Iif'estyle of

People of' Uungladesh in dilThrent way. Discussion about the growth oF

consumer credit is necessary for identi lying the overall demand of consumer

credit.

2.3: Growth of' ( ' onsurner Credit
Consumer credit was grown slowly helre the world var-1 I. It was ruwing at

an outstanding rate alter 1945. In 1945, the consumer installment debt of the

average American Family was 2 percent of' its annual income. 13y 1985. it had

risen to 18 percellt (13 loom arid Steen, 1987)

In America, the grovth of consumer credit exceeded the growth of alter-tax

t'amilv income in the I 980s (Canner and I uckett, 1991). In this period, more

than 80 per- cent of' lanii lies had consumer installment debt (Avery et al.. 1 987).
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In America, durinu the decade from 1 98() to 1 990, a considerable Portion of

household income, an average of 1 7 percent, was spent to repay consumer credit

(Calem, 1 992). I )uring the period from 1 983 to 1 986. the portion of families

with incomes below $ 1 0,000 (1 985 constant do! lars) holding a credit card

increased 9 1 percent. Ihis increase is much greater than for any oilier income

&roup. In I 988. each household owed an averate of' $7, 1 04 fr automobile

installment loans, $3,029 for revolving credit, $2, 1 92 in other consumer debts,

and $1,661 in credit card balances (U.S. Bureau of (cnsus, 1990). The

outstanding balance of all consumer credit, excluding mortgage debt, was $800

billion at the end of' 1 990 (thu and Meeks, 1 994).

I)uring 1 997, the amount of non-mortgage debt was very high in 1. J SA. It was

represents $7500 debt for every household in the countr y (I lcrman, 2000).

I .ewyckwj (2002) found that average personal debt equals average disposable

income in Canada. and outstanding credit has doubled between 1 997 and 2002.

In the UK in 2002. average personal debt now lir outstrips average disposable

income, and the country then has one of the fostest debt urowih rates in the

developed world (('owell, 2003).

In the decade to 2002. the household debt to income ratio increased irom 56% to

25%, while annual growth rates for credit card debt averaged 17.4% overall,

and 20.9% in the second half of' the decade in Australia ( RBA, 2003). In the

decade to 2005 average household debt has grown by 2 1 7% from $30 850 to

$97 $56 IRBA. 20051.

lhere is no formal statistics about the total amount or growth rate of consumer

credit, in Bangladesh. But growth i'ate of' consumer credit may be assumed by

introducing consumer credit scheme as well as growth rate of consumer • 'i'edit of'

selected banks of Bangladesh. Consumer credit disbursed by Prime Bank Ltd.,

'Ihe city hank lid., 1)haka l3anks Ltd. etc. were visible and proved as

encouraging demand f'rom 2001 -2006 (Annual Report of selected banks, 2001 -

2006).
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the increased rate of consumer credit in different. banks of l3aiiladesh indicates

that conSumer credit is growing rapidly. It may have vast demand or buying

household goods to maintain the Ii lestyle of people ol Bangladesh. There may

he an impact of' consumer credit on lifestyle of People ol Bangladesh. lor

examining ol consumer credit impact on Ii lestyle, it is very necessary to

understand the liftstyle of people l)elinition, characteristics and measurement

ol I ikstyle should be discussed for clear understandi n of' Ii l'estyle of people

related to consumer credit.

2.4.0: 1)efinition and characteristics of Lifestyle

This section discusses the definition and characteristics of Ii f'cslyle

2.4.1: Definition of LifcstIe
Ihough mass media have popularized the term and most people know roughly

what it is supposed to mean, no universal definition is accepted by all

researchers. Lazer (1 963) defines lifestyle as relrring to a "distinctive or

characteristic mode of living, in its aggregate and broadest sense, ol a whole

society or segment thereol. It embodies the patterns that develop and emerge

f 'rom the dynamics ol' living in a society. /ahlocki and Kanter (1 976) opined

that one's ii f'esiyle represents the wa one had elected to at locate income, both

in terms of relative allocations to different products and services, and to specific

alternatives within these categories. While, l3erkman and (iilson (1978) defined

Ii l'estyle as "unified patterns of behavior that both determine and are determined

h consumption", Ihen. Hawkins et al (1983) deuincd simpl y as "1 low on lives".

Agreed with I lawkins et al. (1983). Assael (1998) opined that lifestyles are

consuiner's modes oF living as reflected in their activities. interests, and

opinions.

Veal (1 989) defined that lifestyle is the pattern of' individual and social behavior

characteristics of an individual or a group. Behavior includes activities involved

in relationships with partners. Family, relatives, friends, neighbors and

A.	colleagues. consumption behavior, leisure, work, and religious activities.
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oIoman (2002) agreed with 7.ablocki and Kantcr (1 976) but lie emphasis that

pattern of Consumption reflecting a person's choices of' how he or she spends

time and money.

Kotler & Armostronu (2007) clan lied that a lifestyle is a person's paUern of

living in the world as expressed in his or her activities, interests, and opinions.

Previous researchers have identified lifestyle as distinct mode of living, way to

allocate inconie, unified pattern of behavior, pattern o1 individual and soCial

behavior, pattern of living reflected by activities, interests and opinions.

l'rom the analysis of' the previous researchers' definition and purose of this

thesis. lifestyle can he defined as: I ifestyles are consumer pattern ol living iii

the world as expressed in their activities, interests and opinions, pattern of

consumption. spending time and money along with product. service and media

2.4.2: Characteristics of LifestyIc
1'rom a sociological view point, Feldman and ihielbar ( I 974) describe ii f'estyle

by the four following characteristics:

(a) Lift,sti'/e i, a c,/'oup /henu;llcnon: An individual '5 Ii f'estyle bears the

influence of ' participation in social group and relationships with significance to

others. A colleLe student, fr example. maintains a ]ilst yle dramatically

different from a construction workers, and an adolescent's lifstyle

differentiates fi-om that of his or her parents.

(1) Lifestyle ei'vades maui' clspI.:'L'ts of life: A person's Ii ftstyle commits a

certain consistency of' behavior. People who prelr oil or vinegar on their salads

are more inclined to attend a hal let than people who use commercial French

dressing. Individuals who say the y are liberal or "]ef't'' politician are more likely

to see a foreign "art" movie than people who profess to be middle-of-the road or

conseivati ye.

t

A'
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) Li/es/v/c Im/?/w.s' a central li/c interesi: In the United States, thcre are many

central interests that may fashion an individual's 1ifst y le; family, work, leisure,

druLs, sexual exploits, and religion are sonic.

(ci) L i/cc tries vaiv according to sociologicci/Ir relevant rc,iiables: I i fcst y Ic

di tiers on the basis ol agc, sex, ethnicity, SOCial class, region and number of

other determinants. Ihe rate of social change also has a great deal to do with

variation in ii lesi.v les.

I uzcr (1963) describes lifestyle characteristics as:

(1) Li/.sf vie c/ran's a variety of anal vsis together: I i festyle provides a

meaningful portrait of' how people are individualized and how they identi f•

themselves as members of relrence groups, which collectively form patterns of

living.

(ii) Li/sti'Ie clicoi'.s a variet y of c/iscipliiics i,'eihci-: 'l'hc Ii lestvle concept is a

point of convergence between marketing on the one hand and disciplines such as

anthropology, psychology, sociology, and economics on the other.

l > revious researchers found that lifestyle is a group phenomenon: it pervades

many aspects of life, it expressed central Ii f interest, it varies according to

sociological variable (Feldman and Thielbar, 1 974); it di'aw a variet of analysis

togethei-, it draws variet y of discipline together (I azer, 1963).

2.4.3: iVicasu rement of lifestyle

ftc concept of Ii f'estyle patterns and its relationship to marketing was

introduced in 1963 by William Lazer. Since 1963, methods of' lifest y le patterns

and their relationship to consumer behavior have been developed and refined.

l'he most widel y used approach to lifestyle measurement has been AlO

(activities, interests, and opinions) rating statement (Wells and 'l'igert, I 971

Peter & Olson, 1994). Studies concerning people's activities (e.g., work.

A.	hobbies, social events, vacation, & comm tinily), interests (eg., family.
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recreation. food, media, & home) and opinions (e.g., about themselves.

education, culture. social issues, &. economics) often involved as man y as 250-

300 items (Vvnckc, 2002; Kot!cr & Keller, 2006). Other studies also used

values, attitudes, and lifestyle scaics in their research (VAt S) (Reece, I 9t'9).

I ifestyle as used in lifestyle segmentation research measures people's activities

in terms of ( i ) how they spend their time, (ii) their interests, what the y place

importance on in their immediate surroundings, (iii) their opinions in terms 0!
their view of themselves and the world around them; where they stand on

important issues and (iv) Some basic characteristics such as their stage in

Ii fecycle, income, education, and where they live. Table-lists the elements

included in each major dimension of lifestyle.

l'able-2.43. 1: I ifesty le dimensions

Activities	 Interests	i Opinions	I )e iii o graphics

Work	 Family	 Themselves	Ae	 -

[lobbies	 I lome	 Social issues	1 ducation

Social events	Job	 Politics	Income

Vacation	 Community	B usiness	Occupation

Lntertainment	Recreation	Lconomics	Family size

('tub membership	Fashion	 1ducation	1)wclline —

Community	Food	 I'roclucts	Geography

Shopping	 Media	 1 uture	City size

Sports	 Achievements	Culture	Stage in life cycle

Source: Plummer (1 974)

1hc locus of marketers and consumer researchers has generally been on

identifying the broad trends that in Eluence how consumers live, work, and play.

It allows a population to he viewed as distinct individuals with feelin g and

tendencies, addressed ii) compatible groups (segments) to make more efficient

use of mass media. I.ite,trk' patterns provide broader, more three-dimensional

views ol consumers so that marketers can think about them more intelligently.

Ihe basic premise o I ' lifestyle research is that the marketers more know and

understand about their customers, the more effectivel y they can communicate

with and serve them ( Kavnak and Kara. 1996).

4
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I lowever. a majority of /i/esti'k' studies have been carried out in the western

countries. Life style information in Bangladesh is surely lacking. Sonic

researchers (Stoke & ArtI, 1 955; Suneja, 1994; li-aser et al.. 200] ) found

relationship between consumer credit and personal COflsUfliptiOfl or family

consumption & standard of living. l'he y showed that consumer credit helps to

buy consumer goods and services for personal consuniption or faniily

consumption for improving the standard of living of' people. Other researchers

(I azer, 1963; Veal, 1 989; Assacl, 1 998; Plumer. I 974: Kotler & Armostrong.

2007) showed that Ii lstyle is a distinctive mode of living. it involves individual

and social behavior. It consists activities, interests. opinions and demographics

[actors. Their discussion made sonic clue about the relationship between

consumer credit and Ii ftstyle. Because limited income people need consumer

credit to buy products to do their activities, satisJ' their interests, express their

opinions and match with their demographics. Rut i-esearchers have given little

attention between the relationship of consumer credit and lifestyle of people in

Bangladesh. ibis study will help to investigate the relationship between

consumer credit and Ii ftstyle of people of' Bangladesh.

2.5:0: Relationship between Consumer Credit & People's Lifestyle

1-rom the previous discussion. it can he estimated that some factors are

associated with consumer credit and liIsty1e. 1)is cussion about Ii lsiyle thctors

associated with consumer credit uses will he helpful to interpret the link

between consumer credit and lifest y le lactors that associated with consumer

credit and lifestyle of' people are discussed below:

2.5.1 : Relationship between Consumer Credit and People's lifestyle

Act lvi ties
1-ollowing discussion will help to learn between consumer credit use and its'

association with lilstyle activities.

i\mling and Dromes (1 982) explained that consumer credit facilitates enjoyment

of' lilt because it enables people to obtain goods without delay. (iarman &
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lorgue (1 99 1) opined that consumers have to wait long time for buying

household goods ii' they have no savings. Consumer credit helps them to enjoy

irnuiediate use 01 the products. Suppose buying a fridge or car on consumer

credit allows the consumer immediate use 01 the product.

Some researchers (Gladwell. I 990; Reimer. I 995) are einp]ovin a battery of

items to capture a more holistic picture of people's Ii lestyles that included their

hobbies, vocal loan I interests, work, recreation and social activities. People need

credit for buying household goods (like washing machine, sewing machine, car,

motorcycle, computer etc.) to do their work, entertainment activilies and social

activities. Mohiuddin and Kashem (2008). br example, explained that computer

does wonder. It serves people in man y ways. It is used in translation.

I ;XIflitOii result can he accurately given by computer within the space of

time. It helps to play game. ('howdhury & 1 lossain (2008) described that the

students use computer to prepare their study materials. I hey learn many things

within the shortest possible of' time. Ihe printing cannot he thought without

computer. It is an indispensable part of printing.

People need credit for buying car. A car is necessary for outdoor activities and

recreation. In this regard, Research b y the "Outdoor Industry Foundation'

(Outdoor Industry Association, 2000) explored active liFestyles of people

participating in outdoor activities. In relation to outdoor recreation and tourism,

a study by MacKay et al. (2002) identified outdoor recreation, sightseeing, and

cultural activities as niche markets. People in these niche markets participated in

different activities during their vacations. In examining tourism and cohorts (i.e.,

people born in the same time period). Pennington-Gray ci. al. (2003) Ibund that

"dif'frent cohorts may be attracted to di f'lèrent activities at di firent times" of

their lives. Another few studies also explored lifestyle activities oriented

research, SUCh as going to church, playing with children or grandchildren.

drinking wine, visiting a theater, gardening, eating out (Morgan & levy, 2002;

V y ncke, 2002).
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('ombray (1 987) found that more people are becoming involved in charity,

volunteer work & social service activities. Social oriented people need credit to

bu y household uoods (I ikc IV, computer, car, motorcycle. Iridge. furniture etc.)

for maintaining interaction with others ol' the society. In this regard, Chandler

(1 994) argued that watching TV helps to get integration and social interaction:

gaining insight iflt() circumstances of others; social empatliy identifying with

others and gaining a sense of bclonging finding a basis for conversation and

social interaction; having a substitute Ibr real-li 1 corn panionship: helping to

carry out social roles; enabling one to connect with family, friends and society'.

Kotler & Armstrong (2007) identi lied that observers have noted a shill from me

society to we' societ y iii which more people want to be with and serves others.

More and more they want to get out ol the house and be with others. l'his trend

suggests a greater demand for social support products and services that improve

direct communication between people, such as health club, vacation & games. It

also suggests a growing market for social substitute things that allow people

who arc alone to feel that they are not, such as TV, vcp, computer etc. So they

need credit to buy social support and social substitute products ('IV, computer

etc.) for doing their chai-ity. volunteer & social service activities. Sarker & Islam

(2008) described that a people get lot o I' in Form ation very easily about the

society by using computer. they can communicate with others by using internet

via coniputcr.

l'n)rn the above discussion, it is clear that previous researchers lound association

between consLinler credit and peoples Ii testyle activities (like \.vork

performance. entertainment activities and social activ tics).

2.5.2: Relationship between Consumer Credit and Ieop1e's Lifestyle
Lnterests
People are interested in particular things. They place importance on their

immediate surroLindin gs. They are interested about their liimily, home.

recreation, tashion, food etc. ( Plumer, 1 974). Following discussion will help to
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•	identify the relationship between consumer credit and people's interest to

lamily, home, recreation, fashion, food etc

Beckman & Foster (1969) got relationship between consumer credit and

peoples interest to recreation. lie opined that the better music, drama and

educational messaies often heard over the radio or seen on 1 V are but one

illustration of what has been made available thi-ough instal Inient credit. People

would deprive to get message from watching IV, if they have no opportunity to

buy it by installment credit. I-Ic also added that it has aided people in securing

higher standards of living, education. comlorts, conveniences, efficiency,

recreation and heal iii.

People need consumer credit to buy household goods (like IV, computer etc) to

do their recreation: escaping, or being diverted from problems: relaxing; getting

intrinsic cultural or aesthetic enjoyment; filling time; emotional release; sexual

arousal (Chandler, 1 994). 'IV is the most attractive and up-to-date means of

recreation. It brings the scenes of dit'freiit countries and people of the world

bclore our eyes. '1 V telecasts news, views, music, drama, films, national and

international games and sports. People watch them on the 'I V screen just sitting

in their drawing room. For this reason, IV is so popular among the people of all

age--groups around the world (Rob, 2008). After days hard work people sit

he ibre a TV set and hear music and songs. 1'he y enjoy drama, dance. maga/ine

programs and many others things. The y see the actors and actress. 'lhe' need

not to go to stadi uiTi to enjoy a game. l'hey sit before a IV set and enjo\'

football, cricket, tennis and other games ( Rahman and Noor, 2008; Sarker &

Islam. 2008). Computer helps people to do their recreation. l)it 'ferent kind of

games (like chess, lighting, car racing) are played by computer. It also helps to

enjoy cultural programs. It can store music, drama, dance, sports program etc.

People enjoy these programs in their Convenience time (Mohiuddin and
Kashem, 2008).
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Amling & 1)roms (I 982) identified the association between consumer credit and

peoples interest to solve the necessity ol their personal or family needs. lie

opined that consumers are interested to use credit for their necessity. Under these

circumstances, consumers do not pay cash hut resort to credit. l'hey are

responsible br many ol their occasions: birth, death, sickness and similar

events, which demand a large immediate outlay . Very often credit is necessary

to solve these emere,ency conditions. People need credit to buy household goods

(like 'l'V, fiid ge, furniture etc.) to get affiliation of family solidarity; family

relaxant; conflict reduction and relationship maintenance (I ' ull. 1990).

Kaiser and Chandler (1985), for example, observed that older people implicitly

use television br processing appearance and fashion-related information. (Ireco

and Paksoy (1 989) sini i larly found that fashion-conscious shoppers rely more on

mass media in formation sources than do non-fashion-conscious segments.

Surprisingly', the mature market represents the second fastest growing

population segment engaged in internet use. 'l'herefbre, the internet may also

become a viable source of fashion information (l3ernthal et al.. 2005). Consumer

credit helps people to buy computer/TV for collecting lashion related

inbormation. Above researchers observation indicated the relationship between

consumer credit and people interest to fashion,

Assael (1 998) described that the focus on time savings convenience in the I 990s

has created two trends in consumption: (i) (irazing- It is the need to eat on the

run. People eat breakfast in the car on the way to work, munch on a sandwich

while walkin g , or eat lunch at their desks. This trend is the result of' the demise

of sit -down break fasts and lunches in most households. 'l'he need for quick food

has lead many mai'keters to repackage their products into smaller size and to

change them to suit grazers' dietary needs. (ii) Refueling refrs to less time

spent in preparing and eating dinner. The primary reflection of this trend is the

growing importance ol household goods (like microwave ovens. Iridge. pressure

cooker and blender) in peoples lives for preparing food and keeping food in

store. Credit is necessary br buying these products.
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\kell decoration of a home is very much necessary to sLiv I here for a lone. time.

An ideal home is the abode of love, and affection. It is associated with all

that is sweet, pleasant and agreeable in Ii l ( Mohi uddind and Kashem, 200$).

People need credit to buy furniture and others household goods for decorating

their home. Credit is necessary for buying lurniture and any other household

Lt()Ods for decoratIn g horn e.

Prcvious researchers' discussion indicated that people need consumer credit to

bu y household goods for satislving their interests to lam il y , home, recreation,

lashion, lood etc.

2.5.3: Relationship between Consumer Credit and People's Lifestyle
Opinions (Attitude) Factors
Following researchers lound relationship between consumer credit and peoples

Ii fstyIe opinions (attitudes) fhctors.

Norton (1 993) identi fled that the dramatic increase in credit use from I he 1 930s

to the 1 990s may be partly due to consumers attitudes toward credit use. ('alem

and Mester (1993) l'ouncl that general attitudes toward borrowing. as well as

attitudes toward borrowing Ji)r sonic specific items, like a vacation trip and

luxury goods. were positively related to consumer debt. l)avis and I ea (1 995)

showed the stron g association between debt and attitudes toward debt. Walker

1996) found thai psychological and behavioral variables have a considerable

impact on being in or keeping out Of ' debt. I I ouseholds am ount o I debt is

influenced not only by their ability to borrow but also by their willingness to

borrow (Godwin, 1 997).

Watson (1 99$) found that people with high levels of' materialism have more

positive attitudes toward spending and debt. l-layhoe et al. (2000) found that

students with hi gher affective credit attitudes were more I ikelv to prchase
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•	goods, such as clothes, electronic items, entertainment, travel, e,as()lille and auto

repair, and l)d away From home, with credit cards.

People need credit to buy household goods to do their sell development. In this

regard . Chandler (1994) argued that watching 'IV helps to get personal identity

finding rcinlrcement for personal val ues Ii tiding models of behavior:

identi ly in g with valued other (in the media): gaining insight into one's sell.

learning: sell-education: gaining a sense ol securit y through knowledge). People

vary in their emphasis on serving themselves versus serving others. Sonic

people seek personal pleasure. wanting l'un, change and escape. Others seek self

realization through religion, recreations or the avid pursuit of careers or others

Ii l goals. People use products and services as a means of sell expression. and

they buy products and services that match their view oF themselves ( Kotlar &

Armostrong, 2007). 1 hey need credit to buy household goods (like 'I V.

computer etc.) for their self expression. Sarker and Islam (2008) described that

the '1 'V helps them to do the ft sell-development by telecasting diFferent kind o F

prognim (ne\vs, v jews, cultural, magazines, talk show sports etc). Rob (200$

opined that people get lot oF inFormation by using conipuler. '[hey get

information about their personal value, model oF behavior, sell learning etc. by

using computer.

l3eekman &. Foster (1 969) found relationship between consumer credit &

peoples opinion to economy. [hey identi lied that consumer credit pro\'!des the

desired article first and then encourage the buyer Put aside a eel-tail] amount

weekly and monthly in payllielit for it. People became economize in order to be

able to meet installments when the y become due.

Amling & I)ronis (1 982) found link between consumer credit and people s

opinion toward savings, lie opined that credit allows a consumer to purchase

items requiring a malor cash outlays and then pay l'oi' this items in small

amounts over an extended period of tune. Most people would be unable to

purchase a new ear, For example. ii' they had to pay the lull cost in cash. 13
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•	using credit, they can pay for the car from current income while they are using

it. 'they also keep their savings intact. 'I his example illustrates two additional

advantae,es of' credit: ( i) Preservation of savini,s: lor most Pe building a

savini2,S account is LI bug and dill icult process. It often takes years of' small

deposits to build up a i'our or five figure savings account. t Jsing credit as an

alternative to withdrawing savings allows people to pi-eserve these hard- earned

savings dot lars and still makes major purchase. (ii) A pay as you go system: l'he

use ol credit allows people to have the irnme(liate use of' an item and to pay I or

this item while they are using.

I .cwis (I 996) found association between Savings and payment o consumer

ci-edit. 1-Ic argued that ii low income families can not save. financial resom'ceS

dui'iiig emergencies will he insufficient. So they buy goods and services at first

by consumer credit and pay later. they used this mechanism [or savings.

People need ci'edit to buy 'lV/computer loi' saving their money and time.

Chowdhury and I lossain (2008), for example, explain that 'I V makes the world

small. It conquers time and distance. People need not to spend money to go to

another place Ir getting in lormation, 'ihey get lhmi I iai' with the customs and

traditions, fashions and di'ess. and culture of the people ol di l'fei'ent parts of

different areas through watching 1V. It conveys social, political, economic,

cultural and i'eligious news ol home and abroad. Mohiliddin and Kasheii (2008)

noted that people save money and time by using computer. I hey collect lot of

infii'mation by using internet and store it in computer without going anywhere.

l'hey can print their writing and collecting material in low cost b y using printing

ni ach inc With coin puter.

According to ohel (1 98 1). the meaning attached to a ii Ist be is best expressed

by visible consumption. Chancy (1996), too, notes that the local concerns' ol

lilsty les their surI'aces, selves and sensibilities' are constructed and

manifested thi'ough material consumption. Asaresult. the need to express a

particular lifest y le then creates desires for particular consumer goods. l'eopbe
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this rei.ard, I astman et a]. (I 997) opined that status is seen more through

ownership ol status products than through personal, occupational, or fomily

reputation. Consumers demonstrate their social power by displaying their

material wealth because wealth is the best indicator ol power in modem society

(Hell. I 998). Ihe consumption o goods and services has an important role to

play in processes ol Ii festyle formation since lifestyles are usually understood as

the material expressions of people's identities (Wilska, 2002). So, people need

credit to buy household goods and services to show their social identities for

expressing Ii ftstyle opinion.

Wang &. Wa] lendori (2005) found association hctwcen debt situatiou and

peoples opinion toward social network. lie explained that debt is not only

related to pcoples pci-sonalities and values, hut is often influenced b y others.

lor example, people may accum ulate more debt in order to reduce obligations

with someone who provides financial support. ( )n the other hand. debt may

change one's perception of his/her position(s) in the network and propel him/her

to function di IlrentIy in the network. One's strong ties are especially relevant to

his/her debt situations

Kotler and Armostrong (2007) explained that people vaty in their attitudes

toward their society: Patriots de1nd it. reformers want to change it. nialcontents

want to leave it. People's orientation to their society iniluences their

consuniption patterns, level of savings and attitudes toward the market place.

People need credit to buy products (like 1 V. furniture, fi-idge, oven) for making

their social expression.

People need credit to buy tV to get social learning: decision-maR ing behavior

modeling probleni-solving value transmission; legitiniiiation; inlormation

dissemination: substitute schooling (I uI!. 1 990). They need consumer credit to

buy computer to get societal information and communicate with others of the

society. In this regard. Sarker & islam (2008) opined that people get lot ol
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iiloi'iflitioii very easily about the society by usifl&!, COt1 puter. lucy COmI)lllflicate

with others by using Internet VIa computer.

( iarman & lorgue (1 991) opined that consumers need money for being higher

educated. I dueatioii loan offered by banks support them to bear education cost.

ftc growiu, costs ol higher education forces many students to borrow. Lhu and

Mceks (1 994) showed an interactive clThct of a hiiher education level and a

more favorable specific attitude toward credit that contributed to a larger amount

of credit outstanding in 1 986 in America.

some people opinioi is education oriented. lhey need credit to buy IV for

learnin g many things. Reid-\Wallace (1997) reported that public television and

public radio station across the country (in America) seek to enrich the creative

and intellectual lives ul their comm unities b broadcasting fine programs for

viewers and listeners of evel-y age. Public IV station oiler an impressive variety

of series to the school in American comniunities: I )islance learning, technology

trainilig for teachers, collaborative internet pi-ojects and curricul urn foe used

instructional lv programming is only a few examples. I elevision video is

ii ighly 'al ued as teaching tools. l'he iii cdi a is seen as especially effective for

reaching visual learners and special population. ('howdhurv & ii ossain ( ?()08

explained that 'IV teaches the illiterate and students. 'l'hey hear and enjoy

debates, lectures on various important topics, discussion on science and

speeches through IV. It has broken the wall between the literate and the

illiterate. Rahrnan & Noor (2OO) described that the I V can educate people on

the current a flairs and topics of modern world. It is used to eradicate illiteracy

through adult education program. Uesides man y social programs. health

programs, sanitary programs, family planning programs, mass education

pro grams are brought cast through the 'IV. It is an inventioll of communicating

ideas and thoughts. l'hrough TV. we have the total picture of home and abroad

at a glance.
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I .ea et al. (1995) found that debtors are more likel y to he women than men.

When men do have debt, however, they are more likely to have greater debt thati

lemale stLldeflts ( Uoddin gton & Kemp, 1 999). which indicates that average

amount of debt across genders is relativel y similar. Men, on the other hand, use

their credit cards to purchase electronic goods, entcrtaiiiinent and food away

trom home (X iau ci al.. I 995). 1 layhoc et al. (2000) found that college women

are more likel y to usc their credit cards than colle ge men and more likel y to use

their credit cards to purchase clothes.

Avh and Waters (1 974) identifled that younger people had more favorable

attitudes toward credit card use than older people. McAlister & Kinsey (1979)

found that married-couple househo]ds have more credit cards and they use more

than do households with non-married heads. Younger consumers who have low

current incomes relative to their future incomes are more willing to lnancc

current consumption with their future income ( M odig! iani I 986). I-I ousehold

size, a 1ictor surel y confounded with age and marital status, also has been

positi\Tely related to debt (1 lira, l990 (iodwin. 1 996). Yich (1 996) argued that

households headed by individuals who were either African or American, female.

married, and unemployed or those who were renters were more likel y to have a

negative attitude toward installment borrowing. lie also added that the

probability of ha i ng a negative altitude toward installment debt declined when

heads of households were younger, reachin g the lowest point at age forty-three,

and then increasing sharply. ('hien and l)cvaney (2001) investigated the effects

ol credit attitude and socioeconomic foctors on credit card and installment debt.

l3owers (1979) identified that legall y and reasonably priced credit was not

generally available to low income fomilies before 1 980. I lowells (I 99()

described that bclo average income groups tend to use credit to help to cope

with budgeting troubles instead of' increasing purchasing power. Berthoud and

Kempson (1990) found that access to credit by low income families may he

limited. l'heir applications br credit are more likely to be turned down than
1	other income classes because of credit qualification policies. Ihe y also noted
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that low iflcome people may' tint even apply' lr credit for fear of being rejected.

Kempson (I 996) identi lied f'our reasons why people on low incomes tind it

important to he able to use credit: ( i ) to pa y necessary hi Its, ( ii) to stiiooth

income fluctuation, (iii) to spread the cost of buying basic household goods and

necessities such as cookeries, washing machines, (iv) to spread the cost ol

buying consumer goods that they would otherwise have to go without.

Mandell (1 973 ) explained that persons with higher education were thought to be

more likely to kno' about credit, and persons who were currently linancing a

home or any other purchase were thought to have had impetus to learn about

credit.

Many studies have hund that yoLing people genera] ly livor the LI5C of' credit but

have a low level ol' credit literacy (Collins and Mammen, 1 998; I Iayhoe et al.,

2000). Most North American studies regarding personal finance and/or credit

literacy show that young people ol' any age have a low level of' knowledge about

credit (Mac, 2002 ). In the lJ A, an important part of the researc Ii concerning

high school students shows that their level of' credit knowledge is low (I)uguay,

2002)

In Quebec, college students perceived their consumer kno•vlecIgc is inadequate

(Sta fThrd-Smith and Mackey. 1 989). 'their most limited know ledge concerning

credit and personal finances are with scores around 37% (I ,achance. 2004) and

48°A (St fiord-Smith and Macke y , 1989).

In another study, ( 'anadians aged f) 24 years scored lower than the general

population in personal finances, budgeting and credit (I achance ci al.. 2006).

'I'hey (2006) showed that credit knowledge is positively related to personal

income, number ol debts, amount of total debt, number of credit cards and

favorable attitude towards credit and debts,

4-
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0' I .outThlin and Stmw,in (2006) found that a credit driven culture. miscuided

parental advice and aggressive marketing is directly influencing students'

attitude and behavior in relation to credit and debt. M uhmin (200$) opined that

credit attitudes are eneral ly more positive among young, highly educated Saudi

Arabian males than other socio demographic groups.

From the discussion about the demographic lactors, it is clear that previous

researchers found association between consumer credit and income, age. ender,

family lifecycle. education.

0	 2.6: Conclusion of Literature Review

Ihe review of the literature on consumer credit and ii lst y le suggests that there

is or should be an association between consumer credit and Ii festvle. It has

provided an overview 01 consumer credit & Ii l'estylc related issues. It begins

with the understanding of consumer credit and 1i1style and then discusses the

growth of consumer credit. Ihe relationship between consumer credit and

lifstyIe are the core discussion in this chapter.

It is known from the literatLire that activities (how people spend their time).

interests (the y place importance on their immediate surroundings). opinions

(view ol' themsel es and the world), demographics (income, age, education.

lifecycle etc.) arc factors of Ii festyle. People use household goods borrowed by

consumer credit mainly br perlorming their activities, meeting their interests

and expi-essing their opinions. Previous researchers found link between lifestyle

lactors (AlO) and uses household goods borrowed b y consumer credit. I'hey

also louiid that there is a strong association between consumer credit and

demographic factors of li1style. But no research has been clone to investigate

the relationship between consumer credit and lifestyle activities, interests,

opinions and demographics of people of Bangladesh. ibis research has scope to

identity the relationship between consumer credit and lilstyle of people of

I a ngl adesh.
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CHAPTER THREE

TRENDS OF CONSUMER

CREDIT iN BANGLA DESH

El
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CT II A PF F R TI-I RE F

TRENDS 0/CONSUMER CREDIT IN BZ4IVGLA DES/I

3.4): Introduction
Ihe thesis is goiii. to exam inc the objective in the context of Bangladesh.

1 herd ore this chapter is about the trends of consumer credit in Bangladesh. In a

developing countr like Bangladesh. people of' middle and lower middle class,

especially service holders with limited income find it di f'flc ii It to purchase

articles like refri gerator, television, furniture, pressure cooker, sewing machine

etc. which are parts of' modern and decent living. 'Ihey cannot enhance the

standard and quality of' Ii f' to the desired level due to the collected constraint of

their limited income. So, they need credit. Considering the demand, popularity

and profitability of' the consumer credit scheme and to diversify the area of

investment as well as to play beneficial role fir the increased number of people

of the country, the mana gement of' Islaiii Bank I an g 1adesh I id. and other baiiks

have, therefure, introduced household durables scheme, which has already

created great enthusiasm among the people and received tremendous respoiise

from them ( lslan1i Bank Bangladesh I .td.. 2006). Now about two Multinational

Banks and nineteen Private Banks otter this household durable loan. I )iscussion

about the trends of consumer credit of' some selected banks is required to guess

an idea about the Iast and present condition of consumer credit in Bangladesh.

lol lowin g discussions are help to interpret the trends of consumer credit in some

selected banks.

3.1 :0: Trends ot' Consumer Credit Growth in J)ifTerent Banks of

Bangladesh
l'rends of Consumer credit growth in dilterent banks of' Bangladesh show the

overall sales idea about the consumer credit in different banks of Bangladesh.

Irends ol' Consumer credit growth in diffei'ent banks of' l3aiigladesh fl'om 200 1

to 2006 are shown in figure-3. 1 . I to 3. 1 . 1 0.

Dhaka University Institutional Repository



2001	2002	2003	2004	2005 2006
LI

1000
800 -
600
400 -
200

0I

38

3.1.1: Trend of consumer credit growth in Islami Bank Bangladesh Ltd.
Consumer credit policy taken by Islami Bank Bangladesh Ltd. was immediately

visible and proved as discouraging demand (shown in figure-3.l.l). During the

period of 2001; about 893 million taka were disbursed to the consumer. The

figure rose to 915 million and 944 million taka in 2002 and 2003 respectively.

But in 2004, 2005 and 2006 it declined. It continuously decreased to 909; 810;

723 million taka respectively in 2004; 2005; 2006.

Figure-3.1.l: Trend of Consumer credit growth in Islami Bank Bangladesh ltd.

from 2001 to 2006.

Years

r o Yearly disbursed amount(Tk. in rrullion) of loafl

Source: Islami Bank Bangladesh ltd. (200 1-2006).

From the above figure, it is estimated that the sales amount of consumer credit

of Islami Bank Bangladesh Ltd. was increasing from 2001 to 2003. From 2001

to 2003, consumer credit disbursement rate was rising. But from 2004 to 2006,

consumer credit disbursement rate was declined. From the discussion with the

officers and clients; the researcher learned some reasons about the decreasing

trend. High competition in consumer credit may be tenned as one of the reasons.

Employees of this bank who are assigned to take care of the consumer credit

customer are busy to do their regular table work. For this reason, they have no

enough time to take extra care of the consumer credit customers, They have no
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'V	Uccreaed to 3722- 2261: 1 H-3 respectively in 2004: JHk: 200o. L( ii:.

disbur-etneiit vas at top in 2003.

[ruin ilic ft	ii'e-.. I .. it is estimated thai the	ties ainotitti ol	IuaiIHLr LH

Puhali BaitI lid. \ as increasinc fi'oiii 200! to 2003. I ruin 200-4 to 2.00(.

consumer credit started decliiitiic. Irotu the discussion with the olficer

ci tents: the i'eseti'c 11cr learned sonic rca si itis aboit t the dccreasi ne. ticnd I I cli

cotilpettiiifll lii cOt15LtiflI credit itv be tetined	one of the rcoi	hi\

couldiil retalil and atiraci the custoii1ei. because ot cklg ol the speci:tli/ed

einI)lO'Vees. Most of the em ployces are bus y in doi n their normal and icu ia

table works. Ihev can not al locale U Inc separatel y Ir I ie coiisuiller cied ii

c-Loiiiers. lucy lia\C no field ollicers to recover the loan and 10 obtain the ltc\\

c uslulllc r. I es des tlit 5. the y dish rrse the loan b\ the help	I' agcnc\

en iplo\ ce of . the agency could tiot inspire the client to bori -o\\ COIl sti iier ct'ed it

Rules and regulation for !endiiiL& and recovering this loan v crc also ilot su i tab! e

I he anioLnit of ' dowii payment was also high.

3. 1 .4: 1 rctitl ul consu riicr credit gro% 1k in The ( it Rank I .td.

As one ol the modern private sector banks operating in I ai igl adesl i. I hc

Nank lid. also ol'f'ers a wider range ol banking flicilities bar iu. valued

customers. the City l3ank I ,dt. introduced consumer credit chenic :t the

beneficiaries ' servi -Cs of the customers iii I )99. I lie (. ('	pt'ram of' the batik

ins to lie! p the fixed income croup to bu\ liouseh l d goods. has been c nd I all

accepted.

Consumer credit policy taken b y I lie (it\ l3wik I .td.	a	11taill!\ \ u Inc

proved as :nl encouragi ig demand (shown in figure-3. I .4). I )uriiig the pcttod ot

2001: about 6 million taka ei'e disbursed to the consumer. I ut in 2002, it 'a a.

declinin g . [he fi gure rose to 17 million taka in 2003. Ii also enliittiu.

iicreased o 3i million: 44 million: 2 million taka respectivel\ in 2004: 21)(}a:

4:
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Figure-3J.4: Trend of consumer credit growth in The City Bank Ltd. from 2001
to 2006

6O
5o
4o
3o
2O

100
2001 2002 2003 2004 2005 2006

Years

0 Yearly amount(million taka) of loan disbursed

Source: The City Bank Ltd. (200 1-2006).

From the above figure, it is estimated that the sales amount of consumer credit
o The City Bank Ltd. is increasing on a regular basis (instead of 2002). From
2003 to 2006, consumer credit growth rate was satisfactory. This increased rate
indicates that consumer credit is a very demanding product in the market.

3.1.5: Trend of consumer (personal) credit growth in Dhaka Bank Ltd.
Dhaka Bank Ltd., a pioneer of the modern bank, also offers a wider range of
banking facilities for its valued customers. Dhaka Bank Ltd. introduced
consumer credit scheme as the beneficiaries' services of the customers in 2003.
Trend of consumer (personal) credit growth in Dhaka Bank Ltd. is given below:

Consumer credit policy taken by Dhaka Bank Ltd. is immediately visible and
proved as an encouraging demand (shown in figure-3.1.5). It introduced
consumer credit scheme in 2002, it was 107 million taka. It also continuously

increased to 247; 444; 865 million taka respectively in 2004; 2005; 2006.
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Figure-3. 1.5: Trend of consumer credit growth in Dhaka Bank Ltd. from 2001 to

2006
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Source: Dhaka Bank Ltd. (2001-2006).

From the above figure. it is estimated that the sales amount of consumer credit
of Dhaka Bank Ltd. is increasing on a regular basis. From 2003 to 2006,

consumer credit growth rate was suitable.

3.1.6: Trend of consumer credit growth in One Bank Ltd.
One bank Ltd., another modern private bank, also offers a wider range of
banking facilities for its valued customers. One Bank Ldt. introduced consumer
credit scheme as the beneficiaries' services of the customers in 1999. Trend of
consumer credit growth in One Bank Ltd. is given below:

Consumer credit policy taken by One Bank Ltd. is instantly visible and proved
as an encouraging demand (shown in tigure-3.l.6). During the period of 2001;
about 21 million taka were disbursed to the consumer. The figure declined to 20
million & 12 million taka respectively in 2002 & 2003. It continuously

increased to 54 million; 194 million; 416 million respectively in 2004; 2005;

2006.
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Figure-3J.6: Trend of consumer credit growth in One Bank Ltd. from 2001 to

2006.
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From the above figure, it is estimated that the sales amount of consumer credit
of One Bank Ltd. is decreasing on a regular basis from 2001 to 2003. But from
2003 to 2006 consumer credit growth rate was very much pleasing. This
increased rate indicates that consumer credit is very demandable product in the
market.

