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ABSTRACT

Consumer classes (middle class and fixed income group) in Bangladesh are in
continuum race to elevate the standard of their living and quality of life. 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 of
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 different Banks of Bangladesh. Suggestions are also formulated by the
study to manager of banks for improving the consumer credit scheme to make

it more attractive 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 lifestyle 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 people’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.
The conceptual model shows the relationship between consumer credit 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



Dhaka University Institutional Repository

viii

between consumer credit and lifestyle activities, interests, opinions and

demographics are tested.

576 respondents were asked to rate the importance of 42 lifestyle variables. A
five points likert scales ranging from strongly disagree to strongly agree were
employed to collect the data. These data were tested via factor 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.

IHigh 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 lifestyle of people of
Bangladesh have been justified by using graphical presentation. The study

proved that consumer credit upgraded the lifestyle 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 focusing 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
INTRODUCTION

1.0: Introduction

Bangladesh is a developing country. The economy of Bangladesh 1is
characterized by widespread poverty. More than 45% of the total population of
over 147 million lives below the poverty line (CIA, 2006). The present
configuration of poverty has been caused by lack of access of the majority of the
population to resources and development benefit (Shams, 2006). Lack of access
to adequate financial services prevents the poor houscholds in developing
countries to become self employment as well as to undertake productive
employment generating activities. Providing credit seems to be a way to
generate self employment opportunities for the poor (Rahman, 1999). Access to
micro credit enables people to derive benefits from income as well as

employment (Khandakar, 1998).

In Bangladesh, the credit comes in different form in different time. Rural credit
markets in Bangladesh are still dominated by informal credit with high interest
rate especially for the poor. The usual system known as ‘Bandhak” involves
borrowing against land mortgage. The creditor enjoys the fruits of the land for a
stipulated time period, sometimes up to ten years (Hushemi, 1988). Another
prevailing aspect of the informal credit market is the system of ‘Dadan’. Dadan
represents the interlocking of the credit and the product markets. Poor peasants
normally borrow against standing crops, under the stipulation that repayment
will be in kind. In the case of paddy, peasants borrow during the lean period on
the assurance that at harvest time they will pay back in the form of paddy

(Hushemi, 1988; Ahmed, 1993).

In response to credit scarcity, and high interests’ rates in informal credit in rural
area in Bangladesh, the government of Bangladesh has tried to make formal
credit available at low interest rate. The first significant attempts at institutional
interventions in the rural credit market of Bangladesh occurred in the 1960s.

During the 1970s, various program sought to reduce poverty in Bangladesh by
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intermittently providing the poor with needed goods and services. By 1971, the
extent of credit disbursed by the agriculture development bank and the
cooperative amounted only 153 million taka, incoming to 467 million taka in
1976. Then in 1977, a special agricultural credit program was initiated that
allowed a major income in the role of formal credit in agriculture (Hossain &
Afsar, 1989). Another form of credit is micro credit. Micro credit is considered
essential for helping to reduce poverty by increasing productivity of the poor.
Targeted micro credit programs were introduced in Bangladesh in 1980.
Grameen Bank was transformed into a specialized bank in 1983, focused on
providing credit to poor people, particularly poor rural women so that they

become self employments (Shams, 2006).

With the prevailing economic scenario in a developing country like Bangladesh,
we can safely say that a sizeable portion of our population is coming up as a
consumer class every year. Because of huge population base, this class is quite
large. Precisely, middle class and fixed income group belongs 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 possess basic necessities of life by paying the
price at a time out of their savings (National Bank Bangladesh Ltd., 2006).
Because of limited income, middle class and lower middle class people
especially the salaried professionals of our country usually cannot afford to buy
essential household durables (like TV, fridge, furniture, sofa-set etc.) to enhance
the lifestyle of the people after fulfillment of their basic needs. In this situation,
credit is necessary for them to buy houschold goods. But their financial
positions do not allow them to get micro credit; because micro credit is for
poverty alleviation. They have no ability to get mortgage loan. But they nced
credit to buy houschold goods for upgrading their lifestyle. To materialize their
cherished goal of becoming the owners of the durable goods, at first Islami Bank
Bangladesh 1.td. offered an attractive opportunity of installment buying through
a consumer credit scheme named ‘Household Durable Scheme’ in 1993 in
Bangladesh (Brochure of Islami Bank Bangladesh Ltd, 1994). It was followed

by Prime Bank [.td. and Social Investment Bank Ltd., all of which started their
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services in 1995. Soon several other banks joined and today 19 of the 48

commercial banks offer consumer credit services (Bangladesh Banks, 20006).

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 necessity. Consumer credit is considered as loan to maintain
standard of living in this group (Jamuna Bank, 2004). It is also considered as
lifestyle loan of this group (HSBC Bank, 2007). The broad objectives of this
scheme, among others, are to help service holders by providing consumer credit
at a reasonable rate of interest. It encourages saving habit as well as facilitates
increasing standard of living and thus play the active role in the socio-economic

development of Bangladesh (Alam & Bhuimali, 2007).

Consumer credit is a financial management resource that can contribute to
financial well-being if it is used wisely. Economic investment theory
(Herendeen, 1974) suggests that consumers can increase their utility through
judicious use of debt. Lown and Ju (1992) explain that satisfaction with personal
financial affairs is an important component contributing to life satislaction. The
ability to manage resources effectively is an important component of financial
satisfaction (Godwin & Carroll, 1986; Hira & Mueller, 1987). 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 be high.

Why should consumers use credit to finance purchases? The life-cycle
hypothesis (Modigliani and Brumberg, 1954) 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. Conversely, young consumers who expect future incomes to be higher
than their present income can "borrow from their future income" to support their

present lifestyle. These processes have been referred to as consumption
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smoothing (Shelrin and Thaler, 1988). The availability of credit facilitates
consumption smoothing and hence a rational consumer can use credit to
maximize lifetime utility. While previous research has examined the relationship
between a wide range of financial and economic variables with financial
satisfaction (Herendeen, 1974); the relationship between credit use and financial
satisfaction (I.own and Ju, 1992); the relationship between consumer credit and
lifetime incomes (Soman and Cheema ,2002); utility analysis and the
consumption function (Modigliani and Brumberg, 1954); availability of credit
and consumption smoothing (Shefrin and Thaler, 1988). The relationship

between consumer credit & lifestyle has received little attention.

There is a dearth of academic research into consumer credit in Bangladesh
because researchers are usually working with micro credit, mortgage loan &
credit card. Indeed, there has not been a single study on consumer credit impact
on lifestyle of pcople of Bangladesh. So consumer credit impact on lifestyle of
people of Bangladesh may be a vital issue for investigation. This 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 lifestyle 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 of people of the country, most of the private bank in
Bangladesh offer a wide range of banking facilities for its valuable customers.
One of the beneficiaries” services of the customers of private banks 1s consumer
credit scheme. The consumer credit scheme of the bank aims to help the fixed
income group in raising standard of living has been widely appreciated (Prime
Bank Ltd., 2007). Trends of consumer credit in Bangladesh are a vital issue for

discussion.
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The main objective of the present study is to identify the consumer credit impact
on lifestyle of people of Bangladesh. The banking scctor as a whole plays an
important role in the economy of a country irrespective of its level of
development. The commercial banks have greater responsibility both in the
arcas of product growth and in the performance of individual and social
obligations. Consumer credit is a product of commercial banks. By lending these
products, commercial banks play an important role in individuals and society.
By 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 arc
interested to decorate their home; maintain their fashion, recreation, food;
satisfy their family member’s expectation. People also use houschold products
for their self improvement. They 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, they use
houschold products for increasing their living standard or lifestyle. So consumer

credit impact on lifestyle is an important issue for investigation.

Studies after the World War Il have given a mixed picture 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 Foster, 1969; Garman & Forgue, 1991;
Amling & Dromes, 1982). Consumer credit generated new finance companies
and industries (Rogers, 1954; Sullivan, 1987). Consumer finance played an
important role in American economics life by aggregate contributing in GDP
since the end of worlds War Il (Cottle, 1960; Dunkleberg & Stanford, 1977).
Consumer credit played an important role in American society. By using
consumer credit, consumers got facilities to enjoy of life, higher standard of
living, convenience offered and early consumption. Consumer credit encouraged
thrift, created employment, created pressure of necessity and offsets inflation,

created fundamental and controversial role in working class budget and also
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credit card played role as lifestyle facilitators (Einzing, 1949; Amling &
Dromes, 1982; O’ Connell 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 1968 and 1988
respectively to purchase consumer durables to improve 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
Bangladesh from 1995-2007). It might be very accepted credit by the consumer

of Bangladesh for increasing their lifestyle.

However, 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:

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

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

(111)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 lifestyle of consumers of Bangladesh. So, it

can be an important issue for investigation.

1.2: The Purpose and Objectives of the Research
The purpose 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)) To suggest way-out for improving the credit scheme to make it more

attractive to the consumers for upgrading their lifestyle.



Dhaka University Institutional Repository

1.3: Contribution of the Research

Consumer Credit is an important development scheme in the banking sector in
most of the developing economies including Bangladesh. In Bangladesh, people
of limited monthly income are faced with the problem of improving their
lifestyle (Selected Private & Multinational Banks in Bangladesh, 1994-2006).
This study may provide some insight to the policy makers and bankers on how
the middle class & lower middle class can be 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 study findings will provide
evidence on the formulation of policies in areas of consumer credit scheme to

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

1.4: Structure of the Thesis

This thesis is organized into nine chapters as shown in figure-1.1. The 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 followed 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 lifestyle of consumers. To this end, attempts have been made to
review all the relevant available literature, especially in the context of consumer
credit and lifestyle of consumer of Bangladesh and other countries. This review
has identified specific gaps in existing knowledge about the consumer credit and

its impacts on lifestyles 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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I'igure- 1.1: The Plan and Structure of the Thesis

CHAPTER-1
Introduction
[An Overview of the Study|

Y

CHAPTER-2
Review of the Literature
[Existing Body of Knowledge in Bangladesh and Other Countries|

CHAPTER-3
Trends of Consumer Credit in Bangladesh

CHAPTER-4

Conceptual Framework and Development of Hypothesis

h 4

CHAPTER-5
Research Methodology
[Choice of research method, strategy. site; designing of questionnaire:
Population and sample: Negotiation process; Data sources. collection,
analysis: Study assumption; Statistical method used. |

CHAPTER- 6
Data Analysis

Y

CHAPTER-7
Presentation of Research Findings

3

CHAPTER-8
Conclusions, Implications of the Research Findings and Directions of
Future Research




10

Dhaka University Institutional Repository

A conceptual framework has been developed in chapter 4, drawing experiences
from existing evaluation models/frameworks relating to the consumer credit and
lifestyle. Some major hypothesis has also been developed to test empirically,

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

Chapter 5 highlights the key features 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 determining the

consumer credit impacts on lifestyle.

Finally, Chapter 8 draws conclusion 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

This 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 lifestyle of people of Bangladesh. The
literature concerning the consumer credit impact on lifestyle are categorized into
three areas: 1.The chapter begins with a short background, definition,
characteristics and typologies of consumer credit, and then reviews
understanding of lifestyle, 2.Growth of consumer credit and 3.Link between

consumer credit and lifestyle.

2.1: Consumer Credit Background

There has been a growing interest of consumer credit throughout the world, in
the industrialized west as well as in developing countries of the third world
(Beckman & Foster, 1969; Edmonds, 1979; Garman & Forgue, 1991; Bilgin &
Yavas, 1995; Cole, 1998; Fraser et al., 2001; Vyncke, 2002; Eichergreen &
Mitchener, 2003; Lachance, 2004; Wang & Wallendorf, 2005; LLachance et al.,
2006: Muhmin, 2008). This worldwide focus of consumer credit is resulted from
several factors and ideas. The following paragraphs represent several historical

backgrounds related to consumer credit.

The installment method of operation was introduced in New York as carly as
1807 by the founder of the firm of Cowperthwait & Sons. Later, installment
selling was introduced in England in 1828 (Cole, 1998). The small loan business
had its origin in Chicago about 1870 and spread rapidly to the principal cities of
the East and Middle West. In the piano business, the installment plan has been
used since about 1875 (Beckman & Foster, 1969). Installment business similarly
gained importance in Australia in the 1920s, especially in financing purchases of

imported goods including motor vehicles (Eichergreen & Mitchener, 2003).
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The period from 1930 to 1946 was characterized by a scarcity of consumer
credit because of great depression and World War 1. In one decade, from the
end of 1946 to the end of 1956, consumer credit expanded more than five times

(Cole, 1998).

Many banks began to provide personal loans or credit in India in 1968 (Suneja,
1994). The offering of consumer credit services by a Turkish (developing

country) bank for the first time is in 1988 (Bilgin & Yavas, 1995).

Considering the market of the consumer credit scheme and to diversify the arca
of investment as well as to play beneficial role for the increased number of
middle class people of the country, the management of Islami Bank Bangladesh
[.td. has decided to introduce this loan in Bangladesh in 1993 (Islami Bank
Bangladesh 1.td..1995). This bank was followed by Prime Bank Ltd. and Social
Investment Bank [.td., both of which started their services in 1995 (Prime Bank
.td. & Social Investment Bank [.td.,1997). Uttara Bank [.td., Pubali Bank Ltd.,
Mercantile Bank I.td., IFIC Bank Ltd. and other introduced this scheme later.
Now about 19 of the 48 commercial banks offer 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 1878. These spread after World War II. After 1952, attitudes towards
consumer credit changed dramatically. After 1968, sub-continental country
began to introduce consumer credit. At first Islami Bank Bangladesh Ltd.
introduced consumer credit scheme in Bangladesh in 1993. The following
section presents a brief outline of the definition, and typologies of consumer

credit for understanding the consumer credit and its impacts on lifestyle.

2.2.0: Definition and Typologies of Consumer Credit
In this section key concepts are clarified: definition & types of consumer credit

available in the world. Before further data is examined, definition and typologies
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of consumer credit must be distinguished so that the purpose of this thesis made

clear.

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

consumer credit and its impact on lifestyle of people of Bangladesh.

Stokes & Arlt (1955) has defined, “Consumer credit refers to loans made or
credit gives to individual consumers to finance purchases of consumer goods
and services.” Prather (1969) agreed with stokes (1955) and he also emphasized
for personal consumption or to refinance debts originally incurred for such
purposes. Bexiley (1987) described consumer loan as secured or unsecured loan
but Garman & Forgue (1991) pointed out that consumer credit is nonbusiness

debt used by consumers for purposes other than home mortgages.

While Suneja (1994) 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. Then Fraser et al. (2001)
defined as “Consumer credit consists of loans to individuals for personal

households or family consumptions.