3.1.7: Trend of retail loan growth in HSBC Bank Ltd.
The I-ISBC Bank Ltd., pioneer of the modern foreign bank, also offers a wider
range of banking facilities for its valued customers. Trend of retail loan growth

in HSBC Bank Ltd. is given below:

The retail loan package has become a popular deal in the market and it is proved
to be increasing in demand (shown in figure-3.1.7). During the period of 2003;
about 3386 million taka were disbursed to the customers. But in 2004, it reduced
to 3276 million taka. The figure then had a dramatic rise 7003 million taka in
2005 and still to 7305 million taka in 2006.
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Figure - 3.1 .7: Trend of retail loan growth in HSBC Bank LItd. From 2003 to

2006

years

Source: HSBC Bank Lltd. (2003-2006).

From the above figure it is estimated that the sales amount of retail loan of
HSBC Ltd. is increasing on a regular basis (except for 2004). In 2005 and 2006,
the retail loan growth rate was satisfactory. This increased rate indicates that
retail loan is a very demanding product in the market.

3.2: ConcLusion
From the above discussion, it is clear that the amount of disbursement of
consumer credit of some Banks (like Prime Banks Ltd., The City Bank, Dhaka
Banks Ltd., One Bank Ltd. & HSBC Banks Ltd.) were increased from starting
year to 2006. The increasing rate of disbursement of consumer credit scheme
indicates that consumer credit has huge demand in this country. Some banks
(like Islami Bank Bangladesh Ltd., Pubali Bank Ltd.) disbursed amount was
increasing from 2001 to 2003. But growth rate of consumer credit from 2004 to
2006 was not increased. The decreasing rate of disbursement of consumer credit
scheme indicates that consumer credit operating in different banks in this

country has limitations.
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So. in conclusion, it can he said that some operating banks are ['acing Problems.

Ilie consumer credit schemes ol' di ff'erent banks arc not cqually well fitted ['or

the expectation of the custonicrs. lntei-est rate is coniparativcly high in this

scheme. Papers preparation cost for getting loan	high in this scheme.

I united iiumber of' branches 01 dillerent banks oilers this scheme which is not

enoLigh to serve equally the huge customer. Promotional activities like

advertising, personal selling, sales promotion, direct marketing and public

re]atiou is not arranged sul'lciently for creating demand of this scheme.

I inployees of di li'erent banks who are involved to take care of the consumer

credit customer are not so available and not more careful to help the customers.

Most of the employee passes their time by doing their regular table work. Sonic

of' the banks have no extra employee to recover the loan and to obtain the

clients. ihe process followed by different banks fur lending the consumer credit

to the consumer is not so simple. It is not so customarized. Physical evidence

(building. interior design, l'acilities design. furniture, equipment, signagC.

employees dress, reports, business cards etc.) of all of the branches of' all banks

is not equally so upgraded.

As has been observed from the discussion with the ollicials and the clients, the

ways to improve the operations the Banks should take some measures. Bankers

should take extra care to improve the quality of the consumer credit scheme.

l'hey should try to speed up marketing activities, especially deliver their loan to

the consumers as soon as possible. Rules, regulation & policy ol' the consumer

credit scheme should be set to meet consumers expectation. Interest rate of the

scheme should be reduced for increasing the demand of the consumer credit.

Most of the branches o banks should be offered this loan to consumers fur

ensuring the availabl y of' the credit. Promotional activities like advertising,

personal sellin g, sales promotion. direct marketing, pub! ic relations should be

increased for creating demand of this scheme. Service delivery process ol this

scheme should he set up very simple. Procedures and formalities which have to

maintain by customers for getting loan should he easy. lhey should! be reliable

and responsiveness. Ihey should be well trained to serve the customers. !'hey
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should cure ifldi\ idually to the customers. People of the concern branches ol

banks should be more customer care orentecl to satisf'y the customers. Physical

evidence of the branches should be more decorated. Necessary equipment

should he increased for sanctioning loan and related activities to the consumer

credit borrowers. °l'he shape of the building, interior design. l'aci I ities design,

furniture, equipment, signage. employees dress, reports, business cards etc.

should he well titled 10 satisly the customers. The next chapter is about

conceptual framework & development of ' hypothesis which the thesis will

examine empirically.

0
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CHAPTER FOUR

CONCEPTUAL FRAME WORK

DEVELOPMENT OF
HYPO THESES
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Cl 1APl'FR FOUR

COiVCEP 7'(JA I. ERA ME WORK & DE VEI. OPMEiVT 01"

II YP 0 TI IESES'

4.0: Introduction
the aim of this chapter is to develop a conceptual frameWork & hypothesis to

address empirically the key research issues identified in chapter one & two. It

reviews a number of existing models/ frameworks relatini to consumer credit

and the evaluation of consumer credit impact on consumer lifestyle. 'I his review

has led to the development of conceptual framework & hypothesis used in this

study.

4.1.0: Review of the Existing Models! Frameworks on Consumer Credit and
IcopIe's Lifestyle
It appears. after a review of the relevant literature, that several Irameworksi

models have some relevance to the present discussion, there lore, all of them arc

reproduced and discussed briefly in this section.

4. 1. 1.' Stokes & Ar/i 's trwne work fr the revieit' o/ consumer credit: Stokes &

ArIt (1955) identified that there was a scarcity of goods a century ago. in the

ancient world and in the early middle ages, loans were macic lar,cly to relieve

distress. ihe industrial revolution and the development 01 the fictory system

with its large scale Production led to the development ol consumer credit in its

present form to enable them to make cash purchases of consume!' durahies

goods. 'ftc individual may wish to obtain funds in excess of his current income

to enable him to purchase and enjoy the use of commodities. particularly durable

goods, before he has accumulated sufficient savings to purchase these goods. Jo

provide consumer with the means of purchase the output of ' industry, various

form of' credit have been developed and a variety of lending agencies have been

created. Consumci' credit is one of the forms. '1 he purpose ol' consumei' credit is

to enable the borrower to enjoy income heibre he has earned it or received it.

('onsumer credit comes into existence whenever an individual acquires funds or
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goods for personal use in return lbr a promise to pay' br the same in the future.

It is a L&eflera l bramework ShOW!nL the enjoyment of income before he has

earned it.

4. 1.2: S'/iav 's frwneitoi'k Jor review o con.ciimer credit: Shay (1 956) viewed that

the additional u-chasing power provided by consumer credit has been a niior

actor in developing mass market for consumer durable goods and promoting

eneraI ly high production and employment during the post\\ar  decade. I he

number of family was also raised in that period. This sharply increased gi-oup ol

potential credit users ready to borrow because of the several factors. These are:

(I) Changing attitude toward debt: I'otential credit users are ready to borrow

because o [the c ha uigi ng attitude toward debt b y the borrowers themselves, by

society at large, and b y lenders. There is no longer a stigma attached to buy on

installment credit or borrowing to meet an emergency or to achieve some

desired personal goal. 1 Iighly competitive selling methods have persuaded

consumers that this is the way to buy durable goods.

(ii) Standard of' living: Consumers are more willing to boi'row because they

desire to improve their standard of living. More and more of ow' household

heads fit the pattern of the typical users of consumer credit-relatively young.

head of a family with children under eighteen, and holding a good, stead y job.

Young married couples prefer to get the goods they need and want, when they

need and want those most. Because of limited income, the y bought household

goods on credit br increasing their standard oil iving.

(iii) high degree of confidence to repay: Consumers are willing to incur debt

these days because of the employees' regular employment and steady wage

rates, they are more willing to commit future income.

'Ihis framework indicates that borrowing consumer credit is now acceptable way

to buy household goods. The changing attitudes toward credit, standard of living
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and high degree of conlidetit to repay loan intended consumer to borrow

consumer credit.

4. 1.3: Sullivan '.c fra,nen'ork to,' i'cvicw qf consunier c,'ediI £/C1iU/U/ on /i/cci'cic:
Sullivan & Worden (I 99) described about the household credit demand. 1 he

household demand br consumer credit is derived from current consumption

deciSionS. A household will LISC credit to finance current consumption when the

marejnal utility of' consumption exceeds the marginal cost ol credit and in turn.

the marginal cost of' credit is lower than the opportunity cost associated with

liquidation of available financial assets. Ihe cost of credit includes the alter tax

of' interest paid, the transaction cost associated with credit search and debt

repayment. and psychological costs, such as ltar of default and linaneial failure,

associated with credit use. Household demand l'or current consumption is a

lunction 01 household lifecycle. l'hus, basic demand for consume!' credit is

expected to be not only a function of price hut also of' lifecycle. Ihe results of

previous analysis of' credit use provided support for the 1i!cyc1e theory of' credit

use. I nthoven (I 957) was the first of' many to lind that young married

householders with children were more likel y to have consumer debt than those

without children or than households Compose of' single person. As the

households head aged, and children left home, the probability of consumer

credit use declined. From the discussion of' the framework, it can be concluded

that consumer credit demand depends on Ii hcycle.

4. 1. 4: Pliun,iic'r . /)',,nc ii'oi'k fin' rei'ic'w of l ifi.' .' i rle: P1 ummer (1 974) described

the theory behind lih.st he segmentation and discusses how it has been and can

be applied. For doing this, he measured people s activities in terms of' (i) how

they spend their time. (ii) their interests, what they place importance on in their

immediate surroundings. (iii) their opinions in terms of' their view of themselves

and the world around them, and (iv) Some basic characteristics such as their

stage in lifecyc le, income, education, and where they live, lie listed the elements

included in each major dimension of' lifestyle. I'hese elements are: activities-

work, hobbies, social events, vacation, entertainment, club, membership.
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recreation, fashion, food. media, achievements; opinions-themselves, social

issues, politics. business. economics, education, products, f'uturc, culture;

demographics-age. education, income, oCcupation. family size, dwelling,

geography, city size, stage in ii f cycle. Plummer concept helps marketer to find

out the basic need of' thc consumer and how the products lit into their lives. I l

for example, the persons I ifestyle indicates a strong need to be with other

people in a variety of' setting, it may he that the product can be positioned to

satisl'y the social need. Or one might learn how a product fits into a person ' s lifc.

I ilestyle picture enables the writer or artist to have in his own mind a better idea

of the t y pe of person he is trying to communicate with the product. This picture

also gives the creative person clues about what may or may not be appropriate to

the lifestyle of the target consumers. ihis has implication lhr setting of'

advertising, the t y pes and appearance of' the characteristics, the nature of the

music and artwork. whether or not fantasy can he used, so on. A marketer also

can identify why certain lifestyle segments use or do not use a particular

product. A marketer can develop new products best fitted f'or certain Ii !'cstle

group.

It is a very important tramework because it provides a unique and important

view of ' the markeL It begins with the people their lifestyle and motivation-and

then determines how various marketing lactors fit into their lives.

4. 1.5: .4,.sc'I '. f,wiic' u'o,'k /r ,''i'i' of 1i/cxiiIc': Assel (1 9)8) described that

changes in the Ii lsiyles of American consumers 'ere due partially to change in

their demographic characteristics and partially to changes in their values. Seven

broad changes in lifestyle occurred in the I 990s in America are:

(a) Changes in male purchasing roles: 'l'he changes in the male's purchasing

role is most apparent in increasing responsibilities fr shopping and child care

and in more involvement with working and house cleaning-all traditional female
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p role. One surve y found that 35% of iiien bu y all tile food for their homes, and

30% buy all the cleaning supplies and house wares, and about 67% buy all their

own personal items (American Demographics, 1 992).

(h) Changes in female purchasing roles: Women's traditional roles were

change. They began to work outside of the home. A survey of VOfllCil under 35

found that 90% did not aspire to being lifelong homemakers. Three-fourths ol

these women planned to combine job and homemaking throughout their lives.

l'hey need household products (washing machine, blender machine, pressure

cooker, car etc.) for speed up their work. They also need household product (car,

motorcycle, and computer) for speed up tile combination of work In home and

outside of the home.

© A more isolated lifestyle: Consumers are spending more time at home,

resulting in a more isolated Ii lestle. Ihere are two dimensions to this trend: (i)

staying at home for leisure: Consumers are more likely to stay at home For

leisure and entertainment. Many stay home For eating cOl1l1OIt food and

watching lV & IlOnle videos, thereby avoiding issues such as pollution and

Al DS. (ii) Working at home: A second and broader dim ension of a more

isolated consumer is tile greater opportunities for working at home spawned by

the information revolution. Fax machines. printers and personal computers etc.

(information technolog y ) can help to work in home as like as corporate office.

(d) Greater time pressure: lime pressures in American societ have beeii

increasing since 1 965. In 1965, 24 % of Americans under 50 said, "they always

ldt rushed." By 1 992 that figure rose to 38 % The share of people claiming,

"they almost never had excess time on their hands" rose fioni 46% in 1965 to

61% in 1 995(Anierican Demographics. 1996). Ihe focus on tulie savings

convenience in the 1 990s has created tile need to cat on tile run. People eat

breakfast in the car on the way to work, munch on a sandwich while walking. or

eat lunch at their desks. l'his trend is created need to prepare quick food. .1 he

need for quick loud has led many marketers to repackage their products into
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smaller size and to change them to suit gra/crs dietary needs. 'Ihey need

products which take less time spent in preparing and eating dinner, the prinlary

reflection ot' this trend is the growing importance of microwave ovens in

iieoples lives. In 1 90, 1 5% of homes had microwaves; by I 98), close to () %

of' U.S. households owned them.

(e) I ligher level of self awareness: the I 990s has seen an increase in the

demand for products and services that offered a sense of personal achievement

such as sports equipment, home electronics, and educational products. In this

period, self aware lifestyle supported products like home computers, cable l'V,

and exercisers were high on consumer shopping lists in liSA.

(1) A more frugal and value —orieflte(l lifestyle: l'he recession of' the early

1 990s created a market trends towards frugality among consumers. Among the

signs are less expenditure on luxury items, renewed demands for quality, and the

loosening of brands loyalties. The market for luxury products has su1'Pred

because consumers are framing their lives in terms of survival and security

instead of success and acquisition. ]'he desire for quality has created a value

orientation. l'hough consumers were buying less expensive products. they

sou ght the same level of quality. 1'his value orientation has resulted in a

loosening of ' brand loyalties and an increase in the purchase of private-label and

lower-priced brands. 1 hey are more interested in quality merchandise at bargain

prices than they are in brand names.

4. 1.6: So/onion s frcii,ie work fr review of Ii/xli'Ie: Solomon (2003) described

that Ii l 'estyle refers to a pattern ol consumption reflecting a person's choices of

how he or she spends time and money. I-Ic also described Ii hstyle characteristics

as group identities. Consumers often choose products, services, and activities

over others because they are associated with a certain Ii festyle. lie also added

that products are building blocks of lifestyles. So people, products. and settings

are combined to express a certain consumption style as diagrammed in figure.
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Person 7 Product

Lifestvlc

Setting

Sources: Solomon (2003)
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irom above analysis it is clear that product helps to build blocks of lifestyle.

Consumer credit helps to buy household goods for building people's Ii fcstyle.

4. 1. 7: Green ci al. frame ivur/c for 's"' q/ /if's ti'le: Green et al. (2006)

grouped the lihstyle items under nine distinct components. 'these factors

represented nine lifest y les and were labeled b y nine descriptive themes: modern

Ii ft. education and self-learning, watching sports, contributing home and fanii]v,

voi-k, travel, hobbies, and nature and the environment. 1 ach @1' these nine

themes attempted to capture the relationship ol the items within their groupings

and the di lThreat lifestyle they portrayed.

(a) Modern life: lhc modern life factor expresses the tendency to stay current

with contemporary culture, health trends, and up-to-date technology and

information. People bu y 'IV for staying with current culture and up-to-date

technology and information. 'Ihey need Iridge to maintain good health.

(1')) E(lLICatiOfl and self-learning: 'Ihe education and self-learning factor

indicates a desire or knowledge, new experiences, and skills, and for spending

time with thmily members. People need household goods (like lv! , car,

motorcycle) For their desire knowledge, new experiences, and skills, and For

spending time with Family members.
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(e) Watching sports: [bc watchinu sports [actor reflects an interest in sports,

whether it he watching or attending. People watch TV ftr enjoying game. I hey

need sports material for attending sports.

(d) Contributing: [he contributing factor illustrated a propensity for chat-ity,

civic or comniunit y involvement or service. Car, for example, is ver y much

necessary for community involvement.

(c) I ionic and fani ily: The home and fani il y factor reveals an a l 'linity for

traditional activities such as cooking meals at home; doing your own home

improvement, decorating, or auto maintenance; spending time, raising children

or attending activities related to them, growing vegetables or lIuits in your

garden etc. household products (like pressure cooker. Computer, furniture,

washing machine etc.) are very much necessary fur doing these activities.

(I) Work: 'Ihe work factor, as it name implies, relates to business or work

oriented activities such as operating your own independent business and

work lug at home or "telecommunicating People need household goods ( I ike

ear, washing machine, computer etc.) for doing woi-k.

(g) Travel: 1 he travel factor rellects the desire to take extended vacations, to

live somewhere else and to spend time at countr y club. Car is very much

necessary for traveling.

(ii) I lohbies '[be hobbies fuctor expresses a penchant br making. collecting or

drawing things. I lousehold goods like musical instrument, TV etc. is necessary

fur meeting the hobby.

(i) Nature and the Fnvironrncnt: I'he nature and environment [actor indicates

an interest in nature in general in an environmental or conversation group or

organization.
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l'he above-mentioned nine thcmes indicated the relationship of products and the

di firent lifestyle they portrayed. People need credit to bLl y products to bring

changes in their lifestyle.

Consumer credit enables people to make cash purcimse of consumer durable

goods By this system. individual could obtain funds in excess of his current

InCome to purchase and enjoy the use of commodities. 'Ihe high degree of'

confident to repay and changing attitudes toward debt iniluence consumer to

borrow consumer credit. Consumer needs consumer credit to buy household

products to improve their standard of living. Consumer chooses products.

services or activities over others because of their association with certain

lifestyle. They need credit to buy household goods. Because household goods

are necessary to do their lifestyle activities, satisfy their lifestyle interests,

express their lifestyle opinions. Demographics factor of lifestyle are also related

to borrow consunier credit to buy the household products. The middle class

people in Bangladesh who have no current savings fail to maintain their

Ii I'estyle. Consumer credit offered our banks can helps to provide money for

buying household goods to enhance their Ii festyle. From the discussion, it may

be said that there is a strong association between consumer credit to purchase

household goods ai-icl people s lifestyle. No•', it is possible to draw a picture

about interaction between consumer credit and lifestyle in the concept of

I an g I adesh.

4.2.0: Conceptual Frame Work for this StuIy
Based on the findings of' the existed stud y , the major factors which may

influence to borrow consumer credit to improve their life st y le can he classified

into lifi.style activities, interests. opinions and demographics.

A conceptual model of consumer credit impact on Ii1style of people has then

been derived and presented in figure-4.2. I
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Figure-4.2.1: Conceptual model of consumer credit impact on lifestyle of people

The model is a comprehensive one and should be capable of capturing the
relevant factors underlying the problem. A number of variables have been
included to measure consumer credit impact on the lifestyle of people of
Bangladesh. The variables are involved under categories of lifestyle factors.

These are:
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I ilbstyIe activities consist of dif'lrent sub factors namely work per ormance,

social activities, entertainment activities, hobby and vacation etc

I i 1C51\/le interests include di lThrent sub factors such as fhmi lv. home, recreation,

fashion, and 100(1 etc.

I ' ifestyle opinions related sub factors are themselves, social issues. economiCS,

education, culture and future etc.

1 )eniographics related sub factors are age. sex, education, income, occupation.

stage in lit cycle etc.

Fach variable in these four major categories may have marginal effect on Ilk

style by using consumer credit. Using statistical method, the probability of

consumer credit impact on ii tstyle can he found out by considering marginal

eflcts of all variables. Variables in these four major categories and their

specitcations are discussed in the following sections.

4.3.0: Lifestyle Variables and hypotheses

4.3.1 : Variables Considered

I i ftstyle portrays the 'whole persot interacting with his or her environment.

Marketers search for relationships between their products and I iI'estyle groups. A

computer manufacturer, for example. might tiiid that most computer buyers are

achievement oriented. Ihe marketer then aim the brand more clearly at the

achieer Ii !'estyle ( Kotler & Keller. 2006).Vaniahles that may influence the

lifest y le was considered based on the literature survey and opinions of

researchers and experts in banking sector. Ihe variables are classi lied into four

major lifestyle lactors: Activities, interests, opinions and demographics factors.

All these variables have set of interactive sub-lactors. The variables are

described in the following sections.
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4.3.1.1: Activities

Activity is a situat loll Jfl which something is happening or a lot of things are

being done. The way the people spends their time includes meetings, COUrSCS,

workshops, news releases, telephone consultations, tours, set I-instructional

modules etc. I .i fstvles are expressed by the factors of activities. Veal (1989)

defined that Ii festyle is the pattern of individual and social behavior of' an

individual or a group. Behavior includes activities involved in relationships with

partners, family, relatives. l'riends, neighbors and cot leagues, consumption

pattern, leisure, work, and religious activities. People need different kind of

household products br doing different activities. Interaction between the

activities and household products borrowed by consumer credit are described

he 1 low:

People need credit to buy different kinds of products br performing their work.

Suppose, a tailor needs sewing machine, a teacher needs computer, a house wile

needs washing machine, pressure cooker, blender etc. These products help to do

their work. I)evis (20() I) found that 'omcn today are corn lortable wearing

contemporary pieces for work and are in touch with their traditional self' while

attending a sangeet or a wedding.

People need credit to buy household products for doing their entertainment

activities. Entertainment includes listening song; watching dance, drama,

cillema; visiting enjo yable place etc. these are very much necessary br sound

mind and sound health. People maintain their entertainment activities by using

household goods like 1 V. car, computer etc.

A man can not enjo y his leisure without a hobby. It is necessary to enjoy life. It

is a great source of joy and pleasure. it relieves people from their routine bound

works. it helps them to abate their sorrow and sufferings. It makes a person

strong and mind jolly (Chowdhury & I lossain. 2008). People need credit to buy

household products (like car, computer, 'IV) for ful filling the desire.

4
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l'raveling in vacation impresses people's mind with the vastness, irandeur,

majesty and wonder ol' (Iod's creation. It tills people's mind with piety and

devotion (Mohiuddin & Kashem, 2008).With the prepuid V isa Travel Card, a

person can re-live those days while leaving the worries related to money maLlcrs

with banks This is a travel card that gives him a secured and hassle-free travel

experience (Standard Chartered Bank. 2007). Before a person start his bags lbr a

vacation abroad, he has too iiny things to take care oIl 1 Ic may leave his

money-matters to banks while he packs his bags. Banks fast and easy loan

processing will simply add excitement to his travel plan (BRAC Bank I ,td..

2007). lIe or she needs ticket or supporting money for going on any tour. By

borrowing consumer credit, he or she can easily manage ticket or supporting

money fi)r visiting any place or going to educational tour.

Social factor is connected with activities in which people meet each other for

pleasure. Social events indicate our pattern of' interaction with other people.

Various form o( pressure from others (family, friends. coworkers etc. ) al'I'ects

what is acceptable to buy at some given time. Clarke (I 99) identi lied that

Weber's (1 948) conception ol' li1stylc is not independent of' class hut is merely

manifestation of class membership. This is especiall y true I'or visible items like

sola sets. IV. freeze (Bei'kman & (illson, 1 978). A car is more than a symbol 01

solvenc y , of' prestige. Having a car means not depending on the mercy of others

where a perso1 and his l'amily need to go (Arab Bangladesh Bank, 2005 ). A car

helps to maintain social activities. Piii'to (1990) opined that experiencers (a

Ii lstyle group) are avid (greedy) consumers. Iheir energy linds outlet in

outdoor recreation. They spend a comparatively high proportion of' their income

on social activities. Consumer IThancial behavior is s(.)cially embedded and

involves many aspects of social lif'e. Consumei' credit helps them to buy

pi'oducts (like car, computer, furniture) to do their social activities.

I lousehold product is necessary fbr community activities. A car, for example, is

needed to go to a ceremony (like marriage ceremony). A middle class people

14	 need ci'cdit to buy (ear, motorc ycle) for maintaining community activities.
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I )ebtors interpret and negotiate meanings of' debt in line with their socially

cotlstructe(I environment and relationships in their networks. Consumers

interpret and negotiate meanings ol debts, sonic aspects of their Ii f domains,

such as consumption, personal relationships, academic achievement, and career

development ma be closely related to ones debt situations (Manning, 2000;

Ritzer, 1 995; Sullivan ci at., 1 989). Personal relationships and social networks

play their roles for debtors. Consumer debt involves individual's ties with many

other factors in the network. A study on consumer saving kund that non-savers

hide their financial situations from their relatives and Friends (1 unt and

I Avingstone, 1991), which indicates that social support varies upon people's

financial situations. I )ebt is not only related to people's persoiialities and values,

but is often influenced by others. For example, people may accumulate more

debt in order to reduce obligations with someone who provides financial

support. On the other hand, debt may change one's perception of his/ her

positioli(s) in the network and propel him! her to function differently in the

network. 'Ihe strength of' ties and breadth ol' the network may thus transForm

over time along with one's debt circumstances. We assume that one's strong ties

are especially relevant to his/ her debt situations (Vv'ang & Walleudorfl 2005)

I lousehold products are necessary for doing shopping activities. A car, lbr

example, is needed for going to shopping mall. A computer is necessary For

internet shopping. Borrowed consumer credit to buy car or computer helps

people to do their shopping activities.

I lousehold goods also help to enjoy sports. People enjoy sports program b,'

watching 'I'V. They can play games by using computer. 'l'hey can go to stadium

br enjoying sports by using car. So. borrowed consumer credit to buy a car/ 'IV

helps middle class people to do their sports activities

I rom the above disc ussion, it is c lear that people need household goods (like

car, computer) to perform their work, to maintain their social activities &

communit y activities, to perlorm their entertainment activities. Consumer credit
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can help midd]c class people of' Bangladesh who have no savings to buy

household goods to do their activities. So it can be assumes that there is a strong

association between consumer credit and People's lifestyle activities

4.3.1.2: Interests
Interests are a kind ol inclination or weakness about someone or somelhing

such as interest in music. It is the power of attracting or holding one's attention.

People are normally interested about to their l'ani ily. I am i ly is a group

consisting of one or two parents and their children, people who are related to

each other. 1'amily members can strongly influence buyer's behavior. Buying

roles arc changed with evolving consumer lifestyle (Kotler & Keller, 2006).

People need credit to buy products for their family members. A car, for

example, gives them the convenience they seek while protecting their family

(Arab Bangladesh Bank, 2005). TV, fridge. and sola set all of the household

goods are very much necessary for family members. I'eople who are interested

to their family members wanted to buy household goods by borrowing cO115U1'1CF

credit.

Some people are interested to their home. I tome is the hoU5e or lat/apartment

that a person lives in, especially with Family. They want to decorate their home.

TV. ['ridge, bed ( khat). almira, sofa set, dinning table all of this household goods

are necessary for decorating their home. Proper setting of [urn iture in home is

helped people to Feel comfortable. Well decorated home makes people mind

jolly. Consumer credit is necessary br decorating their home.

People need household goods who are very' much interested to their job. A car is

need for going to olfice. A computer is necessary br performing oihcial

activities.

People need household goods [or recreation. Recreation is the fact that people

do for enjo yment, when they are not working. these are refreshment activity

4	that refreshes and recreates activity that renews health and spirits by enjoyment
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and relaxation, these are activities tcnerall y (lone durini an individual's leisure

time (outside of school and work) and for non-competitive. non compensatory

reasons. lilni, ITIO\!iC, fl1USiC etc. are used to entertain people. People efli0v'

cinema, drama, and such oilier popular programs by watching 1 V and listening

to radio. A 11cr a da y 's or week's hard work, their heart naturally wishes to have

some amusement. Ihey can enjoy story, music, dance and see sil!,ht of facts of

lift at a nominal cost by watching TV. VUP or listening to radio. All these give

great relief to our mind (Mohiuddin & Kashem. 200).

l'ashion is a currently accepted or popular style in a given field (Kotlar &

Armostrong, 2007). it is a popular style of cloths, hair etc. at a particular time or

place a popular way of' behaving, doing activity. People who are interested to

fashion want to buy di lierent kind ol' fashion goods. Swing machine, furniture,

sofa set, almira etc. arc fashion goods. These goods help to maintain their

fashion.

iood is very important for human lift. Fresh vegetables, meat, egg, milk and

other food is very much necessary !br their lives. They need fridge for fresh

food, vegetables and drinks. '['hey can maintain balanced diet b y using fi'idge.

Blender machine is necessary for juice, pressure cooker is necessary for uicl

100(1 & oven is necessary for warming food.

irom the above discLlSsiofl. it can he said that people are interested to particular

lhctors like famil y , home, recreation, fashion etc. they hu household goods for

their interest of those factors. flut limited income people have no ability to buy

household goods for lacking of their savings. t'hey need I'orced saving policy.

this is possible only by taking consumer credit. So the hypothesis may be:

Iliere is a strong association between consumer credit afl(1 I'eoplcs ii ftstyle

interests.

4
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4.3.1.3: Opinions
Opinions arc peopic's way of expression; the belief's or views of' a group of

people. Sonic people seek personal pleasure; want liiii. change and escape.

Other seeks self realization through religion, recreation, or the avid pursuit of

careers. They want to see themselves as homehodies or swingers. People use

products, brands and services as a mean of sell expression and the y buy

products and services that match their views of' themselves. i'hey tend to spend

to the limits on sell' in(lulgent goods and services. °l'hcy are limiting their

spending to products and services that improve their lives instead of' boosting

their image (Kotler & Arrm)stroflg, 2007).

Social classes arc society s relatively permanent and order divisions whose

members share similar values, interests and behaviors. Social classes are

measured by the combination of occupation, income, education, wealth and

other variables. People within a given social class tend to exhibit similar buying

behavior. Social classes show distinct produet and brand pref'erences in areas

such as clothing, home furnishing, leisure activity and automobile (Kotler &

Keller. 2006). 1 imiled inCome middle class people want to buy household

goods. 'l'hese kinds of' people have low resources with locus on status. These

individuals seek social approval for action (Mowen & Minor, 1 998). Weber

(1948) argued that divisions in society' arise not only IToni class, which is baSed

on economic relationships; hut also from status, which is based on honor. A

status group is distinguished by the honor accorded to it by the rest of society.

and also by its particular style of' life. To many people, mone y means power in a

society . It is not used so much to purchase cars, clothes, houses, or food as it is

to buy status, domination, and control (Goldberg and I .cwis, 1 978; Robert and

Jones, 2001). Money represents a command over goods and services necessary

to advance the sell-interest of' an individual in a free enterprise economy

(Walker and Garman, 1992; Robert and Jones. 2001). Consumers demonstrate

their social powei' b y displaying their material wealth because wealth is the best

indicator of power in modern Society (Bell. 1 998). 'l'oday, status is seen more

4	thi'ough ownership of' status products than through personal. occupational, or
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fomily reputation (I astn1an et al., I 997 Robert and .Jones, 2001). Consumer

credit helps people to buy household products for maintaining their social status.

I lousehold products are very much necessary for political people. Ihey got

news about political situation by watching 1 V. Ihe y communicate with other by

using car. 1hey provide inlormation to others by using computcr. People who

are political minded wanted to buy household goods for maintaining political

relationship.

I .i Rstylc refl..rs to pattern of consumption reflecting a persons choice of how lie

or she spends lime and money. In an ecoiloliliCs sense. ones lifestyle represents

the way one has elected to allocate income, both in terms of relative allocation

to di tTerent products and services, and to specific alternative within these

categories (Zablocki & Kanter, 1976). People lace different economics

condition. Suppose strugglers (a lifestyle group) are at the bottom of economic

ladder. E'liey are most concerned with meeting the needs of the moment. and

have limited ability to acquire anything beyond the basic goods needed fOr

survival (Solomon, 2002). They are poor with little education; they have few

resources and must locus on living for the moment (Mowen & Minor, 1 998). A

persons economic situation affects products choice. A person can consider

buying an inexpensive product if he has not enough spendable income, savings.

and interest rate (Koticr and Armostrong. 2007). People need consumer credit to

buy household prodict (like fridge. swing machine, computer. IV etc.) which

help them to save time and money. (onsumer credit helps them to allocate their

income.

People opinion depends upon their level of education. I ducated people

obviously explain something better than illiterate people. Consumer credit like

education loan helps people to he educated. lhey need consumer credit to buy

household goods (computer. IV etc.) to help them to gather knowledge. A car

helps them to go to school, college, university & madrassa.

ci
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V People enjoy now but pay 1ate it is the system ol consumer credit scheme.

People buy a car, for example, now & use it now hut they will pay the price of

the car later. In this system people eaii enjoy lutLire Iaciliiies today.

Culture is the set of basic values, perceptions, wants and behaviors learned by a

member of society, family and other important institutionS. It is the most basic

cause of person's want and behavior. A child normall y learns the following

values: achievement and success, activity and involvement, efficiency and

practicality . progress, material comfort, individualism, freedom,

humanitarianism, youthfulness, and fitness and health (Kotlar & Keller, 2006).

People need credit to buy household goods to show their culture. Marketers are

always trying to spot cultural shifts in order to discover new products that will

be wanted. the cultural shift toward greater concern about health and Illness has

created a huge industry for health and fitness services, exercise equipment. Ihe

cultural shift found inlormality has resulted in more demand for casual clothing

and simple home, furniture (Kotlar & Armostrong, 2007). Cultures are patterns

of learned behavior which are held in common and transmitted b y the members

of any given society. Culture may he analyzed according to its cognitive,

material & normative aspects. 1 he principle cognitive aspects of culture are

knowledge and ideas that have some basis in observable, factual evidence.

Suppose an American believes that medical science will flnd a cure for cancer in

their lifitiiiie. Material fatures of its culture is known as artifacts such as

computer. reels of movie Ii Em. sula set IV etc. (Berkman & Gilson, 1 978). [he

consumer culture has evolved into one of the most powerful forces shaping

individuals and societies (Roberts and Scpulveda, 1999 a. b). The consumer

culture is defined as a culture iii which the majority of consumers a idly desire,

pursue, consume, and display goods and services that are valued for

nonutilitarian reasons, such as status (power), env provocation, and pleasure

seeking.

4
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some people expressed their 1ilstyle by using products. '[hey wanted to show

their material to other people. 'l'hey think products are the building Hock of

lilstyIe.

On the basis of above discussioti. it can be mentioned that people's opinion is

expressed by their culture, society, economics conditions, political situation.

future expectation and their education. it also depends upon their view of'

themselves. 'I'hcy need household goods to show status of the society, solve

economics crisis, gather knowledge, maintain culture, relation & expressing

their views. Consumer credit is a banking products which helps middle class

people (who could not save money) to buy household goods to express their

opinion. So it can be hypothesized that there is a strong association between

consumer credit and People's Ii festyle opinion

4.3.1.4: Demographic Variables
l)emography is the study of human population in term ol size, density, locatiorL

age, Sex, race. occupation and other statistics (Kotlar & Armoslrong, 2007).

l)emographic variables are of major interest to marketers because it involves

people and people make up markets. Marketers track the changing age and

family structure, geographic population shill, educational characteristics and

population diversity (Kotlar and Armostrong, 2007). 'l'he most commonly

examined determinants ol' consumer credit use have been economic or soclo-

demographic variables, including annual famil y inconie, family assets,

education. Ii fe cycle. gender. marital status. ears at residence, size of

household, ownership ol an automobile, and housin g status (Awh and

Waters, 1 974; Canner and C yrnak, 1985, 1 986; Canner and 1 .uckett, I 990. 1 992;

Courtless. 1 993: Danes and [1 ira, 1990; Johnson and Sullivan. 1 98 1 1 indley et

al., 1989; labor and Bowers, 1977: Yco, 199 I Zhu and Meeks. 1994).

Age is related to buy household goods borrowed by consumer credit. Installment

debt has been found to be the highest among middle-aged (aged 35-54)

4	households (Canner. 198$) and credit card use increases linearly with age up to
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65 (I .indlcv ci al., 989 ).YoLinger household heads and those who are employed

lull time had larger amOLlflts of credit outstanding compared to households

headed by someone who was older or not employed (Zhu and Meeks. 1994). As

the households head ages, and children leave home, the probability of consumer

credit use declines. Several studies have found debt to hc higher among younger

households than among households with older heads (Godwin, 1 996). Fam i lv

structure is also thought to capture some Ii lb-cycle borrowing needs. Many

studies have lound that young people generally lavor the use of credit but have a

low level of credit literacy (Markovich and [)eVaney, 1 997; Collins and

Man-mien, 1998; lia yhoe et al.. 2000 Warwick and Manst'ield, 2000).

I louseholds tend to borrow when they are young, save during middle age, and

spend down during t-etirement. The age of the household head is expected to

have an important impact on the amount ol total debt and di ('lrent types of' debt

that households maintain. 1)uring their life time, consumers are likely' to incur

two major types of debt: mortgage debt, which is usually carried for period of' 20

to 30 years, and consumer debt, which is the amount owed on short-term and

intermediate-term loans (Garman Forguc. 2003). In another study, Canadians

aged 1 8-24 years scoi-ed lower than the general population in personal finances.

budgeting and credit (I achance et al.. 2006). Most North A merican studies

regarding personal finance and br credit literacy show that young people of any

age have a low level of knowledge about consumer credit (Mae. 2002; 1.achance

et al., 2006).

'ihe probability of' household debt use was highly correlated with socio

demographic variables related to consumption demand but was not significantly

associated with the level of household income (Sullivan & Worden, 1986).

I lowells (1990) described that below average income groups tended to use credit

to help to cope with budgeting troubles instead of increasing purchasing power.

'Ihe credit practices of low income families are quite different from those of

families at other income levels. Income is related to buy household goods

borrowed by consumer credit. During the period from I 983 to 1986 in I JSA. the

4	portion of fmilies with income below I (i 3 O0() (1985, constant dollars) holding

Dhaka University Institutional Repository



70

a credit card increased 9 1 percent. AlonL!, with the growth of consumer credit,

there was an increase in the USC 0! consumer credit amonE?. families whose

incomes were lower than the majority of families in the mid-I 980s (thu and

Meeks, 1994). Students from backgrounds of greater income arc more

knowledgeable about credit cards but also have higher credit card debts (I )avies

and I .ea, 1 995) and less wealthy students are more likely to choose the lowest

payment scheme to deal with their debts (Lewis and Vcnrooij. 1 995).

Uuving household goods borrowed by consumer credit also depend upon

vender. Men's and women's debt appears to arise from di fterent spending

habits. Male students are Ibund to have more favorable attitudes toward credit

cards (Xiao et al., 1995) but female students employ a greater number of

financial practices (1 layhoc et al., 2000), and more likel y to use their credit

cards to purchase clothes. Men, on the other hand, use their credit cards to

purchase electronic goods, entertainment and food away from home (Xiao et al..

1995).

Faiuil y ii fecycle is very much important for buying household goods borrowed

by consumer credit. According to the Ii ha-cycle hypothesis of saving

(Modigliani. 1 9o), consumers tend to maximize their utility by considering

their Ii l resources to smooth their lifetime consumption. Thus. younger

consumers who have low c urrent incomes are more willing to I inance current

consumptioli with their future income. According to the lamily resource

management model (1 .own and Ju, 1992). demo-graphic and economic variables

would influence both credit attitude and credit practice. Then, demographic

variables, economic variables, credit attitude, and credit practice would all

influence Financial satisfaction.

ihere is no established dil'frence in debt status that is related to partnership

status, but consistent with the above ideas, the presence of partners is associated

with higher savings, and plans to save for the following year (Nyhus & Webley,

4	2001). 1 louseholds are associated with different types of debts to cope with the
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• chanine, needs ol the hoLiseholci OVCF the life cycle. For example, most

households take on installment debt for the purchase of car even helore they buy

home or borrow for the college edLicati on of their clii Idren ( Y ii ma yer &

1)eVaney, 2005).

l;nihoven (1 957) was the first of many to find that young married householders

with children were more likely to have consumer dehi than those without

children or than households composed of single person. One study ( McAlister &

Kinsey. 1979) found that married-couple households have more credit cards and

use them more than do households with non-married heads. I Jowever, another

study that controlled for age found single individuals more likely to be in debt

than married couples (1 unt & Livingstonc, 1992). household size, a factor

surely conlounded with age and marital status, also has been positively related

to debt (11 ira, 199() ).

A Person's occupation affects the goods and services buying. Blue- collar

workers tend to bu y more rugged work cloths, whereas executive buy more

business units. Marketers try to identify the occupational groups that have an

above-average interest in their products and services. A company can even

specialize in marketing products needed by a given occupational group.

Suppose, computer software companies normally design di IThrent products for

brand managers, accountants, engineers, advocate, and doctors (Kotlar and

Armostrong, 2007). Consumer credit assists solvent service holders and

prolessioiial having fixed income for acquisition of private car/motorcycle and

thus help them to improve their professional efficiency and the standard ol

living ( lslami Banks, 2005).