Previous researchers have identified that consumer credit is for purchasing
consumer goods and services (Stokes & Artt, 1955), personal consumption
(Prather, 1969). nonbusiness use (Garman & Forgue, 1991), improving the

standard of living (Suneja, 1994).

From the clue of the above definition of the selected researchers, it can be
assumed that consumer credits are loans granted by bank to individuals’ for
personal houscholds or family consumption who may feel inclined to purchase
consumer durables to improve their lifestyle. Discussion about the different kind
of consumer credit is also necessary for clear understanding of consumer credit

and its impacts on lifestyle.
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2.2.2: Types of Consumer Credit
There are different kinds of consumer credit existing in different country. Here
again, some major attempts to typify consumer credit will help to have an idea.
These are briefly stated below: Prather (1969) had classified consumer credit

into two broad types:

(1) Installment credit: Tt (also called closed end credit) requires that the
consumer repay the amount owed in a specific number of equally payments,
usually monthly. It has been subdivided into: (i) Automobile Lending-(a) Direct
automobile loans, (b) Indirect automobile loans; (ii) Others goods paper; (i11)

Repair; (iv) Modernization loans; (v) Personal loans.

(2)Noninstallment credit: Recall that noninstallment credit is debt that is repaid
in a single payment or as open ended credit, in which the borrower 1s permitted
to repay either in full or over time. It has subdivided into: (1) Single Payment,

(ii) Charge Accounts, (iii) Service credit.

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

Merchandise credit: (i) Open book credit, (i1) Installment credit.

Hempel & Simonson (1999) have said four basic types of Installment credit:
(i)Automobile Iending: (a) Direct Automobile loans, (b) Indirect automobile
loans; (ii) Revolving credit; (iii) Home equity credit; (iv) Mobile Home

Financing.

Amling & Droms (1982) mentioned variety of forms: ( 1)Service credit (2) Other
types of consumer credit include: (i) Secured loans, (i) Cash loans, (ii1)
Installment sales. (iv) Automatic over drafts, (v) Retail charge accounts, (vi)
Credit lines, (vii) Bank Credit cards, (vi) Travel entertainment cards, (vii)

FEducation loans.
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Garman and Forgue (2000) also identified two major forms: (1) Installment and

(2) Noninstallment credit.

Chien and Devaney (2001) identified that installment loan is more restricted,
requiring more information 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 of above reason, it is clear that consumer credit is

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

There are different types of consumer credit are also existing in Bangladesh: 1.
Installment credit- single payment, automobile, furniture and household
appliances, repair, modernization, vacation, marriage, education and 2.

Noninstallment credit -credit card loan (Brochure of different banks, 2007).

Different kind of consumer credit played important role in consumer lifestyle of
People of Bangladesh in different way. Discussion about the growth of
consumer credit is necessary for identifying the overall demand of consumer

credit.

2.3: Growth of Consumer Credit

Consumer credit was grown slowly before the world war-11. It was growing at
an outstanding rate after 1945. In 1945, the consumer installment debt of the
average American family was 2 percent of its annual income. By 1985, it had

risen to 18 percent (Bloom and Steen, 1987).

In America, the growth of consumer credit exceeded the growth of after-tax
family income in the 1980s (Canner and lLuckett, 1991). In this period, more

than 80 per- cent of families had consumer installment debt (Avery et al., 1987).
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In America, during the decade from 1980 to 1990, a considerable portion of
household income, an average of 17 percent, was spent to repay consumer credit
(Calem, 1992). During the period from 1983 to 1986, the portion of families
with incomes below $10,000 (1985 constant dollars) holding a credit card
increased 91 percent. This increase is much greater than for any other income
group. In 1988, cach houschold owed an average of $7,104 for automobile
installment loans, $3,029 for revolving credit, $2,192 in other consumer debts,
and $1,661 in credit card balances (U.S. Bureau of Census, 1990). The
outstanding balance of all consumer credit, excluding mortgage debt, was $800

billion at the end of 1990 (Zhu and Meecks, 1994).

During 1997, the amount of non-mortgage debt was very high in USA. It was
represents $7500 debt for every household in the country (Herman, 2000).
Lewyckwj (2002) found that average personal debt equals average disposable
income in Canada, and outstanding credit has doubled between 1997 and 2002.
In the UK in 2002, average personal debt now far outstrips average disposable
income, and the country then has one of the fastest debt growth rates in the

developed world (Cowell, 2003).

In the decade to 2002, the household debt to income ratio increased from 56% to
125%, 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 217% from $30 850 to

$97 856 [RBA., 2005].

There is no formal statistics about the total amount or growth rate of consumer
credit in Bangladesh. But growth rate of consumer credit may be assumed by
introducing consumer credit scheme as well as growth rate of consumer credit of
selected banks of Bangladesh. Consumer credit disbursed by Prime Bank Ltd.,
The city bank I[.td., Dhaka Banks Ltd. ectc. were visible and proved as
encouraging demand from 2001 -2006 (Annual Report of selected banks, 2001 -

2006).
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The increased rate of consumer credit in different banks of Bangladesh indicates
that consumer credit is growing rapidly. It may have vast demand for buying
household goods to maintain the lifestyle of people of Bangladesh. There may
be an impact of consumer credit on lifestyle of People of Bangladesh. For
examining of consumer credit impact on lifestyle, it is very necessary o
understand the lifestyle of people. Definition, characteristics and measurement
of lifestyle should be discussed for clear understanding of lifestyle of people

related to consumer credit.

2.4.0: Definition and characteristics of Lifestyle

This section discusses the definition and characteristics of lifestyle.

2.4.1: Definition of Lifestyle

Though 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 (1963) defines lifestyle as referring to a “distinctive or
characteristic mode of living, in its aggregate and broadest sense, of a whole
society or segment thereof. It embodies the patterns that develop and emerge
from the dynamics of living in a society.” Zablocki and Kanter (1976) opined
that one’s lifestyle represents the way one had elected to allocate income, both
in terms of relative allocations to different products and services, and to specific
alternatives within these categories. While, Berkman and Gilson (1978) defined
lifestyle as “unified patterns of behavior that both determine and are determined
by consumption”, Then, Hawkins et al (1983) defined simply as “How on lives™.
Agreed with Hawkins et al. (1983), Assael (1998) opined that lifestyles are
consumer’s modes of living as reflected in their activities, interests, and

opinions.

Veal (1989) 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

colleagues, consumption behavior, leisure, work, and religious activities.
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Soloman (2002) agreed with Zablocki and Kanter (1976) but he emphasis that
pattern of consumption reflecting a person’s choices of how he or she spends

time and money.

Kotler & Armostrong (2007) clarified that a lifestyle is a person’s pattern 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 income, unified pattern of behavior, pattern of individual and social

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

From the analysis of the previous researchers’ definition and purpose of this
thesis, lifestyle can be defined as: Lifestyles are consumer pattern of living in
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 Lifestyle

Irom a sociological view point, Feldman and Thielbar (1974) describe lifestyle
by the four following characteristics:

(a) Lifestvle is a group phenomenon: An individual’s lifestyle bears the
influence of participation in social group and relationships with significance to
others. A college student, for example, maintains a lifestyle dramatically
different from a construction worker’s, and an adolescent’s lifestyle

differentiates from that of his or her parents.

(b) Lifestyle pervades many aspects of life: A person’s lifestyle commits a
certain consistency of behavior. People who prefer oil or vinegar on their salads
are more inclined to attend a ballet than people who use commercial French
dressing. Individuals who say they are liberal or “left” politician arc more likely
to see a foreign “art” movie than people who profess to be middle-of-the road or

conservative.
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© Lifestvle implies a central life interest: In the United States, there are many
central interests that may fashion an individual’s lifestyle; family, work, leisure,

drugs, sexual exploits, and religion are some.

(d) Lifestyles vary according to sociologically relevant variables: Lifestyle
differs on the basis of age, sex, ethnicity, social class, region and number of
other determinants. The rate of social change also has a great deal to do with

variation in lifestyles.

Lazer (1963) describes lifestyle characteristics as:

(i) Lifestyle draws a variety of analysis together: Lifestyle provides a
meaningful portrait of how people are individualized and how they identify
themselves as members of reference groups, which collectively form patterns of

living.

(ii) Lifestyle draws a variety of disciplines together: The lifestyle concept is a
point of convergence between marketing on the one hand and disciplines such as

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

Previous researchers found that lifestyle is a group phenomenon; it pervades
many aspects of life, it expressed central life interest, it varies according to
sociological variable (Feldman and Thielbar,1974); it draw a variety of analysis

together, it draws variety of discipline together (LLazer,1963).

2.4.3: Measurement of Lifestyle

The concept of lifestyle patterns and its relationship to marketing was
introduced in 1963 by William Lazer. Since 1963, methods of lifestyle patterns
and their relationship to consumer behavior have been developed and refined.
The most widely used approach to lifestyle measurement has been AIO
(activitics, interests, and opinions) rating statement (Wells and Tigert, 1971;
Peter & Olson, 1994). Studies concerning people's activities (e.g., work,

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

education, culture, social issues, & economics) olten involved as many as 250-
300 items (Vyncke, 2002; Kotler & Keller, 2006). Other studies also used
values, attitudes, and lifestyle scales in their research (VALS) (Reece, 1989).
l.ifestyle as used in lifestyle segmentation research measures 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; where they stand on
important issues and (iv) Some basic characteristics such as their stage in
live. Table-lists the elements

lifecycle, income, education, and where they

included in each major dimension of lifestyle.

Table-2.4.3.1: Lifestyle dimensions
Activities Interests jb()pini(ms ‘l')c}im)élr'apihicé .
Work ~ |Family [ Themselves | Age
' Hobbies | Home | Social issues 4I?duca;ti0n_ -
‘Social events | Job [ Politics | Income
, Vacation -EI_({IE1tJT1in__ | Business _()EELIFJ_i-I_[iLS-il -
Entertainment Recreation | Economics _151;1])_/_51;0_ R
'(lub-manbushlp Fashion | Education I:)wcliill_g ey
' Community Food | Products | Geography B
)pplng— [ Media | Future C 11};_51/_(,_ -

Sporlc; - [ Achievements 7 C:ltzla. Staéc in life cycle

‘Source: Plummer ( 1974)

The focus of marketers and consumer researchers has generally

been on

identifying the broad trends that influence how consumers live, work, and play.
It allows a population to be viewed as distinct individuals with feeling and
tendencies, addressed in compatible groups (segments) to make more efficient
use of mass media. Lifestyle patterns provide broader, more three-dimensional
views of consumers so that marketers can think about them more intelligently.
The basic premise of /ifestyle research is that the marketers more know and
understand about their customers, the more

1996).

effectively they can communicate

with and serve them (Kaynak and Kara,
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[However, a majority of lifestyvle studies have been carried out in the western
countries. Life style information in Bangladesh is surely lacking. Somec
rescarchers (Stoke & Artl, 1955; Suneja, 1994; Fraser et al., 2001) found
relationship between consumer credit and personal consumption or family
consumption & standard of living. They showed that consumer credit helps to
buy consumer goods and services for personal consumption or family
consumption for improving the standard of living of people. Other researchers
(Lazer, 1963; Veal, 1989; Assacl, 1998; Plumer, 1974; Kotler & Armostrong,
2007) showed that lifestyle is a distinctive mode of living. It involves individual
and social behavior. It consists activities, interests, opinions and demographics
factors. Their discussion made some clue about the relationship between
consumer credit and lifestyle. Because limited income people need consumer
credit to buy products to do their activities, satisfy their interests, express their
opinions and match with their demographics. But researchers have given little
attention between the relationship of consumer credit and lifestyle of people in
Bangladesh. This study will help to investigate the relationship between

consumer credit and lifestyle of people of Bangladesh.

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

From the previous discussion, it can be estimated that some factors are
associated with consumer credit and lifestyle. Discussion about lifestyle factors
associated with consumer credit uses will be helpful to interpret the link
between consumer credit and lifestyle. FFactors that associated with consumer

credit and lifestyle of people are discussed below:

2.5.1: Relationship between Consumer Credit and People’s Lifestyle
Activities
Following discussion will help to learn between consumer credit use and its’

association with lifestyle activities.

Amling and Dromes (1982) explained that consumer credit facilitates enjoyment

of life because it enables people to obtain goods without delay. Garman &
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Forgue (1991) opined that consumers have to wait long time for buying
household goods if they have no savings. Consumer credit helps them to enjoy
immediate use ol the products. Suppose buying a fridge or car on consumer

credit allows the consumer immediate use of the product.

Some researchers (Gladwell, 1990; Reimer, 1995) are employing a battery of
items to capture a more holistic picture of people's lifestyles that included their
hobbies, vocational interests, work, recreation and social activities. People need
credit for buying household goods (like washing machine, sewing machine, car,
motorcycle, computer ctc.) to do their work, entertainment activities and social
activities. Mohiuddin and Kashem (2008), for example, explained that computer
does wonder. It serves people in many ways. It is used in translation.
Examination result can be accurately given by computer within the space of
time. It helps to play game. Chowdhury & Hossain (2008) described that the
students use computer to prepare their study materials. They learn many things
within the shortest possible of time. The printing cannot be 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 by 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 et al. (2003) found that
"different cohorts may be attracted to different activities at different 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, cating out (Morgan & Levy, 2002;

Vyncke, 2002).
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Combray (1987) found that more people are becoming involved in charity,
volunteer work & social service activities. Social oriented people need credit to
buy household goods (like TV, computer, car, motorcycle, fridge, furniture etc.)
for maintaining interaction with others of the society. In this regard, Chandler
(1994) argued that watching TV helps to get integration and social interaction:
gaining insight into circumstances of others; social empathy; identifying with
others and gaining a sense of belonging; finding a basis for conversation and
social interaction; having a substitute for real-life companionship; helping to

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

Kotler & Armstrong (2007) identified that observers have noted a shift from ‘me
society to we’ society in which more people want to be with and scrves others.
More and more they want to get out of the house and be with others. This 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 are alone to feel that they are not, such as TV, vcp, computer ete. So they
need credit to buy social support and social substitute products (TV, computer
ete.) for doing their charity, volunteer & social service activities. Sarker & Islam
(2008) described that a people get lot of information very easily about the
society by using computer. They can communicate with others by using internet

via computer.

From the above discussion, it is clear that previous rescarchers found association
between consumer credit and peoples’ lifestyle activities (like work

performance, entertainment activities and social activities).

2.5.2: Relationship between Consumer Credit and People’s Lifestyle
Interests

People are interested in particular things. They place importance on their
immediate surroundings. They are interested about their family, home,

recreation, fashion, food etc. (Plumer, 1974). Following discussion will help to
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identify the relationship between consumer credit and people’s interest to

family, home, recreation, fashion, food etc.

Beckman & Foster (1969) got relationship between consumer credit and
peoples” interest to recreation. He opined that the better music, drama and
cducational messages often heard over the radio or seen on TV are but one
illustration of’ what has been made available through installment credit. People
would deprive to get message from watching TV, if they have no opportunity to
buy it by installment credit. He also added that it has aided people in securing
higher standards of living, education, comforts, conveniences, efficiency,

recreation and health.

People need consumer credit to buy household goods (like TV, 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, 1994). TV is the most attractive and up-to-date means of
recreation. It brings the scenes of different countries and people of the world
before our eyes. TV telecasts news, views, music, drama, films, national and
international games and sports. People watch them on the TV screen just sitting
in their drawing room. For this reason, TV is so popular among the people of all
age—groups around the world (Rob, 2008). After days hard work people sit
before a TV set and hear music and songs. They enjoy drama, dance, magazine
programs and many others things. They see the actors and actress. They need
not to go to stadium to enjoy a game. They sit before a TV set and enjoy
football, cricket, tennis and other games (Rahman and Noor, 2008; Sarker &
[slam, 2008). Computer helps people to do their recreation. Different kind of
games (like chess, fighting, 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 & Droms (1982) identified the association between consumer credit and
peoples’ interest to solve the necessity of their personal or family needs. He
opined that consumers are interested to use credit for their necessity.Under these
circumstances, consumers do not pay cash but resort to credit. They are
responsible for many of their occasions: birth, death, sickness and similar
cvents, which demand a large immediate outlay. Very often credit is necessary
to solve these emergency conditions. People need credit to buy household goods
(like TV, fridge, furniture ctc.) to get affiliation of family solidarity; family

relaxant; conflict reduction and relationship maintenance (1L.ull, 1990).

Kaiser and Chandler (1985), for example, observed that older people implicitly
use television for processing appearance and fashion-related information. Greco
and Paksoy (1989) similarly found that fashion-conscious shoppers rely more on
mass media information sources than do non-fashion-conscious segments.
Surprisingly, the mature market represents the second fastest growing
population segment engaged in internet use. Therefore, the internet may also
become a viable source of fashion information (Bernthal et al., 2005). Consumer
credit helps people to buy computer/TV for collecting fashion related
information. Above researchers observation indicated the relationship between

consumer credit and people interest to fashion.

Assael (1998) described that the focus on time savings convenience in the 1990s
has created two trends in consumption: (i) Grazing- 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 walking, or cat lunch at their desks. This trend is the result of the demise
of sit -down breakfasts and lunches in most households. The need for quick food
has lead many marketers to repackage their products into smaller size and to
change them to suit grazers® dietary needs. (ii) Refueling refers to less time
spent in preparing and eating dinner. The primary reflection of this trend is the
growing importance of household goods (like microwave ovens, fridge, pressure
cooker and blender) in people’s lives for preparing food and keeping food in

store. Credit is necessary for buying these products.
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Well decoration of a home is very much necessary to stay there for a long time.
An ideal home is the abode of peace, love, and affection. It is associated with all
that is sweet, pleasant and agreeable in life (Mohiuddind and Kashem, 2008).
Pcople need credit to buy furniture and others household goods for decorating
their home. Credit is necessary for buying lurniture and any other houschold

goods for decorating home.

Previous rescarchers’ discussion indicated that people need consumer credit to
buy household goods for satisfying their interests to family, home, recreation,

fashion, food etc.

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

lifestyle opinions (attitudes) factors.

Norton (1993) identified that the dramatic increase in credit use from the 1930s
to the 1990s may be partly due to consumers” attitudes toward credit use. Calem
and Mester (1993) found that general attitudes toward borrowing, as well as
attitudes toward borrowing for some specilic items, like a vacation trip and
luxury goods, were positively related to consumer debt. Davis and Lea (1995)
showed the strong association between debt and attitudes toward debt. Walker
(1996) found that psychological and behavioral variables have a considerable
impact on being in or keeping out of debt. Houscholds® amount of debt is
influenced not only by their ability to borrow but also by their willingness to

borrow (Godwin, 1997).

Watson (1998) found that people with high levels of materialism have more
positive attitudes toward spending and debt. Hayhoe et al. (2000) found that

students with higher affective credit attitudes were more likely to purchase
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goods, such as clothes, electronic items, entertainment, travel, gasoline and auto

repair, and food away from home, with credit cards.

People need credit to buy household goods to do their self development. In this
regard , Chandler (1994) argued that watching T'V helps to get personal identity
(finding reinforcement for personal values; finding models of behavior;
identifying with valued other (in the media); gaining insight into one's sell
learning; self-education; gaining a sense of security through knowledge). Pcople
vary in their emphasis on serving themselves versus serving others. Some
people seek personal pleasure, wanting fun, change and escape. Others seek self
realization through religion, recreations or the avid pursuit of carecrs or others
life 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). They need credit to buy houschold goods (like TV,
computer etc.) for their self expression. Sarker and Islam (2008) described that
the TV helps them to do their self-development by telecasting different kind of
program (news, views, cultural, magazines, talk show sports ctc). Rob (2008)
opined that pcople get lot of information by using computer. They get
information about their personal value, model of behavior, sell” learning ete. by

using computer.

Beckman & Foster (1969) found relationship between consumer credit &
people’s opinion to economy. They identified that consumer credit provides the
desired article first and then encourage the buyer put aside a certain amount
weekly and monthly in payment for it. People became economize in order to be

able to meet installments when they become due.

Amling & Droms (1982) found link between consumer credit and people’s
opinion toward savings. He opined that credit allows a consumer to purchase
items requiring a major cash outlays and then pay for this items in small
amounts over an extended period of time. Most people would be unable to

purchase a new car, for example, if they had to pay the full cost in cash. By
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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. This example illustrates two additional
advantages of credit: (i) Preservation of savings: I'or most people, building a
savings account is a long and difficult process. It often takes yecars of small
deposits to build up a four or five figure savings account. Using credit as an
alternative to withdrawing savings allows people to preserve these hard- earned
savings dollars and still makes major purchase. (ii) A pay as you go system: The
use of credit allows people to have the immediate use of an item and to pay for

this item while they are using.

[.ewis (1996) found association between savings and payment of consumer
credit. He argued that if low income families can not save, [inancial resources
during emergencies will be insufficient. So they buy goods and services at first

by consumer credit and pay later. They used this mechanism for savings.

People need credit to buy TV/computer for saving their money and time.
Chowdhury and lossain (2008), for example, explain that TV makes the world
small. It conquers time and distance. People need not to spend money to go to
another place for getting information. They get lamiliar with the customs and
traditions, fashions and dress, and culture of the people of different parts of
different arcas through watching TV. It conveys social, political, economic,
cultural and religious news of home and abroad. Mohiuddin and Kashem (2008)
noted that people save money and time by using computer. They collect lot of
information by using internet and store it in computer without going anywhere.
They can print their writing and collecting material in low cost by using printing

machine with computer.

According to Sobel (1981), the meaning attached to a lifestyle is best expressed
by visible consumption. Chaney (1996), too, notes that the ‘focal concerns’ of
lifestylestheir ‘surfaces, selves and sensibilities’ are constructed and
manifested through material consumption. As a result, they need to express a

particular lifestyle then creates desires for particular consumer goods. People
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use consumer goods to show their social status for expressing their lifestyle. In
this regard, Eastman ct al. (1997) opined that status is seen more through
ownership of status products than through personal, occupational, or family
reputation. Consumers demonstrate their social power by displaying their
material wealth because wealth is the best indicator of power in modem society
(Bell, 1998). The consumption of goods and services has an important role to
play in processes of lifestyle formation since lifestyles arc usually understood as
the material expressions of people’s identities (Wilska, 2002). So, people need
credit to buy houschold goods and services to show their social identities for

expressing lifestyle opinion.

Wang & Wallendorf (2005) found association between debt situation and
people’s opinion toward social network. He explained that debt is not only
related to people’s personalities 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 position(s) in the network and propel him/her
to function differently in the network. One’s strong ties are especially relevant to

his/her debt situations

Kotler and Armostrong (2007) explained that people vary in their attitudes
toward their socicty: Patriots defend it, reformers want to change it, malcontents
want to leave it. People’s orientation to their society influences their
consumption patterns, level of savings and attitudes toward the market place.
People need credit to buy products (like TV, furniture, fridge, oven) for making

their social expression.

People need credit to buy TV to get social learning: decision-making; behavior
modeling; problem-solving; value transmission; legitimization; information
dissemination; substitute schooling (Lull, 1990). They nced 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 of
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information very casily about the society by using computer. They communicate

with others by using internet via computer.

Garman & Forgue (1991) opined that consumers need moncey for being higher
cducated. iducation loan offered by banks support them to bear education cost.
The growing costs of higher education forces many students to borrow. Zhu and
Meeks (1994) showed an interactive effect of a higher education level and a
more favorable specific attitude toward credit that contributed to a larger amount

ol credit outstanding in 1986 in America.

Some people opinion is education oriented. They need credit to buy TV for
lcarning 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 of their communities by broadcasting fine programs for
viewers and listeners of every age. Public TV station offer an impressive variety
of series to the school in American communities: Distance learning, technology
training for teachers, collaborative internet projects and curriculum focused
instructional TV programming is only a few examples. Television video is
highly valued as teaching tools. The media is seen as especially elfective for
reaching visual learners and special population. Chowdhury & lHossain (2008)
explained that TV teaches the illiterate and students. They hear and enjoy
debates, lectures on various important topics, discussion on science and
speeches through TV. It has broken the wall between the literate and the
illiterate. Rahman & Noor (2008) described that the TV can cducate people on
the current afTairs and topics of modern world. It is used to eradicate illiteracy
through adult education program. Besides many social programs, health
programs, sanitary programs, family planning programs, mass education
programs are brought cast through the TV. It is an invention of communicating
ideas and thoughts. Through TV, we have the total picture of home and abroad

at a glance.
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[.ea et al. (1995) found that debtors are more likely to be women than men.
When men do have debt, however, they are more likely to have greater debt than
female students (Boddington & Kemp, 1999), which indicates that average
amount of debt across genders is relatively similar. Men, on the other hand, use
their credit cards to purchase electronic goods, entertainment and food away
from home (Xiao et al., 1995). Hayhoe et al. (2000) found that college women
are more likely to use their credit cards than college men and more likely to use

their credit cards to purchase clothes.

Awh and Waters (1974) identified that younger people had more favorable
attitudes toward credit card use than older people. McAlister & Kinsey (1979)
found that married-couple houscholds 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 finance
current consumption with their future income (Modigliani, 1986). Houschold
size, a factor surely confounded with age and marital status, also has been
positively related to debt (Hira, 1990; Godwin, 1996). Yiech (1996) argued that
households headed by individuals who were either African or American, female,
married, and unemployed or those who were renters were more likely to have a
negative attitude toward installment borrowing. He also added that the
probability of having a negative attitude toward installment debt declined when
heads of houscholds were younger, reaching the lowest point at age forty-three,
and then increasing sharply. Chien and Devaney (2001) investigated the effects

of credit attitude and socioeconomic factors on credit card and installment debt.

Bowers (1979) identified that lcgally and rcasonably priced credit was not
generally available to low income families before 1980. Howells (1990)
described that below average income groups tend to usc 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 be
limited. Their applications for credit are more likely to be turned down than

other income classes because of credit qualification policies. They also noted
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that low income people may not even apply for credit for fear of being rejected.
Kempson (1996) identified four reasons why people on low incomes find it
important to be able to use credit: (i) to pay necessary bills, (i) to smooth
income fluctuation, (iii) to spread the cost of buying basic household goods and
necessities such as cookeries, washing machines, (iv) to spread the cost of

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

Mandell (1973) explained that persons with higher education were thought to be
more likely to know about credit, and persons who were currently financing a
home or any other purchase were thought to have had impetus to learn about

credit.

Many studies have found that young people generally favor the use of credit but
have a low level of credit literacy (Collins and Mammen, 1998; Hayhoe et al.,
2000). Most North American studies regarding personal finance and/or credit
literacy show that young people of any age have a low level of knowledge about
credit (Mae, 2002). In the USA, an important part of the rescarch concerning
high school students shows that their level of credit knowledge is low (Duguay,

2002).

In Quebec, college students perceived their consumer knowledge is inadequate
(Stafford-Smith and Mackey, 1989). Their most limited knowledge concerning
credit and personal finances are with scores around 37% (l.achance, 2004) and

48% (Stafford-Smith and Mackey, 1989).

In another study, Canadians aged 18-24 years scored lower than the general
population in personal finances, budgeting and credit (Lachance et al., 2006).
They (2006) showed that credit knowledge is positively related to personal
income. number of debts, amount of total debt, number of credit cards and

favorable attitude towards credit and debts.
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O’Loughlin and Szmigin (2006) found that a credit driven culture, misguided
parental advice and aggressive marketing is directly influencing students’
attitude and behavior in relation to credit and debt. Muhmin (2008) opined that
credit attitudes arc generally more positive among young, highly educated Saudi

Arabian malcs than other socio demographic groups.

From the discussion about the demographic factors, it is clear that previous
rescarchers found association between consumer credit and income, age. gender,

family lifecycle, education.

2.6: Conclusion of Literature Review

The review of the literature on consumer credit and lifestyle suggests that there
is or should be an association between consumer credit and lifestyle. It has
provided an overview of consumer credit & lifestyle related issues. It begins
with the understanding of consumer credit and lifestyle and then discusses the
orowth of consumer credit. The relationship between consumer credit and

lifestyle are the core discussion in this chapter.

It is known from the literature that activities (how people spend their time),
interests (they place importance on their immediate surroundings), opinions
(view of themselves and the world), demographics (income, age, cducation,
lifeeyele etc.) are factors of lifestyle. People use houschold goods borrowed by
consumer credit mainly for performing their activities, meeting their interests
and expressing their opinions. Previous researchers found link between lifestyle
factors (AIO) and uses houschold goods borrowed by consumer credit. They
also found that there is a strong association between consumer credit and
demographic factors of lifestyle. But no research has been done to investigate
the relationship between consumer credit and lifestyle activities, interests,
opinions and demographics of people of Bangladesh. This research has scope to
identify the relationship between consumer credit and lifestyle of people of

Bangladesh.
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CHAPTER THREE
TRENDS OF CONSUMER CREDIT IN BANGLADESH

3.0: Introduction

The thesis is going to examinc the objective in the context ol Bangladesh.
Therefore this chapter is about the trends of consumer credit in Bangladesh. In a
developing country like Bangladesh, people of middle and lower middle class,
especially service holders with limited income find it difficult to purchase
articles like refrigerator, television, furniture, pressure cooker, sewing machine
cte. which are parts of modern and decent living. They cannot enhance the
standard and quality of life 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 diversity the area of
investment as well as to play beneficial role for the increased number of people
of the country, the management of Islami Bank Bangladesh Ltd. and other banks
have, therefore, introduced household durables scheme, which has already
created great enthusiasm among the people and received tremendous response
from them (Islami Bank Bangladesh Ltd., 2006). Now about two Multinational
Banks and nineteen Private Banks offer this household durable loan. Discussion
about the trends of consumer credit of some selected banks is required to guess

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

Following discussions are help to interpret the trends of consumer credit in some

selected banks.