1'rom the above discussion, it can he said that borrowed consumer credit to buy

household goods depends upon demographics variable. So it can be

hypothesized that there is a strong association between consumer credit and

demographic variables.
4L
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•	4.3.2: 1)cvclopmeiit ol hypotheses
I lypotheses as lormulated in this section along with the expected effect on the
consumer credit impacts on Ii lsly]c are siinimarii.ed as I'ol lows:

I Iy'pothesis: I'hei-e is a strong association between consumer credit and people's

lifestyle.

As lifestyle includes activities, interests. opinions and 1)emographics factors;
therefore, for the purpose of the study, it can develop the following four sub-

hypotheses.

I lypothesis- 1: Ihere is a strong association between consumer credit and

people's activities.

I lypothesis-2: there is a strong association between consumer credit and

people's interests.

I lypothesis-3: There is a strong association between consumer credit and

people's opinions.

I Eypothesis-4: [here is a strong association between consumer credit and

peoples demographics.
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CIiAITER FIVE

RESEARCH METHODOLOGY

5.0: Introduction
1 his chapter describes the overall research methodology of the study'. It states

the choice of and a1'Lument5 for selecting research methods and strategy for data

collection. ftc main reasons for selecting research sites, the procedures l'or

identifying consumer credit borrowing population and drawing a sample thei-e

from are described. It presents the lifestyle variables ol borrowers and examines

the relationship between the consumer credit & Ii fstyles. l'hc key conceptS and

variables employed in this thesis are identified, and the measures used to operate

these concepts and variables are described. ihe process of negotiating access to

information and gathering necessary data are presented. I inall y , the chapter sets

out the major tools used for data analyses.

5.1: Research Method! Design
[his section describes the research design that is followed to achieve the

objectives of the study . [ 1 states the procedures for selecting the sample, the

procedures employed to gather the data, the procedures for operational zing the

key concept and variables, the methods used to analyze the data under the study.

Finally', it discusses the main difficulties encountered in the data collection

1rocess.

'l'here are many ways to classify the types of research design. l3roadly they are

of two types - Quantitative and qualitative research. A major controversy' exits

over the application of this method in many branches of social science.

Quantitative research is t ypically taken to he exempli fled by' the social survey

and by' experimental investigations, while qualitative research tends to he

associated with particular observation and in depth interview (l3ryman,

1988 ).Qualitative research provides insights and understanding of the problem

setting. whereas quantitative research seeks to quantify the data. typically

appling some form of statistical analysis. When ever a new marketing research
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problem is being addressed, quantitative research must he preceded by

appropriate qualitative research. Sometimes qualitative research is undertaken to

explain the lindings obtained from quantitative research. I lowever, the tindings

of quantitative research are misused when the' are regarded as conclusive and

are uSed to make neiieralizalions to the population of interest (I .reaut ct a!, 2002;

Sayre. 2001 ) It is a sound principle of marketing research to view qualitative

and quantitative research as complementary'. rather than in competition with

each other (Richard. 2001 ; Shelby. 2000). The main emphasis of quantitative

research rests on a wide coverage of the range of situations, and when statistics

are aggregated from large samples, they may he of considerable relevance to

4. policy decisions. These methods are usually used to collect data based on

predetermined structured questions. Fhey do not however, necessarily allow the

respondent to conve or the researcher to learn of, the underlying events

(l3rvman, 1988). 1 lowever, qualitative and quantitative research in combination

can provide rich insight that can help in formulating successful marketing

strategies (Malhotra, 2006).

It appears, therefore that each method, either cluantitative or qualitative, has its

own strength and limitations. In order to overcome the limitations and to make

use of the benelt of both the quantitative and qualitative designs, the study does

not indulge in debates but uses both quantitative and qualitative methods, for

evaluating consumer credit impact on lifestyle of people in Hangladesh.

5.2: Choice of Research Strategy
'lhcre is a variety ol strategy in social science br empirical investigations which

have been in use over the years. lhesc are mainly observation, documentary-

historical method and survey methods. Again, there are diftrent types of

surveys as personal interviews, telephone interviews, postal questionnaires.

panel or group surveys (Malhotra. 2006).

The strategy adopted br this study is the persoial interview survey. Personal

interviews are more widely used in marketing research. ]he interviewer asks
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questions to the respondents in a f'ace to lace situation. It provides more private

and accut'ate iIll&)rIiiation ( ILl1 I & I Iawkins, 2OO ).

'the interview instrument could take a number of forms being highly structured

through to being totally unstructured. in a highly structured schedule, ii, is

assumed that respondents have a common vocabulary and that they will interpret

the questions in the same way ( Naehmias and Nachmias, 1 992). On the contrary,

an unstructured interview schedule is employed with the focus on the subjective

experiences of the respondents. Considering the nature of the present study, a

combination of structured and unstructured interview schedules was used in

order to explore both quantitative and qualitative information I lowever,

observation of the conditions of the consumer credit of different banks in

Bangladesh as well as different aspects of impact on lifestyle of people was also

a part of the strategy of collecting data. As such, Factual data as well as the

views and opinion of the respondents were collected to address the research

issues under the study.

Interview schedule had three sections. First section was about the background

information of' the borrowers & banks where they borrow consumer credit,

while the second section was designed to collect basic inlormation about

consumer credit impacts on lifestyle activities, interests and opinions. l'hird

section explored demographic information (age, sex, educational qualification,

lamilv lifecycle. occupation) of' the borrowers.

To be sure about the questions to be asked and included in the schedule numbers

of' steps were followed. Firstly, the draft questionnaire was distributed among

ft)ur experts in this leld for their comments. Some moW hcations were made to

accommodate the suggestions of' the experts. Finall y , a pilot survey was carried

out on 1 00 borrowers in Dhaka city branches of Islami flank Bangladesh ltd.

and Prime Bank I ,id. Based on the last two steps, some minor modifications

were made to finalize the interview schedule. It was decided to interview only

borrowers of di l'ferent banks in l)haka city who borrowed coiisumei' credit.
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5.3: Designing of the Questionnaire and I'retesting
6 sets of questionnaires were used to collect inlorniation (Appendix-A).

Structured aiid unstructured questions were included in the questionnaire. 'l'he

questionnaires used for the study had three sections. 'Ihe first section was about

borrowers, lending banks, amount of consumer credit borrower and purpose f'or

taking loan and unstructured questions regarding consumer credit usefulness or

not, 'hi Ic the second section was designed to collect in formation about the

consumer credit impacts on I i0style dimension of respondents. It consists of

data pertaining to the activities (work perlormance, entertainment activities,

social activities), interests (food, home, family, recreation, fashion), opinions

(themselves, education, culture, economics, social) related to purchase behavior

of household goods borrowed b y consumer credit. 1 he third section was set to

explore detailed information about demographic factors (age. education, income.

occupation. fhniily life cycle stage etc. factors) of the respondents. A total of 22

questions were included in each cjLlestionnaire. Roth open ended and closed

questions were included in the questhmnaire. Ilowever. some modification of'

questions, phrase, and la yout would be done after the pretesting of' the interview

scheduled with 100 respondents and seminar of the department.

Pretesting of' the questionnaire was carried out on 6 branches of two banks

(Islami Bank Bangladesh I .td. & Prime Bank Ltd.) from different banks

categories in l)haka city befi'e administering the full-scale interview. The main

aim of the pretest WaS to ensure that the relevant questions and issues regarding

the subject of' the study were included in the questionnaire and cleared from any

ambiguities and that the respondents could answer the questions freely. It was

also observed during the pretesting that a few questions were not clearly

understood by the respondents. I lence, some questions were dropped, while

many additional questions were also changed.
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5..4:C hoice of Research Site
l)haka-the capital city of Bangladesh was chosen as study area for this study.

1 his study has been conducted on consumer credit lending branches of banks

Islami Bank I3angladesh I ' td., National Bank I dd., 'Fhie ('it y Bank I ,td, Puhali

Bank I itd., Prime Batik I ,td., Southeast l3ank Ltd., I )haka Bank Ltd., MercantiLe

Bank I ,td.. One Bank I Ad.. 'l'he 1 longkong and Shanghai Bank (lISBC) I Ad.,

Arab I3angladesh Rank Ltd., M utual irust Bank Ltd.. I 'ank Asia I td., Premier

Bank Ltd., Al Arafa Islami Bank Ltd. situated in I )haka city. Ihe main

arguments for choosing the stud areas are:

i. l'he terms and conditions of consumer credit offered by different banks of

Bangladesh. whether it is situated in urban or rural are approximately same. It

was assumed that the population of capital city area is very much conscious

about their Ii !'estyle. Since the consumer credit impacts on Ii l'estyle is the main

purpose of this study, it was necessary to investigate the people who are very

in uch alert about their Ii !'estyle.

ii. lime available for collection of data from the held survey and the cost

involved in carrying out the study were also an important consideration.

In consideration of the points stated above, it was believed that the selection of'

the I )haka city was the most appropriate study area to realiie the purpose of the

stuck.

5.5: Population and Sample
In Bangladesh, there is no systematic published statistics about the total number

of' borrowers who borrowed consumer credit and types of' banks ollered this

credit. More over, the statistics which arc available are inconsistent, and

inaccurate. Besides this, most of the banks who oflr this kind of' credit want to

hide their total number of consumer credit borrowers for the ii' business interest

and time constraint. Both male & female middle class borrowers over 20 years

of age living in I)haka ('it)' (during the period of 1 9942007) who have taken

consumer credit from cliftrent banks of Bangladesh for buying household goods
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1 are target polL1I1t10n of this thesis. I)iffcreiit sources indicate that there are at

least two multinational and nineteen private banks oiler consumer credit to

borrowers. From those l3anks, One multinational & 4 private bank did not

cooperatc with the researchers to deliver the data or any information regarding

this thesis. Foi th s reason this 0 ye banks are not included as tariet bank of this

thesis. So one inu]tinational and fourteen private banks in l)haka city are

considered as tW'2,et population.

Addresses & phone number of borrowers (respondents) were collected from

office file of the sample branches by the employees of the banks [Or interview.

Sample siv.e deterni ination formula is used for identifying total number of

saiiiple.

Sainpie sue determination Iiietho(l:

NI p( l -p) i.	/d Ide1i

Nsize of' the sample

I -the proportion to he estimated 0.5
/ value of standard normal variate95% level of' significance 1 .96

I) -=the amount of tolerated margin of error0.05

11)eftdesign et'0ct-1 .5

Number of sample	{0.5( 1-0.5) (1 .96) / (0.05) 1*1 .5576

576 borrowers were selected as sample fOr intervie\\ing At first target

population is divided into mutually exclusive and collectively exhaustive

suhpopulation or cluster. 'I'hat means 301 clusters (branch as cluster). Random

sample of' cluster (branch as cluster) is selected based on probability sampling

technique. I lere. 30(hranches aS cluster) cluster arc selected as sample by using

probability proportionate to sue sampling method from 301 branches. All

borrowers in each selected branch (cluster) are not possible to include in the

sample because of' time and cost constraints. For this reason. probability

proportionate to size sampling of two stage cluster sampling method is used for
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selecting number of borrowers liom each branches. I ach borrower is selected

by using systematic manners of simple random sampling method.

l'he 101 lowing table shows the sampled banks, branches and the borrowers.

l'ahle-5.5. 1: sampled banks, branches and the borrowers
loiai	Dhaka	I Sample	N timber	of Sam plc N urn her

Branches	 Branches	Branches Branches Borrowers	ol of Borrowers ol

in	 each	sample each	sample

Banks	 Con ntry	 branch	 i branch

• islumi Rank F3angiadch	1 76	37	 4	 Jatrahari- 1 67	Jatrahari- 19

I id	
Farmgate-43')	larrngatc-50

Karanbaiar-30	Ka ranhazar-3

____________________	 _________________	____________________	K liii gaou-27	K hi laon-3

2. N ailona! Bank Ltd.	92	 22	2	 Mohakhal i-24	Mohakhai 1-3
Mi rp ii r- 74	 M rp ii r- 8

3 [he City Bank Ltd.	78	 24	2	 Dhaiiinond i-202	Dhanmond -23

Ltiara-50	 Uttara-ô

4. Pubal i Bank Lid.	356	59	6	 Naahpur- 195	Nauhpur-22
I	 Bin-u ii -282	 Ranat i-32

l3ashaba- I I 3	 Bashaba- 13

Satmosj it Road- I So	Satmosj ii Road-I?

Chiriakharia Rd-83	Chiriakhana road-')

Badda- I 60	 Badda- 1 8

4

5. Prini e Ban k 1 •ttl

(i .Southcst Batik I id

7.I)haka Bank Ltd

SjVlercanti Ic Bank I 'td.

9.One Bank Ltd.

I0.The I-ISBC Bank ltd.

I I Arab Ran ejadesli

Batik lid.

I 2. Mutual	[rust Hank

1 id

I 3.l3ank Asia lit!.

[1. Premier Bank I .td.

. Al Arala Ltd.

lotal

51

38

35

23

.4

67

•i•	1-
24	 12

47	 18	2

1072	301	- - - 30

I\4ohakhili-637
CuIshan-26i

l'riiic ipil	It ranch
Niotijhccl-45

I)liaii iii oud i-1 37
t.ltara-2 18
Saimnsjit	Road-
72
IKa ranba,ar-30

Utiara-65

K.	run Ii a ía i- 85()

epliant Road-20
Islanipur -63

I)iIknsIii- I 53

Dii kusha- I 30

Eanani- 100

Pracati Sara ii 1-6
Moucha-i -

5093

v1ohai' hal i-72
(iuishan-30
Principal Branch
Motijhccl-5

1)11 a 11111 &) nd i-SO
LJitara-25

Satrnosjit Road-
S
Ka tail baza r-3

1_I ttara- 7

- Kawranbazar-96

Llephant Road-2
Islanipur- 7

Dilkusha-i 7	-

I Dilkusha- 1 5

l3anani- II	-

igiti SaraniTl
Mouchag- 1
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1 75 horrovers fI'om 4 sample branches (Jatrahari, larmuate. Kawranhazar,

Khilgaon ) of' Islam i Rank Bangladesh I td. 1 1 borrowers li'om 2 sample

branches (Mohakhali, M irpur) of' National Rank I Ad., 29 borrowers Iroll] 2

sample branches (I )hanmondi, Uttara) of 'Ihe City Bank I td.. 11 1 borrowers

from 6 sample branches (Nawabpur, I3anani, l3ashaba, Satmosit Road,

('hiriakhana Road, Radda) of' Pubali Bank I Ad., I 02 borrowers 1mm 2 sample

branches (IVlohakhali,(iulshan) of Prime Bank I .td.. 5 borrowers Ironi 1 sample

branches (Principal Branch, Motijheel) ol Southest Bank I Ad., 75 borrowers

from 2 sample branches (I)hanmoncli. t1ttara) of I)haka Bank I Ad., 1 1 borrowers

li'om 2 sample branches (Satmosjit Road, Kawranhazar) of Mercantile banks

I td, 7 borrowers from I sample branch ( Uttara) of' ()ne Rank I td, 96 borrowers

from 1 sample branch ( Kawranhazar) of I he 1 longkong and Shanghai Bank

(I ISI3C), 9 borrowers of 2 sample branches ( [lephant Road, Islampur Branch)

of Arab Bangladesh Bank Ltd., 17 borrowers of I sample branch (I)ilkusha) of'

Arab Bangladesh Bank 1 ,td., 15 borrowers of I sample branch ( l)ilkusha) of'

Bank Asia I Ad., 1 1 borrowers of' I sample branch (l3anani ) of' Premier Bank

Ltd., 2 borrowers of' 1 sample branch (Pragati Sarani, Moi.ichaq) ol' Al Araf'a

Islam i Rank I td. are selected by using lottery syslem.

5.6: Negotiating Lrocess
Personal communication by the researcher was the main process ol negotiation

of access to inlormation. As a part of' this process. in addition to personal

communication, a lormal forwarding letter issued by the principal supervisor-

introducing the researcher and the objectives ol' the stud y was utilized during the

field visits. Ihe letter gave the researcher an extra advantage in getting access to

the in formation collected from various governments, pri 'ate & multinational

banks in Bangladesh. With respect to the sample banks, using addresses from

the sampling frame, appointments were macic, either through pei'sonil visits or

over the telephone. for interviews.

At the beginning of' the interviews, it was macfe clear that the purpose of the

stud was academic and that strict conlidentiality would be observed in not
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disclosing the in lorination provided. lntei'views began with informal discussion

and gradually in oved onto the questions mci udeci in the interview schedule.

lime was taken to complete an interview range from I to 2 hours, with an

average time of aboLit 1 hours. I lowever, OflCC the got started, they became

very intei-ested in talking and they disclosed more inlornialion, perhaps, more

than enough that was necessary for the purpoe of the study. The above

approach of starting the intervicws with a very informal discussion and then

gradually going through the questions contained in the interview schedule

proved successful in gaining access to more insights into the issues under study.

Questions were asked in such a way that it was possible to have a clear idea

about the impact of consumer credit on people's Ii lstyles.

5.7: Sources of Data
I )ata were collected on relevant variables from primary and secondaiy sourceS.

Primary sources included borrowers who bought household goods by consumer

credit from the banks- Secondary data have been collected from the published

contents of the annual reports, relevant brochures, sales figures. and prior

research reports of the listed banks internal sources and suppliers. It was

collected from di flrent kinds of consumer credit i-elated books, Schedule Ranks

Statistical of Bangladesh Ranks, marketing information guide and di iIrenl kind

of journal which are available in different library & website. For collecting

primary data. structured and unstructured questionnaires were filled up by the

respondents of' the sample banks. Interviews were conducted by the researcher.

These were conducted in both Bengali and l:nglish. The promise of

confidentiality of information gathered was stressed to ever respondent before

the interviews. lo ensure that executives, olticers and consumers of the banks

fl.lt confident in releasing performance data, special emphasis was placed on

subjective information on performance variables.
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1	5.8: Coijection of I)tta

lrimarv data obtained throuah questionnaire ln)In consumer credit borrowers.

1 'he data cover in formation about consumer credit lendi nu banks, purpose 01'

borrowing consumer credit, amount of' this loan borrowed b y borrowers etc. l'he

data cover the in formation related to the relationship between consumer credit

and liFestyle activities (vv'ork performance. entertainmeilt activities, and social

activities), interests ( fomily, home, society, food, and fashion etc.). opinions

(themselves, social issues, culture, education. fashion). 'the relationship between

demographic (age, sex, education, occupation, income) 1 'actors and consumer

credit related data were also collected.

Secondary data were collected from various sources such as Bangladesh Hank;

consumer credit lending banks; annual report, brochure, and magazine of

selected banks. I )ata include status of the banks, financial statement, consumer

credit information, borrower's information etc. Status & statement of the banks

were collected from annual report of the banks. Consumer credit information

was collected from brochure. annual report. consumer credit prudent guideline.

office file of the banks. Borrower's information was collected from oIl ice file of

the banks. Information about the Ii festyle and consumer credit relationship were

collected from different kinds of' Journals, and consumer credit & lifestyle

related books.

5.9: I)ata Analysis

After collecting data 1mm the samples borrowers, the next task was to organize

and process the collected raw data. 'Ihe purpose of organizing the data was to

reduce the mass of' data to a suitable form for anal ysis. For convenience: the data

related to lifest y le &. consumer credit were coded first on a separate sheet.

l'hereaiter, using a special data entry package. developed and supplied by the

research guide, the coded data were entered into the computer for analysis

through SISS package. 'ihe preliminary data sheets were compared with the

original coding sheets to ensure accuracy of the data entry.
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4'	5.10: Study Assumptions
Ihe explanatory variables used to explain the consumer credit impact on

ii RstyIe were four categories.

first ca1eioil is the people s hi/s t yle activities: 'the ii lestyle activities consist

of three factors namely Work performance, social activities and entertainment

activities. Work performance factor includes-v I ( Borrowed consumcr credit to

purchase carl motorcycle helps to go to oil ice or working center), v2( Borrowed

consumer credit to purchase computer helps to find, store, organize and

disseminate information; maintain accounts; prepare class note! lecture sheet!

number of examination script etc.), v3(Rorrowed consumer credit to purchase

sewing machine helps to sew dress), v4(I3orrowed consumer credit to purchase

washing machine helps to wash dress), v5(Borrowed consumer credit to

purchase almira helps to protect cookerics from damage ). vó( Borrowed

consumer credit to purchase wardrobe helps to protect dress from dust),

v7( l3orrowed consumer credit to purchase car/ motorcycle helps to go to

shopping mall or store t'or shopping) etc. variables. Entertainment activities

factor includes-v8(Borrowed consumer credit to purchase car! motorcycle helps

to visit enjoyable place and feel com1rt), \'Y( Borrowed consumer credit to

purchase car !moiorcycle helps to go to auditorium, cinema hail or theater hail

fbr enjoying a program like speeches. drama, dance, cinema, song),

vi O(Borrowed consumer credit to purchase computer helps the children to play

game), v 11 (Borrowed consumer credit to purchase car! motoi'cycle! TV helps to

enjoy football, cricket, tennis, athletics, wrestling; motorcycle racing. boat

racing, bicycle racing etc. and other games). vi 2( Borrowed consumer credit to

pirchase computer helps to browse or internet shopping )etc. variables. Social

activities Factor includes-v 1 3(Borrowed consumer credit to purchase car!

motorcvcle/ 'IV helps to carry out social roles). vi 4( E3orrowed consumer credit

to purchase car/motorcycle helps to go to maintain coni munity center Hr

perk)rming community activity).v 1 5(Borrowed consumer credit to purchase car!

TV/ motorc ycle! computer helps to transmit value to others) etc. variables.

4
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4 .Seconcl ccitc .n1 is /'c()J)Ie Interests: I'ood, home. famil y . recreation, fashion

arc actors ol interest. l'ood factor includes- v 1 (I orrowed conSuni er credit to

purchase fridge helps to keep food, fruits, and vegetables etc. fresh variables),

vi 5(Borrowed consumer credit to purchase woven! toaster machirie/ hlendei-/

prs11' cooker helps to enjoy last food, juice & other tast y lod) etc. variables.

I Ionic lactor includes- v2(I3orrowed consumer credit to purchase I V helps to

stay at home for leisure time and entertainment, thereby avoiding issues such as

pollution), v3( Borrowed consumer credit to purchase household goods helps to

pei'loriii household task), v13(I3orrowcd consumer credit to purchase IV/

computer! car! motorcycle helps to collect lots of inf'ormation about home) etc.

variables. Famil y 1ictor includes- v5(I3orrowed consumer credit to purchase

household goods helps to get affiliation of family solidarity, relaxation and

relationship), v7( Borrowed consumer credit to purchase household goods helps

to exhibit famil y status), v9(Borrowed consumer credit to purchase sofa set

helps family membet-s to comfort sitting on sofa set. v I O(Borrowcd consumer

credit to purchase dinning table helps family members to make comfrrt sitting

and eating on dinning table), vii (Borrowed consumer credit to purchase khat

helps family members to coiiilort sleeping on (bed) khat for limily members)

etc. variables. Recreation lactor includes-v4 (Borrowed consumer credit to

purchase car! motor cycle helps to maintain community), vô (Borrowed

consumer credit to purchase cai'/ motorcycle helps family members to visit

enjoyable place for recreation), v8 (Borrowed consumer credit to purchase

household goods (like IV, computer) helps to reduce emotion, worries,

problem, tiredness) etc. variables. i'ashion factor includes-v 1 2 (Borrowed

consumer credit to purchase TV! computer helps to find out latest fashion), v 14

(Borrowed consumer credit to purchase household goods helps to decorate the

home in new style) etc. variables.

j /JncI ('utel,on' is People 's opinion.r: Oneself', education, economics, social and

cultures are tactors of opinion. Oneself' factor includes- vi (Borrowed consumer

credit to purchase IV helps to flnd reinforcement Jr personal value, model of

4	behavior, insight oneself, improved oneself), v8 (Borrowed consumer credit to
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purchase household goods helps people to build block of lifestyle), vi 3

Borrowed consumer credit to purchase f'ridge helps to improve health) etc.

variables. lduca1ion factor includes-v2( Borrowed consumer credit to purchase

car helps to go to sclioo 1/ college/ univcrsity/ madrasa for learning).

v4( Borrowed consumer credit to purchase 1'V/ computer helps to gather

knowledge such as learn distance education, new facts, cookin.&, real fict of thc

society, business, science, medical, cultural values) etc variables. Cultural

factor includes-v3 (Borrowed consumer credit to purchase TV helps to get

intrinsic cultural or aesthetic enjoyment like dance, drama, song etc.), v 12

(Borrowed consumer credit to purchase fridge helps to maintain uest's) etc.

variables, hconomics actor involves-v5 (Borrowed consumer credit to purchase

computer/ { helps to save time & money because of' getting information,

preparing class riote/ lecture sheet/ number of' examination scripts etc. in a short

time), vo (13 ()rrowcd consumer credit to purchase car helps to save time &

money because of' going an y where in a short time), v 1 0 (Borrowed consumer

credit to purchase ('ridge helps to store food ('or later consumption, keep extra

food fresh saved from dail y life) etc. variables. Social (actor includes-v7

(Borrowed consumer credit to purchase car! motorcycle helps to communicate

with others), v t) ( Borrowed consumer credit to purchase household goods helps

to differentiate the identity from other of the societ y ), v 1 1 (Borrowed consumer

credit to purchase household goods helps to get possessions as a reflection of the

values) etc. variables.

I'o111117 c'ategoI'l is a'einogruphic's ot people: Age, education, income,

occupation, lhm ily life cycle stages are the factors of demographics.

It is hypothesized that consumer credits have significant effect on peoples

lifestyle activities (work performance. entertainment activities, social activities),

interests (food. honie, fttmil', recreation, fashion), opinions (oneself, education,

culture, economics. social) hut demographic (age. education, income.

occupation, family Ii Ic cycle) factors have significant effects on consumer

4	credit.
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the eliect of consumer credit were expected to be positive; that means using

household goods bought b consumer credit mci-ease thc flow of activities (work

perlormance, entertainment activities, and social activities) of the people. Most

of the variables related to work performance, entertainment activities and social

activities may ttet positivC effect by USing household goods bought by consumer

credit.

Using household goods boue,ht by consumer credit may have positive impact to

the interests (ftod, home, family, recreation, fashion) of the people. Most of the

variables related to loud, home. family, recreation and fashion are changed by

using household goods bought by consumer credit.

Using household goods bought by consumer credit were expected to have

positive impact on peoples opinion; that means using household goods bought

by consumer credit helps to express the opinions (themselves, education,

culture, eonom ics, and social) of the people. Most of the variables related to

opinions (themselves, education, culture, economics and social) are changed by

using household goods bought by consumer credit.

It was also expected that consumer credit borrowing depended upon

demographic factors (age, education, inCome. occupation, lmily tile cycle).

I:ach variable in these four major categories may have marginal efteci on life

sty le by using consumer credit. IJsing statistical method, the probability of

consumer credit i in pact on lifestyle can he found out by considering marginal

effects of all variables.

5.11: Statistical Method Used
Statistical and graphical methods were used in analyv.ing data. l)ata analyses

were pCl'formedl in order to assess the importance of each variables determinant

4	for evaluating consumer credit impact on lifestyle. I he primary data collected
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from the borrovers were analyzed by using statistical technique supportcd by

SPSS package. Specifically lactor analysis was used to assess the el'fi.ct of

consumer credit on Ii l'estyle. Principal component analysis with varimax rotation

was appl led on the responses of the lifestyle construction.

Respondents in a survey were asked to rate the iiiiportatit of 43 li1styles

attributes. A 5-point I ikert scale ranging from strongly disagrees to strongly

agree was employed. 'Ihese data were analyzed via principal components

analysis. A 13 factors solution under main three factors resulted, with the factors

being labeled as Activities. Interests & Opinions o the people. 'l'he factors

4 selected for the study arc activities (work performance, entertainment activities

and social activities), interests (food, home, family, recreation, and fashion).

opinions (themselves. education. culture, economies and social) and

demographics (age, education, income, occupation. family life cycle) factors.

The respondents were asked to indicate their degree of agreement with the

following statements using five-point I ikert scale (I strongly disagree,

2 disagree. 3 neutral, 4-agree, 5 strongly agree). Variables o! these factors

ai-e includes in table- 6.1 . I, 6.2. 1, 6.3. 1 . Therefore the factor models were

considered for this thesis (please see appendix-B (1 .0)

['he correlation matrix, constructed from the data obtained to understand

lifestyle activities, interests, and opinions is shown in appendix-B (tahle-2. 1 .1 .1 -

table- 2.2.1 .1, and table-2.3. I . 1). 'l'hcre are relatively high correlations among

the variables activities	(shown in appendix-B (tahle-2. I - 1 . I ) , interests

(shown in appendix-B (table-2.2. 1 .1 ), OpifliOUS •(shown in appendix-B (table-

2.3. l .1) indicated that factor anal sis is more appropriate for this study.

Prior determinations, communalities, eigenvalues, scree plot, percentages ol'

variance accounted etc. procedures were maintained for determining the number

of lactors to be considered for the justification of upgrading the lifestyle of

people by using consumer credit.

4
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Ihe shape of the scree plot is also used to determine the number of' factors. Ihe

scree plot associated with this analysis in activities, interests, and opinions is

niven in fiuure 6. I . I , 6.2. 1 , 6.3.1 respectively afl(I fn)m the scree plot, a distinct

break occurs at three, live and five factor respectivel y . So these three, five and

five factors were extracted for identifying the how of lifestyle activities,

interests & opinionS va riablc.

Iii lifest y le activities. thiee [actors were determined [or anal y zin& (Appendix-B.

tahle-2. 1.4.2). In lilstylc interest, five factors were determined [or analyzing

(Appendix-13, table-2.2.4.2). In lifestyle opinion, five factors were determined

for analyzing (Appendix-B, table-2.3.4.2).

According to the basis of rotated factor matrix, factors were explained. It

summarizes that consumer appears to seek three major kinds' of activities

benefits from household goods bought by consumer credit: work performance.

entertainment activities and social activities. It was estimated that consumer

appears to seek five major kinds' of interest from household goods bought by

consumer credit: kim il y , home, recreation, fashion. food. It is further evident

from the above discussion that the mentality of buying a product is strongly

influenced by a person's own opinion, his education. his economical condition,

social and cultural background.
*1
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CHAPTER SIX

I)ATA AN4L YSIS

6.0: Introduction
For the analyses, cases with incomplete profiles were deleted. lurther, FCSOfl5CS

to individual items of ''Refused' were recorded as missing data. 'l'he statistical

program, S PSS for Windows (version 1 2, Scienti flc So l'twai-e, 2004), was used

for all analyses.

lor idcntilyiiig consumer credit impacts on lifestyle, respondents in a survey

were asked to rate the importance of 42 liIsty1es attributes. A 5-point likert

scales ranging from strongly disagree to strongly agree was employed. 1 hese

data were analyzed via principal components analysis. 'l'he factor anal sis using

the principal components method with varimax rotation was run to determine

the underlying henel1s consumers seek of their lifestyle (activities, interests &

opinions) from the using of household goods (TV, [ridge. furniture etc.)

borrowed by consumer credit. Principal components analysis refers to a Family

of exploratory multivariate procedures which aims to provide a reduced

structure from a larger listing of variables (Gorsuch, I 983: ('onirey & lee.

1 992). 'l]ie factor analysis assumes that the exact number ol dimensions

underlying a set of data is unknown.

Ihe principal components extraction method has man y advantages. Its primary

advantage is that each component extracted from the data set accoLints fur the

maximum amount ol' variance among the set of variables under study (Gorsuch.

1983). Additionally, the principal components method assumes that all the

variance underlying the data set is relevant and it seeks an optimal soltitioii that

best explains the relationships among items in the data set (('omrey & I .ee,

1 992). Tn this stud y, the siveahle number of items. 42, tends to lessen

substantially the impact of' the diagonal elements. l"inalLy. the principtl

components method tries to distribute the variance accounted fur b y each

component in a somewhat uniform manner across the set of' extracted
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4 components. Ihis procedure helps to create components of relative equality, in

terms ol the amount ol variance accounted br, alleviating the tendency for one

dominate component to emerge (Green Ct al., 2006).

Once an extraction method is chosen, the lactor analysis researchcr may choose

a rotation method. Rotation helps to mathcnìatica] ly redistribute the

relationships among the components, without changing the relationships

between items and components and is conducted to aid in interpretability of the

final solution ((iorsuch, 1 983). In this study, a varimax rotation was used, which

is a type ol orthogonal rotation that tends toward producing unrelated

components. Orthogonal solutions are easier to interpret because the item

loadings are cori-elations between the item and the component (('omrev & I.ec.

1992).

Basic concepts of lactor analysis and factor analysis model for identifying

consumer credit impact on likstyle arc also discussed in appendix- 13 (1 .0).

Conducting factor analysis for consumer credit impact on lifestyle is also

discussed in appendix- B (2.0).

6.1: Formulating the Problem for Identifying Consumer Credit Impact on

Lifestyle Activities
Several steps are involved in conducting the lactor analysis. 'Ihese are discussed

in appendix-B (2. 1). At first it is necessary to determine the underlying benefit

consumers seek of their Ii festy!c activities from the using of household goods

borrowed by consumer credit.

'I'he factor analysis using the principal ComponentS method with varimax

rotation was applied to determine the underlying hene lits consumers seek of'

their lifestyle activities from the using of' household goods ( IV, tridge, furniture

etc.) borrowed by consumer credit. The respondents in a survey were asked to

indicate their degree of agreement with the following statements/ variables (see

table-6. 1 .1) using a 5-point likert scale (1—strongly disagree. 5 strongly agree).
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k

l'able-ô. 1 1: Some Ii Isty1e (activities) variables related to consumer credit.

Rrct

huH C.	 () I. Nanie of 'variahlcs
vaijubics

I V 1	Borrowed consumer credit to purchase car/motorcycle lid i to go to ollice or

working center.

H2 I Borrowed consumer credit to purchase computer helps to find. store, organize

and disseminate in lormation: maintain accounts: pIepLtre class notc/ lectLlre

sheet/ ii urn her of exam mat on script etc

V3	Borrowed consumer credit to purchase sewing machine helps to sew dress.

V4	Borrowed consumer credit to purchase washing machine helps to ash dress.

VS	l3orr-owed consunler credit to purchase almira helps to protect cookeries from

damage.

V6	Borrowed consumer credit to purchase wardrohe helps to protect dress from

dust.

\17	Rorrovecl consumer credit to purchase car 7 motorc ycle helps to go to shopping

mall or stor-e fr shopping.

Borrowed consumer credit to purchase car niotorccle helps to Visil enjoyable

place and flel corn fort.

V 9 Borrowed consirner credit to purclase cur/ motorc y cle helps to go to

auditorium, cinema hail or theater hall for enoving programs I ike speeches.

drama. dance. cinema, song etc.

V I 0	Borrowed consumer credit to purchase computer helps the childrcn to pla\

game.

V I I	Borro ed consumer credit to purchase car motorcvcle/ I V helps to enjoy
friothal I. cricket, tennis. athletics. wresi I ing motorc ycle racing, boat racing.
bic ycle racing etc.	-

V I 2	Borro ed consumer credit to purchase computer helps to browse or internet

shopping.

V 1 3 --	13orro ed consumer credit to purchase car/ moiorc\ c Ic IV helps to carr y Out

social roles.

VI 4	Borro\\ ccl consumer credit to purchase car! motorc ycle helps to go to maintain

comniunit center for performing communit y activit\.

\1 1 5	Borrowed consumer credit to purchase car. TV! motorc\ c Ic! corn puter helps to

J
transmit value to others.

482?

1rfrrir-
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0 A corrc]ation main x is constructed based on the rating data. The correlation

iimtrix, constructed li-urn the data obtained to understand Ii [estylc activities is

shown in appendix - J 3 (tablc-2 - I . I - 1). 'I here arc relatively high correlati otis

among- VI (Borrowed consumer credit to purchase cam-/ motorcycle helps to

go to office or working center), v2(Borrowcd consumer credit to purchase

computer helps to IThd, store, organize and disseminate information; maintain

accounts: prepare class note! lecture sheet! number ol examination script

etc ),V3( Borrowed consumer credit to pLirchase sewing machine helps to sew

dress), V5( Borrowed consumer credit to purchase aim ira helps to protect

eookeries from damage), V6(Borrowed consumer credit to purchase wardrobe

helps to protect dress from dust), v7(I3orrowed consumer credit to purchase car!

motorcycle helps to go to shopping mall or store for shopping). I hese variables

are to be correlated with the same set ol lactors.

Likewise, there are relatively high correlation among v4 (Borrowed consumer

credit to purchase washing machine helps to wash dress), v6 (Borrowed

consumer credit to purchase wardrobe helps to protect dress from dust), v7

Borrowed consumer credit to purchase car! motorcycle helps to go to shopping

mall or store br shopping).

In the same way. there are relatively high correlation among v8 ( Borrowed

consumer credit to purchase car! motorcycle helps to visit enjoyable place and

led comfort). v9 (Borrowed consumer credit to purchase car! motorcycle helps

to &o to aud itori urn, ci nerna hall or theater hall for enjoying a program like

speeches, drama, dance, cinema, song etc.), vi 0 (Borrowed consumer credit to

purchase computer helps the children to play game), vii (Borrowed consumer

credit to purchase car! motorcycle! l'V helps to enjoy loothall, cricket, tennis,

athletics, wrestling, motorcycle racing, boat racing. bicycle racing etc.).

I ikewise, there at-c relativel y hi gh correlation among V 12 (Borrowed consumer

credit to purchase computer helps to browse or internet shopping). vii

(Borrowed consumer credit to purchase car! motorcycle! 'IV helps to enjoy
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*	Football, cricket, tennis, athletics, wrestling, motorcycle racin g, boat racing,

bic ycle racing etc.).

Similarly, there are relatively high correlat ion among v 1 3 (I orrowcd consumer

credit to purchase car/ motorcycle/ IV helps to carry out social roles), '9

Borrowed consumer credit to purchase curl motorcycle helps to go to

uuditorium, cinema hail or theater hail br enjoying a program like speeches.

drama, dance, cinema, song etc.), vi 0 (Borrowed consumer credit to 1urchase

computer helps the children to play game).

Likewise. there are relatively high correlation among v 14 ( l3orrowecl consumer

credit to purchase car! motorcycle helps to go to maintain community center fr

perborrning community activit y ), vi 0 (Borrowed consumer credit to purchase

coiiputer helps the children to play game).

Likewise, there are relatively high correlation between v 1 3 (Borrowed consumer

credit to purchase car! motorcycle/ helps to carry out social roles) & v 1 5

(Borrowed consumer credit to purchase car! 'i'V/ motorcycic/ computer helps to

transmit value to others). So above variables are correlated with each other.

These variables may also be expected to correlate with the same Factors.

Kaiser-Meyer-Olkin rvleasure of Sampling Adequacy (KMO) and Bartlett's Test

of Sphericity statistics are applied to test the rating data f'or factor anal sis

(appendix-B. table-2. 1 .1 .2). 'Ihe approximate chi-square statistic is 678.2 1 with

105 degrees of freedom, which is significant at the 0.05 level. Calculated VllLIe

(678.21) is greater than table value. So, this Bartlett's 'l'est of Sphericitv is

highly signi licant. 'ihe value of the KM() statistic (0.804) is also large (>0.5).

So the data are suitable fr factor analysis. Thus, factor anal ysis is considered an

appropriate technique for analyzing the correlation matrix of appendix-B (table-

2.1.1.1).

4
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Principal components method with varimax rotation is applied to identify

consumer credit impacts oil lifestyle activities (appendix-l. 2. 1 .2). Uccause the

total variance in the data is considered, the diagonal of the correlation matrix

consists of unities (Appendix-IL table 2. 1 . I . 1) and full variance is brought into

lactor matrix.

Priori determination, approaches based on eigenvalues, scree plot and

percentages ol variance accounted are applied to identi l the numbers of lactors

(appendix-B. 2. 1 .3 ). I 'hree fuctors are extracted from Ii festyle activities

variables by priori determination method { appendix-IL 2. 1 .3(i) . The positive

mean score & standard deviation score of variables indicate that consumer credit

is related to change the Ii lèstyle activities (appendix-B. table-2. I .3. 1).

Appendix-B (table-2. 1.3.2 & table-2. 1 .3.3) show the application of principal

components analysis of 1iPstyle activities. t Jnder "CoiTimuflalitieS, "initial

column, it can be seen that the communality for each variable, v I to vi 5. is 1 .0

as unities are inserted in the diagonal of the correlation matrix. Appendix-U.