3.1:0: Trends of Consumer Credit Growth in Different Banks of
Bangladesh

Trends of Consumer credit growth in different banks of Bangladesh show the
overall sales idea about the consumer credit in different banks of Bangladesh.
Trends of Consumer credit growth in different banks of Bangladesh from 2001

to 2006 are shown in figure-3.1.1 to 3.1.10.
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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-3.1.1). 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-3.1.1: Trend of Consumer credit growth in Islami Bank Bangladesh Itd.

from 2001 to 2006.
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Source: Islami Bank Bangladesh 1td. (2001-2006).

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 termed 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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decreased to 3722- 2261; 1183 respectively in 2004; 2005; 2006. So the

disbursement was at top in 2003.

From the figure-3.1.3, it is estimated that the sales amount o consumer credit ol
Pubali Bank Ltd. was increasing from 2001 to 2003. From 2004 to 20006.
consumer credit started declining. From the discussion with the officers &
clients: the researcher learned some reasons about the decreasing trend. Thigh
competition in consumer credit may be termed as one of the reason. They
couldn’t retain and attract the customers because of lacking of the specialized
cmployees. Most of the employees are busy in doing their normal and regula
table works. They can not allocate time separately for the consumer credit
customers. They have no field officers to recover the loan and to obtain the new
customers. Besides this, they disburse the loan by the help of agency. The
employees of the agency could not inspire the client to borrow consumer credit.
Rules and regulation for lending and recovering this loan were also not suitable.

['he amount of down payment was also high.

3.1.4: Trend of consumer credit growth in The City Bank Litd.

As one of the modern private sector banks operating in Bangladesh, The City
Bank I.td. also offers a wider range of banking facilitics for its valued
customers. The City Bank Ldt. introduced consumer credit scheme as the
beneficiaries’ services of the customers in 1999, The CCS program ol the bank
aims to help the fixed income group to buy houschold goods. has been cordially

accepted.

Consumer credit policy taken by The City Bank Ltd. was instantly visible and
proved as an encouraging demand (shown in figure-3.1.4). During the period ol
2001: about 6 million taka were disbursed to the consumer. But in 2002, it was
declining. The figure rose to 17 million taka in 2003. It also continuously

increased to 39 million; 44 million; 52 million taka respectively in 2004; 2005:

2006.
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Figure-3.1.4: Trend of consumer credit growth in The City Bank Ltd. from 2001
to 2006
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Source: The City Bank Ltd. (2001-2006).

From the above figure, it is estimated that the sales amount of consumer credit
of 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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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 figure-3.1.6). 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-3.1.6: 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 HSBC 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
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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 be said that some operating banks are facing Problems.
The consumer credit schemes of different banks are not equally well fitted for
the expectation of the customers. Interest rate is comparatively high in this
scheme. Papers preparation cost for getting loan is also high in this scheme.
I.imited number of branches of different banks offers this scheme which is not
enough to serve cqually the huge customer. Promotional activities like
advertising, personal selling, sales promotion, direct marketing and public
relation is not arranged sufficiently for creating demand of this scheme.
Employees of different 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. Some
of the banks have no extra employee to recover the loan and to obtain the
clients. The process followed by different banks for lending the consumer credit
to the consumer is not so simple. It is not so customarized. Physical cvidence
(building, interior design, facilities design, furniture, equipment, signage,
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 officials 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.
They should try to speed up marketing activities, especially deliver their loan to
the consumers as soon as possible. Rules, regulation & policy of 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 of banks should be offered this loan to consumers for
ensuring the availably of the credit. Promotional activities like advertising,
personal selling, sales promotion, direct marketing, public relations should be
increased for creating demand of this scheme. Service delivery process of this
scheme should be set up very simple. Procedures and formalities which have to
maintain by customers for getting loan should be easy. They should be reliable

and responsiveness. They should be well trained to serve the customers. They
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should care individually to the customers. People of the concern branches of
banks should be more customer care oriented to satisfy the customers. Physical
evidence of the branches should be more decorated. Necessary equipment
should be increased for sanctioning loan and related activities to the consumer
credit borrowers. The shape of the building, interior design, facilitics design,
furniture, equipment, signage, employees dress, reports, business cards etc.
should be well fitted to satisfy the customers. The next chapter is about
conceptual framework & development of hypothesis which the thesis will

examine empirically.
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CHAPTER FOUR
CONCEPTUAL FRAMEWORK & DEVELOPMENT OF
HYPOTHESES

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 relating to consumer credit
and the evaluation of consumer credit impact on consumer lifestyle. This 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
People’s Lifestyle

It appears, after a review of the relevant literature, that several frameworks/
models have some relevance to the present discussion. Therefore, all of them are

reproduced and discussed briefly in this section.

4.1.1: Stokes & Arlt's frame work for the review of consumer credit: Stokes &
Arlt (1955) identified that there was a scarcity of goods a century ago. In the
ancient world and in the early middle ages, loans were made largely to relicve
distress. The industrial revolution and the development of the factory system
with its large scale production led to the development of consumer credit in its
present form to enable them to make cash purchases of consumer durables
goods. The 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. To
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. Consumer credit is one of the forms. The purpose of consumer credit is
to enable the borrower to enjoy income before he has earned it or received it.

Consumer credit comes into existence whenever an individual acquires funds or
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goods for personal use in return for a promise to pay for the same in the future.
It is a general framework showing the enjoyment of income before he has

carned 1t.

4.1.2: Shay'’s firamework for review of consumer credit: Shay (1956) viewed that
the additional purchasing power provided by consumer credit has been a major
factor in developing mass market for consumer durable goods and promoting
generally high production and employment during the postwar decade. The
number of family was also raised in that period. This sharply increased group of

potential credit users ready to borrow because of the scveral factors. These are:

(i) Changing attitude toward debt: Potential credit users are ready to borrow
because of the changing attitude toward debt by the borrowers themselves, by
society at large, and by 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. Highly competitive selling mecthods have persuaded

consumers that this is the way to buy durable goods.

(ii) Standard of living: Consumers are more willing to borrow because they
desire to improve their standard of living. More and more of our 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, steady job.
Young married couples prefer to get the goods they need and want, when they
need and want those most. Because of limited income, they bought household

goods on credit for increasing their standard of living.

(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.

This 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 confident to repay loan intended consumer to borrow

consumer credit.

4.1.3: Sullivan’s framework for review of consumer credit demand on lifecycle:
Sullivan & Worden (1989) described about the houschold credit demand. The
household demand for consumer credit is derived from current consumption
decisions. A houschold will use credit to finance current consumption when the
marginal utility of consumption exceeds the marginal cost of credit and in turn,
the marginal cost of credit is lower than the opportunity cost associated with
liquidation of available financial assets. The cost of credit includes the after tax
of interest paid, the transaction cost associated with credit search and debt
repayment, and psychological costs, such as fear of default and financial failure,
associated with credit use. Household demand for current consumption is a
function of household lifecycle. Thus, basic demand for consumer credit is
expected to be not only a function of price but also of lifecycle. The results of
previous analysis of credit use provided support for the lifecycle theory of credit
use. Enthoven (1957) was the first of many to find that young married
householders with children were more likely 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 lifecycle.

4.1.4: Plummer's frame work for review of lifestyle: Plummer (1974) described
the theory behind lifestyle 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 lifecycle, income, education, and where they live. He listed the elements
included in each major dimension of lifestyle. These elements are: activities-

work, hobbies, social events, vacation, entertainment, club, membership,
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community, shopping, sports; interests-family, home, job, community,
recreation, fashion, food, media, achievements; opinions-themselves, social
issues, politics, business, economics, education, products, future, culture:
demographics-age, education, income, occupation, family size, dwelling,
geography, city size, stage in life cycle. Plummer concept helps marketer to find
out the basic need of the consumer and how the products [it into their lives. If,
for example, the person’s lifestyle indicates a strong need to be with other
people in a variety of setting, it may be that the product can be positioned to

satisfy the social need. Or one might learn how a product fits into a person’s life.

Lifestyle picture enables the writer or artist to have in his own mind a better idea
of the type 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. This has implication for setting of
advertising, the types and appearance of the characteristics, the nature of the
music and artwork, whether or not fantasy can be 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 for certain lifestyle

group.

[t is a very important framework because it provides a unique and important
view of the market. It begins with the people-their lifestyle and motivation-and

then determines how various marketing factors fit into their lives.

4.1.5: Assel's frame work for review of lifestyle: Assel (1998) described that
changes in the lifestyles of American consumers were due partially to change in
their demographic characteristics and partially to changes in their values. Seven

broad changes in lifestyle occurred in the 1990s in America are:

(a) Changes in male purchasing roles: The changes in the male’s purchasing
role is most apparent in increasing responsibilities for shopping and child care

and in more involvement with working and house cleaning-all traditional female
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role. One survey found that 35% of men buy all the 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, 1992).

(b) Changes in female purchasing roles: Women’s traditional roles were
change. They began to work outside of the home. A survey of women under 35
found that 90% did not aspire to being lifelong homemakers. Three-fourths of
these women planned to combine job and homemaking throughout their lives.
They need houschold 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 the 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 lifestyle. There arc two dimensions to this trend: (1)
staying at home for leisure: Consumers arc more likely to stay at home for
leisure and entertainment. Many stay home for cating comfort food and
watching TV & home videos, thereby avoiding issues such as pollution and
AIDS. (ii) Working at home: A second and broader dimension of a more
isolated consumer is the greater opportunities for working at home spawned by
the information revolution. Fax machines, printers and personal computers ete.

(information technology) can help to work in home as like as corporate office.

(d) Greater time pressure: Time pressures in American society have been
increasing since 1965. In 1965, 24 % of Americans under 50 said, “they always
felt rushed.” By 1992 that figure rose to 38 %. The share of people claiming,
“they almost never had excess time on their hands™ rose from 46% in 1965 to
61% in 1995(American Demographics, 1996). The focus on time savings
convenience in the 1990s has created the need to eat on the run. People cat
breakfast in the car on the way to work, munch on a sandwich while walking, or
cat lunch at their desks. This trend is created need to prepare quick food. The

need for quick food has led many marketers to repackage their products into
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smaller size and to change them to suit grazers’ dictary nceds. They neced
products which take less time spent in preparing and eating dinner. The primary
reflection of this trend is the growing importance of microwave ovens in
people’s lives. In 1980, 15% of homes had microwaves; by 1989, close to 80 %

of U.S. households owned them.

(¢) Higher level of self awareness: The 1990s has scen 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 TV,

and exercisers were high on consumer shopping lists in USA.

(f) A more frugal and value —oriented lifestyle: The recession of the early
1990s created a market trends towards frugality among consumers. Among the
signs are less expenditure on luxury items, rencwed demands for quality, and the
loosening of brands loyalties. The market for luxury products has suffered
because consumers are framing their lives in terms of survival and security
instead of success and acquisition. The desire for quality has created a value
orientation. Though consumers were buying less expensive products, they
sought the same level of quality. This value orientation has resulted in a
loosening of brand loyalties and an increase in the purchase of private-label and
lower-priced brands. They are more interested in quality merchandise at bargain

prices than they are in brand names.

4.1.6: Solomon's frame work for review of lifestyle: Solomon (2003) described
that lifestyle refers to a pattern of consumption reflecting a person’s choices of
how he or she spends time and money. He also described lifestyle characteristics
as group identities. Consumers often choose products, services, and activities
over others because they are associated with a certain lifestyle. He 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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Figure-4.1.6.1: Linking products to lifestyle.

Product

Person

Lifestyle

Setting

Sources: Solomon (2003)

I'rom above analysis it is clear that product helps to build blocks of lifestyle.

Consumer credit helps to buy household goods for building people’s lifestyle.

4.1.7: Green et al. frame work for review of lifestyle: Green et al. (2000)
orouped the lifestyle items under nine distinct components. These factors
represented nine lifestyles and were labeled by nine descriptive themes: modern
life, education and self-learning, watching sports, contributing home and family,
work, travel, hobbies, and nature and the environment. Each of these nine
themes attempted to capture the relationship of the items within their groupings

and the different lifestyle they portrayed.

(a) Modern life: The modern life factor expresses the tendency to stay current
with contemporary culture, health trends, and up-to-date technology and
information. People buy TV for staying with current culture and up-to-date

technology and information. They need fridge to maintain good health.

(b) Education and self-learning: The education and self-learning factor
indicates a desire for knowledge, new experiences, and skills, and for spending
time with family members. People need houschold goods (like TV/ car,
motorcycle) for their desire knowledge, new experiences, and skills, and for

spending time with family members.



Dhaka University Institutional Repository

(¢) Watching sports: The watching sports lactor reflects an interest in sports,
whether it be watching or attending. People watch TV for enjoying game. They

need sports material for attending sports.

(d) Contributing: The contributing factor illustrated a propensity for charity,
civic or community involvement or service. Car, for example, is very much

necessary for community involvement.

(¢) Home and family: The home and family factor reveals an alfinity 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 vegctables or fruits in your
carden etc. Houschold products (like pressure cooker, computer, furniture,

washing machine etc.) are very much necessary for doing these activities.

() Work: The work factor, as it name implies, relates to business or work
oriented activities such as operating your own independent business and
working at home or “telecommunicating.” People need houschold goods (like

car, washing machine, computer etc.) for doing work.

(g) Travel: The travel factor reflects the desire to take extended vacations, to
live somewhere else and to spend time at country club. Car is very much

necessary for traveling.

(h) Hobbies: The hobbies factor expresses a penchant for making. collecting or
drawing things. Household goods like musical instrument, TV etc. is necessary

for meeting the hobby.

(i) Nature and the Environment: The nature and environment factor indicates
an interest in nature in general in an environmental or conversation group or

organization.
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The above-mentioned nine themes indicated the relationship of products and the
different lifestyle they portrayed. People need credit to buy products to bring

changes in their lifestyle.