(table-2. 1 .3.3) labeled "Initial higenvalLies" gives the eigenvalues. 1 he

eigenvalues [or the lactors are, as expected, in decreasing order of' magnitude as

we go Irorn factor I to fuctor 1 5. The eigcnvalue for a factor indicates the total

variance attributed to that I'actor. 'lime total variance accounted b y all I 5 ltctors

is 15.00. which is equal to the number of variables. 1'actor one ( lrst). accounts

l'or a variance of 4.954. which is (4.954/1 5)1 00 or 33.024 percent of' the

variance. I .ikewise, the second lactor accounts fom' (2.675/1 5)100 or 1 7.83 1

pci-cent of the iota I variance. S in i larly. the third Iicior accounts for

1 .411 / 1 5)100 or 9.404 percent of the total variance, and the first three factors

combined account i'or 60.26 percent of the total variance. I he scree plot

associated with this analysis is given in tigure-6. 1 .1
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Ihe coefficients of the factor (component) matrix are Lised to interpret the

factors. Ihe factor (component) matrix contains the coefficients used to express

the standardii.ed variables in terms of the factors ( appeiidix-U. tahle-2. 1 .4. 1). In

actor matrix (appendix-I , table-2. 1 .4. I). the ftctors are correlated with many

variables. For this reason, in such a complex matrix is translorinecl into a

simpler one that is easier to interpret. It is called the rotated component matrix

(p]ease see appendix-B, tahle-2. 1 .4.2).

In tahle-2. 1 .4. 1 & 2. 1 .4.2 (appendix-B), by corripari ng the rotated factor matrix

with the unrotated matrix, it is seen how rotation achieves simplicity and

enhances interpretability. Whereas 1 0 variables are correlated with factor 1 in

the unrotated matrix, only variables vi . '2, v3, v4, vS. vô, and v7 arc correlated

highly with factor I a fter rotation. Likewise, v$, v9. v 10, vi 1 , v 12 arc correlated

highly with factor 2 after rotation. lhe remaining variables v 1 3 and v 1 5 get

correlated highly with factor 3. Furthermore, variable v9 is correlated with both

the factors (factor 2 & factor 3 ). The rotated factor matrix forms the basis for

interpretation of the factors.

Interpretation is kic i I itated by identifying the variables that haive large loadings

on the same factor (table-6. 1 .2). l'hat factor can then he interpreted in terms ol

the variables that load high on it. Fahle-6. 1 .2 shows Rotated Component Matrix

of some lifestyle (activities) variables related to consumer credit.

In the rotated factor matrix of tahle-O. 1 .2. factor I has high coefficients for

variables VI ( Borro ed consumer credit to purchase car/ motorcycle helps to go

to office or working center), v2 (Borrowed consumer credit to purchase

computer helps to find, store, organize and disseminate in formation: maintain

accounts prepare class note/ lecture sheet! number of examination script etc),

V3 (Borrowed consumer credit to purchase sewing machine helps to sew

dress).V4 (Borrowed consumer credit to purchase washing machine helps to

wash dress), VS (Borrowed consumer credit to purchase almira helps to protect

cookeries from damage), V6 ( Borrowed consumer credit to purchase wardrobe
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Figure -6.1.1: Scree plot of some lifestyle (activities) variables related to

consumer credit

Soree Plot

Compon•nt Numbsr

From the scree plot, a distinct break occurs at three factors.

From the above discussion, it is clear that the eignvalue greater than 1.0 (default
option) results in three factors being extracted. The pnon knowledge tells
researcher that household product is used by consumer credit for three major
reasons. The scree plot associated with this analysis is given in figure-6. 1.1.
From the scree plot, a distinct break occurs at three factors. Finally, from the
cumulative percentage of variance account for, it is seen that the first three
factors account for 60.26 percent of the variance, and that the gain achieved in
going to three factors is marginal. Thus, three factors appear to be reasonable in
this situation. So the three factors are extracted for determining the underlying
dimension of lifestyle activities related to consumer credit.
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Ihe coefficients of' the factor (component) matrix arc used to interpret the

factors. Ihe factor (component) matrix contains the coefficients used to express

the standardized variables in terms of the factors (appendix-H, table-2. 1 .4. 1). In

factor matrix (appendix-H, tahle-2. 1 .4. 1). the flictors are correlated with many

variables, for this reason. in such a complex matrix is transformed into a

simpler one that is easier to interpret. It is called the rotated component matrix

(please see appendix-H. table-2. 1 .4.2).

In table-2. 1.4.1 & 2. 1 .4.2 (appendix-B), by comparing the rotated factor matrix

with the unrotated matrix, it is seen how rotation achieves simplicity and

enhances interpretability. Whereas 10 variables are correlated with factor I in

the unrotated matrix, only variables vI, v2, v3, v4, .'5, vô, and v7 are correlated

highly with factor I a I'ter rotation. I ,ikewise, v8. v9, vi 0, v 1 1 , v 12 are correlated

hi,hIy with factor 2 aFter rotation. Ihe remaining variables vi 3 and vi 5 get

correlated hi,hly with lbctor 3. Furthermore, variable v9 is correlated with both

the factors (factor 2 & !'actor 3). The rotated factor matrix forms the basis for

interpretation o I' the factors.

interpretation is ficilitated by identifying the variables that have large loadings

on the same factor (tahle-6. 1 .2). l'hat factor can then he interpreted in terms of

the variables that load high on it. '1 ahle-6. 1.2 shows Rotated Component Matrix

0! some ii1style (activities) variables related to consumer credit.

In the rotated factoi' matrix of' table-6. 1 .2, Factor I has hii.h coefficients fbi'

variables VI (Boi-rowed consumer credit to purcimse car/ iiiotorcycle helps to go

to o [lice or working center), v2 (Borrowed consumer credit to purchase

computer helps to find, store, organize and disseminate information; maiiitairi

accounts; prepare class note/ lecture sheet/ number of examination script etc),

V3 (Borrowed consumer credit to purchase sewing machine helps to sew

dress),V4 (Borrowed consumer credit to purchase washing machine helps to

wash dress). VS ( Borrowed consumer credit to purchase almira helps to protect

cookeries !'rom damage), V6 (Borrowed consumer credit to purchase wardrobe
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helps to protect dress from dust), v7 ( I3orrowed consumer credit to purchase car/

motorcycle helps to go to Shoppi rig mall or store for shopping).l lierciore, this

factor may he labeled as work performance factor. Borrowed consumer credit to

purchase household goods (car, computer, sewing machine, washin machine,

almira, khal. motor c ycle etc.) ]ielps peopic to do their work.

lable- 6. 1 .2: Rotated Component Matrix ol some li!stylc (activities) variables

related to consumer credit

Component

2	3

vi	.753	.125	.078

.741	.310	-.223

v3	.828	.189	.024

v4	.583	.002	-.021

vS	.797	.031	.221

\6	.818	-.119	.111

v7	.662	.018	.083

.224	.714	.061

.326	.562	.529

vlO	.335	.697	.48()

vii	.001	.779	.237

'i2	-.057	692	-.166

v13	.088	.184	.772

v14	-.234	.391	.376

v I 5	.049	-.045	.779

Extraction Method: Principal Component Analysis. Rotation Method: Varimax

with Kaiser Normalization.

a Rotation converged iii 4 iterations.

Likewise, there are relatively high correlation among V8 (1 orrowed consumer

credit to purchase car/ motorcycle helps to visit enjoyable place and feel

comfort), V9 (Borrowed consumer credit to purchase cail motorcycle helps to
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go to auditorium, cinema hail or theater hal I for enjoying pgn like

speeches, drama, dance, cinema, SoflL?, etc.), V 1 0 ( Borrowed consumer credit to

purchase computer helps the cliii dren to play game), V I I { 13 urrowed consumer

credit to pLirchase earl motorcycle! IV helps to enjoy football, cricket, tennis,

athletics, wrestling, motorcycle racing, boat racing, bicycle racing etc.), V 12

(Borrowed consumer credit to) purchase car! motorcye]e helps to browse or

internet shopping). lulls factor 2 may be labeled as entertainment activities

factor. Borrowed consumer credit to purchase household goods (car,

motorcycle, 'IV etc.) helps people to do their entertainment activities.

Similarly, Vi 3 ( I3orrowed consumer credit to purchase carl motorcycle! j

helps to carry out social roles), V 15 (Borrowed consumer credit to purchase car!

motorcycle! TV helps to transmit value to others). So, factor 3 ma y he labeled as

social activities factor. Borrowed consumer credit to purchase household goods

(car, motorcycle. IV) helps people to do their social activities.

V 14 (Borrowed consumer credit to purchase car! motorcycle! IV helps to go to

maintain community center for performing community activity) labels both the

factors ( l'ac.tor-2 & iactor-3 ). So, this variable indicates both (entertainment &

social activities) lactors. l3orro\ved consumer credit to buy household goods

(like car, motorcycle, TV) helps to maintain the social & entertainment

activities.

In appendix-B (tahle-2. 1 .6. 1). it is seen that only 49 residuals are larger than

0.05, indicating an acceptable model fit. From the above analysis, it is proved

that there is a strong association between consumer credit & People s Ii fstyle

activities.
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W	6.2: F 'orinulating the I'roblein for Identif y ing Consumer Credit Impact on

Lifestyle Interests.
J'he factor anal ysis using the principal corn ponents method with variruax

rotation was applied to determine the underlying heneIts consumers seek of

their Ii lèstyle interests 1mm the using of household goods (1'V, Iiidgc, furniture

etc.) borrowed cojisu m er credit.

Ihe respondents were asked to indicate their degree of agreement with the

lollowing statement (see tahle-6.2. 1) using a 5-point ] ikert scaic (I strongly

disagree. 5-strongly agree).

A con-elation matrix is constructed based on the ratings data. l'hc correlation

matrix, constructed from the data obtained to understand Ii festvle interest is

shown in appendix-B (table-2.2. 1 .1). There are relatively high correlations

among V I (Borrowed consumer credit to purchase fi'idgc helps to keep food.

fruits, vegetables etc. fresh), vi 5 (E3oi-rowed consumer credit to purchase woven!

toaster machine! blender! pressure cooker helps to enjoy fast 100(1, drink juice &

other tasty food).

As like as, v2 (Borrowed consumer credit to purchase IV helps to sta y at home

1r leisure time aiid entertainment, thereby' avoiding issues such as pollution). v3

(Borrowed consumer credit to purchase household goods (sewing machine,

washing machine etc.) helps to perform household task). v 1 3 (Borrowed

consumer credit to purchase l'V/ computer! car! motorcycle helps to collect lots

of information about home).

Likely, v4 (Borrowed consumer credit to purchase ear/ motor cycle helps to

maintain community), vô (Borrowed consumer credit to purchase car!

motorcycle helps the family members to visit enjoyable places for recreation).

v8 (Borrowed consumer credit to purchase IV helps to reduce emotion, worries,

problem and tiredncss ).
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'Iahle-6.2. 1: Some Ii festyic (interests) variables related to consunier credit.

I	13ric I

:ianic	I.
	

Nanie of Variables
vai'iahles

\i I	l3ono ed consumer credit to purchase fridge helps to keep food. fruits,

vezetables etc. fresh.

V2	Borrowed consumer credit to purchase TV helps to stay at home ftr Icisure

tiiiie and entertainment, thereb y avoiding issues sLich as pollution.

V3	Borrowed consumer credit to purchase household goods helps to iilonhi

household task.

V4
	I3orro ed consumer credit to purchase car! motor cycle helps to niaintai

community.

VS
	13orro\ ed consumer credit to purchase household goods helps to get

aflliation of f'anlil\ solidarity, relaxation and relationship.

Vô
	Borrowed consunier credit to purchase car! motorcycle helps the family

mciii hers to visit ci ovable places for recreation.

V7
	I3olTowed consumer credit to purchase household goods helps to exhibit

nil y status.

Borroed consumer credit to purchase IV helps to reduce emotion. \\ orries .

problem and tiredness.

V9	Borrowed consumer credit to purchase sofa set helps himi ly members to

corn fort sitting on sot set.

V 10	Borrowed consumer credit to purchase dinning table helps family members to

comfort silting aiid eating on dinning table.

VII	Borro ed consumer credit to purchase bed (kliat) helps fam i lv members to

I conilort sleeping on bed (khat).

V I 2	Borrowed consumer credit to purchase IV! computer helps to IThd out latest

fashion.

V I 3	Borrowed consumer credit to purchase IV/ computer! car/ motorc y cle helps

to collect lots of in lormation about home.

V 14	i3orrowcd consumer credit to purchase household goods helps to decorate the

home in a new st y Ic.

V I 5	TTorrowed consumer credit to purchase woven! toaster machimie/ blender!

pressure cooker helps to enjo fast tood. juice & other tastY k)OCl.
--
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Similai'Iy, vS (I orrowed consumer credit to PUi'cl15e household goods helps to

e1. ulliliation of famil y solidarity, relaxation and relationship). v7 ( Iorrowcd

consumer credit to purchase house hold goodS helps to exhibit family status), v9

(Borrowed consumer credit to purchase sofa set helps family members to

corn lort sitting on sofa set), v 10 ( Borrowed coiisuiner credit to purchase dinning

table helps lam i ly members to corn fort sitting and eating on dinning table). v 1 1

Borrowed consumer credit to purchase bed helps family members to comfort

sleeping on bed).

As like as, vi 2 (Borrowed consumer credit to purchase iV/ computer helps to

find out latest fashion), v 14 (Borrowed consumer credit to purchase household

goods helps to decorate the home in a new style).

The resLilts of the KMO & Bartlett's test arc given in Appendix-B, (table-

2.2.1.2). The nul] hypothesis, that the population correlation matrix is an identity

matrix, is rejected b y the Bartlett's test of sphericity. Ihe approximate chi-

square statistic is 674.072 with 105 0.5p (p-i ) where. p number of variables

degrees of freedom, which is significant at the 0.05 level. The value of' the KM( )

statistic (0.760) is also large (>0.5). Thus, factor analysis may he considered as

an appropriate technique for analyzing the correlation matrix of appendix-B.

tahle-2.2. 1.1.

Principal components method with varimax rotation is applied to identify

consumer credit impacts on lifestyle interest (appencli x-B. 2.2.2). Because the

total variance in the data is considered, the diagonal of the correlation matrix

consists of unities (Appendix-B, tahle-2.2. 1 . I ) and full variance is brought into

factor matrix.

Prioi-i determination, and approaches based on eigenvalues. scree plot,

percentages of variance accounted are applied to identify the numbers of' lictors

V	(appendix-B, 2.2.3). l'hree factors are extracted from Ii festyle interests
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W variables by priori determination method appendix-B, 2.2.3 (i) Ihe pOSitiVe

mean score & standard deviation score oF variables indicate that these variab] es

are very much applicable to increase the Ii fèstyle interests (appendix-B, 1 able-

2.2.3.1).

Appendix-U (table-2.2.3.2 & tahle-2.2.3.3 ) shov the application oF principal

ComponentS analysis of lifestyle interests- I. Jnder "( 'ommuiialities'', "initial

column', it can he seen that the communality fr each variable, v I to vi 5, is 1 .0

as unities arc inserted in the diagonal of' the correlation matrix.

Appendix-B, (table-2.2...3) labeled "Initial Ligenvalues" gives the eigcnvalues.

Ihe eiienvalues for tlie Factors are, as expected, in decreasing order of'

magnitude as we go From factor 1 to factor 15. The eigenvalue for a 1ictor

indicates the total variance attributed to that factor. The total variance accounted

for by all 1 5 Factors is I 5.00, which is equal to the number of variables. Factor

one (first). accounts l'or a variance of' 4.084, is (4.084/1 5)1 00 or 27.225 percent

oF the total variance. Likewise, the second factor accounts for (2.736/1 5 ) 1 00 or

1 8.239 percent of the total variance. Similarly, the third Factor accounts br

(1 .768/1 5)100 or 11 .785 percent of the total variance. I .ikcly, the fourth factor

accounts f'or (1 .503/I 5)1 00 or 10.019 percent of' the total variance. Similarly, the

f'i Ith factor accounts l'or (1 .388/1 5)100 or 9.254 percent of the total variance and

the first five Factors combine account for 76.52 percent oF the total variance. I'he

sci'ee plot associated with this analysis is given in ligure-6.2. 1

From the scree plot, a distinct break occurs at live factors. So these live Factors

are extracted f'or identifying the flow ot' lifestyle interest variable.

V
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Figure- 6.2.1: Scree plot of some lifestyle (interests) variables related to

consumer credit.

Scre Plot

-	 Component Number

It is seen that the first five factors account for 76.52 percent of the variance
(76.52°/o is greater than 60%), and that the gain achieved five factors is
marginal.

From the above discussion, it is found that the eignvalue greater than 1.0
(default option) results in five factors extracted. The priori knowledge tells
researcher that household product is bought for five major interests of people.
The scree plot associated with this analysis is given in figure- 6.2.1. From the

scree plot, a distinct break occurs at five factors. Finally, from the cumulative
percentages of variance accounted for, it is seen that the first five factors
account for 76.52 percent of the variance, and that the gain achieved in going to
five factors is marginal. Thus, five factors appear to be reasonable in this
situation.
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Ihe factor (component) matrix contains the coeflicients used to express the

standai-dized variables in terms of the lactoi-s (Appendix-U, tahle-2.2.4. 1).

Appendix-B (tahle-2.2.4. I) ShOWS Component Matrix ol SOfl1C lifestyle

interests) variables related to consumer credit.

A ]though the initial or unrotated luctor matrix illdiLates the relat I onshi p between

the factors and individual variables, it seldom results in factors that can be

interpreted, because the factors are correlatcd with many variables. For example

in table-2.2.4. 1, 1ctor 1 is at least somewhat correlated with 12 of I S variables.

Ior this reason. in such a complex matrix is transformed into a simpler one that

is easier to interpret. It is called the rotated component matrix (appendix-B.

[L1b1C-2.2.4.2).

In tahle-2.2.4. I & 2.2.4.2 (appendix-B). h comparing the rotated factor matrix

with the unrotated matrix, it is seen how rotation achieves simplicity and

enhances interpretability. Whereas 12 variables are correlated with factor I in

the unrotated matrix. only variables v5, v7, v9. vi 0, v 11 arc correlated highly

with factors 1 after rotation. I .ikewise, v2, v3, v 13 arc correlated highly with

factors 2 after rotation. S irni larlv, v4, v6. v8 are correlated highly with factors 3

aller rotation. I .ikewise, v and vI 5 are correlated highly with factor 4. 1 he

remaining variables vi 2, v 14 are correlated highly with lictors 5 alter rotation.

l'he rotated factor matrix forms the basis loi' interpretation of the fictors.

Interpretation is !icilitated by identi lying the variables that have large loadings

on the same factor (table-6.2.2). That factor can then be interpreted in terms of

the variables that load high on it. Fahle-6.2.2 shows Rotated Component Matrix

of some liièstyle (interests) variables related to consumer credit.

V
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Iahlc-6.2.2: Rotated Component Matrix of some Ii lstyle ( interests) variables

related to consumer credit (a

Co in pon e ut

1	2	3	4

vi	.09()	.035	.05 1	.896

v2	-.131	.875	.137	-.011

v3	.103	.866	.145	.006

v4	.01 $	.055	.861	-. 105

vS	.867	.021	.110	.011

v6	.106	.106	.809	.283

v7	.807	.055	.160	.170

v8	.270	.206	.789	-.041

v9	.749	-.112	.023	-.015

vl()	.857	.105	.033	.046

vii	.888	-.031	.107	-.038

vi 2	.059	.084	.095	.03 I

v13	.047	)39	.047	.274

v14	.005	.019	.074	-.017

v iS	.007	. 148	.004	.877

Lxtraction Method: Principal Component Analysis
Kaiser Nornialization.

Rotation convercd in : iterations.

.037

030

-.009

.040

-.047

.108

-.056

.073

.163

.012

.028

.876

.113

.891

-.029

Rotation Method: Varinmx ith

In the rotated factor matrix ot tahle-6.2.2. factor I has hih coefficients for

variables VS (i3orroved con umer credit to purchase household goods helps tO

get affiliation of larnily solidarity, relaxation and relationship). v7 (Borro'ved

consumer credit to purchase household goods helps to exhibit family status), V9

(Borrowed consumer credit to purchase sofa set helps l'arnily members to

corn lort sitting on sofa set), V 10 (Borrowed consumer credit to purchase

dinning table helps l'arnily members to make corn fort sitting and eating on

dinning table). V I I ( l3orro\ved consumer credit to purchase khat helps fiirii]

members to Corn tort sleeping on khat etc. variables). Ihere lore, this factor may
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be labeled as ltmily interest lactor. Borrowed consumer credit to purchase

household L&OOCIS (I V. computer, Sofa set, dining table. khat etc.) helps people to

lli!flhl their ftmily members' expectation.

I .ikcwise, there are relatively high colTelations among V2 ( Borrowed consumer

credit to purchase IV helps to slay at home for leisure time and entertainment,

thereby avoiding issues such as pollution), V3 ( I3ori-owed consumer credit to

purchase household goods helps to perform household task), V 13 (Borrowed

consumer credit to purchase TV/ computer! car! motorcycle helps to collect lots

ol information about home). 1hus factor 2 may be labeled as home interest

lictor. Borrowed consumer credit to purchase household goods (IV. computer,

washing machine, sewing machine, pressure cooker, blender machine etc.) helps

people to satisfy their interest to home.

Similarly, V4 ( Borrowed consumer credit to purchase carl motorcycle helps to

maintain community), Vô (Borrowed consumer credit to purchase car/

motorcycle helps the liimily members to visit enjo y able place for recreation), v8

(Borrowed consumer credit to purchase 1 V helps to reduce emotion, worries,

problem, tiredness etc.). Ihese factors may he leveled as recreation interest

fictor. Borrowed consumer credit to purchase household goods (iv. computer

etc.) helps people to satisfy their interest of recreation.

I ikel y . vi (Borrowed consumer credit to purchase I'ridge helps to keep !od.

fruits, and vegetables etc. fresh). v 1 5 (Borrowed consuni er credit to purchase

ftidge. oven, toaster machine, blender helps to enjoy fast !od, juice & other

tasty lod). So. factor 4 may be labeled as food interest factor. Borrowed

consumer credit to purchase household goods (fridge, blender machine, pressure

cooker etc.) helps people to satisfy their interest to food.

Remaining, vi 2 (Borrowed consumer credit to purchase 'l'V helps to find out

latest fashion), v 14 (Borrowed consumer credit to pLirchase household goods

helps to decorate the home in new style) indicate factor-S. ma y be fashion
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1' interest factor. Uorrowcd consumer credit to purchase household goods helps

people to solve their interest to fashion. One eou]d summarize the data by

starting that consumers appear to seek live major kinds' of interest from

household i,00ds borrowed by consumer credit: lmily, home, recreation,

fashion, (00(1.

'the model is very much lit because of' less number of residual (please see

appcndix-13. table-2.2.6. 1). l'rom the analysis. it is justified that there is a strong

association between consumer credit & people's lifestyle interests.

6.3: Formulating the Problem for Identif ing Consumer Credit Impact on

Lifestyle Opinions.
In this stage. it is necessary to determine the underlying benefit consumers seek

of their lifstyle opinions from the using of household goods borrowed by

consumer credit.

'Ihe Ihctor analysis using the principal components method with varimax

rotation was applied to determine the underlying benefits consumers seek of

their li1style opinionS troITi the using of household goods (TV, ('ridge, furniture

etc.) borrowed consumer credit. 'the respondents were asked to indicate their

degree of agreement with some variables (see tahle-ô .3. I ) using a 5-point likert

scale (I strongly disagree, 5 strongly agree).

A coi-i-elation matrix is constructed based on these ratings data. 'Ihe correlation

matrix, constructed from the data obtained to understand lil'estylc opinion is

shown in appendix-U (tahle-2.3. 1 . 1). There are relatively high correlations

among V I (Borrowed consumer credit to purchase IV helps to find

reinforcement for personal value, model of behavior, insight oneself, improved

oneself), v (Borrovved consumer credit to purchase household goods helps to

build block of lilstylc), v 13 (Borrowed consumer credit to purchase ('ridge

helps to improve the health).
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I-	lahlc-6.3 1: Some IiRst y 1e (opinions) variables related to consumer credit.

U r ci
i-tat-nc	of
\;alial,Ies

VI

V

V.)

V4

Name o I' Variables

Borrowed consumer credit to purchase TV helps to Find rein f'oiccment

for personal values, model ol behavior, insight onesel I, improved

onesel I'.

Borrowed consumer credit to purchase car helps to go to school/

college/ university! madrasa for learning.

Borrowed consumer credit to purchase 'l'V/ computer helps to get

intrinsic cultural or aesthetic enjoyment like dance, drama, song etc.

Borrowed consumer credit to purchase TV/ computer helps to gather

knowledue such as learn distance education, new lads, cooking, real

fact of ' the society, business , science, medical ,cultural values etc.

V5 Bori-owed consumer credit to purchase computer! I'V helps to save

time & money because ol getting inlormation, preparing class note!

lecture sheet! number of examination scripts etc. in a short time.

V6
	Borrowed consumer credit to purchase car helps to save time & money

because ol going any where in a short time.

V7
	I3orrowed consumer credit to purchase car/ motorcycle helps to

comm unicate with others.

Vx	Borrowed consumer credit to purchase household goods helps to build

block of Ii lestyle.

V9	Borrowed consumer credit to purchase household goods helps to

V10 --

Vi'

Vl2

V 13

di lThrentiate the identity from others in the society.

Borrowed consumer credit to purchase fridge helps to store loud for

latei' consumption, keep extra food fresh saved from daily life.

l3orrowed consumer credit to purehtse household goods helps to get

possessions as reflection of the values.

Borrowed consumer credit to purchase fridge helps to maintain guests.

Borrowed consumer credit to purchase fridge helps to improve health.
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As like as , '2 ( Borrowed cOflSU1T1CI' credit to purchase car helps the children to

go to school/ college! university! madrasa for learnini!,), v4 ( Borrowed consumer

credit to purchase IV! computer he]ps to gather knowledge such as learn

distance education, new !'acts, cooking. real lict ot the societ. business,

science, medical, cultural values dc).

likely. v3 ( Borrowed consumer credit to purchase TV/ computer helps to get

intrinsic cultural or aesthetic enjoyment like dance, drama, song etC.), vi 2

(Borrowed consumer credit to purchase fridge helps to maintain guests).

Similarly, '5 (Borrowed consumer credit to purchase computer/ I V helps to

save time & money, because of' getting information, preparing class note! lecture

sheet! number of examination scripts in a short time), vô ( Borrowed consumer

credit to purchase car helps to save time & money because of' going any where

in a short time). vi 0 (Borrowed consumer credit to purchase fridge helps to

store food for later consumption, keep extra food fresh saved from daily Ii Ic)

/\s like as, '7 ( Borrowed consumer credit to purchase car! motorcycle helps to

communicate with others), v9 (Borrowed consumer credit to purchase

household goods helps to differ one's identity from other in the society), vi I

(Borrowed consumer credit to purchase household goods helps to get

possessiofls as reflection of values).

[he results of the KM() and Bartlett's lest are e,iven in appendix-B (table-

2.3. 1 .2). l'he null hypothesis, that the population correlation matrix is an identity

matrix, is rejected by the Bartlett's test of sphericity. [he approximate chi-

square statistic is 502.88 with 78 tO.5p (p-I ) where, p number of variables

degrees ol' Ireedoin. which is significant at the 0.05 level. l'he value of the KMO

statistic (0.603) is also large (>0.5). Ihus. factor analysis may be considered as

an appropriate technique for analyzing the correlation matrix of' appendix-B

(table-2.3. 1.1).
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I Principal components method with variniax rotation is applied to identify

consumer credit impacts on Iifstyle opinions (appendix-IL 2.3.2). Because the

total variance in the data is considered, the diagonal 0! the correlation matrix

consists of unities ( /\ppendix-IL table 2.3. 1 . I ) and fir!! variance is brought into

factor tiiatrix

Priori determination, and approaches based on ei genvalucs. scree plot,

percentages ul variance accounted arc applied to identify the numbers of' lactors

(appendix-B. 2.3.3). 1'ive factors are extracted fi-om lifestyle opinions variables

by priori determination method appendix-B, 2.3.3(i) . l'he positive mean score

& standard deviation score of variables indicate that consumer credit helps to

express the lifest y le opinions of people (appendix-B, table-2.3.3. 1).

No one of the communality is too small, SO all variables are included in the

factor aiialvsis. Appendix-B, table-2.3 .3.2 & 2.3.3.3 show the application of

principal components analysis to lifestyle opinions, tinder "Communalities".

"initial column. it is seen that the communality for each variable, vi to v 1 3, is

1 .0 as unities were inserted in the diagonal of the correlation matrix. I he

appendix-B (table-2.3.3 .3) labeled "Initial eigenvalues" gives the eigenvalues.

Ihe eigenvalues for the factors are, as expected, in decreasing order of

magnitude as we go from factor I to factor 13. The eigenvalue for a factor

indicates the total variance attributed to that 1ictor. 'Ihe total variance accounted

for all 1 3 factors is 1 3.00, which is cqLlal to the number of' variables. 1 actor one

(flrst). accounts fOr a variance of 2.51 , which is (2.51 / 1 3)100 or 19.3 1 percent of

the variance. I ikewise, the second fOctor accounts for (2.43)1 0() or I .72

percent of the total variance. Similarly, the third factor accounts lOr

(2.2 1/13)100 or 1 7.03 percent of the total variance, I ikely. the fourth factor

accounts for (1 .50/13)100 or 11 .57 percent of the total variance, similarly the

fifth factor accounts for (I .43/13)100 01. 10.97 percent of the total variance and

the first five factors combined account for 77.ô() percent of the total variance.

[he scree plot associated with this analysis is given in figurc-6.3. 1
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Figure-6.3. I: Scree plot of some lifestyle (opinions) variables related to

consumer credit

Scree Plot

1	2	3	4	5	8	7	8	9	10	11	12	13

Component Number

From the scree plot, a distinct break occurs at five factors. So these five factors
are extracted for identifying the flow of lifestyle opinion.

It is seen that the first five factors account for 77.60 percent of the variance
(77.60% is greater than 60%), and that the gain achieved in going to five factors

is marginal.

From the above analysis, it is seen that the eignvalue greater than 1.0 (default
option) results in five factors extracted. The priori knowledge tells researcher
that household product is bought by consumer credit for five major reasons. The
scree plot associated with this analysis is given in figure-6.3. 1. From the scree
plot, a distinct break occurs at five factors. Finally, from the cumulative
percentages of variance accounted for, it is seen that the first. five factors
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account for 77.60 percent of the variance, and that the gain achieved in going to

flve factors is manzinal. ihus, five factors appear to he reasonable in this

situation. So, the live factors are extracted for determining the underlying

dimension ol ii f'estvle opinion related to constirncr credit.

ftc coefficients of the lactor (component) matrix are used to interpret the

factors. Ihe I'actor (component) matrix contains the coefficients Lised to express

the standardized variables in terms ol' the factors (appendix-B. tahle-2.3.4. I).

Although the initial or unrotated factor matrix (appendix-B, table-2.3.4. I)

indicates the i-elationship between the factors and individual variables, it seldom

results in factors that can be interpreted, because the factors are correlated with

many variables. lor example in appendix-B, tahle-2.3.4. I lactor I is at least

somewhat correlated with 9 of ' 1 3 variables. l'or this reason, in such a complex

matrix is transformed into a simpler one that is easier to interpret. It is called the

rotated component matrix.

in appendix-B, table-2.3 .4. 1 & 2.3.4.2, by comparing the rotated l'actor matrix

with the unrotated matrix, it is seen how rotation achieves simplicity and

enhances interpretability. Whereas I 0 variables correlated with [actor 1 in the

unrotated matrix, only variables v7, v9, v 11 correlated highly with factors I

alle y rotation. I ,ikewise, v5. 6, v 10 correlated highly with factors 2 aller
t

	

	rotation. Similarl y , vi, v8. vi 3 correlated highly with [actors 3 alter rotation.

I ikewise, v2. v4 correlated highly with f'actors 4 after rotation. Ihe remaining

variables v3 and vi 2 correlated highly with factor 5. ]iie rotated factor matrix

forms the basis for interpretation of the [actors.

Interpretation is facilitated by identifying the variables that have large loadings

on the same factor. Ihat factor can then be interpreted in terms of the variables

that load high on it. Table- 6.3.2 shows Rotated Component Matrix of ' some

lifi.style (opinion) variables related to consumer credit.
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Table- 6.3.2: Rotated Component Matrix of some ii istyle (opinionc) variables

related to consumer credit (a)

2	3	4

vi	.045	-.162	.874	.084

v2	.104	.027	-.040	.823

v3	-.055	.058	-.102	-.132

v4	-.028	.05 1	.067	.885

vS	.080	.792	-.057	-.033

v6	-.005	.888	.019	.169

v7	.883	-.004	.034	.084

v8	.009	.141	.841	.107

v9	.880	-.053	-.037	.052

V 10	-.085	.897	.008	-.026

vii	.90()	.050	-.006	-.042

v 12	.024	.139	.066	.159

v13	-.065	-.017	.844	-.169

Extraction Method: lri icipal Component Analysis
Kaiser Normalization.
a Rotation con'crucd in 4 iterations.

S

.012

063

.878

-.045

.171

.089

.008

.074

-.03 1

-.034

-.008

g o 3

-.138

l.otation rvlethod: Vriinax vitIi

In the rotated factor matrix of table-6 .,.2, factor I has hu2,h cccii icients icr

variables v7 ( Iorroved consumer credit to purchase car/ motorcycle helps to

communicate with others), v9 ( Rorrowed consumer credit to purchase

household goods helps to differ the identity froiTi others in the society). vii

(Rorrowed consumer credit to purchase household goods like IV. computer.

fridge etc. helps to get possessions as reflection of the values).1'herei'ore. this

factor may be labeled as social opinion ictor. Borrowed consumer credit to

purchase household goods (LV, computer, car, motorc ycle, dining table, khat

etc.) helps people to express their social Opinion.
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• I . ikewise, there are relatively high correlation among v5 ( Borrowed consumer

credit to purchase computer/ 'IV hclps to save time & money because of getting

in! ormation, preparitig class note/ lecture shect/ number ol examination scripts).

v6 (Borrowed consumer credit to purchase car helps to save time & money

because of going any where in a short time), vi 0 ( Borrowed consumer credit to

purchase household goods helps to store 100(1 for later consumption, keep extra

food fresh saved from daily Ii lb). Thus factor 2 may he labeled as economics

opinion factor. Borrowed consumer credit to purchase household goods ( fridge,

computer, washing machine, sewing machine, pressure cooker, blender etc.)

helps people to save time & money. So this factor may be leveled as economics

factor. Borrowed consumer credit to purchase household goods (1'ridgc,

computer, washing machine, sewing machine, pressure cooker, blender etc.)

helps people to be economy.

ikewise, there arc relatively high correlation among v 1 (1 orrowed consumer

credit to purchase TV helps to find reinforcement for personal values, model of

behavior, insight oneself, improve oneselF). v8 (Borrowed consumer credit to

purchase household goods helps to build block of Ii lstyle), v 13 (Borrowed

consumer credit to purchase t'ridge helps to improve health). Fherefarc, this

Factor may he labeled as oneself opinion factor. Borrowed consumer credit to

purchase household goods (TV, computer, dining table, khat etc.) helps people

to inprove themselves.

Similarly , v2 (Borrowed consumer credit to purchase car helps to go to school/

college! university/ madrasa ft)r learning), v4 (Borrowed consumer credit to

purchase 'l'V/ computer helps to gather knowledge such as learning distance

education, new facts, cooking, real Fact of the society, business, science,

medical, cultural values etc.) indicate a lactor, may be called education opinion

Factor. Borrowed consumer credit to purchase household oods helps to become

edt ucated.
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'4 I ikely. v3 ( I3orroved consumer credit to put -chase IV/ computer helps to get

intrinsic cultural or aesthetic enjoyment like dance, drama, song etc.) and v 1 2

Borrowed consumer credit to purchase Ilidue helps to maintain cuests). So,

lactor 5 may be labeled as cultural opinion lactor. I orrowed consumer credit to

purchase household goods (TV, &idge etc.) helps people to express their cultural

oplfliOfl. So from the discussion, ii can he said that people borrow consumer

credit to buy household goods to express their social, economics, onesel t

education and cultural opinion.

In appendix-B (tahlc-2.3.6. I), it is seen that only 19 (24.0%) residuals arc larger

than 0.05, indicating an acceptable model fit. From the above discussion. it is

justified that there is a strong association between consumer credit & peoples

opinion.

1-rorn the analysis, it is j usti lied that people borrow consumer credit to buy

household goods to do their lifestyle activities, satisfy their interests and express

their opinions.

6.4: Analysis of Demographic Variables
l'he graphical presentations are applied to anal yze the relationship between

consumer credit and demographic variables ol people. [he following discussion

will help to anal yze the demographic data by graphical presentation.

Respondents in LI survey were asked to lind out the relationship between

consumer credit and demographic ol peoples Ii lcstylc. Questionnaires were

presented to live levels of age's group (0-1 5, 1 5-30. 30-45. 45-60 & 60-75) of

respondents Respondents were requested to tick any of the age's segments

related to him/ her. lhese data were anal yzed by frequency distribution table &

pie diagram. Percentage & total number of related age's borrowers are shown in

appendix-B (table-2.4. 1) & l'igure-6.4. I for analyzing the data.
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Figure-6.4. 1: Consumer credit borrowers are classified according to their age
structure

Elage less than 15
years

• age between 15-
30 years

o age between 30-
45 years

o age between 45-
60 years

• age between 60-
75 years

Figure-6.4. 1 pie diagram shows the data in appendix-B (tahle-2.4. 1). The figure-
6.4.1 shows that age structures of 0-15 years, 15-30 years, 30-45 years, 45-60
years, and 60-75 years of the borrowers of consumer credit are 0%, 27%, 52%,
17% arid 4% respectively. The percentage of 30-45 years aged borrowers is
more. The percentage of borrowers of 15-30 years aged is not so more. The
percentage of 45-60 years borrowers arc limited. The percentage of 60-75 years

borrowers is very limited.

Questionnaires were submitted to five levels of educational group (bellow
S.S.C, S.S.C-H.S.C, H.S.C-graduatc, graduate-post graduate, and Post
Graduate-above) of respondents who borrowed consumer credit to purchase
household goods. Respondents were requested to tick any of the educational
segments related to himl her. These data were analyzed by frequency
distribution table & pie diagram. Percentage & total number of related
educational borrowers are shown in appendix-B (table-2.4.2) & figure-6.4.2 for

analyzing the data.

ti
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4	Figure-6.4.2: Consumer credit borrowers are classified according to their
educational qualification

D Bellow S.S.0
14, 5%

Figure-6.4.2, the pie diagram shows the data in appendix-B (table-2.42).The
figure-6.4.2 shows that educational qualification of bellow S.S.C, S.S.C-FI.S.C,
HS.C-Graduate, Graduate-Post Graduate, and Post Graduate-above borrowers
of consumer credit are 5%, 11%, 25%, 35% and 24% respectively. The
percentage of Graduate-Post Graduate education level borrowers is more. The
percentage of I-I.S.C-Graduatc borrowers is not so more. The percentage of Post
Graduate-above borrowers is limited. The percentage of bellow S S.0 borrowers

is very limited.

Questionnaires also presented to nine level of monthly income structure (less
than tk. 5000, between tk. 5000-9999, between tk. 10000-19999, between tk.
20000-29999, between tk 30000- 39999, between tk. 40000-49999, between tk.
50000-59999, between tIc 60000-69999, and more than tk.70000) of
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respondents who borrowed consumer credit for buying household goods.
Respondents were requested to tick any of the income segments related to himl
her. These data were analyzed by frequency distribution table & pie diagram.
Percentage & total number of related monthly income borrowers are shown in
appendix-B (table-2.4.3) & figure-6.4.3 for analyzing the data.

Figurc-6.4.3: Consumer credit borrowers are classified according to their
monthly income

• Less than tk. 5000

• Between tk. 5000-
9999

o Between tk. 10000-
19999

o Betweentk. 20000-
29999

• Between 1k. 30000-
39999

o Between tk. 40000-
tk49999

• Between tk. 50000-
59999

o Between tk. 60000-
69999

• More than tk.
70000

Figure-6.4.3, the pie diagram shows the data in appendix-B(table-2.4.3).The
figure-6.4.3 shows that monthly income level of less than tk. 5000, between tk.

5000-9999, between tk. 10000-19999, between tk. 20000-29999, between tk.
30000-39999, between tk. 40000-49999, between tk. 50000-59999, between tk.