Consumer credit enables people to make cash purchase 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. The high degree ol
confident to repay and changing attitudes toward debt influence 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 houschold 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 consumer credit to buy the household products. The middle class
people in Bangladesh who have no current savings fail to maintain their
lifestyle. Consumer credit offered our banks can helps to provide money for
buying houschold goods to enhance their lifestyle. From the discussion, it may
be said that there is a strong association between consumer credit to purchase
household goods and people’s lifestyle. Now, it is possible to draw a picture
about interaction between consumer credit and lifestyle in the concept of

Bangladesh.

4.2.0: Conceptual Frame Work for this Study
Based on the findings of the existed study, the major factors which may
influence to borrow consumer credit to improve their life style can be classified

into lifestyle activities, interests, opinions and demographics.

A conceptual model of consumer credit impact on lifestyle of people has then

been derived and presented in figure-4.2.1
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Figure-4.2.1: Conceptual model of consumer credit impact on lifestyle of people

Consumer credit

Consu
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Credit
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Credit
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. phics

Consumer credit

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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Iifestyle activities consist of different sub factors namely work performance,

social activities, entertainment activities, hobby and vacation etc.

Lifestyle interests include different sub factors such as family, home, recreation,

fashion, and food ctc.

Lifestyle opinions related sub factors are themselves, social issues, economics,

education, culture and future etc.

Demographics related sub factors are age, sex, education, income, occupation,

stage in life cycle etc.

Fach variable in these four major categories may have marginal effect on life
style by using consumer credit. Using statistical method, the probability of
consumer credit impact on lifestyle can be found out by considering marginal
effects of all variables. Variables in these four major categories and their

specifications are discussed in the following sections.

4.3.0: Lifestyle Variables and Hypotheses

4.3.1: Variables Considered

[ifestyle portrays the ‘whole person’ interacting with his or her environment.
Marketers search for relationships between their products and lifestyle groups. A
computer manufacturer, for example, might find that most computer buyers are
achievement oriented. The marketer then aim the brand more clearly at the
achiever lifestyle (Kotler & Keller, 2006).Variables that may influence the
lifestyle was considered based on the literature survey and opinions of
researchers and experts in banking sector. The variables are classified into four
major lifestyle factors: Activities, interests, opinions and demographics lactors.
All these variables have set of interactive sub-factors. The variables are

described in the following sections.
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4.3.1.1: Activities

Activity is a situation in which something is happening or a lot of things are
being done. The way the people spends their time includes meetings, courses,
workshops, news releases, telephone consultations, tours, self-instructional
modules etc. Lifestyles are expressed by the factors of activities. Veal (1989)
defined that lifestyle is the pattern of individual and social bchavior of an
individual or a group. Behavior includes activities involved in relationships with
partners, family, relatives, friends, neighbors and colleagues, consumption
pattern, leisure, work, and religious activities. People need different kind of
houschold products for doing different activities. Interaction between the
activities and houschold products borrowed by consumer credit are described

bellow:

People need credit to buy different kinds of products for performing their work.
Suppose, a tailor needs sewing machine, a teacher needs computer, a house wife
needs washing machine, pressure cooker, blender etc. These products help to do
their work. Devis (2001) found that women today are comfortable 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,
cinema: visiting enjoyable place ete. These are very much necessary for sound
mind and sound health. People maintain their entertainment activities by using

houschold goods like TV, car, computer etc.

A man can not enjoy 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 & Hossain, 2008). People need credit to buy

household products (like car, computer, TV) for fulfilling the desire.
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Traveling in vacation impresses people’s mind with the vastness, grandeur,
majesty and wonder of God’s creation. It fills people’s mind with piety and
devotion (Mohiuddin & Kashem, 2008).With the prepaid Visa Travel Card, a
person can re-live those days while leaving the worries related to money matters
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 for a
vacation abroad, he has too many things to take care of. He 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 Lid.,
2007). He or she needs ticket or supporting money for going on any tour. By
borrowing consumer credit, he or she can casily manage ticket or supporting

money for visiting any place or going to educational tour.
g g b

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 of pressure from others (family, friends, coworkers etc.) affects
what is acceptable to buy at some given time. Clarke (1989) identified that
Weber’s (1948) conception of lifestyle is not independent of class but is merely
manifestation of class membership. This is especially true for visible items like
sofa sets, TV, freeze (Berkman & Gilson, 1978). A car is more than a symbol of
solvency, of prestige. Having a car means not depending on the mercy of others
where a person and his family need to go (Arab Bangladesh Bank, 2005). A car
helps to maintain social activities. Piirto (1990) opined that experiencers (a
lifestyle group) arc avid (greedy) consumers. Their energy finds outlet in
outdoor recreation. They spend a comparatively high proportion of their income
on social activities. Consumer financial behavior is socially embedded and
involves many aspects of social life. Consumer credit helps them to buy

products (like car, computer, furniture) to do their social activities.

Household product is necessary for community activities. A car, for example, is
needed to go to a ceremony (like marriage ceremony). A middle class people

need credit to buy (car, motorcycle) for maintaining community activities.
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Debtors interpret and negotiate meanings of debt in line with their socially
constructed environment and relationships in their networks. Consumers
interpret and negotiate meanings of debts, some aspects of their life domains,
such as consumption, personal relationships, academic achicvement, and carcer
development may be closely related to one’s debt situations (Manning, 2000;
Ritzer, 1995; Sullivan et al., 1989). 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 found that non-savers
hide their financial situations from their relatives and friends (Lunt and
Livingstone, 1991), which indicates that social support varies upon people’s
financial situations. Debt is not only related to people’s personalities and values,
but is often influenced by others. For example, people may accumulate more
debt in order to reduce obligations with somcone who provides financial
support. On the other hand, debt may change one’s perception of his/ her
position(s) in the network and propel him/ her to function differently in the
network. The strength of ties and breadth of 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 (Wang & Wallendorf, 2005).

Household products are necessary for doing shopping activities. A car, for
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.

Household goods also help to enjoy sports. People enjoy sports program by
watching TV. They can play games by using computer. They can go to stadium
for enjoying sports by using car. So, borrowed consumer credit to buy a car/ TV

helps middle class people to do their sports activities.

From the above discussion, it is clear that people need houschold goods (like
car, computer) to perform their work, to maintain their social activities &

community activities, to perform their entertainment activities. Consumer credit
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can help middle 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 of inclination or weakness about somcone or something;
such as interest in music. It is the power of attracting or holding one's attention.
People are normally interested about to their family. l'amily is a group
consisting of one or two parents and their children, people who are related to
cach other. Family members can strongly influence buyer’s behavior. Buying
roles are 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 sofa set all of the household
goods are very much nccessary for family members. People who are interested
to their family members wanted to buy household goods by borrowing consumer

credit.

Some people are interested to their home. Home is the house or flat/apartment
that a person lives in, especially with family. They want to decorate their home.
TV, fridge, bed (khat), almira, sofa set, dinning table all of this houschold goods
are necessary for decorating their home. Proper setting of furniture in home is
helped people to feel comfortable. Well decorated home makes people mind

jolly. Consumer credit is necessary for decorating their home.

People need household goods who are very much interested to their job. A car is
need for going to office. A computer is necessary for performing official

activities.

People need houschold goods for recreation. Recreation is the fact that people
do for enjoyment, when they are not working. These are refreshment activity

that refreshes and recreates; activity that renews health and spirits by enjoyment
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and relaxation. These are activities generally done during an individual’s leisure
time (outside of school and work) and for non-competitive, non compensatory
reasons. Film. movie, music etc. are used to entertain people. People enjoy
cinema, drama, and such other popular programs by watching TV and listening
to radio. After a day’s or week’s hard work, their heart naturally wishes to have
some amusement. They can enjoy story, music, dance and see sight of facts of
life at a nominal cost by watching TV, VCP or listening to radio. All these give

great relief to our mind (Mohiuddin & Kashem, 2008).

Fashion 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 different kind of fashion goods. Swing machine, furniture,
sofa set, almira etc. arc fashion goods. These goods help to maintain their

fashion.

Food is very important for human life. Fresh vegetables, meat, egg, milk and
other food is very much necessary for their lives. They need fridge for fresh
food, vegetables and drinks. They can maintain balanced diet by using fridge.
Blender machine is necessary for juice, pressure cooker is necessary for quick

food & oven is necessary for warming food.

From the above discussion, it can be said that people are interested to particular
factors like family, home, recreation, fashion etc. They buy household goods for
their interest of those factors. But limited income people have no ability to buy
household goods for lacking of their savings. They need forced saving policy.
This is possible only by taking consumer credit. So the hypothesis may be:
There is a strong association between consumer credit and People’s lifestyle

interests.
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4.3.1.3: Opinions

Opinions are people’s way of expression; the beliefs or views of a group of
people. Some people seek personal pleasure; want fun, change and escape.
Other seeks self realization through religion, recreation, or the avid pursuit of
carcers. They want to see themselves as homebodies or swingers. People use
products, brands and services as a mean of self expression and they buy
products and services that match their views of themselves. They tend to spend
to the limits on self indulgent goods and services. They are limiting their
spending to products and services that improve their lives instead of boosting

their image (Kotler & Armostrong, 2007).

Social classes are 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 product and brand preferences in areas
such as clothing, home furnishing, leisure activity and automobile (Kotler &
Keller. 2006). Limited income middle class people want to buy household
goods. These kinds of people have low resources with focus on status. These
individuals seek social approval for action (Mowen & Minor, 1998). Weber
(1948) argued that divisions in society arise not only from class, which is based
on economic relationships; but 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, money 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 Lewis, 1978; Robert and
Jones, 2001). Money represents a command over goods and services necessary
to advance the self-interest of an individual in a free enterprise economy
(Walker and Garman, 1992; Robert and Jones, 2001). Consumers demonstrate
their social power by displaying their material wealth because wealth is the best
indicator of power in modern society (Bell, 1998). Today, status is seen more

through ownership of status products than through personal, occupational, or
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family reputation (Lzastman et al., 1997; Robert and Jones, 2001). Consumer

credit helps people to buy household products for maintaining their social status.

Household products are very much necessary for political people. They got
news about political situation by watching TV. They communicate with other by
using car. They provide information to others by using computer. People who
are political minded wanted to buy household goods for maintaining political

relationship.

Lifestyle refers to pattern of consumption reflecting a person’s choice of how he
or she spends time and money. In an economics sense, one’s lifestyle represents
the way one has clected to allocate income, both in terms of relative allocation
to different products and services, and to specific alternative within these
categories (Zablocki & Kanter, 1976). People face different economics
condition. Suppose strugglers (a lifestyle group) are at the bottom of economic
ladder. They 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 focus on living for the moment (Mowen & Minor, 1998). A
person’s economic situation affects products choice. A person can consider
buying an inexpensive product if he has not enough spendable income, savings,
and interest rate (Kotler and Armostrong, 2007). People need consumer credit to
buy household product (like fridge, swing machine, computer, TV etc.) which
help them to save time and money. Consumer credit helps them to allocate their

income.

People opinion depends upon their level of education. Educated people
obviously explain something better than illiterate people. Consumer credit like
education loan helps people to be educated. They need consumer credit to buy
household goods (computer, TV etc.) to help them to gather knowledge. A car

helps them to go to school, college, university & madrassa.
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Pcople enjoy now but pay later; it is the system of consumer credit scheme.
People buy a car, for example, now & use it now but they will pay the price of

the car later. In this system people can enjoy future facilities 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 normally learns the following
ralues: 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 fitness has
created a huge industry for health and fitness services, exercise equipment. The
cultural shift found informality 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 by the members
of any given society. Culture may be analyzed according to its cognitive,
material & normative aspects. The 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 find a cure for cancer in
their lifetime. Material features of its culture is known as artifacts such as
computer, reels of movie film, sufa set TV etc. (Berkman & Gilson, 1978). The
consumer culture has evolved into one of the most powerful forces shaping
individuals and societies (Roberts and Sepulveda, 1999 a, b). The consumer
culture is defined as a culture in which the majority of consumers avidly desire,
pursue, consume, and display goods and services that are valued for
nonutilitarian reasons, such as status (power), envy provocation, and pleasure

seeking.
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Some people expressed their lifestyle by using products. They wanted to show
their material to other people. They think products are the building block of

lifestyle.

On the basis of above discussion, 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. They need household goods to show status of the society, solve
cconomics 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 lifestyle opinion

4.3.1.4: Demographic Variables

Demography is the study of human population in term of size, density, location,
age, sex, race, occupation and other statistics (Kotlar & Armostrong, 2007).
Demographic 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 shift, educational characteristics and
population diversity (Kotlar and Armostrong, 2007). The most commonly
examined determinants of consumer credit use have been economic or socio-
demographic variables, including annual family income. family assets,
education, life cycle, gender, marital status, years at residence, size of
houschold, ownership of an automobile, and housing status (Awh and
Waters,1974; Canner and Cyrnak,1985, 1986; Canner and L.uckett,1990, 1992;
Courtless,1993; Danes and Hira,1990; Johnson and Sullivan,1981; Lindley et
al., 1989: Tabor and Bowers,1977; Ye0,1991; Zhu and Mecks, 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)

households (Canner, 1988) and credit card use increases lincarly with age up to
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65 (Lindley et al., 1989).Younger houschold heads and those who are employed
full time had larger amounts of credit outstanding compared to houscholds
headed by someone who was older or not employed (Zhu and Mecks, 1994). As
the households head ages, and children leave home, the probability of consumer
credit use declines. Several studies have found debt to be higher among younger
households than among houscholds with older heads (Godwin, 1996). Family
structure is also thought to capture some life-cycle borrowing needs. Many
studies have found that young people generally favor the use of credit but have a
low level of credit literacy (Markovich and DeVaney, 1997, Collins and
Mammen, 1998; Hayhoe et al., 2000; Warwick and Mansfield, 2000).
Households tend to borrow when they are young, save during middle age, and
spend down during retirement. The age of the houschold head is expected to
have an important impact on the amount of total debt and different types ol debt
that households maintain. During 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 Forgue, 2003). In another study, Canadians
aged 18-24 years scored lower than the general population in personal finances,
budgeting and credit (Lachance et al., 2006). 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 consumer credit (Mae, 2002; L.achance

et al., 2006).

The 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 houschold income (Sullivan & Worden, 1986).
Howells (1990) described that below average income groups tended to use credit
to help to cope with budgeting troubles instead of increasing purchasing power.
The 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 1983 to 1986 in USA, the

portion of families with income below $10,000 (1985, constant dollars) holding
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a credit card increased 91 percent. Along with the growth of consumer credit,
there was an increase in the use of consumer credit among familics whose
incomes were lower than the majority of families in the mid-1980s (Zhu and
Meeks, 1994). Students from backgrounds of greater income are more
knowledgeable about credit cards but also have higher credit card debts (Davies
and Lea, 1995) and less wealthy students are more likely to choose the lowest

payment scheme to deal with their debts (Lewis and Venrooij, 1995).