60000-69999, and more than tk. 70000 of the borrowers of consumer credit are
3%, 20%, 32%, 25%, 12%, 3%, 1%, 3% and 1% respectively. The percentage
between tk. 10000-19999 income level borrowers is more. The percentage
between tk. 20000- 29999 & tk. 5000-9999 income level borrowers is not so
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more. The percentage between tk. 30000- 39999 borrowers is limited. The
percentage of less than tk. 5000, between tk. 50000- 59999, between tk. 60000-
69999, more than tk. 70000 income level borrowers is very limited.

Questionnaires were submitted to two level of occupational group (business &
service holder) who borrowed consumer credit to buy household goods.
Respondents were requested to tick any of the occupational segments related to
himlher. These data were analyzed by frequency distribution table & pie
diagram. Percentage & total number of related occupational borrowers are
shown in appendix-B (table-2.4.4) & iigure-6.4.4 for analyzing the data.

Figure-6.4.4: Consumer credit borrowers are classified according to their

occupation

Figure-6.4.4, the pie diagram shows the data in appendix-B (table-2.4.4).The
figure-6.4A shows that consumer credit borrowers of business & service holders
are 31% & 69% respectively. The percentage of service holder borrowers is
more. The percentage of business borrowers is not so more.
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Questionnaires also presented to four level of family lifecycle stages (unmarried,
married without children, married with one children under 6 years old, married
with two children one over 6 years old above) who borrowed consumer credit to
buy household goods. Respondents were requested to tick any ol the family
lifecycic stages related to himTher. These data were analyzed by frequency
distribution table & pie diagram. Percentage & total number of related lifecycle
borrowers are shown in appendix-B (tahle-2.4.5) & figure-6.4.5 fhr analyzing

the data.

Figure-6.4.5: Consumer credit borrowers are classified according to their family

Ii fecycle

• Unmarried

U Married without
children

o Married with one
children under 6
years old

El Married with two
children one over
6years old

Figure-6.4.5, the pie diagram shows the data in appendix-B (table-2.4.5).The
figure-6.4.5 shows that family lifecycle stages of unmarried, married without
children, married with one children under 6 years old, married with two
children one over 6 years old above number of the borrowers of consumer credit

are 3%, 39%, 35%, and 23% respectively. The percentage of married without
children & married with one child under 6 year old borrowers is high. The
percentage of married with two children one over 6 year's old borrowers is not
so more. The percentage of unmarried borrowers is very limited.
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lorm the above presentation; it is proved that there is a strong association

between COF1SUH1C credit & people's demographics.

l : jnaJ]y ii. can he concluded that using household goods borrowed by consumer

credit change the Ii ftstyle activities of people. satisfy their desired interests and

express their opinions. Using household goods are also related to demographic

factors. So the association between conSumer credit and lifestyle of people of

consumer ol Bangladesh is justified by the above analysis
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CHAPTER SEVEN
FINDINGS

7.0: Introduction
Ilic purpose of the study is to exam inc the consumer credit impacts on Ii ftstyle

of people of Bangladesh. From the analysis. it is found that there is a strong

relationship between consumer credit and lifestyle of people of Bangladesh. Ihe

study supports the hypothesis that there is a strong association between

consumer credit and peoples lifestyle activities, interests, opinions and

demographic factors, Ihe study shows that people borrow consumer credit to

buy household goods to do there activities, satisfy their interests and express

their opinions. Iheir consumer credit borrowings also depend upon

demographic factors. The research findings of consumer credit impacts on

lifestyle are summarized in table 7. 1 . 1. 7.2. 1 & 7.3.1 .'I'he findings of the study

are discussed into lur following steps:

Step .7.1: The relationship between consumer credit and people's lifestyle

LCt ivities
The findings of the study summarized in table-7. 1 . I shows that people mainly

borrow consumer credit for three reasons. 'l'he y borrow consumer credit to buy

household oods to do their work, entertainment activities and social activities.

I i festyle activities pertorniedl by household goods borrowed by consumer ciedit

was measured by 1 5 variables/ items on live point likert scale (strongly

disagree- l. disagree 2. neutral3. agree4, strongly agree- 5). The ovci-all

mean score (3.67). standard deviation score (1 .07) of these variables indicate

that using household goods borrowed by consumer credit solve di fThrent

activities of people. Factors loading of the variables and % of variance of the

factors given in tahle-7. 1 . I proved the hypothesis that there is a strong

association between consumer credit and people's lifestyle activities.
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4	 lable-7. 1 . I: Some li!'estvlc (activities) variables, lactor loading and % of

variance related to consumer credit.

Nariie of Variables

Vi: Borrowed consumer credit to purclitse ear! motorcycle
helps to go to othec' or working center.

v2: Borrowed consumer credit to purchase computer helps
to find, store. organize arid ci 55cm il-late iftfOrmatiOil
maintain accounts: prepare class noic-' lecture sheet!
nurn her of exam i nation_script etc.	 --
V3 : Borrowed consumer credit to purchase sewing machine
helps to sew dress.
V4: Borrowed consumer credit to purchase	ashing

chine helps to wash dress.

V5: Borrowed consumer credit to purchase aim rn helps to
p]c)tcct cookeries I ruin dam age.
V6: Borrowed consumer credit to purchase wardrobe helps
to protect dress from dust.
V7: Borrowed consumer credit to purchase cnr/ motorcycle
helps to go to shopping mall or store for shopping.
V8: l3orro ed consumer credit to purchase cnr / inOtorc dc

helps to visit enjo yable place and feel comfort.
V9: Burrowed consumer credit to car! motorcycle
helps to go to auditori Lim. cinema hall or theater hull lor
enpoyi rig ai progruni like speeches. drain a. dance. c inern a,
song etc.
V 10: F3orro\\ ed consumer credit to purchase computer

- helps the children to play gaille.	 -

V I 1: Borrowed consumer credit to purchase car!
motorcycle! 'l'V helps to enjoy football, cricket. tennis.
athletics, wrestling. motorcy dc rac irig. boat racing. bicvc Ic
racing etc. and otheJa11lcs.
V I 2: Borrowed consLitlier credit to purchase computer
hjto browse or internet shopping.	-	-
V 13:	13orro ccl consumer credit to purchase car.-

motorc\ c Ic! TV helps to carry out the social roles.
V I 4: Borrowed consumer credit to purchase car!
motorc\ dc helps to go to maintain community center br
plOt't1l ing community acti Vi). -- -
\1 1 5: Borro ed consumer credit to purchase cur" .V'
motorcycle! coniputer helps to transmit value to oihers.

llie following discussion will help to interpret the findings shown in the table-

7.1.1.
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4 I. Work I'erlormancc Factor: II igh variance (28. 14%) of' this factor indicates

that there is a strong association between people's work perlhrmance and using

household eoods bought by consumer credit. the strong correlation among vi

v2, v3, v4, v5, vô, v7 variables indicates work perfrmance factor. Work

perlrmance is highly involved by using household goods. Work per! ormance

factor is underlvinL, dimension of the following variables which proed that

there is a struni2. association between consumer credit and peoplc's work

erlorn1 aiice.

t'I: Borroii'ec/ COl7 uiner creclil /0 1ii,'chase CC1/'/' /noIOi'Cl C/c I/Cl//S to go to of/icc'

or working ccnic'r-l ' he mean score (4.61), standard deviation score (0.64971),

Lictor loading (0.753) of this variable support the hypothesis. Car helps people

to go to oil ice or working center in a convenience time. 'l'hey lel com irt, relax

& easy to go to of lice by car which helps them to speed their work or services.

tension free, comfortable & easiest return to home is also possible by using car

aller doing work. Car motivates people to perform their work effectively &

efficiently. Work performance is the underlying dimension of this variable.

Strong factor loading of this variable justifies that people buy car br increasing

the speed ol their work & performing it perfectly. Consumer credit (cal' loan)

uttered by banks helps people to buy car br maintaining their Ii lstyle activities.

12: Rorroncc/ consiiiiier credit to purchase computer he/p.s to /iiid. s tore.

organize and disse,ii iiiute information: maintain accounts: prepare c/u.s's note/

/ecture ,s'hec't/ iiiiiiiher of examination sc/I//I etc. - ' l'he mean score (4.5000),

standard deviation score (0.70353), factor loading score (0.741) of' this variable

show positive relation of the people's activities. Computer does wonders. It

serves person in wa ys that cannot be counted. People gather information, store it

in computer and sometimes they disseminate it to other people.. 'they use this

inlorination or written materials in another time. they iieed to solve di ftererit

prohlems/ activities like writing, translating, storing and disseminating

inlormation by computer. A computer helps them to do correct, easy, speedy

A	and efficient calculation. A computer helps them to keep data safe for long time.
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4 It also helps them to send mail and browse internet. It helps them to perlorm art

and design. It hc!ps them to make plan. I hey can also buy the printer for

printing all of their transaction and written materials by it. Without money a

person can not buy a computer. A middle class person, who has limited income,

has no ability to buy a computer. lie can buy a computer when he gets loan.

Consumer credit is such kind of loan which can 1111 up this gap. So, it is proved

that consumer credit is very much necessary For a man for buying a coiiiputcr

for increasing the flow of his or her activities. I . iterature was reviewed showing

that different banks of I3angladcsh olfer this loan to middle class people for

increasing their Ii Fcstyle.

f/3 •' B()ITO1Ye(/ C0/7S11/1l(?1 credit IL) piirchcise veiling flu/eli/nc? lie/p.s 10 .s'ei c/revs-

The mean score (4.3900). standard deviation score (0.77714) and Factor loading

score (0.828) oF this variable show positive relation of the people's work

perFormance. Sewing machine helps people to sew dress. ('orrectihic, speedy,

flishionable sewin g For dress is possible by using sewing machine. A sewing

machine is very much necessary for a housewife. By this machine, she can

easily sew her or Family members dress. Sometime, she can also earn money by

sewing dress of neighbors. But sometimes limited income women s abilit y does

not match with their expectation. '[he y require loan li-urn others to liii up their

expectation. l'here are some banks in our country which coiiie fOrward to solve

this problem. Ranks oiler consumer credit loan to middle class people for

buying sewing machine. So a housewife can borrow consumer credit loan for

buying sewing machine which will help her to perform sewing activities. So.

household goods like sewing machine helps people to speed their activities.

I 4: /3orroiied consumer credit to purchase iiashiiig mac/i/nc' lie/p.s to it'ush

c/revs'- '[he mean score (4. 1 700), standard deviation score (0.93263) and factor

loading (0.583) ot this variable significantly support the hypothesis. Mean.

standard deviation and Factor loading score prove that people mainly buy

washing machine For performing their work. Washing machine is necessary fOr

speed and easy washing oF dress. Washing machine helps a housewifl to wash
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dress. It is also a syni ho] of status. A housewi l feels better to wash cloth in

modern process. A middle class housewi Ic has necessity to buy a washing

machine hut money is needed br buying it. 'I he limited income middle class

people have opportunity to borrow money from banks. Our banks now lend

money to middle income people to buy household goods like washing machine.

So they can borrow money to purchase washing machine which will help them

to change their lifestyle activities.

fr5: Borrowed consumer credil to purchase aI,nira/ s/low case he/ps to protect

coomeries /i'omn L/amnc.i , e- The mean score (4. 1 50), standard deviation score

(0.99874) and factor loading (0.797) of this variable indicate the high

relationship between consumer credit and People's work performance.

Protections of cookeries (plate, glass, tray, cup etc.) from the damage are very

much necessary fur a person. Cookeries can be protected li'om the damage by

using furniture like showcase, almira etc. People need money to buy showcase,

Limited income middle class people are unable to save money for buying

showcase. So they need credit br buying furniture like showcase, almira. Banks

create vast opportunities for this kind of consumers by lending consumer credit.

fr: Boi'i'oii'et/ cO/IS1IIJIL'F' credit to piim'chase u'u'd,'ohe /ieIs to protect dress

froni dust - ' Ihe mean score (4.0700), standard deviation score (0.96667) and

factor loading (0.8 18) of this variable show the positive relation of peoples

activities. I)ress is very much necessary fut' maintaining fashion i'elated

activities. People need wardrobe [or putting dress into sab & secured. I)resses

are pi'otected From dust by wardrobe. Clean dresses are also very much

necessary for people. 'ihe wardrobe helps them to protect their dress Irom dust,

squints & stealing, the person who cannot collect money for buying furniture

(like wardrobe) failed to save dress from dust. Consumer credit offered b y our

banks can help at person to buy wardrobe. Limited income people can maintain

their Ii ['estyle activities very smoothly it' they buy Furniture by borrowed

consumer credit. So consumer credit influences people to speed their Ii f'estyle

I	activities.
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i'7: Bc)ul'ou'ed CO/IS li/I/Cl' credit 10 /)l(l'C/1aS(? cai'/ iiioloi'ci 'c/c lie/ps to go to

shopping nicili oi v/ore /oi' .vlio1ping-lhe mean score (3.9700), standard

deviation score (0.95827) and factor 1oadinL (0.662) of this variable support the

h ypothesis. A car is needed to go to shopping mall or store for shO)piflg. I Iaviiig

a car means not depending on the kindness ol others br going any places.

People need car to speed their shopping activities. A car helps to search the

information about the product. It helps to reach different shopping mall for

scarching and buying different products. ConSumCr credit (car loan) ollered by

our banks helps to buy car to the middle class people for maintaining all ol their

lifestyle activities.

2. Entertainment Activities Factor: This aspect of' lifestyle factor is concerned

with involvement in entertainment activities. High variance (1 8.34%) of this

fctor indicates that there is a strong association between people entertainment

activities and using household goods borrowed by consumer credit. I he strong

correlation among v8, v9, v 1 0, v 11 , vi 2 variables indicates the entertainment

activities factor. 1 ntertainment activities are highly involved with using

household goods.

V8: Borrowed cons wner nec/il to purchase car/ nlotorcl'C/e help.v to 'isit

cn/)va/'/c p/ace a/ui /'eI coin/cn1-1 he mean score (3.9700). standard deviation

score (1 .05844) and factor loading (0.714) of this variable support the

hypothesis. A car helps people to go to park, museum, zoo. Children Park.

garden, sea port & near the hill to enjoy natural and modern picture or scenery.

A car is also necessary to visit art galleries to see artistic picture of great

artesian. People want to go out and see great cities, mountains. bie lakes, rivers,

seas ctc. Ihey ma y want to get relief from the dullness of Ii fe by going on ti-avel.

They want to understand Allah's creation. The majestic beauty and grandeur of

the sea fill people with a sense of' their smallness, humble their pride and for a

time carries them away to a world better and nobler than their day to da y one

A	(Mohiuddin & Kashern. 2008). ('onsumer credit (car loan) oftered by our banks
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helps the middle class people to buy car br maintaining all of' their

entertainment activities.

i"9: Borrowed consunier credit to purchase car/ inoiorci'cle lie/p.s to go to

£IlIdilOI'ilUfl, CJflCJ11U hull or C1Ie/ hail br efl/0!flg a /?J'ogi'cii/i like speeches,

il,'ama, dance, cinenia, song etc. -[he mean score (3.6500). standard deviation

score (1 . 1 5798) and Factor loacling(0. 562) oF this variable support the

hypothesis. People need car to do their entertainment activities. Some people

find oLitlet in outdoor recreation. OLildoor recreation is mainly achieved From the

lunction or any ceremony. A lunction is celebrated in an auditorium. Watching a

film is another recreation element in a cinema hail. Watching drama in a theatre

hail is also recreation element. A good picture gives people enjoy & education.

The art and skill of various Film stars leave deep impression on people s mind. 11'

the story of' the film is full of tender ftel ings and emotions, it carries people

away one suspense to another. It is possible to get all of' these very easily by

using transportations (like car, motorcycle). The car/motorcycle also helps

people to go to auditorium! cinema hail br enjoying cinema, l'unction & theater.

Consumer credit (cal' loan) offered by our banks helps the middle class people to

buy a car! motorcycle 1i maintaining their entertainment activities.

1'] 0: Boi','ou'ed consume!' credit to pw'chase computer I7elps the children to play

game - ' [he mean score (3,6100), standard deviation score (1 17975) and factor

loading (0.697) of ' this variable are statistically signi [leant. 1 'hese indicate that

computer helps the people mainly children to play game. N'lohiuddin & Kashem

(2008) described that sports and gaines arc an excellent means of recreation. Our

daily work puts great strain on our energies. It gives us fresh vigor and energy

and makes us Forget our cai'es and anxieties. (james arc so refreshing that even

spectatni's are enlivened by them. If you look at the t'aces of' thousands oF

spectators-young and Old-We bind that they are beaming with cxc iternent and

enjoyment. 'l'hey clap and shout and forget all of ' their worries. 'Ihe children of ' a

fimily need computer lbr playing games, and sometimes br motivating reading

and writing. But ability does not allov a middle class Family to bu y a computer
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because of their Jim ited income. Consumer credits offered by banks create such

opportunities for buying a computer. Computer helps people to enjoy their

entertainment activities.

1'l I: Borrowed consuiiiei credit to purchase cart tnotorci'c/e/ TV /iels to cn/o'

/othall. cricket, Ieniiis, athletics, wrec tling. ino1orc 'c/c racing. hoat rae/Jig.

hici'cle racing etc. - ' Ihe mean score (3.4300), standard deviation score (1 .29689)

and factor loadin.t (0.779) of this variable are statisticall y sinilicant. These

indicate that car/ motorcycle helps people to go to stadium or venue to enjoy

football, cricket, tennis, athletics, wrestling, motorcycle racing, boat racitiLt, and

4 bicycle racing etc. A man can go to stadium for excellent means of recreation

or enjoying sports & games. Our daily work puts great strain on our energies. It

gives us fresh vigor and energy and makes us frget our cares and anxieties.

Games are so refreshing that even spectators are enlivened by them. Car helps

people to go to stadium beaming with excitement and enjoy. 'lie clap and

shout and forget all of their worries. They need to go to stadium or club for

enjoying games. But ability does not allow a middle class famil y to bu y a car

because of their limited income. Consumer credits ofThred by' banks create such

opportunities for buying a car. Car helps people to enjoy their entertainment

act iv it i Cs.

J'12.' Borrowed con.s'ulnel credit to purchase cOmpUteJ lie/pc to hroir.re 0i

internet shopping- 'I'he mean score (2.40), standard deviation score (1 .3 1809) do

not support the hypothesis. But factor loading (0.692) of this variable supports

the hypothesis. Positive factor loading indicates that people bu y computer for

internet (one of many causes) use. By using internet a man can chat with other.

'l'hey can easily communicate with their relative, friends or others. Strong

relationship & friendship are possible by using internet. Sometimes they' need

not to go to shopping mall or other places for buying something. 'l'hey can easily

buy anything by using internet. 'l'hough it has no vast application in our country

now. hut it has a great future. In a developed country like America. internet is

A	popular communicating media. Money' is necessary for buying computer to use
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4	interneL l\'l iddle class people who have no money for buying computer can

borrow loan Irom bank,

3. Social Activities laetors: 1 his aspect ol Ii hstyle is concerned with

involveiiient in social activities. I lii.h variance (1 3.79 %) of this factor indicates

that there is a strong association between people social activities and using

household goods borrowed by consumer credit. the strong correlatioii among

v 13, v 14. vi 5 variables indicates social activities factor. Social activitics are

highly inVolVe(! in using household goods. Social activities are underlying

dimension of the lot lowing variables.

V13: l3orimred c'o#m'iuncr credit to pure/lose car/ nioIore,ve/c'/ '/'V lie/ps to corii'

0111 social roles'- 'l'he mean score (2.5 100), standard deviation score (1 .3065 1

and factor loading (0.772) of this variable significantly support the hypothesis.

II igh factor loading of this variable mainly indicates as social factor. People

live in a societ. I'hey perform different activities for people of the society.

People in society are connected with activities in which people meet each other

fur pleasure. Social events indicate our pattei-n of ' interaction with other people.

Various furm of pressure from others ( fttmily. friends, coworkers etc.) afThcts

what is acceptable to buy at some given time. Clarke (1 989) identified that

Vs"eher's (1 948) conception of lil'style is not in dependent of class but is merely

manifestation of class membership. 'l'his holds especially true fur visible items.

A car/ motorcycle helps people to meet each other. A sofa set helps people to sit

comfortably and interact with each other. 'IV helps them to know about the fact.

value. cultLiral activities ol their society'. I lousehold goods (like furniture,

computer, car, 'IV, motorcycle) are needed by pressure of' others (fum ily. f'riends

& coworkers who are the members ol' the society'). All ol' these household goods

play a vital role for people's activities. Personal relationships and social

networks play their roles fur debtors. Consumer debt involves mdi vidual 's ties

with man y other actors in the network. A study on consumer saving found that

non-savers hide their financial situations from their relatives and friends (I .unt

and I ,ivingstofle. 1991), which indicates that social support \ aries upon people's
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l'inancial situatiOns, like Sofa sets, IV. freeze which. ii not acceptable by a

certain peer group, may causes personal embarrassiient (l3erkman &

(iilson, I 978). I louseliold noods (like IV, [ridge, sofa set) help them to Speed

their liRsty1e activities. But they need money to buy household goods. I .imiied

incOme people have opportunity to borrow money for buying household goods

I roiTi the banks. o, household goods ( Iikc l'V. [ridge, sofa set) bought by

consumer credit is strongly associated with people's social activities.

Vi 4: Borroiied cojisiwier credit to purchase car/ m()iorc c/c lie/p.s to go to

conunuiiili cel7ler for /ierfornhiflg coiiiiiiiiiiili' aciii'ii'-'1hc mean score (3.39) and

standard deviation score (1 .42059) of this variable support the hypothesis but

kictor loading (0.376) was not good. 1 lousehold goods (like ear, motorcycle) are

necessary br going to maintain community activity. \Veak factor loading

indicate that people buy car to maintain community activities but it is not a

major cause.

115: Borrowed consumer credit to purchase car/ T V/ motorcc/e/ computer

lie/ps to transmit value to others- Flie mean score (2.3500). standard deviation

score (() 1 .30557) and [actor loading (0.779) of' this variable indicate positive

relation with the social activities of people. People learn value from \\atching

IV. Values play an important role tbr individuals, "guiding actions, attitudes.

Lld gment. and comparisons across specific objects (Rokeach, I 973 Robert and

.1 ones, 200 1). The value consumers' place on particular possessions is made in

terms of personal values. lhe possessions people hold a5 important are a

reflection of their values (Riehins, 1 992). It is clear that patterns 0! consumption

will he the result of consumer values. People transmit their value to others h

using household goods like computers. 'I V etc. l'actor loading of' this variable

indicate a dimension called social activities. limited income middle class people

require money br buying household goods. Banks help them to sanction

consumer credit lr buying this product to transmit the value to others.

A
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Form the above discussion; it is concluded that people borrow consumer credit

to buy household Loods br performing their work, doing their entertainment

activities & social activities.

Step -7.2: The relationship between consumer credit and leople's lifestyle

interests
'the analysis ol the study supports the second hypothesis that there is a Strong

association between consumer credit and people's lifestyle interest. 'l'he findings

of the study show that people borrow consumer credit to buy household goods

br the interest oF their Family, home, recreation, lood and lash ion. People s

liFestyle interest 'vas measured by using 1 5 variables; each variable was

measured on 5 point hikert scale (1 strongly disagree, 2 disagree, 3-- neutral,

4 agree, 5 strongly agree) with an overall mean score o1 3.80 & standard

deviation of I . 19. The overall mean score and standard deviation score indicate

positive relation oF the people's interests and consumer credit. l'eop!e's interests

are liFestyle variables associated with the household products which are bought

by consumer credit. l'actors loading of variables and % oF variance oF the factors

shown in table-7.2. I prove the hypothesis that there is a strong association

between consumer credit and people's lifestyle interests.

i'hes c' I.) VU/1abk's (/7J /lVC factors ?/ lU',vt.%"Ie interests are:

1. Famil y Factor: 'this aspect of lifstyle is concerned with involvement in

interest to family. II igh eigenvalue (4.084) & % variance (27.225) of' this Factor

indicate that there is a strong association between people interest to family and

using household goods bought by consumer credit. 'l'he strong correlation

among v5, v7, v9, v 1 0, vi I variables indicates Family interest factor. People

have interest to their family. 'l'he family is the most important consumer buying

organization in society. Ilusband and wiFe are interested with each other and

their children on the purchase of diFferent products and services. Middle class

people seek products For family member's education and career. Buying

household goods is highly dependent on the people who are interested to family.

4'

Dhaka University Institutional Repository



136

4

	

	
I ahle-7.2. 1: Some Ii i'estvle (iritcrcst) variables. cirtenvalue, factor loadint of

variables and /u () I variance of factors related to consumer credit.

ri	I'	I	ei.r	I mci 1	 I	mc) ill's
naili e 0)	ll1lCrpi'.l	lii,'	Ii ad I mg
Factors	CLIOfl

'.arl;liice
extiiiii1.
ci)

I" I	Family	4.08	.867
(2 7.23)

.807

• 749

.857

.888

I' 2
	Home	2.74 .875

(18.21)

.866

839

1-3
	Rccrca	1.77	.861

11011
(11.79)	.809

.789

14	lucid	.50	.877
(10.01

.896

l'ashtomi	I .39	876
(9.25)

________	
.891

Nanie (f \"uriahlcs

VS : l3orro'ved COIlS) 111101' credit to purchase housL1l bid
goods helps to get af'uiliai ion of' l'ami l' sol idri'i1y,
re Fixation and relationslii p.
V7: Borrowed consimer credit to purchase hoLiSellold
goods helps to exhibit f 'amib' status,
V9: Borrowed COflSLLfl1C ci-edit to purchase Sofa set
helps lam i Iv ii embers to corn tort sin. ni& on soFi set.
V 10: I3orroed COI1SLII11CI' credit to pcii'cluirse dinilinL
table hel [IS lam ilv members to cOill fort SittiiiL and
eatingndiiiiiiig table.
V I I: Rorro ed consumer credit to purchase bed
(khat) helps to coin Fort sleeping on bed ( kliat ) For

- lami lv meni hers.
V2: Borrowed conimniei' credit to purchase IV helps
to slav at ho,iie for leisure ti me and en)ei'lai tirnent.
thereb avoiding issues such as pollution.
\13 : Borro ccl consumer credit to pLi'ehaSe household
goodshelpstopei'Forni household task
V 1 3: Borro ed consumer credit to pui'chase 1 Vi
colil puter.' cam'. motorcvc le llel ps to collect lots of
information abOLtt home.
\'4: Borrowed consumer credit to purchase car"
motorc y cle helps to iilaiiItaiIl cOflinlLIflitV.
\"6 : I3orro\\ eli consuilier c 'edit to purchase car."
motorcycle helps the famil y rnellbhers to visit
enjoy able p1 aces for recreation
V8 : Borrowed coIlsl.tlller credit to purchase lio isehol d
goods helps people to i'cduce emotion. worries.

- _pihlem. and tiredness.	 -
V 1 5: Borrowed consumer credit to purchase blender
machine." oven.' pressure cooker helps people to enjoy
last food, drink ,j nice & other tast y Food.
V I : Borrowed consimniei' credit to purchase l'ridge
helps to keep Food. Fruits. \ egetables etc. l'i'esli.
V 1 2: I3orro eel consumer credit to purchase IV!
computer helps to fiidotitlatestlhshion.
V 1 4:	Borrowed	constiiilci' credit	to	purchase
household goods helps to decorate the hoilbe ill a IiC\\

st\'le.
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1 '5: 13orrou'ei/ co/1.slwIcI'	/'cdiI to /)lIrc/uIve /20/ISL'hO/(/ c.00C/. /U.!//).V 10 ,L'eI

uI//hal/on o/ /uiui/' xoIic/ii'iit, I'('/(/XOliO/l iiid F'e/alw/l.v/l/p- I his variable has

very inuch posit! ye relation with the hypothesis, I he mean score (3.9500),

standard deviation score (1 . 1 9236) and factor loadina (.867) ui this variable

indicate that usinn household goods bought by consumer ci'edit solves dilThrent

interest to famil y of the people. People are very much interested to their lam ly.

lamily is a group consistinu of one or two parcilts and their children. family

members can strongly influence buyers behavior. I' amily is the most important

consumer buying organization in society, and it has been researched extensively.

Marketers (here bankers) are interested in the roles and influence of' the

husband. wil'e and children on the purchase of difft'rent products and services.

I lushand-wife involvement varies widely b y products categories and by stage in

the buying proc. Buying roles change with evolving consumer Ii f'estle

(kotlar & Armosti'ong. 2007). People want to buy household goods f'or getting

affiliation of f'amily solidarity, relaxation and relationship. Rut sometime

financial abilit y does not a] low them to bu y these kinds of' products. Lliey

require credit to increase their financial ability f'or the household consumption.

Consumer credit helps people to buy household goods for the immediate use of

their l'amily members.

V7: Boi','owec./ con.citinci' credit lo purchase household guix he/p.s to e,'/iihi1

lain/li' inenihers ' ,s'taiis'- 'I 'he mean scoie (3.82). standard deviation score (1 .29).

fictor loading ( .8()7) ol' this variable indicate positive relation with the interest

of' famil y status of people. People are very much interested to show their l'amily

status. lodav, status is seen more through ownership of' status products than

thi'ough personil. occupational, or famil y reputation (I 'astiiian et al., 1 997).

People who are very much interested to their famil y members' status, they

required money to bu y household goods fr showing their status. Consumption

needs (to use ear. IV. f'ridge, computer etc.) do not alwa y s match the Ilo of'

income accruing to consumers. Consumer credit of ' l 'ered b our banks can Jill L1

this ap. People who are very much interested to exhibit Iiinily member's status

4'	can buy household goods by borrowing consume!' credit.
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"9: Bouroii'ed co//sun/er c,'edht to piircluisc' so/c, 'ci lie/p.s fain//i' ii,eiiibc'r a/ic!

others to coin/oil .siilii7 on SO/cl set	- I lie' in can SCOre ( 3. )6O0), standard

deviation score (1 . 1 7997) and factor loadinu (.749) oF this variable indicate

positive relation with the interest of people. leople. who are ver y inLich

interested to their f'aiiiil y . want to buy sofa set for lam il y members corn fort

sitti ni. Sof'a set is very much necessary br f'am i ly mem hers to maintain guest &

to show their status to the society. it is also necessary For passing leisure time by

watching 1V, reading hook & gossiping with famil y members. But it is

impossible for them to buy a sofa set who have limited inconle but hot savings.

4 'they need money for buying sofa set. Consumer credit of Icreci by our banks is a

good source br borrowing money. 'l'hey can buy a sofa set for their l'amily

members by- hon-owing ri.oney From the banks for increasing their Ii fe style.

l'lO: Borrowed cons'iunei- credit 10 pzireiicise cliiiniiig table helps /cun //

members' to coin/oil sitting and eating on c//mining table - ' l'he mean score

(3.9800), standard deviation score (I . 1 3689) and factor loading (.857) of this

variable indicate positive relation with the interest of people. People who are

very much interested to their family want to buy dinning table or Family

members comfort eating on sitting. l)inning table is very much necessary for a

!iniily to maintain guest & to show their status to the societ y . But all time

money does not support them to buy dinning table. ('onsumer credit otfcred h

our banks is a good source For borrowing money. 1'hev have opportunity to buy

a dining table for their family members by borrowing money from banks for

increasing their liI st y le. People have interest to buy a dinnin g table for corn Fort

sitting in eating of' their lam i ly members.

Vi / : /3on-omiec/ ( - ()il.s'mmnmel' crec fit lo purchci.s'e Iclicit he/.s /) L()117f01'i ,s'lc'e/ng on

khat for /anii/v mejimbers- 1'he mean score (3.9600), standard deviation score

I 1 3636) and fimetor loading (.888) of this variable indicate positive relation

with the interest of' people. People who are very much interested to their f'ami ly

want to buy khat (bed) for IirniIy members corn f'oi't sleeping. fled ( Khat) is very
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0 much necessary br a lam ily to maintain guest & to show their status to the

society. It is also helplul for passing leisure time b y watchint lv, reading book

& gossip with bainil y members. lut it is impossible to bu y beds f'or them who

have no savings. 1 'he y need money for bu y ing bed. ('onsumer credit o ITered by

our banks is good source for borrowing money. Ihey have opportunity to buy

beds for their him i l y members by hon-owing money from banks for increasing

their life style.

2. Ilonie Factor: I his aspect of lifestyle is concerned with involvement in

interest to home. It igh eigenvalue (2.74) & % of variance (18.239) of this Iictor

indicate that there is a strong association between people interest to home and

using household gOo(l5 borrowed by consumer credit. Ihe strong correlation

among v2, v3, vi 3 variables indicates home interest factor. I3uying household

goods is highly dependent on the people who are interested to home.

J'2: Borroit'ed con.cunler credit to purchase 7'V lie/ps to s/ui at home for leisure

I/mime and entc'rtainiiic'nI, there/u £i\'oiding issues such cis pollution- This variable

is very much related to peoples interest to home. 1 he mean score (3.8500).

standard deviation score (1 .29782) and l'actor loading (.875) of' this variable

signilicantly support the hypothesis. Well decoration 0! a home is very much

necessary to stay there in long time. Film, movie, music etc. are used to

entertain people. I > eople enjoy cinema, drama, and such other popular programs

by watchin g 'IV, V( P. VC K and listening radio. A 11cr a day's or week s hard

work. people's hcar't naturally wish to have some amusement (entertainment).

Ihey can enjov story, music, dancing and see sight and facts of' Ii 1 at a nominal

cost by watching IV, V('P or listening radio. All these give great relief' to their

mind (Mohiuddin & Kashem. 2008). II' the necessary household goods are

present at the home, they need not to go to outside for enjo yment. People, who

are interested to honie. want to buy household goods. they need money to buy

household goods (like IV, VCP or VCR) for staying at home. some people in

our society have no abilit y to collect the money for buying these products

because of' their limited income. So the y need credit. Consumer credit ol 'ferecl by
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di lThreni banks can fill up this Lap. If people buy a fM by borrowing consumer

credit, the y need not to go outside br enjoYing cinema, di-aina etc. ihe are

more likely to sta y at home for leisure time and entertainment, thereby avoiding

issues such as poi lution.

V3: I1()IToilec/ coo.'owic'r creJil 10 pure/love houscIlo/LI gooIs helps to perform

household task -'Ihis variable is very' iii Lich related to people s interest. 'l'he

mean score (4.0()0). standard deviation score (1 .20080) and factor loadin

(0.866) of this variable significantly support the hypothesis. People want to stay

at home not only for leisure time but also for household task. 'Ihey need some

household goods which help them to perform household tasks. Pressure cooker

helps quick cooking. Blender helps to make juice, oven helps to warm food.

(ornputer helps to store & disseminate information. It helps to calculate

transactions etc. I lousehold goods arc very much necessary for those who want

to perform their home work. (.onsumption needs (to use cars, 'IV, fridge,

computer etc.) do not always match the flows of income acquiring to consumers.

Consumer credit offered by our banks can fill up this gap. People who are very

much interested to perform household task can bu y household goods by

borrowing consumer credit.

1/13: Borrowed coii.s'iuiier credit 10 pil/-c/la,s'e JJ// c m/?uler/ car/ motorcycle

lie/ps to collect a lot of inforni(iuomi Libel/I homize- 'Ihe mean score (4.0200).

standard cleviat ion score (1 .2 1 423) and factor loading (0.839) of this variable

indicate positive relation with the interest ol people. People collect lots of

information about decorating the home by watching television and using

computer. Chandler (1 994) argued that watching TV helps to shape audience

needs and expectations. ihey gather information about decoration & style of' the

home by watching IV. They get information about household goods which help

them to speed their home worL People who are very much interested to gather

inlormation, to show personal identity, to gain integration, to maintain social

interaction, to uet entertainment for their families, have necessity to buy a

television and computer. Sometimes the crises of money do not allow them to
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meet their interest to buy a television or computer. 1 hey require loan to buy

home related products. l)if1rent banks of Bangladesh come to meet their need

by of lerinLt consumer credit.

3. Recreation Factor: Ihis aspect of lilestyle is concerned with the

involvement in interest to recreation. the eh2,envalue (1 .768) & % of' variance

(1 1 .785) 01 this factor indicate that there is a strong association between

peoples interest to recreation and uSing household goods borrowed by

consumer credit. the strong correlation among v4, vô, '8 variables indicates

peoples interest to recreatioii laclor. Buying household goods is highly

dependent on the people who are interested to recreation.

i'4: BOrj 'OVC(/ (O17.Sl(i11(J1' credit to purchase car Iii'//75 /0 inain1ai coiiiifl Unit V-

the mean score (3.7800). standard deviation score (1 . 1 9409) and 1ictor loading

(.861) of' this variable significantly support the hypothesis. People can attend

any community activities very easily if they have a car. A car is a prestigious

product with very much relation to community variable- Some people in our

society have no ability to collect the money for buying a car because of their

limited income. So the\•' need credit. Eonsumer credit ol'f'ercd b y different banks

tills up this gap. So people need credit to bu y a car for maintaining their

commumty activities.

V6: Borroiied cmsiuner credit to purchase car/ inoiorci'cic he/j,s fciinili

inenihei'.s to viil enjoyable luce for reci'e i/ion-the mean score (3.8600),

standard deviation score (1 .1 6359) and Ilictor loading (.809) o1 this variable

support the hypothesis. 'l'he people who are very rn ucli interested to visit

enjoyable place for recreation, they need a car. Because having a car means not

depending on the kindness of others where a person and his laimly need to go.

Some people want outdoor recreation. they want to go to park, museum. oo.

restaurant, fake and other enjoyable places. A car helps them to go there.

Consumer credit loan (ear loan) oFfered by banks helps the middle class people

to buy car lbr maintaining all of their Ii lstyle activities.

4'
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V8: /3o,rou'c'c/ c,iviwiei' credit to piu'chasc' /u)lI.sehofd goodS /ie//7.s 10) /('diILt?

eniolion, u'o/i'ies pro b/em, and tiredness - 'I his variable is very m ucli related to

ii lestvle interest ol people. 'I he mean score (3.8400), standard deviation scoi'e

• I 7825) and factor loading (.789) of this variable su.tni licantly support the

hypothesis. Most of the people are interested to reduce emotion, worries.

problem, and tirediiess of them and their liiiiily members. B y waiching IV

prograninles (like dance. song, drama), a person can reduce his emotion,

worries, problem. and tiredness. Corn fort sitting on sofa set reduces people's

tiredness. Visiting enoyah1e places by car reduces people worries. Consumers

need household goods kr reducing their and their family member's emotion,

worries, probleiii. and tiredness. lInt their flows of income (10 not support to buy

household goods. Ihey need credit for buying this product. ihey can buy

household goods by borrowing connnier credit fI'om banks to reduce emotion,

worries, problem. and tiredness. Borrowed consumer credit to purchase

household goods reduceS emotion. worries. problem. and tiredness. So,

consumer credit is associated to peoples interest to recreation.

4. mod Factor: Ihis aspect of' liftsty1e is concerned with involvement in

intei'esi. to I'ood. The eigenvalue (1.50) and % of' variance (10,01) oF this factor

indicate that there isa strong association between peoples interest to Ibod and

using household goods borrowed by consume!' credit. 'Ihe stron g correlation

between v 1 and v 1 5 variables indicates that people arc interested to food factor.

I Iti i ng household goods is highly dependent on the people who ai'c interested to

lood.

115. l3oi'i''i'c'd (OIJS1I1I1LT Li'L'dit to /)1(l'c/laSC blender iiicicliii7e' ()'t'c'/l /fl'e.SSlU'e

cooker lieIs 1) ('0/0! fast food, (//'flik fit/cc & othem' Iast\ food- Ihe mean score

(4.0400). standard deviation score (1 .08171) and factor loading(.877) ol' this

variable signi lcantly support the hypothesis. Consumer who is very much

interested to eat varieties of' faod, they need 100(1 preparation materials. Fhev

make nice with the help of blender machine. They warm Ibod with the help of'
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oven. Ihey make Ihsi. 100(1 with the help 0! toaster machine. Sometimes they

ice linancial crises to meet their interests to bu y a blender machine! oven!

pressure cooker etc. I hey require loan br buying these household goods.

I )i t'lrent banks of I aneladesh come to meet their need b y ollerine consumer

credit.

11: Borroiiec/ cofl,S!l/11t'I credit to piIrchUS(? /ridigc /?e//.S to /ee/) • /o()df, fruity.

vcgc'Ia/'Ic etc. //c.//- I he mean score (4.0600), standard deviation score

I .061 92) and factor loading (.896) of this variable support the hypothesis.

Keeping food, fruits. vegetables etc. iresh are very much necessary for people.

Without fresh food, nobody can imagine good heal iii. 1 ridge is a household

product which keeps food, vegetables, and fruits etc. Iiesh. People are flow very

busy . They need to eat on the run. Ihey need to eat breakfast in the ear on the

way to work, munch on a sandwich while walking. 01. eat lunch at their desks.

'l'hey need to take less time spent in preparing and eating food. 1' ridge, pressure

cooker, blender and microwave ovens are y .y much necessary for solving these

probleiiis. People make bread and fry eggs in idle time. 1 hey bu y food, fruits,

and vegetables in holiday or idle time. l'hey keep these into I ridge. lucy make

warm these by microwave ovens and consume it into busy time. In this way.

people can activate their work b y maintaining good health. But limited income

iii icldle class people have no ability to bu y a iridge or microvave ovens. Some

banks in our country come to solve these problems. '1 hey oiler consumer credit

to the people for bu y ing household goods like fridge. microwave oven, blender,

pressure cooker to increase their lihstyle. So Borrowed consumer credit to

purchase household goods (like oven, pressure cooker etc.) is very much related

to peoples interest to food.

5. Fashion Factor: 1 'his aspect of' Ii ièsty lc is concerned with the involvement in

interest to fashion. 'I lie eigenvalue (1 .388) & °/o of variance (9.25) of this factor

indicate 1]iat there is a sti-ong association between people interest to lashion and

using household goods borrowed by consumer credit. 'I'lie strong correlation

between v 12 & v 14 variables indicates that people are interested to foshion
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0	factor. l3uyinn Ilo1lsehold goods is highly' dependent on the people who are

interested to lash i on.

V12: 13 H wed consumer cre.Iil to purchase TV/ corn/ni/er lie/p.r to find olul

/u/es/ /i,s'hion-lhc mean score (2.9600), standard deviation score (1 .30206) and

factor loading (.876) of this variable indicate positive relation with the interest

of people. People collect lot ( information b y vatchin television. usinu

computer. In this reiard, ('handler (1994) argued that watching i'V helps to

shape audience needs and expectations. Most of the consumers gather
knowledge about the fashion from TV advertisement. Ihey are also learning

about the fashion from film. 'l'he y mainly lollow the fashion of refrence group

(secondary) like film star, hero, heroin, sportsman, singer by watching 'IV. 'l'hc

LV heipsac onsumer to follow the latest fashion. l'hey can also collect

information by using computer. I imited income middle class people borrow

consumer credit to buy 'IV for finding out latest fashion.

VI 4: Borrowed comm iumner credil to purchase household goods' lie/ps 10 /coiti/e

the home in a mien' sir/c- 'l'he mean score (2.8300), standard deviation score

(1 .23954) and lictor loading (.891) of this variable indicate a positive relation to

people interest to lishion, People want to decorate their house in a new style.

I louse can be decorated by household goods like 'IV. fridge, sofa set, aIm ira,

showcase etc. \Vell decoration ol a house indicates the liRsty'lc of people.

People want to show their lifestyle in the society. Well decoration is possible

onl y when money is available. lut limited income people need money to buy

household goods lr decorating their home. ftc have opportunity to borrow

consumer credit from the banks for buying household goods to ensure the veL I

decoration of their house.

Form the above discussion it can be concluded that people borrow consumer

credit to buy household goods for the interest of their famil y , home. recreation,

f'ood & kshion. o there is a strong assoeation between consumer credit &

Li
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peoples lilestv)e interests. Borrowed consumer credit to 1irchase household

eoods helps to sati sly the interest of' people.

Step -7.3: The relationship between consumer credit and People's lifestyle

opinions

Ilie analysis ol the study supports the third hypothesis that there is a strong

association between consumer credit and peoples opinion. People express their

opinion according to the view ol themselves, their economics conditions. their

social issues, their education and their culture. The findings of this thesis show

that people borrow consumer credit to buy household goods for expressing their

view of themselves, showing their social status and culture, being economic.

being educated. Peoples opinion is measured by using 13 variah1es each

variable is measured on 5 point hikert scale (I strongly disagree, 2 -disagree,

3 N eutral. 4 aaree. 5 strongly agree). The ovei-al 1 mean score & standard

deviation score are 3.(.)08 & 1 16 respectively. 'Flie overall mean score and

standard deviation score indicate positive relation of' the peoples Opinions and

consumer credit. People normally bu y product according to the basis of' their

opinions or attitudes. Limited income middle class people opinion is to improve

their view of' themselves, be educated, change their economics condition, and

maintain their society and culture. Household goods arc very much necessary

br doing these. l"actor loading, eigenvalue and % of' variance of' liftstle

opinion variables related to consumer credit are shown (table-7.3. 1) the

relationship between consumer credit & liFestyle opinion.

7'Iie,c /hirtL?eil 1'U/'i((hILS (flU! /lt'(' fUCtOIS (1/ 1if.'.i i 'Ic opiiiioii ti'c:

Oneself Fact or: Ibis aspect of' li lstyle is concerned with involvement in

opinion of oneself'. I ugh eigenvalue (2.2 14) & % of' variance (1 7.03 1) of' this

lactor indicate that, there is a strong association between people opinion ol

themselves and using household goods borrowed by consumer credit. l'he strong

correlation among v8. vi , vi 3 variables indicates opinion l'actor. Buying

household goods is highly depending on the opinion ol' the people to themselves.
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I'able-7.3. 1: Some Ii fsty1e (opinion/attitude) variables, factors loading of

variables, eii.envalue and % of variance of factors related to consumer credit.

Itrief	lacLiis	I:icii	inctors
11,1111.	iiitcrprcIilIo	\dluc	loading	 1Jiiiiie of \/ariahles

ool

I iciors	variance
explained

H	oneself	2.2 I	.84 I	V8: Borrowed corist imer credit to purchase household
(I 7.03)	 oods helps to build Hock o [Ii fsi Ic.

	1 .874	VI: l3orro\ ed consumer credit to purchase IV helps
to find rd nlorcement for persona I Va! lie. iiiode! of
behavior. jisiglit onesel	iniproved oneself ..	--	--

	

.844	V 1 3: Borrowed consumer credit to purchase [ridge
helps to improve health.

.792 VS : Borrowed consumer credit to purchase computer!
l\' helps to save time & money hccaLisc of getting
in formation, preparing c lass note/ lecture sheet.!
numbeLol exwn nation scripts etc. in a short tulle.

.888 V6: Borrowed consumer credit to purchase car/
motorc ycle helps to save time & mone y because of
going an \\ here in a short time.

.897 V 1 0: Borrowed consuivier credit to purchase 1I'idge
helps to store food for later consumption. keep extra
10011 fresh saved from dai l\ Ii 'c.

	

.883	V7: Borrowed consumer credit to purchase car/
motorcycle helps to communicate wit Ii others.

	

.880	V9: Borrowed consumer credit to pLirchase household
goods he! ps to diff 'e rent ate the iclentit\ f'roni others i
the society.

.90() V 1 1: Borroed consumer credit to purchase
household goods helps to get possessions as a
reflection of val Lies.

	

.823	V2: Borrowed consumer credit to purchase car helps
to go to scliool/ college! .ini versit/ madrasa f'or
lea mi 11g.

.885 \'4: Borrowed consuiiicr credit to purchase [V.
computer helps to gather knowledge such as learning
distance education, new facts. cooking. real fact of tile
societ\ . business, science, medical, cultural allies etc.

.878 V3: Rorro ed consumer credit to purchase F \"
computer helps to get intrinsic cultural or aesthetic
enjovilient I ike dance, drama, song etc.

	

.863	V 1 2: Borrowed consumer credit to purchase [ridge

	

-	hips to maintain guests.

econom ic	2.43
(I 8.72)

social	2.51
(19.31)

[4
	educaiioii	I .50

(11.57)

S
	cult ure

	
1 i.43

(10.97)

1, 1) : I3o/'1'ou'LI (,'017SlI1)1('I' C/I'd/I 10 /?/(rC//U.S(' I10lLC/70I(/ .()0C/S /7Cl/).' I	build

block of lifc.s' i t' Ic'- I'he iiieai score (3.7500). standard deviation score (1 .3361 7)

and I'actor loading (.84 1) of this variable show the positive relation of theI	
people's opinions. Some people think that products are building blocks of'
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ii [est y les. Consumers often choose products, services, and activities over others

because they are associated with a certain lifestyle. An individual's Ii l'estyle

bears the in 11 uence ol participation in social group and relationships with others.

they need credit to buy household goods to improve them selves. Credit

converts individuals into conSumerS by expanding their purchasing power.

Additional purchasing power is created simply by binding the consumers into

the credit system. When consumers enter the credit sstem, they are indexed and

continually recertified (Poster & Kling, 1 990). People want to buy product for

building block of' their lifestyle ['hey think that borrowed consumer credit to

purchase household goods helps to build block of lifestyle.

11: Roi'iinic'd coiixiwiei' credii to piii'c/iu.s'e fl' lie/ps lo /ìiI /'L?i/7/O/'C('lliCIlI /01'

pc'rsonu/ values, ino/e/ of heha'ior, insight oneself, iiuii'ovecl ones elf- 'I he mean

score (3.7700), standard deviation score (133979) and factor loading (.874) of

this variable show the positive relation of people's opinions. By watching 'l'V,

people want to find reinforcement for their personal values. Ihey learn behavior

from others. 'Ihey gain knowledge. ]iey learn something which helps them to

improve themselves. A computer helps them to provide information. People

learn following values: achievement and success, activity and involvement,

efficiency and practicality, progress, material comfort. individualism. Freedom,

humanitarianism, youthfulness. and fitness and health h watching IV. ['he

need household goods (like 'l\7 , computer) to 1nd reinforcement for their

persona I values, model of' behavior, insight them selves, improvement

themselves. But all the time they are not able to buy household goods because of

their financial crises. 'l'hey need consumer credit to buy household goods to

express themselves.

1 73: Boui'ouel conxiunei' cre/it to piii'c'lia.se hozisehohi goods' lie/ps to ifll/?l'OVe

health- the mean score (3.8200). standard deviation score (1 .28220) and factor

loading (.844) of' this variable indicate positive relation with the opinion of the

people. Most of the people believe "1 lealth is the root of all happiness''. 'they

always try to maintain their health. l3alanced diet is necessary for good health.
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Frid ge is necessary for maintaining balanced diet. Ihey can store food, fruits,

venetables, meat and Fish in fridue. Fride keeps Fiod fresh. Availability of

household i.00ds also reduces their tension. Ihey want to buy household goods

for maintaining their good health. But limited income people are not always able

to bu y household &oods (like I ridge. miCrowave ovemis, blender machine etc.).

lherc are some banks in our countr y that solve these problems. 'Ihe offer

consumer credit to the people Ir buying household i2,00dS (like fiidie,

nucrowavC ovens) which help to improve their health. So, borrowed consumer

credit to purchase household goods helps to maintain their health.

2. Lconotnics 1 actor: This aspect of lifestyle is concerned with involvement in

opinion of econorn ics. I ugh eigenvalue (2.434) & % variance (18.72) ol' this

hEctor indicate that there is a strona association between peop]c opinion of

economies and using household goods borrowed by consumer credit. 'I he strong

correlation among v5, vô, vi 0 variables indicate economics opinion factor.

fr5: B0F'.l'()i(?C/ C fl.1//1lCJ' Li'CC/i/ 10 pllrchasd' C0F11/?1ItL?/'/ / 1" he/p.s /0 .V(fl'd' Hint' &

monci hL'Cause of getting infurinaton. pre/?uring cIu.x noie/ leeinrc c/7L'L't/

nuin/ier of excinhintilion scripts- The mean score (3.4330), standard deviation

score (1 .39447) and hictor loading (.792) of this variable show positive relation

of people's opinion. People need computer to do correct, easy , speedy and

efficient calculation. Ihe y can collect lot of information by using compLEter.

They save time and money because they need not to go an y where for collecting

information. lhev save money by preparing class note, lecture sheet.

examination scripts etc. Computer helps to keep data sah and secured for a long

lime. Ihe y can also buy the printer for printing all of' their transaction aiid

written materials. People hear news and get in formation from 'IV. So the need

not to go to any\vhere for getting information. But middle class people al ways

lace money prolileri for buying this kind of goods. I )i li'erent banks in

I3anglaclesh oiler this loan to people f'or buying computer. 'I hey play a vital role

fbr middle class people in Bangladesh to save time and money.

I-
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U'O: I3orron'ed c'o//x//,ner credit to 1 urchasc' car ,noiorcicic helps 1° save ti//Ic &

1/10/WI because of gouiic a/u' ii'/uere 7 a s/loll 11/Ic- the mean score( 3.5700),

statidard deviation score (1 .3 1 237) and factor loading (0.88%) of' this variable

significantly support the hypothesis. I i Festyle reFers to a pattern of consumption

reflecting a persons choice oF how he or she spends time and money. In

ccorion'iics sense, ones I ilestyle repreSent the way OI1C has elected to allocate

income, both in terms o F relative allocation to di lierent products and services.

and to speciFic alternative within this categories (Zablock i & Kantcr, 1 976). A

persons economic situation affects his product choicc. A person can consider

buying an expensive Nikon if he has enough spendable income, savings, and

interest rate ( Kotlar and Armostrong, 2007). i'he car helps people to go any

places iii a short time. 1 lousehokl goods (like 'I V. computer, car) help people to

get in forination. I hey need not to go to a destination for getting inform anon.

'they easily get it from watching 'I'V browsing the internet. 'they save time &

money by downloading informatioii. 'l'he can save time and money b y using

household goods. Middle class people need consumer credit for buying their

household goods for saving time and money.

1"! 0: /3,'rou'ec/ co.s'u,mer credit to puhc/lase /Hcuc' /1c'/J)s 10 store toot1 br later

cOflsuIIlI/?/i0/7, keep el/va food fresh saved from c/al/v life- i'he mean score

(3.5300). standard deviation score (1 .33678) and Factor loading (.897) of this

variable indicate positive relation with the activities of people. l"ridge helps to

store Food for dail Ii Fe. People can buy a large amount of lood, vegetables and

fruits ii' they have Fridge. l3uving large amount of food. vegetables also reduce

unit cost. Balanced diet is necessary for good health. Fridge is necessary For

maintaining balanced diet. People can store food, fruits, vegetables, meat and

Fish in f'rid ge. l"ridge keeps Food fresh. 'l'hey want to buy household goods for

maintaining their good health. But limited income people have no ability to save

money to bu y a [ridge or microwave ovefls. Some banks in our countr coi'ne to

solve these problems. 'ihey oiler consumer credit to the people for buying

household goods (like fridge, microwave oven) to increase their Ii Festyle.
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Borrowed consumer credit to purchase household uods helJ)s to save extra food

fresh from dail y ii t'e.

3. Social Factor: 'Ibis aspect of IihstyIe is concerned with involvement of

opinion in the society. II igh eigenvalue (2.510) & % of variance (19.307) of this

lactor indicate that there is a stroflL association between people opinion in

society and using household goods borrowed by consumcr credit. l'he strong

correlation amoni v7, v9, v I 1 variables indicate social opinion factor. I 3uying

household goods highly depends on the social opinion of the people.

V7: Thniouet/ COflS Oil/C! CrC(J/il to /)UICh(l.S1' C(I/ I/c/ps 10 COilli/1IIIIiCUIC Ui/I?

o1/?c'rs- The mean score (3.0600), standard deviation score (I .40576) and factor

loading (0.883) of this variable Significantly suppoit the hypothesis. People v ho

are interested to communicate with other have necessity to buy car, television.

radio, and computer. A car is more than a symbol of solvency of prestige.

I la y ing a car means not depending on the kindness of others where people and

their family need to go. But consumption needs (to use car, computer,

television) do not always match the flow of' inconic acquiring to consumers.

Ihey require credit lr satisfying this need. Consumer credit ot'Ired by our

banks comes to satisfy their need. 'l'hey can easily buy car. computer, television

by borrowing consumer credit. From the above explanation. it is estimated that

there strong relationship with peoples opinion in society and using

household goods borrowed by consumer credit

V9: I3ori'oii'c./ coii.sii,iici' Ci'CCiit /0 p1(1'CI7UC household ools li//rcntialcs hue

lcn/iIi /11)1/1 Oil/Cl'S 011/ic' soczc'Ii' The niean score (3.0000). standard deviation

score (1 .43548) and factor loading (.880) of this variable indicate positive

relation with the opinion of people. 'I his variable indicates social factor. People

opinion is made up from behavior and value of the society where they live.

Bourdieu (1 984) argued that social lil is in essence a competition for status

attainment in which actors compete for status in multiple arenas called fields.

•	Actors attain status in these fields by utilizing varying allotments 01 status-

Dhaka University Institutional Repository



151

ij.eiicratin2, assets, namely. CCOI1OIT11C capital ( financial resources), social capital

i-clationshi ps, network ties, oruanizational at Iii latiolis ). and cultural capital

(skills, tastes, knowlede,c, practices). \Veber (1 948) argued that divisions in

society arise not oniy from class, which is based on economic reIations1iips but

also from status, which is based on honor. A status group is distinguished by the

honor accorded to it b y the rest of the society, hut also by its particular style ol

I il (Clarke, 1 989). Consumers demonstrate their social power h displaying

their material wealth because wealth is the best indicator of power in modem

society (Bell, 1 998). loday, status is shown more through ownership of stitus

products than through personal. occupational, or family reputation (Lastman et

al.. 1 997). People who want to show their family status, they need money to buy

household goods. Consumption needs (to use cars, 'IV, f'ridge, computer etc.) do

not always match with the flows ol income accruing to consumers. Consumer

credit offered by our banks can fill up this gap. People who are very much

motivated to cxlii bit family member's status can bu y household goods by

borrowing consumer credit.

I '1/: /30//i)n'cd c0/1s1I/fl('i Crc'L/iI to piirciicise 170usL-'hol(/ ,e,00J,s' IieIs lo gel

/)ox.vc'xsiofl.' ax re//eel/on of the l'a/l(ex- 'I he mean score (2.9600), standard

deviation score (1 .46969) and factor loading (.900) of' this variable indicate

positive relation with the interest of people. Strong factor loading, mean,

standard deviation score of this variable indicate the social factor. Possessions

locus the value of' the customer. People try to occupy possessions like IV,

l'ridge. bed. aim ira etc. for di lIcientiating themselves from other in the society.

People who thought to exhibit famil y member's status can buy household goods

by borrowing consumer credit.

4. Iducation Factor: This aspect of' lifstyle is concerned with the involvement

of people opinion about education. II igh eigenvaliie (1 .504) & % variance

(11 .571) of this tactor indicate that there is a strong association between

peoples opinion of educatioii and using household goods borrowed by
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consumer erediL Ihe Strong correlation between v2, v4 variables indicate

education opinion factor.

V2: Borroit'cd cmsiiiicr credit /0 / ? Urclia.s'e Cal' helps to to to school/ college/

imiversii'iV' niuc/rusa for leariiirig -'I he mean score (3.8400), standard deviation

score (1 . 1 3458) and factor loadini (.823) of this variable support the hypothesis.

This variable indicates education factor. Education is very much necessary for

human being. Most of the people's opinion is education orietited. I'hey always

try to buy the product which wit I he] p education. Suppose car helps them to go

to sehool/ col lege./ tin i versity/ madrasa etc. 'I'he clii Id ren go to school. col ]ege,

and madrasa without depending on the kindness of' others. 'they think that they

need car to speed up their educational activities. (onsumei' credit (car loan)

otièred by our banks helps the middle class people to buy car for going to

educational institution.

14: J3oi','oii'e/ C' Il5l(l1l(JJ' C/'ed/i 1(1 piU'C/iaSL' ii hClJS /0 ul/ic'r knoii'/edgc sac/i

as' learning £/i.s'ianc'c ethication, new facts', cook iiig, /'CUl fact ?f 11i' .s'ocieli',

business', science, iiied/cal, cultural values c/c. - the mean score (3.8400).

standard deviation score (1 .2368 1) and factor loading ( .$5) of this variable

signi flcantl y support the hypothesis. People gather knowledge by watching l'\".

l'he television helps to enrich the creative and intellectual lives b y broadcasting

line programs for viewers and listeners of ever age. l)istance leai'ning.

technology training for teachers, collaborative internet projects and curriculum

focused instructional IV programming is only a ftw examples. 'lelevision

videos are highly valued as teaching tools. 1 be media is seen as especially

effective f'or reachin g visual learners and special population. l)ecision-inaking;

behavior modeling; problem-solving; value transmission: legitim i'ialion;

information dissemination; substitute schooling etc. social learn i rig is possible

by watching 'l'V. I lousehold goods ('IV. Radio, and computer) are necessary for

gathering knowledge. People who are very much interested to gather knowledge

want to bLly household goods ('IV, Radio, and computer). liit their flow of

income is not available to buy it. Borrowing consumei' credit from the banks is a
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way to pure base 1-lOLisehuld goods (IV, radiO and C0111 pLiter) for gathcriiig

knowledge. So, ( onsumer credit helps to gather knowledge.

5. Cu IILI ral [actor: I his aspect of ii !styIe is concerned with the involvement

of opinion about culture. I ugh eigenvalue (1 .426) & % variance (I 0.968) of this

faCtor indicates that there is a strong association between people' s opinion of

culture and usin g household goods houi.tht by consumer credit. lhe stroni

correlation between '3 & v 1 2 variables indicates the CLI floral opinion factor.

V3: I3orron'ec/ onslimer credit 10 j:nirc'hase TV lie/ps to gel inlrinsic cultmal 01

aesthetic eujoiinenl like dance, drama, song etc.- ihe mean score (2.9500),

standard deviation score (1 .32859) and factor loading (0.878) of this variable

indicate positive relation with the cultural opinions of people. People enjoy'

cultural function like drama, dance, and song by watching IV. lhcy learn their

cultural value by watching IV. People transmit their value to others by using

household goods like computers. IV etc. I imited income in iddle class people

require money For buying household goods (like computer. IV) for getting

intrinsic cultural and aesthetics enjoyment. Ranks help them to sanction

consumer credit for buying this product.

VI 2: /Iori'oii'e./ CO/IS 11I/1L-'i' credit to /?lIrC/lUSC h()lISehOlL/ goods /ieIjs to maintain

guests. The mean score (2.8600), standard deviation score (1 .37084) and foctor

loading (.863) of this variable show positive relation of peoples opinions.

I here are some people who have attitude to maintain guest. So [a set is needed

for corn fort sitting of guests. Fridge is needed for ready and ftesh food For

guests. IV is needed for entertainment of guest. I lousehold goods are necessary

for maintaining their guests. Rut limited income people need credit to buy

household goods (like fiidge, sofa set, TV, or microwave ovens). Ihere are

some banks in our country come to solve these problems. I hey oI'Ir consumer

credit to the people for buying household goods (like fridge, sofo set, I V. 01'

microwave ovens) to increase their liIstyle. People can burrow consumer credit

to bu y household goods for maintaining their guests.
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Form the above di scussion it can he concluded that there is a stronL association

between consumer credit & people's opinion to themselves, CCOflOfll ics, social,

education and culture. So, there is a strong association between consumer credit

and peoples opinion.

t..f...7.4: The relationship between consumer credit and (Jenlographic ftctors
l)emographic factor involve age, sex, education, income, occupation, family

lif'ecycle etc. Marketers arc very much interested to demographic variables.

iecause it involves people and people make up market. Analyzing ol

demoraphic variable is very much necessary for consumer credit marketing.

Ihe age of' the household head is expected to have an important impact on the

amount of total debt and di fTerent t ypes of debt that households iiiaintained.

Installment debt has been lound to he the highest among middle aged (35-54

years) hoLise holds (Canner, 1 98 ). l'rom anal ysis ol' the age structure ol' this

thesis, it is proved thai 30-45 years aged people are more users of the consumer

goods. Young aged 30-45 years & middle aged 43-6() years are also users ol the

consumer credit. So there is a strong relationship hetvcecii age structure of' the

borrowers & consumer credit.

Mandel I (1 973) identified that education has more 1'avorable attitudes toward the

LiSC of credit card. Person with higher education are thought to he more likely to

know about credit. [he percentage ol ' (iraduate-Post Graduate education level

borrowers is more. I he percentage of borrowers of' I 1.S.C-(Iraduate is not so

more. [he percentage of' Post Graduate-above borrowers is limited. 'I he

percentage of' bellow S. S.0 hoi'i'owers is very I iiii ted. So education qualification

is related to borrow consumer credit.

I .iterature review showed that along with the growth of' colisLimer credit, there

was an increase in the use of' consumer credit among I'aniilies whose income was

lower than the majority of l'amilies in the mid- 1 980s (I lu & Meeks. 1 994). From

the analysis of' the daia it is proved that middle income people between tk.
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1 0000- 1 9999 income level borrowers USC more consumer credit. 'I ie percentage

of borrowers' income level between tk. 20000- 29999 & tk . 000-9999 is not so

less. '1 he percentae of income level between 1k .30000- 39999 borrowers is

limited. The percentage of less than tk. 5000. between tk. 50000- 59999.

between tk. 60000- 69999, more than tk. 70000 income level borrowers is very

11111 ited.

Person's Occupation a fleets the huvin patleril ol goods and services. Marketers

try to identify the occupational groups that have an above-average interest in

their products and services. A company can even specialize in marketing

products needed by a given occupational group. 1 xample, computer software

companies will design diflrent products for brand managers, accountants,

engineers, lawyers, and doctors (Kotlar and Arniostrong, 2007). Consumei'

credit helps solvent service holders and professional having fixed income group

lbr acquisition of pri vale cars! motorcycles and thus to help them to improve

their protessional efficiency and tile standard of living (Isiami Rank l3angladesh

I .td., 2005). The findings of the study show that the percentage ol service holder

borrowers is more. lile percentage olbusiness horrowei-s is not so less.

Froni the literature review, it is known that younger consumers who have low

current incomes relative to their future income are more willing to finance

current consumption with their future income. From analysis of the lilcycic

structure of this thesis, it is proved that tile percentage of married without

clii ldren & married with one child under 6 year ' s old borrowers is high. File

percentage ol married with two children one over 6 year's old borrowers is not

SO had. The percentage of unmarried borrowers is very limited. l'rom the above

discussion, it is clear that there is a strong association bet\\een demographic

variables and coi isumcr credit.

F'inally it is concluded that there is a strong association between consumer

credit & peoples Ii ft'style activities, interests, opinions and demographics.

Borrowed consumer credit to purchase household goods helps to increase the

lifest y le of people of' Bangladesh.
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CHAPTER EIGHT

JMPL ICA TION, FUTURE

RESEA R CH & CONCL USJON
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CI-IAPTER EIC lIT

IMPLI('A TION, FUTURE RESE1 RCH & COIVCL (IS/ON

8.1: Implication of the Study

I he study establishes the relevance of consumer credit influence on consumer

ii lestvle. 'this implies that managers of' banks are lkIy to bene lit considerably

in targeting and positioning and their media comrrlunicatioi'i by focusing their

attention on the Ongoing changes in lifestyle patterns of their consuniers by

using household goods borrowed by consumer credit.

People borrow consumer credit to buy product to increase their Ii lstv1e.

lifestyle is expressed by activities mainly work perforimince. entertainment

activities & social activities. Car, computer. sewing machine, washing machine,

almira, wardrobe, pressure cooker and blender etc. household goods are very

much helpful to increase the flow of work perlorivance. '1 he television,

computer. VC I'. V( 'R. car etc. are very much helpful to increase the flow of

entertainment activities. le!evision. car, furniture etc are very much helpf'ul to

increase the flow of social activities. '1 hese are justified by factor anal y sis of this

study. 'I he mana gers of' banks have opportunit y to Ibeus attention to the segment

of' the consumers who al-c interested to increase their Ii Rstvle activities by

borrowing consumer credit.

l'he stud y will be helpful for manager to take decision about the process of

occupying consumer mind relative to competitor products (consumer credit

scheme) on the basis of relationship between consumer ct-edit and lifestyle

activities. Considering Ii lstyle activities (work performance, entertainment

activities, social activities), manager can oiler consumer credit to the customers

f'or buying household goods best fitted for their need. 'Ibis thesis will help

managers to of'lr consumer credit to best fitted to the Ii h_sty le activities of' the

people.
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recreation, fashion and food. People buy goods for the interest of' their l'am ilv

members & home. I he y are interested to eat fresh and healthy food. i3orrowed

consumer credit to buy household oods (like IV, Iride. computer, furniture,

car and motorcycle) helps them to fulfil the expected requirement of the interest

ol' family members. Furniture, 'IV, h'idge. khat, almira, dinning table, sofa set is

very much necessary for we! I decorated home. ['ridge, blender machine, micro

oven are necessary for fresh and available food and also balanced diet. 'l'V,

computer ctc help to l'ulliil the recreation interest of the people by di f'fl.rent kind

ol' program circulated by di f'ferent channels. I louse holds uoods show stat us of

the family . I hese help people to diffti'entiate them from other members of the

society . '[hey learn lashion from watching IV. 'The findings of the thesis wil I he

very much helpful hr managers to make understand the consumer by

communicating that using household goods boi-rowed b y consumer credit helps

people to satisf\' their desired interest (to fiim i ly, home. recreation, ('ash ion &

food)

Another factor of' lifest y le is their opinions in terms of their view o f themsel es

and the world around them. Oneselt social issues, economics. edticatjori. and

culture are factors ol' lilstvle opinions. Consumers olten choose products.

services, and activities over others because the y are associated with a certain
Ii fest\.'le. 1,1 festv Ic marketin g strate g ies atteni pt to posit ion a product by fitting ii.

into an existing pattern of' consumption. Because a goal of' hi I'estyle marketing

strategy is to allow consumers to pursue their chosen was to enjoy their lives

and express their social identities, emphasis their economic condition and

consider their education and culture. The key aspect of this strategy is to focus

on product usage in desirable social settin g . Consumers are opined to utilize

varying allotments of' status-generating assets. namely, economic capital

financial resources), social capital (relationships, network ties, organizational

al'li! iations). and cultural capital (skills, tastes, knowledge, practices). '[he goal

of' associating a product with a social situation is a long standing far an

advertisers. Consumers' opinion is to bu y goods to lit for heir culture. I'hey
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P require better education. I he y watch di fl'erent kind of educational prouram by

watchinLi IV. I he y learn culture Irom the 1 V; maintain culture b y car,

motorcycle, lurniture etc. household goods. Marketing managers of the banks

have to concern about the opinion of the consumer br selline, the consumer

credit. 'Ihey have to make promotional activities lit br the opinion of the

consumer. I 'h s study will be very much helpful for managers of banks to

understand customers opinion for setting marketing strategy like selling and

promotin g consumer credit scheme.

People tend to borrow when they are young, save during in kid le age & spend

down afler retirement. Men and women are socialized to perceive, use, and

value money di Ilerently I iterature suggests that women borrowed more than

man hut in our countr y it is reversed. 'l'his gender-based socialization can be

expected to have an impact on financial behaviors. Service holders borrow more

than other occupation. With the help of the study, managers can consider the

demographic factor like age, sex, lifecycle, occupation, when he designs a

marketing strategy for consumer credit. Consumer requires credit according to

their demographic variable.

'ihe study will he helpful to managers to focus on the customer on the point that

consumer credit has made outstanding contributions to the Ii I'style of people.

'Ihis study will be helpful for mana gers to make understand the consumer that

installment buyin g is an enforced form of savings. People vil I economize in

order to be able to meet installments when they become due hut ma y refuse to

economize for the mere sake of accumulating mone y . "Pay as you ride, in the

ease ob automobiles, and "pay while you are watching,'' in the case of 'l'V and

other instruments, are vary much significant appeals, because they enables us to

enjoy the use of the commodities while they can, and, besides they can have the

pride ol possessing them, even though the y have not been paid for in full.

Consumer credit provides the desired article first and then encourage the buyer

Put aside a certain am ount weekly and monthly in payment for it.
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Ihe standards of' one's Ii vinu is j Lldi2ed to(fav in lar ge measures b y the nuni her

and kinds of durable goods and costly articles in his possessions, as well as by

his consumptions of items yielding cultural and aesthetic satisfaction. ('onsunier

credit may he an aid to raisiruz the levels of one's livin g in terms of' these

standards. Installment plan encourages culture for it enables the pooi' as well as

the rich to enjoy the better things in life. Ihe better music and c ducatioiial

messages often heard OVCF the radio or seen on l'V are but otie illustration ol'

what has been made available throu gh insta I inient credit to the masses of our

population who would otherwise he clepi'ived of them all together. It has aided

pc'opl in securing higher standards of' living, education, comforts,

conveniences, efficiency, recreation and health. Not onl y that but an aided

responsibility often causes them to do more and better work, for in order to meet

this installment, they must earn more. It has proved a strong incentive to work,

to produce and secure those things which tend to make people happy. So long as

people assume a dynamic social order and steady progress. installments credit

contributes a higher standard of' living not onl y over a short pci'iocl of' time, but

in the long run as well. In this case, marketers can use pronlot ional appeals &

other marketing strategy for motivating the consumer to borrow consumer

credit.

('onsumers use consumer credit for their necessity . they are responsible for

m my of thLil oc. isions like hiith slcknLss and similai cvc nts I his thcsic v ill

help consumer to know the way to meet their necessit y by using household

goods. Studied lesson horn this thesis about the necessity & emergency of the

consumei', mana gei's of the banks have opportunit y to take necessary marketing

policy regarding need of the consumer.

The sttidy will be lielpl'ul to the people who want to know about I.he consumer

credit and lif'est y le. It will also help the peolle ho will conduct the research

regarding consumer credit and Ii festvle.
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8.2: Future Research
Iliture research ma y be t) determinc the relationship between marriage loan &

lifl.style. there may he an investiation between vacation lOUt] & Ii lestyle. AS

activities, interests, opinions arid demographics are lifestyle dimension (factor),

iii icro credit as Ii lestyle f'acil ilators may be a topic ol' the research. Consumer

credit marketing system & consumer credit marketing strategy may also he

another two areas lr future research. Car loan as lifestyle facilitators may be

another area for future research.

8.3: Conclusion

a From the study. it can he concluded that consumer credits have great impact on

li!style factors. People need household goods mainly for doing their lifestyle

activities (work performance, entertainment activities, and social activities).

satisfying their desired interests (family, home, food, fashion, recreation) and

matching with their opinions (themselves, society, culture, education,

economics). But sometimes middle or limited income people's abilit y does not

match with their expectation. Ihey require loan from others br satisfying their

expectation. ihere ui-c some banks in our country which come to solve this

problem. Banks oiler consumer credit to middle class people for buying

household goods (TV. fridge, computer, car, washin g machine, sewing machine,

sofa set, khat, almira etc.). People borrow consumer credit for buying household

goods. These household goods are very much helpful to do their activities,

satisfy their interests and express their opinions. People use credit according to

basis of their demographic variables. People lifestyle mainly conSists of four

lactors (activities, interests, opinions and demographics).

From the analysis of this thesis: it is proved that there is a strong relationship

between consumer credit and people's lifestyle So people boiTow consumer

credit to purchase household goods for upgrading their lifcstyle In a

consumption environment, a person chooses a product or brand, which seems to

possess a maximum possibility of the delnition or elaboration of his lifestyle

identity. Alternatively, a person makes a choice in a consumption environment
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in order to define or actualize his Ii Ic style. identiFy it through the products or

brands chosen. Iiiis thesis will help manager to understand the individual's

consumer credit consumption behavior by analyzing the details ol his Ii l style

system, which will help them to take marketing strategy to expand the consumer

credit scheme. Consequentl y , this thesis showing that there is a causal effect of

the individual's !iI style on his consumer credit consumption behavior. Ibis

thesis will help manager to make di t'Ferent strategy for overcoming the limitation

of existing consumer credit scheme in different banks of Bangladesh. Ihey can

make different strategy for improving the consumer credit scheme so that it can

he ensured the upgrading of the Ii Istyle of people.

I
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APPENI)ICES

Appendix- /1

a) Questionnaire- I

Questionnaire on Television

Section-A

Name of horrover:

Bank:

Amount of loan:

lktrpose:

1-1db! Mv name is Ataur Rahman. I am an interviewer as the Ph.D. student of I)haka
University. I am conducting a thesis on the topic of "Consumer Credit: A Ranking Product
to Upgrade the Life St y le of People of Bangladesh.' Would you please spare a fw minutes
to answer some questions? I assure you that your answer will he kept completely
con lidential.

What does money mean to you?

I	
2. \k hv do you use credit?

3. l)o you think consumer credit meets your emergency needs?
I low?

4. I)o you think consumer credit meets enjoying your life?
How?

5. l)oes consumer credit increase your standard of living?
I low?

6. Does consumer credit relieve your distress?
I low?

7. l)oes consumer credit develop mass production for durables goods?
I low?
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8. Do you think consumer credit promoted high production tr durables goods?
I low?

9. DC) you think consumer credit promoted high employment?
I low?

10. I)o you hunk consunier credit create more wealth?
I low'?

11 . Does consumer credit create employment?
110W?

12. Do you think consumer credit preserves your savings?
110w?

13. Is consumer credit a COIWCfliCflCC oFfered?

14. 1)o you borrow consumer credit for your pressure of ' necessity'?

1 5. Do you borrow consumer credit for early consumption?

Section- 13

I . Please answer the Ibliowing questions:
(I)l)o von think that consumer credit borrowed, and bought household products had
produced any chan g e in 'our lifestyle activities'?
Yes	No	I no. Why?

If 'Yes', Please circle the number against each of the following changes o!thc activities

(a) Entertainment	 Stroiigl',	 Dis	Strunuk

	

agree	Agiec Neutral -auiee diagree

-Borrowed consumei' credit to purchase 'IV helps to
enjoy football. cricket, tennis, badminton, wrestling
athletics, bicycle racing. motorc ycle racing. boat racing
and other games.	 5	4	3	2

(h) Social events	 s1rongI	 stronrl

	

a gree	Agree Neutral -a gree rtagree

-Borrowed consumer crcdit to purchase television helps
to transmit value to others.	 5	4	3	2	1

-l3ori-owed consumer credit to purchase TV helps to carry out
social roles.	 5	4	3	2
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•	2. Please answer the lollowing questions:
(1) Do you think that consumer credit borrowed. and houhl household products had

produced any chan o e iii your Ii k'style intercst'?
Yes	No	II' no'. Why?

Ii Yes', please circle the number against each ol the following changes to your interest

(a) I 'am iv	 SiruiiiI	 I )r,	Sironizlv

	

agree	\irc	Sculral -arree disagree

-Burrowed consumer credit to purchase television helps
to get atliliation of lhniil solidarity, relaxation and
relationship.	 5	4	3	2

-Borrowed consumer credit to purchase TV helps to exhibit
l'amil status.	 5	4	3	2

(b) I Ionic	 Stron?I s	 I )i	Si riigl

	

auree	.\aree Neutral -a g ree disagree

-Borrowed consumer credit to purchase TV helps to
stay at home for leisure time and entertainment. thereby
avoiding issues such as pollution.	 5	4	3	2

-Borrowed consumer credit to purchase IV helps to collect
lots of' inlormation about home.	 5	'4	3	2

( b) Ieereation	 Strorrr.iI\	 I)is	Strisrurk

	

a g ree	Agree Neutral -ag ree disagree

-Bori'owed consumer credit to purchase television helps to
reduce emotion. worries, problem. tiredness.	 5	4	3	2

(c) Fashion	 Struijuls	 Dis	StrorrgI

	

a g ree	Agree Neutral -a g ree disagree

-Borrowed consumer credit to purchase TV helps to find
out latest f'ashion.	 5	4	3	2

-Borrowed consumer credit to purchase i'V helps to
decorate the home.	 5	4	3	2
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3. Please answer the following questions:
(1)1 )o you think that consumer credit borrowed. and houeht dui-ahte products are related to
Ii I estyle opinion/attitudes?
Yes	No	Ii no'. Why?

II' Yes. please circle the number against each of the following relation to your opinion

(a) y ourse11	 Slroiirrk	 I )i	Strungk
ai'rec	.\ree	Neutral -uree digice

-l3oiTo\ ed consumer ciedit to purchase household goods helps to
build block of lifestyle.	 5	4	3	2

Borrowed con siimer c ied it to p Li rc Ii ase TV he I ps to find
rciiiforcenient for personal value, model ol behavior. insight
yourself, improved yourself.	 5	4	3	2

(h) Social issues	 strgk	 1)i	sruiigI
a gree	Agree Neutral -agree Wsagree

-Borrowed consumer credit to purchase household goods helps to
differentiate the dent it	mm others in the society .	 4	 -

Borrowed consimer crcd it to purchase household goods helps to
get possessions as a reflection of values.	 5	4	3	2

(c) Education	 Stiongi)	 i)i	Strnjl
agree	Agree Neutral -aglee di'agree

-Borrowed consumer credit to purchase television helps
to learn distance education. new facts. cooking. rca]
fct of the society. business science. medical etc.	5	4	3	2

e) Culture	 Strungl	 l)is	Stronl

agree	Agiec	eutral -agie diaurce

-Borrowed consumer credit to lurchase IV helps to get intriiisic
cultural or aesthetic enjo meiit like dance. drama, song etc.	5	4	3	2

1) Economics	 SIIongI\	 l)s 5trngl
agi ec	\gi cc Neal ral -a gree (II sagruc

-Borrowed consumer credit to purchase television helps
to save time & money. because of getting information.	5	4	3	2
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Section-c

• Please ans\er ilie lollowine questions:
(1)1)0 you think that consumer credit borrowed, and bought household products are related
to your demographic characteristics?
Yes	No	I no Why?

if Yes'. Please tick the number against each of the lbI]owing related variables

a) Ate (Years)
-0-15
-15-30
-30-45
-45-60
-60-avobe

(b) I ducation
-Be1lov S.S.0
- S•s•c - u.s.c
- I1.S.C' -Graduate
- Gi-aduate -Post Graduate
- Post Graduate above

(c) I lousehold income
- Less than $5,000
- Between Si 0.00() and 51 9.999
- Between 530.00() and 539.999
- Between 550.000 and 559.999
- More than $70.00(Z).