Buying houschold goods borrowed by consumer credit also depend upon
cender. Men’s and women’s debt appears to arise from different spending
habits. Male students are found to have more favorable attitudes toward credit
cards (Xiao et al., 1995) but female students employ a greater number of
financial practices (Hayhoe et al., 2000), and more likely 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.,

19953,

Family lifecycle is very much important for buying household goods borrowed
by consumer credit. According to the life-cycle hypothesis of saving
(Modigliani, 1986), consumers tend to maximize their utility by considering
their life resources to smooth their lifetime consumption. Thus, younger
consumers who have low current incomes are more willing to finance current
consumption with their future income. According to the family resource
management model (Lown 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.

There is no established difference 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,

2001). Houscholds are associated with different types of debts to cope with the
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changing needs of the household over the life cycle. For example, most
households take on installment debt for the purchase of car cven before they buy
home or borrow for the college education of their children (Yilmazer &

DeVaney, 2005).

Fnthoven (1957) was the first of many to find that young married householders
with children were more likely to have consumer debt 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. However, another
study that controlled for age found single individuals more likely to be in debt
than married couples (Lunt & Livingstone, 1992). Household size, a lactor
surely confounded with age and marital status, also has been positively related

to debt (Hira, 1990).

A Person’s occupation affects the goods and services buying. Blue- collar
workers tend to buy 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, compuler software companies normally design different products for
brand managers, accountants, engineers, advocate, and doctors (Kotlar and
Armostrong, 2007). Consumer credit assists solvent service holders and
professional having fixed income for acquisition of private car/motorcycle and
thus help them to improve their professional efficiency and the standard of

living (Islami Banks, 2005).

From the above discussion, it can be 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.
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4.3.2: Development of Hypotheses
Hypotheses as formulated in this section along with the expected effect on the

consumer credit impacts on lifestyle are summarized as follows:

Hypothesis: There is a strong association between consumer credit and people’s

lifestyle.

As lifestyle includes activities, interests, opinions and Demographics factors;
therefore, for the purpose of the study, it can develop the following four sub-

hypotheses.

Hypothesis-1: There is a strong association between consumer credit and

people’s activities.

Hypothesis-2: There is a strong association between consumer credit and

people’s interests.

Hypothesis-3: There is a strong association between consumer credit and

people’s opinions.

Hypothesis-4: There is a strong association between consumer credit and

people’s demographics.
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CHAPTER FIVE
RESEARCH METHODOLOGY

5.0: Introduction

This chapter describes the overall research methodology of the study. It states
the choice of and arguments for selecting research methods and strategy for data
collection. The main reasons for selecting rescarch sites, the procedures for
identifying consumer credit borrowing population and drawing a sample there
from are described. It presents the lifestyle variables of borrowers and examines
the relationship between the consumer credit & lifestyles. The key concepts and
variables employed in this thesis are identified, and the measures used to operate
these concepts and variables are described. The process of negotiating access to
information and gathering necessary data are presented. Finally, the chapter sets

out the major tools used for data analyses.

5.1: Research Method/ Design

This section describes the research design that is followed to achieve the
objectives of the study. It 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

process.

There are many ways to classify the types of research design. Broadly 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 typically taken to be exemplified by the social survey
and by experimental investigations, while qualitative research tends to be
associated with particular observation and in depth interview (Bryman,
1988).Qualitative rescarch 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 be preceded by
appropriate qualitative research. Sometimes gualitative research is undertaken to
explain the findings obtained from quantitative research. However, the findings
of quantitative rescarch are misused when they are regarded as conclusive and
are used to make generalizations to the population of interest (Ercaut et al, 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
rescarch rests on a wide coverage of the range of situations, and when statistics
are aggregated from large samples, they may be of considerable relevance to
policy decisions. These methods are usually used to collect data based on
predetermined structured questions. They do not however, necessarily allow the
respondent to convey or the researcher to learn of, the underlying events
(Bryman, 1988). However, qualitative and quantitative research in combination
can provide rich insight that can help in formulating successful marketing

strategies (Malhotra, 2006).

[t appears, therefore that each method, either quantitative or qualitative, has its
own strength and limitations. In order to overcome the limitations and to make
use of the benefit 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 Bangladesh.

5.2: Choice of Research Strategy

There is a varicty of strategy in social science for empirical investigations which
have been in use over the years. These are mainly observation, documentary-
historical method and survey methods. Again, there are different types of
surveys as personal interviews, telephone interviews, postal questionnaires,

panel or group surveys (Malhotra, 2006).

The strategy adopted for this study is the personal interview survey. Personal

interviews are more widely used in marketing research. The interviewer asks
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questions to the respondents in a face to face situation. It provides more private

and accurate information (Tull & Hawkins, 2003).

The interview instrument could take a number of forms being highly structured
through to being totally unstructured. In a highly structured schedule, it is
assumed that respondents have a common vocabulary and that they will interpret
the questions in the same way (Nachmias and Nachmias, 1992). 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. However,
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 information about
consumer credit impacts on lifestyle activities, interests and opinions. Third
section explored demographic information (age, sex, educational qualification,

family 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
four experts in this field for their comments. Some modifications were made to
accommodate the suggestions of the experts. Finally, a pilot survey was carried
out on 100 borrowers in Dhaka city branches of Islami Bank Bangladesh Ltd.
and Prime Bank [.td. Based on the last two steps, some minor modifications
were made to finalize the interview schedule. It was decided to interview only

borrowers of different banks in Dhaka city who borrowed consumer credit.
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5.3: Designing of the Questionnaire and Pretesting

6 sets of questionnaires were used to collect information (Appendix-A).
Structured and unstructured questions were included in the questionnaire. The
questionnaires used for the study had three sections. The first section was about
borrowers, lending banks, amount of consumer credit borrower and purpose for
taking loan and unstructured questions regarding consumer credit usefulness or
not, while the second section was designed to collect information about the
consumer credit impacts on lifestyle dimension of respondents. It consists of
data pertaining to the activities (work performance, entertainment activities,
social activities), interests (food, home, family, recreation, fashion), opinions
(themselves, education, culture, economics, social) related to purchase behavior
of household goods borrowed by consumer credit. The third section was set to
explore detailed information about demographic factors (age, education, income,
occupation, family life cycle stage etc. factors) of the respondents. A total of 22
questions were included in each questionnaire. Both open ended and closed
questions were included in the questionnaire. However, some modification of
questions, phrase, and layout 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 Ltd. & Prime Bank Ltd.) from different banks
categories in Dhaka city before 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. Hence, some questions were dropped, while

many additional questions were also changed.
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5.4: Choice of Research Site

Dhaka-the capital city of Bangladesh was chosen as study area for this study.
This study has been conducted on consumer credit lending branches of banks
(Islami Bank Bangladesh I.td., National Bank Ltd., The City Bank Ltd., Pubali
Bank Ltd.. Prime Bank Ltd., Southeast Bank Ltd., Dhaka Bank I.td., Mercantile
Bank Ltd.. One Bank Ltd., The Hongkong and Shanghai Bank (HSBC) Litd.,
Arab Bangladesh Bank Ltd., Mutual Trust Bank Ltd., Bank Asia Ltd., Premier
Bank Ltd.. Al Arafa Islami Bank Ltd. situated in Dhaka city. The main
arguments for choosing the study areas are:

i The 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 lifestyle. Since the consumer credit impacts on lifestyle is the main
purpose of this study, it was necessary to investigate the people who arc very

much alert about their lifestyle.

ii. Time available for collection of data from the field 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 o {
the Dhaka city was the most appropriate study area to realize the purpose of the

study.

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 offered this
credit. More over, the statistics which are available are inconsistent, and
inaccurate. Besides this, most of the banks who offer this kind of credit want to
hide their total number of consumer credit borrowers for their business interest
and time constraint. Both male & female middle class borrowers over 20 years
of age living in Dhaka City (during the period of 1994-2007) who have taken

consumer credit from different banks of Bangladesh for buying household goods
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are target population of this thesis. Different sources indicate that there are at
least two multinational and nineteen private banks offer consumer credit to
borrowers. From those Banks, One multinational & 4 private bank did not
cooperate with the researchers to deliver the data or any information regarding
this thesis. For this reason this five banks are not included as target bank of this
thesis. So one multinational and fourteen private banks in Dhaka city arc

considered as target population.

Addresses & phone number of borrowers (respondents) were collected from

office file of the sample branches by the employees of the banks for interview.

Sample size determination formula is used for identifying total number of

sample.

Sample size determination method:

N=[{p (1-p) z  }/d” |*deft

N=size of the sample

P=the proportion to be estimated=0.5

7—value of standard normal variate=95% level of significance—1.96
D =the amount of tolerated margin of error=0.05

Deft=design effect=1.5

Number of sample = [{0.5(1-0.5) (1.96)" }/ (0.05)” |*1.5=576

576 borrowers were selected as sample for interviewing. At first target
population is divided into mutually exclusive and collectively exhaustive
subpopulation or cluster. That means 301 clusters (branch as cluster). Random
sample of cluster (branch as cluster) is selected based on probability sampling
technique. Here, 30(branches as cluster) cluster are selected as sample by using
probability proportionate to size 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 rcason, probability

proportionate to size sampling of two stage cluster sampling method is used for
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selecting number of borrowers from cach branches. Each borrower is sclected

by using systematic manners of simple random sampling method.

The following table shows the sampled banks, branches and the borrowers.

Table-5.5.1: sampled banks, branches and the borrowers

[ Total Dhaka San_{ple - | Number of | Sample Number
Branches Branches | Branches | Branches | Borrowers of | of Borrowers of
\ Cin cach sample | each sample
‘ Banks Country branch branch
; I.Islami Bank Bangladesh | 176 37 a4 Jatrabari- 167 Jatrabari-19
| Lid. Farmgate-439 Farmgate-50
Kawranbazar-30 Kawranbazar-3
| | Khilgaon-27 | Khilgaon-3 B
2. National Bank Ltd. 92 22 2 Mohakhali-24 Mohakhali-3
_ | i Mirpur-74 Mirpur-8
3.The City Bank Ltd. 78 24 2 Dhanmondi-202 Dhanmondi-23
_ ‘ Uttara-50 | Uttara-6 o
4.Pubali Bank Ltd. 356 59 6 Nawabpur-195 Nawabpur-22
Banani-282 Banani-32
Bashaba-113 Bashaba-13
Satmosjit Road-150 | Satmosjit Road-17
Chiriakhana Rd-83 | Chiriakhana road-9
Badda-160 Badda-18
5 Prime Bank Ltd. st |23 2 | Mohakhali-637 | Mohakhali-72
g B - Gulshan-267 Gulshan-30 N
6.Southest Bank 1Ltd. 32 12 I Principal Branch | Principal Branch
I _ B Motijheel-45 Motijheel-5
7.Dhaka Bank Ltd. 38 18 2 Dhanmondi-437 Dhanmondi-50
o . - | Uttara-218 Uttara-25 ]
§.Mercantile Bank Ltd. 5 17 2 Satmosjit  Road- | Satmosjit Road-
72 8
- | Kawranbazar-30 | Kawranbazar-3
9.0ne Bank Ltd. 23 12 1 Uttara-65 Uttara-7
10.The HSBC Bank Ltd. | 4 30 | Kawranbazar-850 | Kawranbazar-96
" 11.Arab Bangladesh | 67 19 0 -ﬁEphanlE)_aﬂ-EO Elephant Road-2
Bk Ltd. Islampur -63 Islampur- 7
I2.Mutual Trust Bank | 25 12 1 Dilkusha-153 | Dilkusha-17 ]
Ltd.
I3.Bank Asia Ltd. 24 13 | Dilkusha-130 Dilkusha-15
14.Premier Bank Ltd. | 24 12 i Banani-100 | Banani-11
15. Al ArafaLd. |47 18 2 Pragati Sarani-6 | Pragati Sarani-1
| Mouchag-4 Mouchag-1 ]
30 576

Total

5093
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75 borrowers from 4 sample branches (Jatrabari, Farmgate, Kawranbazar,
Khilgaon) of Islami Bank Bangladesh Ltd, 11 borrowers from 2 sample
branches (Mohakhali, Mirpur) of National Bank Ltd., 29 borrowers from 2
sample branches (Dhanmondi, Uttara) of The City Bank Ltd., 111 borrowers
from 6 sample branches (Nawabpur, Banani, Bashaba, Satmosjit Road,
Chiriakhana Road, Badda) of Pubali Bank Ltd., 102 borrowers from 2 sample
branches (Mohakhali,Gulshan) of Prime Bank L.td., 5 borrowers from 1 sample
branches (Principal Branch, Motijheel) of Southest Bank Ltd., 75 borrowers
from 2 sample branches (Dhanmondi, Uttara) of Dhaka Bank Ltd., 11 borrowers
from 2 sample branches (Satmosjit Road, Kawranbazar) of’ Mercantile banks
[.td, 7 borrowers from 1 sample branch (Uttara) of One Bank Ltd, 96 borrowers
from | sample branch (Kawranbazar) of The Hongkong and Shanghai Bank
(HSBC), 9 borrowers of 2 sample branches (Elephant Road, Islampur Branch)
of Arab Bangladesh Bank Ltd., 17 borrowers of 1 sample branch (Dilkusha) of
Arab Bangladesh Bank Ltd., 15 borrowers of | sample branch (Dilkusha) of
Bank Asia Ltd., 11 borrowers of 1 sample branch (Banani) of Premier Bank
Itd.. 2 borrowers of 1 sample branch (Pragati Sarani, Mouchaq) of Al Arafa

Islami Bank I.td. are selected by using lottery system.

5.6: Negotiating Process

Personal communication by the researcher was the main process of negotiation
of access to information. As a part of this process, in addition to personal
communication, a formal forwarding letter issued by the principal supervisor-
introducing the researcher and the objectives of the study was utilized during the
field visits. The letter gave the researcher an extra advantage in getting access to
the information collected from various governments, private & multinational
banks in Bangladesh. With respect to the sample banks, using addresses from
the sampling frame, appointments were made, either through personal visits or

over the telephone, for interviews.

At the beginning of the interviews, it was made clear that the purpose of the

study was academic and that strict confidentiality would be observed in not
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disclosing the information provided. Interviews began with informal discussion
and gradually moved onto the questions included in the interview schedule.
Time was taken to complete an interview range from 1 to 2 hours, with an
average time of about 1.5 hours. However, once they got started, they became
very interested in talking and they disclosed more information, perhaps, more
than enough that was necessary for the purposes of the study. The above
approach of starting the interviews 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 lifestyles.