(d) Occupation
-Agriculture
- Bus i ness
-Service holder (i) Govt. Job

(ii) Private Job

- Between $5.000 and 59.999
- Between $20,000 and 529.999
- Between $40,000 and S49.999
- Between $60,000 and 569.999 and

(c) l'aiiiily LiIcycle
-unmarried
-Married without clii iciren
-Married with one children one under 6 years old
-Married with two children (one is over 6 years old)

Ihanks
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b) Questionnaire- 2

Oiieslionnaiie 0/1 (inpitIer

Sec ti oii-A

Name o! borrower:

13 an

Amount of loan:

Purpose:

I lello! My name is Ataur Rabman. I am an interviewer as the Phi). student oi l)haka
University. I am conducting a thesis on the topic of "Consumer Credit: A l3anking Product
to Upgrade the Life St y le of People of BangIadesh.' Would \Ou please spare a few minutes

to answer some qLlesti oilS? I assure you that your answer will bc kept completely

confidential.

\\'hat docs mone mean to yoU?

2. Why do you use credit?

3. l)o you think consumer credit meets your emergency needs?

110W?

p	 4. Do you think consumer credit niects enjoying your life'?

I low?

5. Does consumer credit increase your standard oil iving?
how'?

6. Does consumer credit relieve your distress'?
I low?

7. l)oes COUSUfl1CI credit developed mass production for durables goods?
I low'?

8. Do you think consumer credit promoted high production lot durables goods?
I-low'?

9. Do you think corisunier credit pronioted high employment?
I [ow'?
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1 0. Do y OU think consumer credit create more wealth?
I low?

II . l)oes consumer credit create employment?
I [ow?

12. Do you think consumer credit preserves your savings?
I lOW?

13. Is consumer credit a convenience ollered?

14. Do you borrow consume!' credit for your pressure ol necessity'?

15. Do you borrow consumer credit for earl consumption?

Section-B

Please answer the following questions:
(1 )l)o you think that consumer credit borrowed, and bought household products had
produced any chanue in lifestyle activities?
Yes	No	If no'. Why?...

II' 'Yes'. Please circle the number against each of' the tllo ilig changes of the activities

(a)\Vork	 StringI\	 t)i	5ironut
.ree	A'rce	\cu1iiI •Igre'	cIiure

-13orro ed consumer credit to purchase computer helps to Ind.
stole, organize and disseminate in ftrmat ion: maintain accounts:
prepare class note! lecture sheet! iitimher of examination script etc .5	4	3	2

(b) Lnlertainnent	 SlroIlt'I\	 )is	Suongly
aree	.•\rLL	\LLIII	-.1Fee	Wsagrec

-Borrowed consumer credit to purchase computer helps
the children to pla y game	 5	4	3	2

l3orrowed consumer credit to purchase computer helps to l)rOWSc
or internet shopping.	 5	4	3	2

(c) Social	 sirougl\	 I)i	StniiI
a g ree	\ree Netiiral -aeree disagree

-Borrowed consumer credit to purchase computer helps to
i ransmit value to others.	 5	4	3	2
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2. Please answer the lollOving questiolis:
(l)Do you think that consumer credit borrowed, and bought products had produced any
change in your lilestyle interest?
Yes	No	ILno, Why?

If Yes'. please circle the number against each of the fllowing changes of your interest

a) Family	 StruiigI	 I )is	SLrII2I\

	

; y ree	A eree	N cull LII -agree	ci is ILLECC

-Borrowed consumer credit to pL1rc111se computer helps to
exhibit famil y status	 5	4	3	2

-Borrowed consumer credit to purchase household product
(computer) helps to get affiliation of ianiily solidarity.
relaxation and relationship.	 5	4	3	2

( h ) I lone	 Strongl	 I is	SUiIiI\

	

iCree	\giec Neutral -a gree disagree

-Borrowed consumer credit to purchase computer helps
tO collect lots 0! inlormation about home	 5	4	3	2	1

© Recreation	 Stronglc	 I)is	Slrunglv

	

agree	Agree Neutial -agree disagree

-Borrowed consumer credit to purchase computer helps to
reduce emotion. worries, problem. and tiredness.	 5	4	3	2	1

(d) Fashion	 stringy	 Di	Sriinizh

	

iiree	'igiCe	Neutral -acree disagree

-Borro\ed consumer credit to purchase computer helps to
find out latest fashion.	 5	4	3	2

-Borroved consumer credit to purchase computer helps
to decorate the home.	 5	4	3	2

3. Please answer the following questions:
(1)1)0 you think that consumer credit borrowed, and bought durable products had produced
any change in your Ii !stle opinion! attitude?
Yes	No	lf'no'. Why?

If Yes'. please circle the number against each ol the fbllowing changes of your opinion

(a) Yoursel!	 Su-ongI	 l)is	StricngI

	

a gree	Agree N eiiiral -a g ree LI iagree

Borrowed consumer credit to l)1.lrchase household product
(computer) helps to build block of lifestyle.	 5	4	3	2
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e	 ( b) Social iSSUCS	 Strongl	 l)i	Stnmal

	

agree	Agiee Neutral -agree draaree

-Borrocd CoflsUlflet credit 10 purchase computer helps
to differentiate the ideiititv 1mm others in the socicl	5	4	3	2

-Borrowed consumer credit to purchase computer helps to get
pses1011s as a reflection ol values.	 5	4	3	2

(c ) I ducation	 StrongI	 I )k	Strongly

	

auree	Agree Neutral -agree disagree

-Borrowed consumer credit to purchase '1 \r/cOt11l1ter helps
to gather knowledge such as learning distance education, new
facts, cooking. real fact of the society. business, science.
medical. cLiltural values etc.	 5	4	3	2

•	 (d ) Economics	 Stroiigl\	 Dis Strongly

	

agree	Agree Neutral -agree disagree

-Borrowed consumer credit to purchase computer helps to
save time & money because of getting information, preparing
class note! lecture sheet! nuniher 0! examination scripts etc.
in a short time.	 5	4	3	2

d ) Culture	 Strongl	 [)i Strongly

	

a g ree	Agree Neutra' -agiec disagree

-Borrowed consumer credit to purchase computer helps to
get intrinsic cultural or aesthetic enjoyment like dance.
drama. song etc.	 5	4	3	2
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Section-c

• Please answer the lollowing questions:
(I) 1)o you think that consumer credit borrowed. and bouht household products are related
to demo"raphic characteristics?
Yes	No	Ii no, Why?

If Yes'. Please tick ihe number against each of' the Ibllowing related variables

(a) Age (Years)
-0-15
- 15-30
-30-45
-45-60
-60-avohe

(h) Fducation
-Bellow S.S.0

- H.S.0
-l-1.S.C' -Graduate
-Graduate -Post Graduate
-Post Graduate - above

(c) Household income
- Less than $5.000
- Between S 10.000 and 51 9.999
- Between 530.000 and 539.999
- Between 550.000 and 559.999
- More than 570.000.

(d) Occupation
-Agrieu]ture
-13 usi ness
-Service holder (i) Govt. Job

(ii) Private Job

- Between $5000 and $9,999
- Between 520.000 and $29,999
- Between 540.000 and 549.999
- Between $60,000 and 569.999 and

(ci Famil y 1 i tcvc Ic
-U nniarried
-Married without children
-Married with one children one under 6 years old
-Married with two children (one is over 6 years old)

l'hanks
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C) Questionnaire- 3

Qiies'Iionna ire on inc/ge

Section-A

Name of borrower:

I 3ank:

Anount of loan:

Purpose:

I 1db! Mv nanie is Ataur R.ahnian. I am an interviewer as the Ph.!). student of Dhaka
t !niversitv. I am conducting a thesis on the topic of Consumer Credit: A I3anking Product
to Upgrade the Lii Style of People of Bangladesh." Would you please spare a few minutes
to anSWer some questions? I assure ou that your answer will he kept completely
con fidential.

What does mone y mean to you?

2. Why do you use credit?

3. l)o you think consumer credit meets your emergency needs?
1-low?

4. l)o you think consumer credit meets enjoying our life?
I lo?

. l)oes consumer credit increase 'our standard of living?
I tow?

6. Does consumer credit relieve your distress?

7. l)ocs consumer credit develop mass production for durables goods'?
I low?

8. Do you think consumer credit promoted high production for durables goods?
I low?

9. E)o you think consumer credit promoted high employment'?
I lo'?

4
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I 0. 1 )o you think consLinier credit create more wealth?
I 1o\ '.'

I I . I )oes consumer credit create employment'?
I low?

12. I)o you think consumer credit preserve your savings'?
I low?

13. Is COflSUfliC credit a convenience ollered?

14. Do YOLI borrow consumer credit for your pressure ol necessity'?

15. 1)o you borrow consumer credit for early consumption?

Section-B

1. Please answer the lollowing questions:
(1)Do you think that consumer credit borrowed and bought products had produced an
change in your lifesty le interest'?
Yes	No LI1	II' 'no. Why?

II' 'Yes', please circle the number against each ol' the lollowing changes of your interest

(a) Family	 Strongi	 his	StrongI

agree	.\gree Neutral -agree disagree

-Borrowed consumer credit to purchase fridge helps to get
affiliation of famil\ solidarit y , relaxation and relationship .5	4	3	2

-Borrowed consumer credit to purchase fridge helps to
exhibit family status.	 5	4	3	2

(h) lion-ic	 Strongi.	 I )isStroioR

a g ree	\aiee Neutral -a g ree disagree

Borrowed consumer credit to purchase fridge helps to
perform household task.	 5	4	3	2	1

c Recreation	 ShIoIlgI\	 I )i	Ntrungls

ag iee	Agiee Neutral -a gree disagree

-Borrowed consumer credit to purchase fridge helps to
reduce emotion. worries, problem. tiredness.	 5	4	3	2

(d) Food	 Slionuls	 I )is	StruiigI\

autee	\gree Neutral -a gree disagree

-Borrowed consumer credit to purchase fridge helps to keep
I'ood. fruits, vegetables etc. fresh.	 5	'4	3	2	1
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-Borrowed consumer credit to jiurchase iridge helps
to enjoy fast lood. uice & other tasty food.	 5	4	3	2	I

(e) Fashion	 StIongl\	 I )o.	Sirtinoly

	

airree	Agiee	Neri Ira I -a gree	iii
Borrowed consumer credit to purchase household goods
helps to decorate the home in a new st y le.	 5	4	3	2

2. Please answer the following questions:
(1 )Do you think that consumer credit borrowed, and bought durable products are related to
your o ifliofl/ attitude?
Yes	No	If no', Why?

If Yes, please circle the number against each of the following relation to your opinion

(a) Yourself

-Borrowed consumer credit to purchase fridge
helps to improve health.

Borrowed consumer credit to purchase fridge helps to
build block of lifestyle.

Slronglv	 1)1	Stionglv

	

inree	\'.iee	Neutral -ree	dtgiee

	5 	4	3	2

	

5	4	3	2

(h) Social issues	 StrongI	 I )k	StroltgI\
anree	Agree Neutral -ai!ree disaurce

-Borrowed consumer credit to purchase fudge helps to
di fterentiate the identit y from others in the society.	5	4	3	2	1

-Borrowed consumer credit to purchase fridge helps

I
	 to get possessions as a reflection of values.	 5	4	3	2

(c) Culture	 Slronul\	 I )k	Strongly
agree	Agree Neutral -a gree disagree

-l3orrowed consumer credit to purchase fridge
helps to maintain guests.	 5	4	3	2

(e)Economics	 Strongly	 I)i Strngl\
aglee	Agree Neutral -auee disagree

-Borrowed consumer credit to purchase iridge helps to store lood
for later consumption, keep extra food fresh saved from dail y life. 5	4	3	2
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SectiOn-C

4. Please answer the Illowing questions:
(I )l)o you think that consumer credit borrowed. and bought household products are related
to 'our demographic charactcri sties'?
Yes	No [-_-i	If no'. Why'?

It' Ycs'. Please lick the number against each of the iollo\\ing related variables

(a) Age (Years)
-0-15
-15-30
-30-45
-45-60
-60-avobe

(h) [ducation
-Bellow S.Sk'
- S.S.0 - 1-l.S.0
- ll.S.0 -Graduate
- Graduate -Post Graduate
- Post Graduate -above

(c) Ilousehold income
- 1 ess than $5.000
- Between $1 00O{) and $ 1 9999
- Bet\veen $30000 and $39,999
- Between S50.000 and $59,999
- More than $70,000.

(d) Occupation
-Agriculture
-Business
-Service holder (i) Govt Job

(ii) Private Job

- Between $5,000 and $9.999
- Between $20,000 and $29,999
- Between $40,00() and $49,999
- Between $60.00() and $69999 and

(e) Famil y LiIecvcle
-Unmarried
-Married without children
-Married with one children one under 6 years old
-Married with two children (one is over 6 years old)

Ihank 5
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d) Questionnaire- 4

Quesliounciu'e 0/1 (a17 Moiorci•'c/

Section-A

Name of borrower:

Bank:

Amount of loan:

Purpose:

Hello! My name is Alaur Rahman. I am an interviewer a the Ph. 1). student of l)haka
University. I am conducting a thesis on the topic of Consumer Credit: A Banking Product
to Upgrade the I .iie St y le of People ot l3angladesh.' Would you please spare a fiw minutes
to answer some questions? I assure you that your answer vill he kept completely
confidential

What does 11101 ICV IUL'aLl to you?

2. Why do y ou LISC credit?

3. Do you think consumer credit meets your emergency needs?
how?

4. Do you think consumer credit meets enjoying your life?
1 low?

5. Does consumer credit increase your standard of livini?
How?

6. Does consumer credit relieve your distress?
how?

7. Does consumer credit develop mass production br durahies goods?
I low?

8. Do you think consumer credit promoted Iligh pro11cti1 br durahies goods?
How?

9. Do \Ou think consumer credit promoted high CmplOyfllent?
I low?

4	10. Do you think consumer credit create more wealth?
1-low?
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I I l)oes consumer credit create employnient?
I low'?

12. Do you think consumer credit preserves your savings?
1lo?

13- Is consumer credit a convenience ollcrcd?

14. T)o you borrow consumer credit br your pressure ol necessity?

15. l)o y ou borrow consumer credit for earI' consumption?

Section-B
1. Please answer the fl lo ing questions:
(I )Do you think that consumer credit borro\.\ed. and bought household products had
produced any chance in lifest y le activities?
Yes	No	If no. Why'?...

Ii Yes', Please circle the number against each of the following changes of the activities

(a)\Vork	 .striinglv	 I)ts	Stroiiglv
atree	Autee Neutra -auree

-l3oirowed consumer credit to purchase car/ motorcycle
helps to go to of bce or working center.	 5	4	3	2

-Borrowed consumer credit to purchase car. motorcycle helps
to go to shopping mall or store for shopping.	 5	4	3	2

(b)Entertainment	 Stunil	 Dis	StrongI
aulee	A'.ree Neutral -agree disagree

-Borrowed consumer credit to purchase ear/ motorcycle helps
to visit enjoyable place and feel comfort.	 5	4	3	2

-Borrowed consumer credit to purchase car computer helps to
go to auditorium, cinema hail or theater hull for enjoying a
program like speeches. drama. dance, cinema, song etc.	5	4	3	2

-Borrowed consumer credit to purchase car! motorcycle helps
to enjoy football, cricket, tennis, athletics, wrestling, motorcycle
racing. boat racing. bic ycle racing etc.	 5	4	3	2

Dhaka University Institutional Repository



199

c )Social events	 StronaI	 I )i.	5tronaI
at!ree	\rec	Netitral - agree disagree

-t3orroved consumer credit to I irchase car! motorcycle helps
to traiiSfl] it val LIC tO others.	 5	4	3	2	1

-I3orrov ccl consumer credit to purchase car! motorcycle helps
to carry out social rules.	 5

-Borrowed consumer credit to purchase car! motorcycle helps
to go to maintain comniunitv center fir perlorming communi tv
activity .	 5

4	3	2

4	3	2

2. Please answer tht. lo] lowing questions:
I) Do you think that consumer credit borrowed, and bought products had produced any

change in your lilste interest?
Yes	No	If no'. Why'?

If Yes'. please circle the iuimber against each of the following changes of your interest

(a) Fami I)'	 Stri,ngI	 I )is	uongl
Igrec	Aaree	Netitil -agree	risagree

-l3orroved consumer credit to purchase car! motorcycle
helps to get affiliation ol' famil y solidarity, relaxation and
relationship.	 5	4	3	2

-Borrowed consumer credit to purchase car/ motorcycle
helps to exhibit family status.	 5	4	3	2	1

( h) I lome	 StroizI\	 Dis	Stionglv
agree	A tree Neutral -a gree disigree

-Borrowed consumer credit to purchase car! niotore dc helps
to collect lots of infirmation about home.	 5	4	3	2

(c) Recreation	 Strong!	 Dis	Stron g l v
aglee	Agree Neutral -a gree daree

- Borrowed consumer credit to purchase car helps to
maintain COflifliunitv.	 5	4	3	2

-Borrowed consumer credit to purchase car! motorcycle helps
the family members to visit enjo yable places lr recreation. 5	4	3	2

-Borrowed consumer credit to purchase car/motorcycle
helps people to reduce emotion. worries, problem etc.	5	4	3	2
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3. Please answer the following questions:
I )l)o you think that consumer credit borrowed, and bought durable pi'odiicts are related to

your Iil'style opinion! attitudes?
Yes	No	[1	If 'no', Why?

If 'Yes', please circle the number against cach of the lollowing changes of your Opillion

(a) Yourself	 i.	Slrongk
lirec	Arec NititraI -agr	disagrc

Borrowed consumer credit to purchase cat'! motorcycle
helps to build block of Iilstyle.	 5	4	3	2

(a) Social issues	 5troril\	 Dis	SLroiiI
tIrc	,'\rc	N etitral -arcc	d isagre

-Borrowed consumer credit Lu purchase car! motorcycle
helps to communicate with others.	 5	4	3	2

-Borrowed consumer credit to purchase car! motorcycle helps
to difIrentiate the identity from others in the society.	5	4	3	2	1

-Borrowed consumer credit to purchase car! motorcycle
helps to get possessions as a reflection ol' values.	5	4	3	2

(h) Education

-Borrowed consumer credit to purchase car! motorcycle
helps the children to go to school! college! Uiiiversitv/
Madrasa for learning.

Strongl	 Oh	S1rongI
LgrC	.'\gree	NctitraI -agrtc	rlisagrce

5	4	3	2	1

4

e ) kcononiics	 StrongI	 Dis SIioiigI
reQ	.\eree	Netiiiil -aaiee

-Borrowed consumer credit to purchase car' motorc y cle helps
to save time & mone y because of going any where in
a short time.	 5	4	3	2

4'
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Sect i On-c
• Please answer the to! lowing questions:

(I )l)o you think that consumer credit borrowed, and bought household products are related
to your demographic characteristics?
Yes	No	Ii no. Wli?

If' Yes', Please tick the number against each of' the ftllowing related variables
(a) Age (Years)
-0-15
-15-30
- 30-45
-45-60
-60-avohe

(b) Education
-Bellow S.S.0
- S.S.0 - u.S.0
- 1 I.S.0 —Graduate
- Graduate —1 y ost Graduate
- Post Graduate - above

'4

1-Tousehold income
- Less than S5.000
- Between $1 0.00() and Si 9999
- Between $3000() and $39,999
- Between $50_DUO and 559•999
- More than $70,000.

(d) Occupation
-Agriculture
-Rosiness
-Service holder (i) Govt. Job

(ii) Private Job

- Between $5,000 and $9999
- Between $20.000 and $29999
- Between $40,000 and $49999
- Between $60.000 and $69,999 and

(e) Famil y l.itecycle
-I Inmarried
-Married without clii Idren
-Married with one children (one under 6 years old)
-Married with two children (one is over 6 years old)

l'hainks

4
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I-	 e) Questionnaire- 5

Questionnaire on furniture

Section-A

Nainc of' borroer:

1 3ank:

Amount ol loan:

Purpose:

1 1db! Mv name is i\taur Rahman. I am au interviewel- as the Phi) . student of l)haka
University. I am conducting a thesis on the topic of Consumer Credit: A Ranking Product
to Upgrade the Life Style of' People of Bangladesh Would you please spare a Iw minutes
to answer some questions? I assure you that your answer will be kept completely

confidential.

What dues tiionev mean to you?

7. Why do you use credit?

3. l)o you think consumer credit meets 'our emergenc y needs?
I low?

4. Do you think consumer credit meets enjoying our life?
I low?

. 1)oes consumer credit increase your standard of living?
Ibow?

6. I )oes consumer credit tel ieve your distress?
blow?

7. Does consumer credit develop mass production for durables goods?
I low?

. l)o y ou think consumer credit promoted high production br durables goods?
how?

9. l)o you think consumer credit pronioted high employment?
blow?

4	1 (1. Do you think consumei' credit create more wealth?
1 low?
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11 . 1)oes consumer credit create employment?
I Io?

I 2. 1)o you think consumer credit preserves your savings?
I I0\\

13. Is consumer credit a convenience utTered?

14. l)o von borrow consumer credit 101 your pressure of necessity?

IS. Do you borrow consumer credit br early consumption?

Section-B
1 lieasc answer the tollowing questions:
(1)1)0 you think that consumer credit borrowed. and bought household products had

produced any chan o e in your Ii l'estyle activities?
Yes	No	Iino', \\rl1\,

If Yes. Please circle the number against each of the following changes of the activities

(a )Vv'ork	 Strongly	 Dis	StrongI

	

agree	i\gree Neutral -agree dItLrce

.J3orrowed consumer credit to purchase almira helps
to protect cookeries &om damage.	 5	4	3	2

-Borrowed consumer credit to purchase warcfrohe helps to
protect dress from dust.	 5	4	3	2

2, Please answer the !Ilowing questions:
(1)I)o you think that consumer credit borrowed. and bought products had produced any

chan°e in your lifesty le interest?
Yes	No	Ii	Why'?...

If' Yes. please circle the number against each of the following changes of your interest
(a)Farnilv	 Strongl\	 I )is	Strongly

	

agree	\eree Neutral -a g ree disagree

- Borrowed consumer credit to purchase furniture
helps to get affiliation ol limily solidarity.
relaxation and relationship.	 5	4	3	2	1

- l3oi'rowed consumer credit to purchase furniture
helps to exhibit mamilv status.	 5	4	3	2

-Borrowed consumer credit to purchase sofa set helps 1imilv
members to corn tort sitting on sofa set.	 5	4	3	2	1
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-l3orroved COflSllIllCf credit to purchase dinning table helps
family members to comlort sitting and eating on dinning table. 5

-Borrowed consumer credit to purchase bed (khat) hclps lhmil
members to comlorl sleeping on bed (khat).	 5
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4	3	2

4	3	2

(h) Recreation

-Borrowed consumer credit to purchase furniture helps
to reduce emotion. worries. problem. and tiredness.

(c) Fashion

- Borrowed consumer credit to purchase furniture helps
to decorate the home in a new style.

Strung I	 I )is	St rongi
aeree	Agree Neutral -agree ilisaree

5	4	3	2

Stroti el	 I )i	S trungi '•
a g ree	Agree Neutral -agree disagree

5	4	3	2	1

3. Please answer the lol]owmg questions:
(I )Do you think that consumer credit borrowed. and bought durable products are related to
your lifestyle opinion! attitude?
Yes	No	If no'. Why?

If Yes. please circle the number against each of the following changes of your opinion
(a) Yoursell	 Sirorigis	 l)js	Strurigls

agree	Agree Neutral -agree drsaaree

-Borrowed consumer credit to purchase furniture
helps to build block of lifestyle.	 5	4	3	2

(h) Social issues	 Slroilgl\	 l)is	Strcinuls
rerce	Ariree N cuLl al -agree LI isagree

- Borrowed consumer credit to purchase lurniture helps to

4
	differentiate the identity from others in the society .	5	4	3	2	1

(c) Culture	 Strungl v	 I) is	Strongly
irgi ee	.\FL'C	N ciii ra) -a g ree	U isagree

-Borrowed consumer credit to purchase lirniture
helps to maintain guests.	 5	4	3	2
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Section - C
I. Please answer the lollowing questions:
(I )l)o you think that consumer credit borrowed. and bought household products al-c related
to our demographic characteristics?
Yes	No [__I1	If no'. Why'?

If Yes'. Please tick the number against each of the following related variables
(a) Age (Years)
-0-15
-15-3()
-30-45
-45-60
-60 -avobe

(h)Lducation
-Bellow S.S.0
- S.S.0 - H.S.0
- H.S.0 -Graduate
- Graduate -Post Graduate
- Post Graduate above

(c) 1-lousehold income
- Less than $5,000
- Between $10,000 and $1 9,999
- Between $30,000 and $39,999
- Between $50,000 and $59,999
- More than $70,000.

- Between $5,00() and $9,999
- Between $20,000 and $29,999
- Between $40,000 and $49,999
- Between $60,000 and $69,999

(d) Occupation
-Agriculture

4	-Business
-Service holder (i) Govt. Job

(ii) Private Job

(e) Family Lilcc\cle
-unmarried
-Married without children
-Married with one children one under 6 years old
-Married with two children (one is over 6 \'ears old)

Ihan k s
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I
	

1) Questionnairc-6

Oitc's'fiuuiiaiic on f'laShiiig iachiiie' c't'i,,' iiac/iinc'

Sec ho ii A

Name of borrower:

I sank:

Amount ol loan:

Purpose:

I lello! Mv name is Ataur Rahman. I am an interviewer as the Ph.!). student of l)haka
tiniversity. I am conducting a thesis on the topic of ''Consumer Credit: A Banking Product
to Upgrade the I l Style ol' People of Bangladesh." Would you please spare a few minutes
to answer some questions? I assure you that your answer will he kept completely
con hdential.

I. What does money mean to you'?

2. \Vhy do you use credit?

3. Do you think consumer credit meets your emergenc y needs?
1-low?

4. Do you think consumer credit meets cn]o y ing your Ii Fe?
Flow?

4

:5. I)oes consumer credit increase your standard of living?
Flow?

6. Does consumer credit relieve your distress?
I low?

7. I)oes consumer credit develop mass production for durables goods?
1-low'?

8. Do you think consumer credit promoted high productioii br durahies goods?
I low'?

9. l)o you think consumer credit promoted high employment'?
Flow'?
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I 0. I)o you thriil consumer credit create more wealth?
110W?

II . Does consumer credit create employment?

12. 1)o you titijik consumer credit preserves your savings?

I lOW?

13. Is consumer credit a convenience offered?

14. Do you borrow consumer credit for your pressure of necessity?

15. Do you borrow consumer credit for early consumption?

Section-B
Please answer ihe following questions:

(1)1)0 you think that consumer credit borrowed. and bought household products had
produced any channe in your liIsty1c activities?
Yes	No	If no'. Why'?...

If Yes. Please circle the number against each of the following changes of the activities

(a) Work	 amngI	 ii	stnnigi'
agree	Agree Neutral -aeree dagree

-Borrowed consumer credit to purchase watching machine
helps to wash dress.	 5	4	3	2	1

-Borrowed consumer credit to purchase sewing machine
helps to sew dress.	 5	4	3	2

2. Please ans\er the ftdlowing questions:
I )l)o you think that consumer credit borrowed. and bought iroducts had produced any

change in your Ii hstyle interest?
Yes	No	If no'. Why'?,.,

If Yes'. please circle the number against each of the following changes 0! your interest

(a) 1'ainily	 Strittgiy	 I )ts	Strcirlgi\
a gree	/\ure	Neutral -:tizree	rluagi'ee

-13orroved consumer credit to purchase washing machine!
sewing machine helps to exhibit family members status.	5	4	3	2
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3. Please answer the following questions:
(I )Do you think that consumer credit bolTowed. and houtht durable products had produced
any chane in your liflstvle opinion/attitude?
Yes	No	If no'. Why?

Ii Yes. please circle the number against each ol the following changes of your opiniOn

(a) Yourself'	 .struiigI	 Ok	Strongly
agree	Aree \etilral -a gree disagree

-Borrowed consumer credit to purchase sewing machine/
washing machine helps to build block of lifestyle.	5	4	3	2

(h) Social ISSUeS	 SirongI
aizree

-Borrowed consumer credit to purchase washing tnachine/
sewing machine helps to diffirentiatc the identity from
others in your society.	 5

Section-c

!)i	Stronal
Agree	\etitril -agree disagree

4	3	2	1

I Please answer the 11lowing questions:
(1)1)0 you think that consumer credit borrowed. aiid bought household products are related
to your demographic characteri sties?
Yes	No	If 110.

If Yes'. Please tick the number against each of the h.11owing related variables
(a) Age (Years)
-0-15
-15-30
-30-45

-f	-45-60
-60-avobe

(h) Education
-Bellow S.S.0
- s.s.c - u.s.c
- u.S.0 -Graduate
- Graduate -Post Graduate
- Post Graduate above

(c) ilouseholci income
- I ess than $5.000
- Between $10,000 and $19,999
- Between $30,00() and $39.999
- Between $50.00() and $59,999
- More than 570.000.

- Between 55.000 and 59.999
- Between 520.000 and 529.999
- Between $40,000 and $49,999
- Between 560.000 and 569.999
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(d ) Occupition
-Agriculture
-Rosiness
-Service holder ( i ) (rovt. Job

(ii) Private Job

(e) Family Lifecycle
-I Jnnarried
- Nil am ed WIthout cliii d ren
-Married with one children one under 6 'ears old
-Married with two children (one is over 6 years old)

Thanks

4
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Appendix- B
1.0: Basic Concept of Factor Analysis and Factor Analy sis Model for Consumer C'redit

impact on Lifestyle

l'actor analysis is a statistical technique to study the inter-relationships among the variables

in an elfort to find a new set of factors, lwer in number than the original variables so that

the factors are common among the original variables. In factor anal ysis, a small number of

common factors are extracted so that these common factors are sLlIhciellt to stud the

relationship of original variables (lThuyan. 2005).

'Flie common factor anal y tic model assumes that a variable consists of common and unique

parts. 'ihe common part of a variable is that part of the variable's variation that is shared

with the other variables, whereas the unique part of a variable is that part of the variables

variation that is specific to that variable alone (l3huyan. 2005). In Ii fstyle changing

evaluation problem. the common part is increased the flow of Ii ftstyle for using the

household goods borrowed consumer credit and the unique part is increased the flow of

lifestyle without using the household goods borrowed consumer credit. 1 herel'ore the factor

model can be considered as (I3huvan. 2005)

V-All U

4	Where.

V (Vl.V2,V3........Vn)

1	(Fl. F2. 1:3Fm):

11	(UI. tt2.....Un).

V data vector. A Facloi' loading of common factor. (J'(k'(0)' loadings' ai'e simple

coi'relaiions hctiee,i rw'iables and flictors.)

F-vector of common faetoi', li-unique factor. ii number of variable.

l3lutvan (2005 ) explain the factors as

VI AIFI ± A2 1:2	A3F3 .........	I Ui. Or
*11

\' I --i\ 1 ff-j 1:
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V2A2f I J2:

-1	I
\.)	/'11t.).

I lere. 1 is the peoplcs activities known as common factor.

II \work Perlörmance. 12 entertainment activities. fl social activities.

A 1. A2. A3 are the factor loading of the common factor.

Apnuniher of factor loadi iig and

Iii (i 1. 2. 3) is random corn loncnt.

1m number of comnion factors.

1 lere, the variance of' lii will be minimum if \1j and F is highl y correlated. Ihe sources of

variance of ' Ui may he inefficient utilization of consumer credit or rough utilization of

household goods or using household goods which are not bought by borrowed consumer

crcdit. I lere the evaluation of the lifest yle activities of consumers can he done by common

factor 1' (fI . 12....m) instead of using all variables (v I. '2...vn). The objective of the factor

anal ysis is to identify consumer credit impact on lifest y le, on the basis of the anal ysis of vi

v2.v3....Vn.

Ihe unique factors are uncorrelated with each other and with the common factors (Pett.

I .ackey. and Sullivan. 2003: l)ing. 1999).

1 he conimon liclors themselves can he expressed as linear combinations of the observed

variables.

Fi WiIVI	Wi2 V2 Wi3 V3 ......... I Wik Vk

Where,

V I ri st data vector

H - estimate o! ith factor

Wi weight or factor score coefficient.

K number of variables

It is possible to select weights or factor score coellicients so that first factor explains the

largest portion of total variance. Then a second set of weights can he selected. so that the

second factor accounts for most of' the residual variance, subject to being uncorrelated with
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the first factor. Ibis same principle could he applied to select additional weights fbi the

additional factors. lhus. the l'actors can he estimated. [urthermore. the lirst factor accounts

tbr the highest variance in the data the second fbctor the second highest. and so on. Several

statistics are associated	ith fhctor analysis.

2.0: Conducting Factor Analysis for Consumer Credit Impact on I ifestic

Several steps are involved in conducting factor analysis for this thesis. l'hc first step is to

formulate the fhctor anal ysis problem and identify the variables to be factor anal vLcd. Then

a correlation matrix of these variables is constructed and a method of fuictor analysis is

selected. Number of' factors is to he extracted. Next, the rotated futctors arc to he interpreted.

Finall y , the fit o [the luictor anal ysis model is determined (Cirewal et al.. 2004: Wit et al..

2004).

2.1: Conducting Factor Analysis for Consumer Credit Impact on Lifestyle Activities

Several steps are involved to conduct factor anal sis for identi f\ing consumer credit impact

on lifstvle activities. Ihese steps are in more detail in the fbllo\ving sections.

2.1.1: Constructing the Correlation Matrix for Identify ing Consumer ('redit impact on

Lifesty le Activities.

Correlation anal ysis is the statistical tool we use to describe the degree to which one variable

is related to another (Islam. 2008). '[he purpose of' correlation analysis is to find ho strong

the relationship is between two variables without making any distinction hct\\ecn  dependent

and independent variables. One such measure of' this relationship is the correlation

coefficient and are usually denoted b y r.

(x xX-i)
l x._x )	Lu -

Where. .. and	are the respective means of x arid y variable. r	the coefficient of

correlation.
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I he anal y tical pi'ocess is based on a matrix of correlations between the variables. Valuable

insights can he gained 1mm an examination ol this matrix. lor the lactor anal ysis to be

appropriate, the variables must he correlated. In practice, this is usuall y the case. if the

c(.)rrelations unoni all the variables are small. Iacuw anal ysis ma y not be appropriate. \\e

would also expect that variables that are highly correlated with cacti other would also highly

correlate wit]i the same lactor or factors (Malhatra, 2008).

Fable-2. 1.1.1: Shows Correlation Matrix about some lifesty le (activities) variables related to

onumer credit.

!able-2. 1 . 1 .1: Correlation Matrix of lifesty le (activities) variables related to consumer credit.

I	2	 !	S	 7	S	0)	I0	II	I2	I 7	SI-i	IS

S I)	I 000
'2 I	(00	I

I	302	3 '-15	I (11.1

527	553	.6!!	363	I 00))

75	512	662	101	.65')	I 1)00
5)6	337	.1'))	.40!	159	417	I 000

291	.41)0	.260	8'-)	1)16	061	.069	I 00))

.327	279	709	224	.395	212	.25!	486	I III'))

37'-)	.335	.366 I	.153	427	.219	.28 I	.5.19	809
1)5)	155	223	.089	967	-056	019	47)	.171

.0117	12))	(103	- (156	- 069	- 038	.1)98	233	.25 I

	

- 027	7))	.052	.280	147	.003	.172	.133

- ''52	- 076	- 057	-.234	- 114')	-.1)94	- 05!	.20'-)	20)1

11)5	- 1)71	073	.050	09')	lOS	08'-)	095	176

I))'))
599	I 000

.342	.118	I	8111

.465	.188	1)33	1.1)8)

333	275	1(0)	.251	I ((00
2')')	125	- 035	39)1	65	I 000

r,.0

•1

0

V 7

8
'I)

VII

d

'II
'IS

Iartletts test of sphericitv is used to test the null hypothesis that the variables are

uneorrelated in the population: in other words the population correlation matrix isan identity

matrix. In an identit y matrix, all the diagonal terms are I . and all oil- diagonal terms are 0.

the test statistic for sphericitv is based on a chi-square translormation of the determinant of

the correlation matrix. A large value of the test statistic is favored the rejection of the null

h ypothesis As hvpothesi s is rejected. so the appropriateness of actor anal ysis has no

question.
k
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a Before perforinine the factor analysis. it is important to investigate ' hcther a particular data

set is suitable for the anal ysis or not. Ihis can be done by Kaiscr-N1ver-Olkin (K MO)

statistic. ihe Kaiser-Mayer-Olkin ( KM( )) measure of sanipling adequacy is an index used

to examine the appropriateness of lactor anal ysis (Malhotra. 2006) . Kaiser (1974) has

mentioned that. the factor analysis is excel lent if KM() is greater than or equal to 0.90. it is

meritorious if 0.80	KMO ^ 0.90. middling if 0.70< KM() 0.80. Mediocre if

0.60 ^ KMO 0.70. miserable if 0.5() ^ KM( ) 0.60 and unacceptable if KM() <0.5.

lahle-2. 1 .1 .2 sho\vs Kaiser-Meyer-Olkin Measure of Sampling Adequacy & Bartlett's lest

of phericity of sonic lilstvle (activities) variables related to consumer credit.

l'able-2. I . I .2: KM( ) anti Bartlett's test of S(.)lTle 1i1stvle (activities) variables related to

consumer credit.

Kaiser-Meyer-Olkin Measure of
-	 .804

Sampling Adequacy.

Bartlett's lest of	Approx. Chi-	
678.210

Sphericity	Square

dl	 105

Sig.	 .000

2.1.2: Determining the 1iethod of Factor Analysis for Consumer Credit Impact on

Litestvle Activities.

From the anal ysis of the correlation matrix, it has been determined that factor analysis is an

appropriate technique for analyzing the data: an appropriate method must be selected. 'Ihe

principal components analysis is selected. Because. here, the total variances in the data are

considered, the diagonal of the correlation matrix consists of unities, and full ariance is

broLLght into the lhctor matrix.
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2.1.3: I)ctermining the \IIInI)cr of Factors for Investigating Consumer Credit Impact

on Likstvlc Activities.

In order to sunimari e the in formation contaiied iii the original variables. a smaf icr number

of factoi-s are extracted

following procedures are maintained for deternuning the number ol factor br this thesis.

(i,) .1 Priori Dett'r,,,i,,atio,,: According to the basis of priori knowledge. three factors are

extracted for iilest\le activities variables.

(iLi Deleinilnaf ion 13uvej on Coinmuna/itj. & Eigeiiruliu'c: For understanding the

communality & eigenvalue. it is necessary to know variance & mean. ihe mean is the

average ol the i-espouses.

I xampIe-The mean v is given b\

1'

observed value of the variable v

n- number of observation

Ihe di fidrence between the mean and an observe value is called the deviation Ironi the

mean. 1 he variance is the mean squared deviation from the mean. I he variance is the

avera ge of the squared deviation scores from the mean of the distribution (Islam. 2008). Ilic

positive square root of the variance is called the standard deviation. Interval and ratio level

data are needed to compute variance and standard deviation. Fur a set of n observations: vi.

v2.....vu. the variance, denoted by s is usually computed using the lrmula.

S
/1

-When we are dealing ith a sample. we use n-i in the denominator instead ol ii. and it

sample variance is:

,:	 u-i

-lr all computation purposes. the above bormula can be rewritten as
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ii	 2	_2

/7 - I

-the standard deviation can be computed as

Ihe mean and standard de\iation ol !iIi.style (activities) variables related to consumer credit

arc shovn in table- 2. 1.3. I

'ihe positive mean score & standard deviation score @1 variables vi . v2. v3. v4, vS. v6. v7.

v. v9. vi 0. vii & vi 4 indicate that consumer credit are ver y much related to increase the

1ifst1c activities. v 13 is neither negative nor positive. But vi 2. v 14 & vi 5 variab]cs do not

1u11' support the h ypothesis (fthlc-2. 1 .3. 1).
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•4	 lahle: 2. 1 .3	I )escri pti\c Statistics ol Ii Ist) Ic ( acti\ itics) variahics related to consumer

credit.