5.7: Sources of Data

Data were collected on relevant variables from primary and secondary 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 different kinds of consumer credit related books, Schedule Banks
Statistical of Bangladesh Banks, marketing information guide and different 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 FEnglish. The promise of
confidentiality of information gathered was stressed to every respondent before
the interviews. To ensure that executives, officers and consumers of the banks
felt confident in releasing performance data, special emphasis was placed on

subjective information on performance variables.
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5.8: Collection of Data

Primary data obtained through questionnaire from consumer credit borrowers.
The data cover information about consumer credit lending banks, purpose of
borrowing consumer credit, amount of this loan borrowed by borrowers cte. The
data cover the information related to the relationship between consumer credit
and lifestyle activities (work performance, entertainment activities, and social
activities), interests (family, home, society, food, and fashion ctc.), opinions
(themselves, social issues, culture, education, fashion). The relationship between
demographic (age, sex, education, occupation, income) factors and consumer

credit related data were also collected.

Secondary data were collected from various sources such as Bangladesh Bank;
consumer credit lending banks; annual report, brochure, and magazine of
selected banks. Data 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 office file of
the banks. Information about the lifestyle and consumer credit relationship were
collected from different kinds of Journals, and consumer credit & lifestyle

related books.

5.9: Data Analysis

After collecting data from the samples borrowers, the next task was to organize
and process the collected raw data. The purpose of organizing the data was to
reduce the mass of data to a suitable form for analysis. For convenience; the data
related to lifestyle & consumer credit were coded first on a separate sheet.
Thereafter, using a special data entry package, developed and supplied by the
research guide, the coded data were entered into the computer for analysis
through SPSS package. The preliminary data sheets were compared with the

original coding sheets to ensure accuracy of the data entry.
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5.10: Study Assumptions
The explanatory variables used to explain the consumer credit impact on

lifestyle were four categories.

First category is the people’s lifestyle activities: The lifestyle activities consist
of three factors namely  Work performance, social activities and entertainment
activities. Work performance factor includes-v1( Borrowed 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 information; 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), v5(Borrowed consumer credit to
purchase almira helps to protect cookeries from damage), vo(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 for shopping) etc. variables. Entertainment activities
factor includes-v8(Borrowed consumer credit to purchase car/ motorcycle helps
to visit enjoyable place and feel comfort), v9(Borrowed consumer credit to
purchase car /motorcycle helps to go to auditorium, cinema hall or theater hall
for enjoying a program like speeches, drama, dance, cinema, song),
v10(Borrowed consumer credit to purchase computer helps the children to play
game), vl 1(Borrowed consumer credit to purchase car/ motorcycle/ TV helps to
enjoy football, cricket, tennis, athletics, wrestling; motorcycle racing, boat
racing, bicycle racing etc. and other games), vi12(Borrowed consumer credit to
purchase computer helps to browse or internet shopping )ete. variables. Social
activities factor includes-v13(Borrowed consumer credit to purchase car/
motorcycle/ TV helps to carry out social roles), vli4(Borrowed consumer credit
to purchase car/motorcycle helps to go to maintain community center for
performing community activity),vl5(Borrowed consumer credit to purchase car/

TV/ motorcycle/ computer helps to transmit value to others) ctc. variables.
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Second category is People’s Interests: Food, home, family, recreation, fashion
are factors of interest. Food factor includes- vl (Borrowed consumer credit to
purchase fridge helps to keep food, fruits, and vegetables etc. fresh variables),
v15(Borrowed consumer credit to purchase woven/ toaster machine/ blender/
pressure cooker helps to enjoy fast food, juice & other tasty food) ete. variables.
[fTome factor includes- v2(Borrowed consumer credit to purchase TV 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
perform housechold task), v13(Borrowed consumer credit to purchase TV/
computer/ car/ motorcycle helps to collect lots of information about home) etc.
variables. Family factor includes- v5(Borrowed 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 family status), v9(Borrowed consumer credit to purchase sofa set
helps family members to comfort sitting on sofa set, v10(Borrowed consumer
credit to purchase dinning table helps family members to make comfort sitting
and eating on dinning table), vl 1(Borrowed consumer credit to purchase khat
helps family members to comfort sleeping on (bed) khat for family members)
ete. variables. Recreation factor includes-v4 (Borrowed consumer credit to
purchase car/ motor cycle helps to maintain community), v6 (Borrowed
consumer credit to purchase car/ motorcycle helps family members to visit
enjoyable place for recreation), v8 (Borrowed consumer credit to purchase
household goods (like TV, computer) helps to reduce emotion, worries,
problem, tiredness) etc. variables. Fashion factor includes-v12 (Borrowed
consumer credit to purchase TV/ computer helps to find out latest fashion), v14
(Borrowed consumer credit to purchase household goods helps to decorate the

home in new style) etc. variables.

Third category is People’s opinions: Oneself, education, economics, social and
cultures are factors of opinion.—Oneself factor includes- v1 (Borrowed consumer
credit to purchase TV helps to find reinforcement for personal value, model of

behavior, insight oneself, improved oneself), v8 (Borrowed consumer credit to



86

Dhaka University Institutional Repository
purchase houschold goods helps people to build block of lifestyle), v13
(Borrowed consumer credit to purchase fridge helps to improve health) ctc.
variables. Education factor includes-v2(Borrowed consumer credit to purchase
car helps to go to school/ college/ university/ madrasa for learning),
v4(Borrowed consumer credit to purchase TV/ computer helps to gather
knowledge such as learn distance education, new facts, cooking, real fact ol the
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.), v12
(Borrowed consumer credit to purchase fridge helps to maintain guest’s) etc.
variables. Economics factor involves-v5 (Borrowed consumer credit to purchase
computer/ TV helps to save time & money because of getting information,
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 of going any where in a short time), v10 (Borrowed consumer
credit to purchase fridge helps to store food for later consumption, keep extra
food fresh saved from daily life) etc. variables. Social factor includes-v7
(Borrowed consumer credit to purchase car/ motorcycle helps to communicate
with others), v9 (Borrowed consumer credit to purchase household goods helps
to differentiate the identity from other of the society), v11 (Borrowed consumer
credit to purchase household goods helps to get possessions as a reflection of the

values) ete. variables.

Fourth catecory is demographics of people: Age, education, income,
LOF, ]

occupation, family life cycle stages are the factors of demographics.

It is hypothesized that consumer credits have significant effect on people’s
lifestyle activities (work performance, entertainment activitics, social activities),
interests (food, home, family, recreation, fashion), opinions (oneself, education,
culture, economics, social) but demographic (age, cducation, income,
occupation, family life cycle) factors have significant effects on consumer

credit.
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The effect of consumer credit were expected to be positive; that means using
household goods bought by consumer credit increase the flow of activities (work
performance, entertainment activities, and social activities) of the people. Most
of the variables related to work performance, entertainment activities and social
activities may get positive effect by using household goods bought by consumer

credit.

Using household goods bought by consumer credit may have positive impact to
the interests (food, home, family, recreation, fashion) of the people. Most of the
variables related to food, 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 people’s opinion; that means using houschold goods bought
by consumer credit helps to express the opinions (themselves, education,
culture, economics, 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, family life cycle).

Fach variable in these four major categories may have marginal effect on life
style by using consumer credit. Using statistical method. the probability of
consumer credit impact on lifestyle can be found out by considering marginal

effects of all variables.

5.11: Statistical Method Used
Statistical and graphical methods were used in analyzing data. Data analyses
were performed in order to assess the importance of each variables determinant

for evaluating consumer credit impact on lifestyle. The primary data collected
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from the borrowers were analyzed by using statistical technique supported by
SPSS package. Specifically factor analysis was used to assess the effect of
consumer credit on lifestyle. Principal component analysis with varimax rotation

was applied on the responses of the lifestyle construction.

Respondents in a survey were asked to rate the important of 43 lifestyles
attributes. A 5-point likert scale ranging from strongly disagrees to strongly
agree was employed. These 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 of the people. The factors
selected for the study are activities (work performance, entertainment activities
and social activities), interests (food, home, family, recreation, and fashion),
opinions (themselves, education, culture, economics 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 likert scale (1 strongly disagree,
2-disagree, 3—neutral, 4=agree, 5= strongly agree). Variables of these factors
are includes in table- 6.1.1, 6.2.1, 6.3.1. Therefore the factor models were

considered for this thesis {(please see appendix-B (1.0)}.

The correlation matrix, constructed from the data obtained to understand
lifestyle activities, interests, and opinions is shown in appendix-B (table-2.1.1.1,
table- 2.2.1.1. and table-2.3.1.1). There are relatively high correlations among
the variables activities {(shown in appendix-B (table-2.1.1.1)}, interests
f(shown in appendix-B (table-2.2.1.1)}, opinions {(shown in appendix-B (table-

2.3.1.1)} indicated that factor analysis is more appropriate for this study.

Prior determinations, communalities, eigenvalues, scree plot, percentages of
variance accounted ete. procedures were maintained for determining the number
of factors to be considered for the justification of upgrading the lifestyle of

people by using consumer credit.
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The shape of the scree plot is also used to determine the number of factors. The
scree plot associated with this analysis in activities, interests, and opinions is
given in figure 6.1.1, 6.2.1, 6.3.1 respectively and from the scree plot, a distinct
break occurs at three, five and five factor respectively. So these three, five and
five factors were extracted for identifying the flow of lifestyle activities,

interests & opinions variable.

In lifestyle activitics, three factors were determined for analyzing (Appendix-B,
table-2.1.4.2). In lifestyle interest, five factors were determined for analyzing
(Appendix-B, 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: family, 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.
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CHAPTER SIX
DATA ANALYSIS

6.0: Introduction

I'or the analyses, cases with incomplete profiles were deleted. Further, responses
to individual items of "Refused" were recorded as missing data. The statistical
program, SPSS for Windows (version 12, Scientific Software, 2004), was used

for all analyses.

For identifying consumer credit impacts on lifestyle, respondents in a survey
were asked to rate the importance of 42 lifestyles attributes. A S-point likert
scales ranging from strongly disagree to strongly agree was employed. These
data were analyzed via principal components analysis. The factor analysis using
the principal components method with varimax rotation was run to determine
the underlying benefits consumers seck of their lifestyle (activities, interests &
opinions) from the using of household goods (TV, fridge, 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, 1983; Comrey & lLee,
1992). The factor analysis assumes that the exact number of dimensions

underlying a set of data is unknown.

The principal components extraction method has many advantages. Its primary
advantage is that cach component extracted from the data set accounts for the
maximum amount of 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 secks an optimal solution that
best explains the relationships among items in the data set (Comrey & Lee,
1992). In this study, the sizeable number of items, 42, tends to lessen
substantially the impact of the diagonal elements. Finally, the principal
components method tries to distribute the variance accounted for by cach

component in a somewhat uniform manner across the set of extracted
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components. This procedure helps to create components of relative equality, in
terms of the amount of variance accounted for, alleviating the tendency for one

dominate component to emerge (Green et al., 2006).

Once an extraction method is chosen, the factor analysis researcher may choose
a rotation method. Rotation helps to mathematically 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 (Gorsuch, 1983). In this study, a varimax rotation was used, which
is a type of orthogonal rotation that tends toward producing unrelated
components. Orthogonal solutions are ecasier to interpret because the item
loadings are correlations between the item and the component (Comrey & Lee,

1992).

Basic concepts of factor analysis and factor analysis model for identifying
consumer credit impact on lifestyle are also discussed in appendix- B (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 factor analysis. These are discussed
in appendix-B (2.1). At first it is necessary to determine the underlying benefit
consumers seek of their lifestyle activities from the using of houschold goods

borrowed by consumer credit.

The factor analysis using the principal components method with varimax
rotation was applied to determine the underlying benefits consumers seek of
their lifestyle activities from the using of houschold goods (TV, fridge, 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, S=strongly agree).
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Table-6.1.1: Some lifestyle (activities) variables related to consumer credit.

e = S N M= S B =

tafe of Name of Variables

variables

Vi Borrowed consumer credit to purchase car/ motoreycle hciﬁs to go to office or
working center.

v2 Borrowed consumer credit to purcl—*lgse computefﬁclps to find, store. organize
and disseminate information: 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 m to wash dress. |

V5 | Borrowed consumer credit to purchase almira helps to _}Srotcct cookeries from |
damage.

Vo Borrowed consumer credit to purchase wa_rdrobc-ﬁc_lf)s to p_rgttct dress from
dust.

V7 | Borrowed consumer credit to purclxagc car/ motoreycle héips to go l?shoi)—p.ﬁlgi
mall or store for shopping.

V8 Borrowed consumer crediiiioﬁf)urchase car/ motoreycle helps to \-'isil'_r"lja}-'zlb!e
place and teel comfort.

Vo9 Borrowed consumer credit to purcimsc car/ 1ﬁ010rcyc1§ helps to _go to 1
auditorium. cinema hall or theater hall for enjoying programs like speeches. ’
drama. dance. cinema. song etc.

V10 | Borrowed consumer credit to purchasé compulét: l1eI]73;_t'I:1_c_ch-i_l-d_r_eﬁn'Tow play_
game.

Vil Borrowed consumer credit to purchase car/ motofc?élc?ﬁ lﬁ;ﬁloien{m_
football. cricket, tennis, athletics, wrestling. motorcycle racing. boat racing,
bicycle racing etc. ) ___

Vil2 Borrowed consumer credit to purchase computer helps to browse or internet
shopping.

VI3 | Borrowed consumer credit to purchase car/ motorcycfé/ TV helps to carry out
social roles.

Vid Borrowed consumer credit to purchase car/ molorcyclé helps to 20 1o maintain
community center for performing community activity.

V15 | Borrowed consumer credit to pIréhasc car/ TV/ motorcycle/ computer helps to |
transmit value to others.

448527

Gl<t]
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A correlation matrix is constructed based on the rating data. The correlation
matrix, constructed from the data obtained to understand lifestyle activities is
shown in appendix-B (table-2.1.1.1). There are relatively high correlations
among- V1(Borrowed 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 information; maintain
accounts; prepare class note/ lecture sheet/ number of examination script
etc).V3(Borrowed consumer credit to purchase sewing machine helps to sew
dress), VS(Borrowed consumer credit to purchase almira helps to protect
cookeries from damage), 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 for shopping). These variables

are to be correlated with the same set of factors.

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 for 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
feel comfort), v9 (Borrowed consumer credit to purchase car/ motorcycle helps
to go to auditorium, cinema hall or theater hall for enjoying a program like
speeches, drama, dance, cinema, song etc.), v10 (Borrowed consumer credit to
purchase computer helps the children to play game), v11 (Borrowed consumer
credit to purchase car/ motorcycle/ TV helps to enjoy football, cricket, tennis,

athletics, wrestling, motorcycle racing, boat racing, bicycle racing etc.).