Nican

4.6101)

4.5000

4.3)00

4.1700

4.1500

4.0700

3.9700

3.9700

3.6500

3.6100

3.4300

2.4001)

2.5100

3.3900

2.3500

Std.

De i at 1011

.64971

.70353

.777 14

.93263

99874

96667

.95827

1 .05844

1.15798

1.17975

1.29689

1.31809

1.30651

1.42059

1.30558

'\nalvsis

IS

1 00

100

100

100

100

1 00

1 00

1 00

1 00

100

100

I 00

1 00

1 00

1 00

V I

'.4

V 7

vô

v 7

V 9

', I 0

\ 11

\ 12

i3

'I4

I 5

An ciLtenvalues represents the amount oi variance associated with the factors. Hence. only

p Ihciors with a variance greater than 1 .0 arc included. lactors with variance less than 1 .0 are

no better than a sin g le variable, because. due to standardization, each atiable has a variance

of 1.0 (MaI1itni 2006).
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•

	

	Iahle-2. I .3.2 shows Communalities of' some Ii lstvle (activities) variables related to

consumer credit.

table -2.1 .3.2: Coinnuinalitics of some li1'stvle (activities) variables related to consumer

credit.

Initial	l:xirictioi

	

1.000	.589

v2	 1 .000	.695

v3	 1 .000	.722

v4	 1 .000	.341

vS	 1.000	.684

	

6	 1 .000	.695

v7	 I .000	.446

	

I .000	.564

	

1 .000	.703

v I 0	1 .000	.828

	

I 1	1 .000	.664

vl2	1.000	.510

vl3	1.000	.638

v14	1.000	.349
0	 V IS	1 .000	.612

l'xtraction Method: Principal Component Analysis.

Tahlc-2. I .3.3s]iovs Total Variance Explained of some lifesty le (activities) variables related to

consumer credit.
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I able- 2. 1 .3.3: Total Variance Explained of some Ii lestvle (activities) variables related to

consuncr credi.

Corn	Initial Figenvalues	Extraction Sums of Squared Loadings
pone	 % of	 u/0 of
nI	Total	Variance	Cumulative %	Total	Variance	Cumulative 0/

1	4.954	33 024	33 024	4 954	33 024	33 024
2	2.675	17831	50855	2.675	17.831	50855

3	1.411	9.404	60259	1411	9404	60259
4	955	6.367	66.626

5	 858	5 721	72 347
6	.713	4 751	77,098
7	.668	4.455	81 .552

8	.598	3.988	85 540

9	.537	3.582	89.123
10	382	2.546	91 669
11	.372	2.480	94.148

12	.287	1.912	96.060
13	.236	1.573	97.633
14	.208	1.386	99.018
15	147	982	100000

Extraction Method: Principal Component Analysis.

Rotation Sums of Squared Loadings

% of

Total	Variance	Cumulative %

4 220	28.135	28 135
2.751	18338	46473

2068	1:1786	60259

('iii,) DetL'rnliIuI/ion Based on Scree Plot: A scree plot is a plot of the eigenvalues against the

number of factors in order to extraction. The shape of' the plot is used to determine the

number of factors. fvpicallv. the plot has a distinct break between the steep slope of Ilictors.

with large eigenvalues and a gradual trailing oil associated with the rest of the factors. Ihis

gradual trailing off' is referred to as the scree. Experimental evidence indicates that the point

p at which the scree begins denotes the true number of factors. General lv. the number of

tactors deternuned h a scree plot will he one or a lv more than that determined b y the

cieenvalues criterion ( Mal hoira. 2008).

(iv,) Determination based on the percentage of variance: Percenta ge of' \ an atice is the

percentage of total variance attributed to each factor. In thus approach tile number of' factors

extracted is determined so that the cumulative percentage of variance extracted by the

factors reaches a satislictorv level. What level of variance is satisfactor y depends upon the

problem. 1 lowever. it is recommended that the factors extracted should account for at least

6() percent of the variance,
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2.1.4: Applied Rotate Factor (Component) Matrix for Investigating Consumer Credit

Impact on Lifest y le Activities.

An important output fiom factor anal y sis is the lactor matrix, also cal led the factor pattern

matrix A factor matrix contains the factor load i flLS of all the variables on all the factois

cxtracted. Ihe coefficient, the factor loadings, represents the correlations between the

factors and the variables, A coeflicient with a large absolute value indicates that the factor

and the variables are closc]v related. (Nlalhotra. 2008). 1 he lactor matrix contains the

coellicients used to express the standardized variables in terms ol' the f'actors (see table-

2.1.4.1).

1 ahle-2. 1.4.1 sho\\s Component Matrix of some lilsty1e (activities) variables related to

consumer credit.

Fable-2. 1.4.1: Component Matrix of some likstvle (activities) variables i'clated to consumer

credit.

Corn pone it

1	 2	3

vi	 .704	-.306	-.003

v2	 683	-.319	-.356

v3	 .778	-.331	-.084

v4	 .475	-.339	-.014

v5	 742	-.326	.168

v6	 653	-.491	.165

v7	 .580	-.324	.063

v8	 537	.381	-.361

v9	 702	.445	.110

vlO	 756	.507	-.007

vii	 441	.635	-.256

v12	 .223	.417	-.536

v13	 .407	.443	.526

v14	 .111	.575	080

v15	 .270	.315	.663

Extraction Method: Principal Component Analysis.

a 3 components extracted.
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lahlc-2. 1.4.2 sho\\s Rotated Component Matrix ot some lifest y le (activities) variables related

to consumer credit.

Fable- 2.1 .4.2: Rotated Component Matrix of Sonic lilcstvle (activities) variables related to

consumer credit.

Component

1	 2	3

vi	 753	125	.078

v2	 .741	.310	-.223

v3	 .828	.189	.024

v4	 583	.002	-.021

v5	 .797	.031	.221

v6	 .818	-.119	.111

v7	 .662	.018	.083

vS	 .224	.714	061

v9	 .326	.562	.529

vlO	 335	.697	.480

vii	 001	.779	.237

v12	 -057	.692	-.166

v13	 .088	.184	.772

v14	 -234	.391	376

v15	 049	-045	.779

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.

a Rotation converged in 4 iterations.

Varimax procedures of rotation have been followed lr this thesis (table-2. 1 .4.2). ibis

method of rotation has been proposed b y Kaiser ( 1958) and it is applicable of lactor anal sis

and is done by principal factor method. l)ue to this rotation. a small number of loading is

lound larger and maximum loading reach to zero (1 larman. 1 976: Runimel. 1970).
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2.1.5: Interpreting Factors Matrix for Consumer Credit Impact on I i flsty1e

Activities.

Interpretation is laci I iuitcd b y identifying the variables that ha c large loadings on the same

Iictor. Ihat factor can then be interpreted in terms of the variables that load high on it.

2.1.6: I)etermining (he Model Fit for Investigating Consumer Credit Impact on

Lifestyle Activities.

the linal step in factor analysis involves the determination ot mode! Fit. A basic assumption

underl y ing factor analysis is thai the observed coi-relation hetecn variables can be

attributed to common factors. I lence. the correlations between the variables can be deduced

or reproduced from the estimated correlations between the variables and the lictors. The

dilterences beteen the observed correlations (as given in the input correlation matrix) and

the reproduced correlations (as estimated from the factor matrix) can he examined to

determine the model ft. These differences are called residuals. If there are man y large

residuals. the 1ictor mode] does not provide a good fit to t]ie data and the model should be

reconsidered ( Malhotra. OO8 ).

!able-2. 1 .6. 1 shows Reproduced Correlations of some liIstvlc (activities) variables related to

consumer credit.

0

1'
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'lable- 2. I .6.1: Reproduced Correlations ol some lilest Ic ( activities) variables related to

consumer credit.

I	I	I	>1	>:	 >)	>	>0	>7	>5	>1	>Io	I	17	H	>	I	17

I)pr	> I
',Iii

( 1	 6
	571)	(>4>)	.438	62	.609	5()7	.262	.357	177	17	10	.1	- (>)%	097

cOil I

	579	667	13$	551	.5.).)	.477	.374	298	657	9))	710	-u0	. 16	- 52

	

l9	667	 (83	671	657	55)	37.2	381	.12)	151	((8))	26	- III	051

	

. 13%	48%	.-lX3	
'	-16))	175	385	HI	181	87	-003	-028	(136	- -I)	((12

	

021	551	.67)	460	 672	546	214	.391	31)	((77	-(161	.2)6	.09)	210

	

.609	1.1	(>57	475 I	 672	
'>'	

51$	104	25%	2.)-)	- ( > 66	- 14$	80	- 191,	132

	

.5)17	.177	55.)	385	546	548 
I	

.166	.27))	27.1	03-)	- 039	.126	- 110	((07

	

.262	.87.1	.322	131	711	104	166	
564	

51(7	602	57)	l77	198	2511	((26

	

357	79%	389	151	.80)	.258	270	.507	
00	

.56-)	.283	5)1	143	.1113

>0)	
.357	-17 I	157	.89-)	.24)	271	602	755	

828	
.657	.383	52%	375	.35>)

>11	
117	9))	15$	-.003	077	- 066	.03)	571	.56)	.657	50))	.326	.39-)	.15(1

	

031	.21))	050	-.02%	-061	-.148	-.039	472	283	. )%3	500	-.006	.277.	-.16-)

>13	.15))	.050	.126	.036	746	36	126	19$	5)1	528	326	.0(6	
03	

.342	.505

>14	
-1)98	-.136	-.111	- 43	-.091	- 96	- 116	.751)	343	375	.394	772	3-17	

.$4;	
764

H	
-.152	051	4(12	.210	132	1)97	(.126	403	359	.1511	- 0 . )	598	26)	

I) I

Re>>	vI

dU(ll(	 -060	-1)25	. 227	-094	. 1)35	009	1)29	- 1)3))	(I)).)	-( .1 , 15	-:73	- 014	11-IS	(II I

	

- 060	- 1)11	-(176	1)1)3	- 032	- II))	(126	- ((19	-((23	- 051	- 1)90	(12.1	(160	.1)80

	

- ((25	- 0)1	-.088	-3)57	.1)0%	-.063	- 1)62	- (Ml	- 055	.069	013	(144	35-)	023

>4	-227	- 076	-.1.158	- 098	-((73	0)7	(59	((-$3	-((34	.1.1)2	-028	017	- ( NI)	038

	

-09-I	3)03	-(.157	-(5)8	-01.1	-1)88	-.028	1801	.033	-OH	-(.1(5)	.011.1	11. 17	-

'	-03%	-0(7	(8)5	-.073	-1)14	-.132	-((43	-11-17	-.1)25	1)09	10)	.1)12.1)13	-073

>7	00>)	-1)11	-063	017	-1)58	-132	-((07	-016	(110	-016	137	-033	3)60	-005

>	1(70	026	-(((7	.059 ,	-.028	-('13	-.007	.	- 1)7)	- (H	- 5$	- 73)	-1)26	-.04)	.071)

>'	-00)	-0)')	-0>1))	((-$3	001	-(07	-016	-021	 (5.)	-.093	-031	-lOS	-.142	-1(77

	

((03	-(01	-055	- 03)	033	-(05	1(1(1	-O 1	((5.)	 -.1)58	-1147	-063	- ((42	.051)

>11	.	-1151	069	1)92	-.011	.1)09 .	-.11)6	.((1)%	-.093	-1(58	-082	((61	- 1)0	-1)25

>17	-((23	-0>10	013	-((2%	-0)19	ItO	•)37	.731)	-.03)	-0)7	-.1152	((39	-((52	29

>17	-(1.1$	023	((.11	((17	.004	1)12 I	-.1(33	- (26	- 108	-((63	1)61	03>)	-.091	-20))

v14	((-$5	060 .	.05)	-3M_I	((.17	(03	((6),	- 041	- 147	-11-17	- I I > )	-((52	-101	 - 01')

>15	.01)	((51)	023	((IX	- Ill	- i2	-(5)5	.070	-.1(27	-059	-(125	.17"	-70,	"1>1

I \Il icUoll \-lelllod l > rincipal ('>lnipoIleiiI AnaI s,
a Residuals are computed between observed and reproduced correlations There are 49 (46.0%) nonredundant residuals
with absolute values greater than 0.05
b Reproduced communalilies.
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2.2.1: Constructing the Correlation Matrix for !dentiling Consumer (redit Impact OIi

l.ilestyle Interests.

Ihe anal ytical process is based on a matrix ol correlations between the variables. For the lactor

analysis to he appropriate, the \ariahles fiLls! he correlated ( Malhotra, 2OO ).

Iahle-2.2. 1.1 : shois Correlation Matrix about sonic liflst Ic (interests) variables related to consumer

credit.

lable-2.2. I . Correlation Matrix about some lifestyle (interests) variables related to consumer credit.

I	I	v2	 I	 v7	 )	1))	I	I2	II	lI

H

rI

\.	('55	I	(lii)
V	.061	.6'3	I 0181

- )4-	87	70	1(R)))
\15	1(91)	-.070	129	009	1.000
\0	777	53	265	52	.190	I 0)1(1
V7	21)0	- 065	.156	H	697	266	.00))
\'M	06-1	262	265	571	.296	588	353	I

1)74	- ISO	-031	.137	551	035	.173	.20	195)
VII)	27	- (5)')	171	.1)71	.692	ISO	.604	.24!	.557	1.15)0
VII	))	- 121	06	09))	714	164	69!	312	5))	719	I
V12	075	.104	07')	III	025	161	.056	20))	.124	0.17	lOS	I 00))

3	.258	.6.19	637	(80	036	.216	Iii	235	-011	125	008	67
I I	.008	.1)17	.11.16	.10)	.01)1	ISO	-.1)26	(92	.1211	(01	017	.597	.103	I 00)

VIS	63!	.127	38	-.017	025	.21)5	.136	-(1(13	.0(19	(04	-015	4(15	330	-(05
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I ahle-2.2. 1 .2 shows Kaiser-Mever-Olkin Measure of Sampline ;\dequacy & Bartlett's I est

o Sphericitv of sonic Ii testyle (interests) variables related to consunier credit.

lahle-2.2. 1 .2: KMO and Bartlett's Test of Sphericity of sonic lileslyle (interests) variables

related to consumer credit.

Kaiser-Meyer-Olkin Measure of Sampling
760

Adequacy.

Bartlett's Test of	Approx Chi-SqLlare	674.072

Sphericity	 df	 105

Sig.	 000

2.2.2: l)etermining the Method of Factor Analysis for 1dentifing Consumer Credit

Impact on Lifestle nterests.

From the anal ysis of the correlation matrix, it has been determined that !iictor anal ysis is an

appropriate technique for analyzing the data.

2.2.3: 1)ctcrrnining the 1'uinber of Factors for Identifying Consumer Credit Impact on

Lifesty le Interests.

In order to summarize the intormation contained in the original variables, a smaller number

of' Ictors are extracted. Following procedures are maintained for determi ling the number ot'

Iictor Ir identi Ring consumer credit impact on Ii f'estvle interests.

(i,) .1 Priori Dek'r,,,inulion: 1mm the priori knowledge. as a researcher. live factors are

p	
selected b y researcher for analysis.

(ii) l)etermination Based on Communality & Figenvalues: Communality & ligenvalucs

were considered fbr identii'ving litstyle interest Rictors.

[he mean score and standard deviation score of' Ii Istvle (interest) variables related to

consumer credit are shown in table- 2.2.3.1

[he positive mean score & standard deviation score of' variables v I. v2. v3. v4. v. vô. \,7.

vS. v9, v 10. vii . vI 3. and v 15 indicate that consumer credit are ver y much related to

increase the Ii flstvle interest. v I 2, vi 4 variables also support the hypothesis hut not strongly

table- 22.3.1).
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4	 Table-2.2 3 1 Descriptive Statistics (mean & standard deviation) of Iilest\ le variables related to

consumer credit.

Mean

vi
	

4 0600

v2
	

3.8500

v3
	

4 0500

v4
	 3 7800

v5
	

3,9500

v6
	

3.8600

v7
	

3 8200

v8
	

3.8400

v9
	

3.9600

vlO
	

3.9800

vii
	

3.9600

vi2
	

2.9600

v13
	

4.0200

vi4
	

2 8300

v15
	

4 0400

Std. Deviation

1.06192

1.29782

1.20080

119409

1.19236

.16359

1 29006

1.17825

1.17997

1.13689

113636

1.30206

1.2 1423

1.23954

1 08171

Analysis N

100

100

100

100

100

100

100

100

100

100

100

100

100

100

100

' lable-2.2.3.2: Communalities of Some Ii lést y le (interests) variab!es related to consumer credit

Initial
	

Extraction

vi
	

1 000	.816

v2
	

1 000	.802

v3
	

1 000	.782

v4
	

1.000	.757

v5
	

1.000	.767

v6
	

1 000	.770

v7
	

1.000	.712

v8
	

1.000	.744

v9
	

1.000
	

600

viO
	

1 000	.748

vii
	

1 000
	

803

v12
	

1 .000	.788

v13
	

1.000	.795

vi4
	

1.000	.801

v15
	

1 000
	

792

Exti action Method: Principal Component Analysis.
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'1ahlc-2.2 3.3 shows Total Variance Explained of some li1stylc (interests) variables related to

consumer credit.

!ahle-2.2.3.3: Total Variance Explained ol some liflstvle (interests) variables related to consumer

credit.

________ ______________________-	 Extraction Sums of Squared	Rotation Sums of Squared

Initial Eigenvalues	 Loadings	 Loadings

Compo	 % of	Cumulative	 °/ of	Cumulative	 % of	Cumulative

nent	Total	Variance	 Total	Variance	 Total	Variance	%

1	4.084	27225	27.225 4084	27.225	27.225 3613	24.084	24.084

2	2.736	18.239	45.464 2.736 .	18.239	45.464 2.334	15.563	39.647

3	1.768	11.785	57.248 1.768	11.785	57.248 2128	14185	53.832

t	 4	 1.503	10.019	67.268 1 503	10.019	67.268 1 774	11 827	65.659

5	1.388	9.254	76.522 1 388	9.254	76.522 1.629	10.863	76.522

6	.611	4.073	80.594

7	.505	3.366	83.961

8	.396	2.641	86.602

9	.357	2.378	88.980

10	330	2.203	91.183

11	.321	2.140	93.323

12	.299	1 995	95.318

13	.262	1.745	97.063

14	.235	1.566	98.630

15	.206	1.370	100.000

Extraction Method Principal Component Analysis.

(iii)DeterInin(ztioII Bi.stiI oil SCI(?L Plot :( /)leil.S' set' fiç'ure-6.2. I)

(j ')DetL'r1,l jiI(,tio/; /)(ISL'(f	lilt' pt'ret'1llae of variance: It is seen that the First five ltctors

account br 76.52 percent oF the variance (76.52% is greater the 60%). and that than gain

achieved live tactors is marginal.
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2.2.4: Rotate Factors (component) Matrix for Identifying Consumer Credit Impact on

LifestIe Interests.

Ihe kictor (component) matrix contains the coelficients used to express the standardized

variables in terms ul the Ihclors (see table 2.2.4.!). Iable-2.2.4, I shows Component Matrix ol

sonic likstyle (interest) variables related to consumer credit.

lable -2.24. 1: Component Matrix of some Ii fslvle (mterests)	ariables (a) related to

CoilsUiller credit.
Component

1	 2	3

vi	 .275	.245	- 556

v2	 .185	.752	-.084

v3	 .379	.631	-.138

v4	 .377	.308	.526

v5	 .773	-.381	-.091

v6	 .523	.400	.257

v7	 .781	-.269	-.171

v8	 .614	.292	.396

v9	 626	-.418	.028

vlO	 .769	-.322	-.142

vii	 776	-.430	-.015

v12	 .239	.233	.428

v13	 349	.698	-.291

v14	 .160	.195	.478

v15	 .203	.334	-.615

Extraction Method Principal Component Analysis.

a 5 components extracted.

5

	

.532	-.298

	

- .335	.288

	

- .366	.297

	

-137	.474

	

-.107
	

068

	

.119	- .506

	

-.033	-.020

	

-.147	-.322

	

.092	.155

	

- 070	.169

	

- 065
	

104

	

.579	.398

	

- 098	.304

	

.592
	

398

	

.441	-.258

lahle-2.2.4.2 sho s Rotated Component Matrix of some Ii !stvle (interests) variables related to

consumer crediL
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I th1e-2.2.4.2: Rotated Component Matrix of sonic Ii lsty1e (interests) variables (a) related to

consuiiiei credit.

Component

1	 2	3	4	 5

vi	 090	035	.051	.896	.037

v2	 -131	875	.137	-011	030

v3	 103	.866	145	.006	.009

v4	 .018	.055	861	-.105	.040

vS	 .867	.021	110	011	-.047

v6	 .106	.106	.809	.283	108

v7	 807	.055	.160	.170	-.056

v8	 .270	.206	.789	-.041	.	.073

v9	 749	-112	.023	-.015	.163

vlO	 857	105	.033	.046	012

vii	 .888	-.031	.107	-.038	.028

v12	 .059	.084	.095	031	.876

v13	 047	.839	.047	.274	113

v14	 .005	.019	.074	-.017	891

v15	 .007	.148	.004	877	.029

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.

a Rotation converged ri 5 iterations.

2.2.5: Interpreting Factors br identifying Consumer Credit Impact on Lifestyle

Interests.
Interpretation is !icilitated by identifying the variables that have large loadings on the same

factor. ihat factor can then he interpreted in terms of the variables that load high on it.

2.2.6: 1)etermining the Model Fit for Iden1i1ing Consumer Credit Impact on Lifestyle

Interests.
table-2.2.6. I shows Reproduced Correlations of' some Ii lstvle (interests) variables related

to consumer credit.

lable-2.2.6. I : Reprodticed Correlations of' some litst Ic (interest) variables related to consumer

credit.
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i	2	vI	4	vS	v6	v7	8	9	XIi)	!i	i2	vi.)	vii	I5

	(07	052	-.015	093	.312	233	038	.057	2.1	i5 I	((71	.286	023	79!

017	 70.1	.167	-.081	90	-.039	256	- (88	-.0(6	-127	.10-I	>	03	118

052	761	.171	.12 . 1	.221	.156	320	- (118	(83	080	085	.739	.019	135

- 045	67	171	 10$	.679	.135	.702	036	.1)15	Iii	119	.063	(02	-.082

.093	- 08!	121	.108	.181	.723	.321	642	718	779	022	.06!	-(130	021

312	190	.221	.679	.181	
.770(	

.263	.685	10(1	iI.	.17(1	.196	.222	.15.1	265

233	-039	156	.135	.723	.263	344	.591)	.7)))	724	.02 . )	.132	-.036	165

((78	256	32))	702 .	.32!	685	314	
.74-I(	

.210	278	.32!	i7i	2i9	.12')	-1)03

057	-.188	-.018	036	.642	.1(1(1	590	.2 10	632	.676	.179	- 0 . 14	14$	-((29

748)
121	- 016	83	((-IS	718	1.13	710	.278	.632	79	((75	ii.)	0(8	((62

.1(51	-.127	(>8))	.11!	77')	.17!)	.724	.321	676	759	((83	.013	((37	- ((32

((71	101	((85	1(9	.022	.196	(Li	171	.179	.075	((83	
78(	 78')	.016

286	734	739	(163	.061	.222	.132	219	-.041	1.13	.013	185	 .1 6	362

023	1(53	.0!')	102	-030	iS-I	-.036	(29	.148	.((i8	037	.789	.1(6	801W)	-037

79!	11$	.135	-.082	.021 . .265	165	- 003	-.029	.062	-.032	.1.116	362	-.037	792W I

	

((Ii	((09	.000	-.003	-.036	-.033	027	0)7	002	.001	0(11	-((28	-.015	- (60

.0. 11	- II!	020	.1)11	-.037 . -((26	.005	.052	007	.007	00(1	-((85	-.006	(8(8

.00')	- III	-.00-I	.005	.011	100	-.057	-.016	-((13	- 00-I	- 006	-.1(12	027	.01(4

.000	02))	-.00-I	-3)10	-.127	-.030	-.132	.101	(>26	-021	-01)8	(116	002	065

- 003	III I	.005	-((ii)	0i7	- 027	- 025	-.090	-.056	- ((65	.14(2	-.025	.031

-.0.16	-((37	.0.11	-.127	.017	1(03	-.098	-((67	0.16	-.006	-((33	- 005	.033	- ((60

-033	-((26	00(1	-.030	-.027	((03	-.011	-.117	-.11)6	-.033	.1(32	0)2	.0!!	-030

.027	1)05	-.057	-.132	-.025	-.098	-(01	- 00. 1	- (( . 16	.02!	((29	.1)16	- ((37	((00

.017	.052	-((16	101	-.09(1	- ((67	-.117	-.00. 1	-.0.15	-((82	-05 5	.1)3))	- (12')	((38

.002	(07	- 1(13	.026	-.056	0-16	- 06	- 0.16	- ((IS	- ((Ii	-.027	-(11$	((22	-((((3

00!	.007	- ((0 . 1	-.021	-.065	- 006	-.033	((21	-.082	- ((Ii	((25	-006	-.120	(((7

.001	.00))	-((((6	-.1)08	.002	-((33	.032	3)29	-((55	-((27	.125	- (Ii')	-.193	((00

-028	-08S	-.102	.016	-02S	-.005	.012	.1(16	((3))	-.1(18	-0(16	-019	 -.013	-031

-OiS	-((((6	.027	(.8(2	.1>31	.033	((ii	-((37	-029	.022	-02(1	- 93	-.013	 012

-160	.008	0)1.1	06S	1(0 . )	-((6(1	-((3(1	180>	.038	-01(3	(117	((00	-031	0)2
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Extraction Method: Principal Coniponcnl Analysis.
a Residuals are computed between observed and reproduced correlations. 'there are 2 I (20.0°.•) uonreduiidant
residuals with absolute values g reater than 0.05.
h Reproduced cominunulities

2.3.1: Constructing the Correlation Matrix for Identifying Consumer Credit Impact on

Lifestyle Opinions.

' I ' able-2.3. I .1 ShOWS Correlation Matrix about some Ii ftisiy]e (opinioii9 variables related to

consumer credit.

'I'ahle-2.3. I I : Correlation Matrix about some Iiflstv!e (opinions) variables related to

consumer credit.

__________	vi	v2	v3	v4	v5	v6	v7	v8	v9	vlO	vii	vi2	v13

N'	
Corr vi
elatt	1.000

v2	.035	1 000	 I

v3	-097	-012	1000
v4	112	493	-140	1,000
v5	-163	101	.153	-.048	1.000
v6	-114	.116	.161	.219	577	1.000
v7	.050	076	-.058	.104	059	.020	1.000
v8	605	.047	-.041	.128	075	.140	073	1 000
vY	-005	.161	-.037	.000	-030	-.005	676	-037	1.000
viO	-.100	-.017	.038	.033	543	.747	-.098	.098	-.100	1.000
vii	.062	.075	-.068'	-.054	112	.001	695	-021	.689	-010	1.000
v12	.048	.115	.551	.130	.233	.191	.041	130	-.031	.124	.037	1000
v13	.634	-.117	-.136	-.082	-.069	-.016	-.067	.545	-.038	-.020	-.074	-101	1.000

a Determinant = .005

'lable-2.3. 1.2 shows Kaiser-Mcycr-Olkin Measure of' Sampling Adequacy & Bartlett's 1esl

of Sphericity of some lilestyle (opinions) variables related to consumer credit.

'I'ahle-2.3. 1 .2: KMO and Bartletfs Test ol sphericity of sonic Ii lstyle (opinions) \(driahleS

related to consumer credit.

Kaiser-Meyer-Olkin Measure of Sampling
603Adequacy.

Bartletts Test of	Approx. Chi-Square	502.881

Sphericity	 df	 78

	

Sig.	 .000
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4	 2.3.2: Determining the Method of Factor Analysis for Identif y ing Consumer Credit

Impact on Lifest Ic Opinions.

lioiii the analysis ul the correlation matrix. it has been detcrni ned that lmctor analysis is an

appropriate technique lr analyzing the data.

2.3.3: l)etermining the \uinber of hLctors for ldentiling Consumer Credit Impact on

Lifesty le Opinions.

In order to summarize the infrmation contained in the original variables, a smaller iiuniber

of lactors should be extracted. lollowing procedures are maintained br determining the

number ol lactors for this thesis.

(1) .1 Priori DL'k'rnhi!ultion: (onsideri ng priori knowledge. researcher selected live aictors

ftr analyzing the data. So. there are live factors extracted for Ii lèstyle activities variables.

(ii Determination Bused oiz ConziiziizaIitj' & Ligemn'alnes:

[he knowledge of variance, mean. standard deviation is necessary for understanding

conimunahtics and eigenvalue. l'he mean and standard deviation ol Ii Iistvle (opinions)

variables produced b y household products which are bought b y consumer credit arc shown

in table-2.3.3.I

Tabie-2.3.3.i: Descriptive Statistics (mean & standard deviation) of some lilt'stvle opmiOnS variables

related to consumer credit.

vi

v2

v3

v4

v5

v6

v7

v8

v9

viO

vii

v12

v13

Mean

3 7700

3.8400

2 .9500

3.8400

3.4300

3.5700

3.0600

3 7500

3.0000

3 .5300

2 .9600

2.8600

3.8200

Std. Deviation

1 33979

113458

1 .32859

1 .2368i

1.39447

1.31237

1 40576

1.33617

1 .43548

1 .33678

1.46969

1.37084

1.28220

Analysis N

100

100

100

100

100

100

100

100

100

100

100

100

100
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ftc positive mean score & standard deviation score ol variable • I. v2. v4, v5, vô, v7. v8.

9. vi 0. and vi 3 indicate that these variables are ver y much applicable to increase the

lifest y le opiioii. v3.v Ii - 1 2 variables also support the hypothesis but not siroiigly.

'lablc-2.3.3.2 shows Communalities of ' some lifesty le (opinions) variables related to consumer

credit.

iahle-2.3.3.2: Communalities of some Ii Rstyle (opinions) variables telated 10 consumer credit.

vi

v2

v3
v4

v5

v6

v7

vS

v9

vlO

vii

v12

v13

Initial

1.000

1 000

1.000

1 000

1000

1.000

1.000

1 000

1 000

1 000

1 000

1 000

1.000

Extraction

.800

.695

.805

.793

667

.826

.788

.744

.782

.814

.815

.795

.764

Extraction Method: Principal Component Analysis.

lahle-2.3.3.3 shows Total Variance Explained of some ii lestvle (opinions) variables related to

consumer credit.
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Extraction Sums of Squared

Loadings

0/ of	Cumulative

)tal	Variance	0/

510	19.307	19.307

434	18720	38.027

214	17031	55.058

504	11 571	66.629

426	10.968	77.597

Rotation Sums of Squared

Loadings

% of	Cumulative

Total	Variance

2.400	18.461	18.461

2299	17684	36145

2.210	17.002	53147

1.592	12249	65396

1.586	12201	77.597

2 4

1 ahle-2 3.3 3: Total Variance Explained 01 SOfl1C lilestv!e (opinions) variables related to

consumer credit.

Initial Eigenvalues

Compo	 % of	Cumulative

nent	Total	Variance	%	Tc

1	2.510	19.307	19.307	2.

2	2.434	18 720	38.027 2.

3	2214	17031	55.058 2.

4	1.504	11.571	66.629	1.

5	1.426	10.968	77.597	1

6	.621	4.778	82.375

7	.524	4.030	86.405

8	.424	3 264	89.669

9	372	2.859	92.528

10	.331	2.546	95.074

11	.234	1.801	96.875

12	225	1 731	98.606

13	.181	1 394	100.000

Extraction Method Principal Component Analysis

(iii) Deter,,,iiiation Based oii Scree Plot: (Please see/igiire-6.3. I)

(iv Deter,niiiatioii based on 1/ic percentage of variance: It is seen that the flrst live fhctors

account for 77.60 percent of the variance (77.60% is greater than 60l 0 ) . and that the gain

I'	achieved in ouit.t to live factors is marina1.

2.3,4: Rotate Factors (Component) Matrix for Identify ing Consumer Credit Impact on

Lifest y le Opinions.

l'ahle-2.3 .4. I shn 5 Component Matrix ol some Ii test\ Ic (opinions variables related to

consumer credit.
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.1.

1able-2.3 .4. 1: Component Matrix 01 SOOIC I iLesty l (opinions) variables (a) related to consumer

credit.

Corn pon e nt

1	 2	 3
	

4
	

5

vi	 302	079	826	.003	.142

v2	 226	241	105	.758	- .028

v3	 .377	-.125	-108	-.099	.791

v4	 187	.126	226	.820	- 136

v5	 769	.006	.094	-.225	-.129

v6	 .840	-.059	.222	-.052	-.253

v7	 066	880	.028	-.090	.029

v8	 -005	.018	857	-.036	.084

v9	 .016	.877	-.055	- 100	.007

vlO	 .760	-.166	.182	-.224	-.355

vii	 .091	.870	-022	-.22 1	.003

vi2	 .470	-.001	.117
	

120	.738

v13	 -.284	-.079	784	.249	- 031

Extraction Method: Principal Component Analysis.

a 5 components extracted

lablc- 2.3.4.2: Rotated Component Matrix ol Some li1st y Ie (opinions) variables (a) related to

consumer credit.

Component

1	 2	 3	4	 5

vi	 045	-.162	.874	084	.012

v2	 104	027	-040	.823	.063

v3	 -055	058	- 102	- 132	878

v4	 -.028	.051	067	.885	-.045

vS	 080	.792	-.057	-.033	.171

v6	 -.005	.888	019	.169	.089

v7	 .883	-.004	.034	.084	.008

v8	 .009	.141	.841	107	074

v9	 .880	-.053	-.037	.052	-.031

vlO	 -085	897	.008	-.026	-034

vii	 900	.050	-.006	-.042	-.008

v12	 024	.139	.066	.159	.863

v13	 -065	-.017	.844	-.169	-.138

Extraction Metriod: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.

a Rotation converged in 4 iterations.
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2.3.5: Interpreting Factors for Investigating Consumer Credit Impact on Lifestyle

Oj) in ionS.

Interpretation is tiicil I aled by identil tug the van abtcs that have large loadings on the same

factor. Ihat lactor can then be interpreted in terms of' the variables that load high on it.

2.3.6: Determining the Model Fit li)r .JustiIing Consumer Credit Impact on Lifestyle

Of) in U) 11S.

the final step in Itctor analysis involves the determination of' model lit.

lahle-2.3.6. 1 sho S Reproduced Correlations of Sonic ii lestvle (opinions) variables related to

consumer credit.
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lable-2.3.6. I: Reproduced Correlations of some lifesty le (opinions) variables related to COflSUfl1CI

credit.

II	 \.I	 1)	 v%	 1)	 1)(	vii	vI7	I6

Oepi	I
'dILL

	

%Ill)Ih	 II	 - 101	2.1	- 175	- 112	(177	775	MIII	- III	(123	.060	722

&	lie
11011111

12	ii)'	60516)	-05.1	721	IllS	67	.1),)	IXI	.13	-110')	(.161	l%'i	- IS)

	

- 0)	- 055	605(h)	- IS')	201	IllS	-.1)56	- 77	-.1)62	.1)29	- 1)17	.7.(	- 62

	

123	.721	- ISO	.793)h(	-1103	93	(162	51	.1116	'77	_))5)	113	-0$(,

	

-175	IllS	21)1	-01)3	.667)6)	712	.1165 I	((7.)	.1)24 I	(98	112	.250	-.1)85

	

- 112	67	.105	.19.1	.712	626(6)	007	(6	-.1)17	79))	032 .	.22%	- 039

	

177	lol	-.1156	.052	((65	1)117	76191)	.0.15	719)	- 1)81	791	.1)13	- 1)15

	

7 23	(il	- 1)7 7	151	171	66	((IS	741(6)	- 027	.126	((oS I	156	67%

	

0'O	I 13	-062	(11%	1)2.1	-(147	7%))	-1)27	782)6)	- 121	76%	-.1)117	- 1)92

I0	 SI 1)

	

- Ill	- IllS)	(79	1127	.69%	.79))	- (:81	.12%	-.171	 -.0.11	090	(11)7

Ill
	((23	(6I	-1(47	-.059	112	1)32	.791	005	788	-031	

h)	
015

vI2	 I	 I	 I

	

06(1	169	737	.113	251)	.22%	045	156	-.01)7	000	1)15	 - (((14

-	712	- IS')	- 182	-1186	-.055	-.1(3')	- 1)-IS	.675	- 092	01(7	-.057	-1191	
7)

Reid	0	 (III))	0)14	-011	.1)02	-003	-1)26	-117	-025	043	039	-.02	-087
a)

	

(:111)	 1(11	- 229	.1156	- 1)51	-.1)85	-1)17	(175	- (II'S	(ii.)	_(75	072

'3	 00)	uI	 .018	-0-IS	(156	-1)1.12	- Oil	'(IS	008	-021	-19,	0(6

	

-.1)11	-	.1)18	 -.1)-IS	1)26	053	-1)26	-.1)18	111(6	006	017	00)

	

1112	0116	-048	-.045	 -.135	-006	.001	-051	- 155	00')	-IllS	(05

	

-003	-(ISI	056	.026	-.135	 (112	-.027	011	-(143	-03) 1	-0311	1123

- 1)26	- 055	- 002	.053	-.006	012	 ((27	- lOS	- ((16	-((96	- 002	- (122

-I17	-OilS	-1114	-026	11)0	-027 .	.027	 -11111	-03))	-.026	-.1.126	-.133

	

-U7	
(26	015	-0111	-05.1	1)-li	- 105	-010	 (12.1	-095	-112)	(151

(II

	

4	. lOS	00%	.0)16	-.155	- 04	- 016	- 031)	024	 1(20	03.0	- 017

01
(III	- 021	0)06	.000	- 1)3))	- 096	- 1)26	- 1) 1)8	(III	 022	- (17

-:111	-073	- 166	117	,o1lS	-1135	-1)02	-1126	-.1)20	113)	fl22

	

-$	(i7	(.06	5)0	IllS	1)21	-((27	- 133	))54	- ll7	-1117	- (I))),

Extraction Method: Principal Component Analysis.
a Residuals are computed between observed and reproduced correlations. There are 19 (24.O°/a) nonredundant
residuals with absolLite values greater than 0 05.
b Reproduced communalities
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2.4: Analysis of l)cmographic Variables
Percentage & total number of related demographic variables are shown in table.

lah]e-2.4. 1: Consumer credit borrowers are ekissi lied according to their age structures

Age group	 Number ol Borrowers	% ol Borrowers

P	0-15	 0	 0

	

- 15-30	 80	-	 27

	

30-45	 -	1	 L	52

	

45-60	 52	 17

	

60-75	 12	 4

	

Total	 300	 100

'l'ahle-2.4.2: Consumer credit borrowers are classi lied according to their educational
quali I cation

	

hduealion J	Nuinher ol Borrowers	 % ol' Borrti ers

Bellow S.S.C'	 14	 5

s.S.C-lLS.0	I	 I	ii

11Sf-	 25

Graduate	 74
Graduate-Post	 35

Graduate	 11)6
Post Graduate- J	 24

LL-ll	3( ___	 100

l'ahle-2.4.3: Consumer credit borrowers are c1assiled according to their monthly ineome
incoineol Borro\\ ers	 Number of Borrowers	- h ol l3orro ers

I ess than tk. 5000	 10	 3
Between tk. 5000-999 k)	_____	60	____	 20

Between ft. 10000-19999	I______	95	 32
Between tk. 20000- 29999	 75	_____ [	25
Betweentk. 30000- 39999	 36	 12

Between ft. 40000- 49999	 $	-	 3
Between t1 50000- 59999	 -- 4	 1	--

l3ctween tk. 60000- 69999	_______-	8	_____	- -	3	--
More than ft. 70000	 I ___________	4	___________________
'total	-	 300	_____	101
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Table-2.44: ('onsumer credit borrowers are classi lied accordiie to their occupation

(i)ccupation	 Nuiiiberof BolTowers	% ol Borrowers

Business	 92	 31

Service holder	-	 208	________J	69

lotal	 -	 300 -_____ J	100

lahle-2.4.5: ( ' onsumcr credit borrowers are c]assifled accordin to their famil y h Rcvcle

1aniilv Lifecvcle stae ol borrowers	Number ol Borro ers	% ol Borrowers

Unmarried	 -_____	 10	 3

Married_without children	-	 -	11 8	 39

Married with one children tinder 6 years	 35

old	 -	 104

Married with two children one over 6	 23

years old	 -	 68

lotal	 -	 -	300	 100

I'he Ind
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