Likewise, there are relatively high correlation among v12 (Borrowed consumer
credit to purchase computer helps to browse or internet shopping), vl

(Borrowed consumer credit to purchase car/ motorcycle/ TV helps to enjoy
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football, cricket, tennis, athletics, wrestling, motorcycle racing, boat racing,

bicycle racing etc.).

Similarly, there are relatively high correlation among v13 (Borrowed consumer
credit to purchase car/ motorcycle/ TV helps to carry out social roles), v9
(Borrowed consumer credit to purchase car/ motorcycle helps to go to
auditorium, cinema hall or theater hall for enjoying a program like speeches,
drama, dance, cinema, song etc.), v10 (Borrowed consumer credit to purchase

computer helps the children to play game).

Likewise. there are relatively high correlation among v14 (Borrowed consumer
credit to purchase car/ motorcycle helps to go to maintain community center for
performing community activity), v10 (Borrowed consumer credit to purchase

computer helps the children to play game).

Likewise, there are relatively high correlation between v13 (Borrowed consumer
credit to purchase car/ motorcycle/ TV helps to carry out social roles) & vI5
(Borrowed consumer credit to purchase car/ TV/ motorcycle/ 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 Measure of Sampling Adequacy (KMO) and Bartlett's Test
of Sphericity statistics are applied to test the rating data for factor analysis
(appendix-B, table-2.1.1.2). The approximate chi-square statistic is 678.21 with
105 degrees of freedom, which is significant at the 0.05 level. Calculated value
(678.21) is greater than table value. So, this Bartlett's Test of Sphericity is
highly significant. The value of the KMO statistic (0.804) is also large (>0.5).
So the data are suitable for factor analysis. Thus, factor analysis is considered an
appropriate technique for analyzing the correlation matrix of appendix-B (table-

2.1.1.1).
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Principal components method with varimax rotation is applied to identily
consumer credit impacts on lifestyle activities (appendix-B, 2.1.2). Because the
total variance in the data is considered, the diagonal of the correlation matrix
consists of unities (Appendix-B, table 2.1.1.1) and full variance is brought into

factor matrix.

Priori determination, approaches based on eigenvalues, scree plot and
percentages of variance accounted are applied to identify the numbers of factors
(appendix-B, 2.1.3). Three factors are extracted from lifestyle activities
variables by priori determination method {appendix-B, 2.1.3(i)}. The positive
mean score & standard deviation score of variables indicate that consumer credit

is related to change the lifestyle activities (appendix-B, table-2.1.3.1).

Appendix-B (table-2.1.3.2 & table-2.1.3.3) show the application of principal
components analysis of lifestyle activities. Under “Communalities™, “initial
column”™, it can be seen that the communality for each variable, vl to v15, is 1.0
as unities are inserted in the diagonal of the correlation matrix. Appendix-B,
(table-2.1.3.3) labeled *“Initial Eigenvalues” gives the ecigenvalues. 'The
cigenvalues for the factors are, as expected, in decreasing order of magnitude as
we go from factor 1 to factor 15. The eigenvalue for a factor indicates the total
variance attributed to that factor. The total variance accounted by all 15 factors
is 15.00, which is equal to the number of variables. Factor one (first), accounts
for a variance of 4.954, which is (4.954/15)100 or 33.024 percent of the
variance. Likewisc. the second factor accounts for (2.675/15)100 or 17.831
percent of the total variance. Similarly, the third factor accounts for
(1.411/15)100 or 9.404 percent of the total variance, and the first three factors
combined account for 60.26 percent of the total variance. The scree plot

associated with this analysis is given in figure-6.1.1.
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The coefficients of the factor (component) matrix are used to interpret the
factors. The factor (component) matrix contains the coelticients used to express
the standardized variables in terms of the factors (appendix-B, table-2.1.4.1). In
factor matrix (appendix-13, table-2.1.4.1), the factors are correlated with many
variables. For this reason, in such a complex matrix is transformed into a
simpler one that is casier to interpret. It is called the rotated component matrix

(please see appendix-B, 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 1 in
the unrotated matrix, only variables v1, v2, v3, v4, v5, v6, and v7 arc correlated
highly with factor 1 after rotation. Likewise, v8, v9, v10, v11, v12 are correlated
highly with factor 2 after rotation. The remaining variables vI3 and vl15 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 facilitated by identifying the variables that have large loadings
on the same factor (table-6.1.2). That factor can then be interpreted in terms of
the variables that load high on it. Table-6.1.2 shows Rotated Component Matrix

of some lifestyle (activities) variables related to consumer credit.

In the rotated factor matrix of table-6.1.2, factor 1 has high coefficients for
variables V1 (Borrowed consumer credit to purchase car/ motorcycle helps to go
to office or working center), v2 (Borrowed consumer credit to purchase
computer helps to {ind, store, organize and disseminate information; 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), V5 (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
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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 priori 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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The coefficients of the factor (component) matrix are used to interpret the
factors. The factor (component) matrix contains the coefficients used to express
the standardized variables in terms of the factors (appendix-B, table-2.1.4.1). In
factor matrix (appendix-B, table-2.1.4.1), the factors 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-B, 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 achicves simplicity and
enhances interpretability. Whereas 10 variables are correlated with factor 1 in
the unrotated matrix, only variables v1, v2, v3, v4, v5, v6, and v7 are correlated
highly with factor 1 after rotation. Likewise, v8, v9, v10, v1l, v12 are correlated
highly with factor 2 after rotation. The remaining variables v13 and vI5 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 facilitated by identifying the variables that have large loadings
on the same factor (table-6.1.2). That factor can then be interpreted in terms of
the variables that load high on it. Table-6.1.2 shows Rotated Component Matrix

of some lifestyle (activities) variables related to consumer credit.

In the rotated factor matrix of table-6.1.2, factor 1 has high coefficients for
variables V1 (Borrowed 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 information; 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), V5 (Borrowed consumer credit to purchase almira helps to protect

cookeries from damage), V6 (Borrowed consumer credit to purchase wardrobe
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helps to protect dress from dust), v7 (Borrowed consumer credit to purchase car/
motorcyele helps to go to shopping mall or store for shopping).Therctfore, this
factor may be labeled as work performance factor. Borrowed consumer credit to
purchase houschold goods (car, computer, sewing machine, washing machine,

almira, khat, motor cycle etc.) helps people to do their work.

Table- 6.1.2: Rotated Component Matrix of some lifestyle (activities) variables

related to consumer credit

Component
1 |2 |3
vl 493 125 L.078
v2 741 310 | -.223
v3 828 189 024
v4 583 .002 -.021
v5 T97 03 | 221
vO 818 -.119 111
v7 662 018 083
v8 224 714 061
vo 326 .562 | .529
v10 X 697 480
vll 001 719 | 237
vi2 -.057 692 | -.166
vl3 088 184 | AF2
vi4 -.234 -39 376
vl5 .049 -.045 T

Extraction Method: Principal Component Analysis. Rotation Method: Varimax
with Kaiser Normalization.

a Rotation converged in 4 iterations.

Likewise, there are relatively high correlation among V8 (Borrowed consumer
credit to purchase car/ motorcycle helps to  visit enjoyable place and feel

comfort), V9 (Borrowed consumer credit to purchase car/ motorcycle helps to
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go to auditorium, cinema hall or theater hall for enjoying programs like
speeches, drama, dance, cinema, song etc.), V10 (Borrowed consumer credit to
purchase computer helps the children to play game), VI1 (Borrowed consumer
credit to purchase car/ motorcycle/ TV helps to enjoy football, cricket, tennis,
athletics, wrestling, motorcycle racing, boat racing, bicycle racing etc.), V12
(Borrowed consumer credit to purchase car/ motorcycle helps to browse or
internet shopping). Thus factor 2 may be labeled as entertainment activities
factor. Borrowed consumer credit to purchase houschold goods (car,

motorcycle, TV etc.) helps people to do their entertainment activities.

Similarly, V13 (Borrowed consumer credit to purchase car/ motorcycle/ TV
helps to carry out social roles), V15 (Borrowed consumer credit to purchase car/
motorcycle/ TV helps to transmit value to others). So, factor 3 may be labeled as
social activities lactor. Borrowed consumer credit to purchase household goods

(car, motorcycle, TV) helps people to do their social activities.

V14 (Borrowed consumer credit to purchase car/ motorcycle/ TV helps to go to
maintain community center for performing community activity) labels both the
factors (factor-2 & factor-3). So, this variable indicates both (entertainment &
social activities) factors. Borrowed consumer credit to buy houschold goods
(like car, motorcycle, TV) helps to maintain the social & entertainment

activities.

In appendix-B (table-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 lifestyle

activities.
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6.2: Formulating the Problem for Identifying Consumer Credit Impact on
Lifestyle Interests.
The factor analysis using the principal components method with varimax
rotation was applied to determine the underlying benefits consumers seck of
their lifestyle interests from the using of household goods (T'V, fridge, furniture

etc.) borrowed consumer credit.

The respondents were asked to indicate their degree of agreement with the
following statement (sce table-6.2.1) using a 5-point likert scale (1=strongly

disagree, 5=strongly agree).

A correlation matrix is constructed based on the ratings data. The correlation
matrix. constructed from the data obtained to understand lifestyle interest is
shown in appendix-B (table-2.2.1.1). There are relatively high correlations
among V1 (Borrowed consumer credit to purchase fridge helps to keep food,
fruits, vegetables ete. fresh), v15 (Borrowed consumer credit to purchase woven/
toaster machine/ blender/ pressure cooker helps to enjoy fast food, drink juice &

other tasty food).

As like as, v2 (Borrowed consumer credit to purchase TV helps to stay at home
for leisure time and 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), v13 (Borrowed
consumer credit to purchase TV/ computer/ car/ motorcycle helps to collect lots

of information about home).

Likely, v4 (Borrowed consumer credit to purchase car/ motor cycle helps to
maintain community), v6 (Borrowed consumer credit to purchase car/
motorcycle helps the family members to visit enjoyable places for recreation),
v8 (Borrowed consumer credit to purchase TV helps to reduce cmotion, worries,

problem and tiredness).
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Table-6.2.1: Some lifestyle (interests) variables related to consumer credit.
Briel - - i - -
ogms: 9k Name of Variables
variables
Vi | Borrowed consumer credit to pu_rchase -ﬁ'idgéi helps to keep food. fruits, |
vegetables ete. fresh.
V2 | Borrowed consumer credit to purchase TV helps to stay at home for leisure
time and entertainment. thereby avoiding issues such as pollution.
V3 Borrowed consumer credit to pu'rc_l_wase household goods helps —lu_pet_fc—)rtﬁ
household task.
V4 Borrowed consumer credit to purché_se car/ motor cycle helps to maintain |
community.
V5 | Borrowed consumer credit to puirchase household gddd_s thr;s to ELE
affiliation of family solidarity, relaxation and relationship.
Vo Borrowed consumer credit to purchase car/ mdforcycle helps the f‘ilmily
members to visit enjoyable places for recreation.
V7 | Borrowed consumer credit to purche;:‘;e houschold goods IHEJ:: to exhibit |
family status.
| | 'Borrowed consumer credit to puréhase TV helps to reduce emotion, worries.
V8 problem and tiredness.
V9 | Borrowed consumer credit to purchase sofa set mps ﬁ-n’]riil.\,-'iiﬁelnhé_rs_to
comfort sitting on sofa set.
V10 | Borrowed consumer credit to purchase din:ﬁng lableﬂiic-li)-s family members to
comfort sitting and eating on dinning table.
\LVH Borrowed consumer credit to purc_:l_mse bed (khat) hc']ps fgm_i_ly members to
comfort sleeping on bed (khat).
V12 | Borrowed consumer credit to purchasg_TV/ computmjiglpg_laiﬁnmt latest |
fashion.
VI3 Borrowed consumer credit to purchase TV/ computer/ car/ motoreycle helps |
to collect lots of information about home.
V14 | Borrowed consumer credit to_purchase household g_o_u_d:-; heTpg to decorate the
home in a new style.
V15 Borrowed consumer credit to purchase woven/ toaster machine/ blender/

pressure cooker helps to enjoy fast food. juice & other tasty food.
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Similarly, v5 (Borrowed consumer credit to purchase household goods helps to
get affiliation of family solidarity, relaxation and relationship), v7 (Borrowed
consumer credit to purchase house hold goods helps to exhibit family status), v9
(Borrowed consumer credit to purchase sofa set helps family members to
comfort sitting on sofa set), v10 (Borrowed consumer credit to purchase dinning
table helps family members to comfort sitting and eating on dinning table), v11
(Borrowed consumer credit to purchase bed helps family members to comfort

sleeping on bed).

As like as, v12 (Borrowed consumer credit to purchase TV/ computer helps to
find out latest fashion), v14 (Borrowed consumer credit to purchase household

goods helps to decorate the home in a new style).

The results of the KMO & Bartlett’s test are given in Appendix-B, (table-
2.2.1.2). The null hypothesis, that the population correlation matrix is an identity
matrix, is rejected by the Bartlett’s test of sphericity. The approximate chi-
square statistic is 674.072 with 105 {0.5p (p-1) where, p—number of variables]
degrees of freedom. which is significant at the 0.05 level. The value of the KMO
statistic (0.760) is also large (=0.5). Thus, factor analysis may be considered as
an appropriate technique for analyzing the correlation matrix of appendix-B,

table-2.2.1.1.

Principal components method with varimax rotation is applied to identify
consumer credit impacts on lifestyle interest (appendix-B, 2.2.2). Because the
total variance in the data is considered, the diagonal of the correlation matrix
consists of unities (Appendix-B, table-2.2.1.1) and full variance is brought into

factor matrix.

Priori determination, and approaches based on ecigenvalues, scree plot,
percentages of variance accounted are applied to identify the numbers of factors

(appendix-B, 2.2.3). Three factors are extracted from lifestyle interests’
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variables by priori determination method {appendix-B, 2.2.3 (i)}. The positive
mean score & standard deviation score of variables indicate that these variables
are very much applicable to increase the lifestyle interests (appendix-B, Table-

e
2251

Appendix-B (table-2.2.3.2 & table-2.2.3.3) show the application of principal
components analysis of lifestyle interests. Under “Communalities”, “initial
column”, it can be seen that the communality for each variable, v1I to v15, is 1.0

as unities ar¢ inserted in the diagonal of the correlation matrix.

Appendix-B, (table-2.2.3.3) labeled “Initial Eigenvalues™ gives the cigenvalues.
The eigenvalues for the factors are, as expected, in decreasing order of
magnitude as we go from factor 1 to factor 15. The eigenvalue for a factor
indicates the total variance attributed to that factor. The total variance accounted
for by all 15 factors is 15.00, which is equal to the number of variables. Iactor
one (first), accounts for a variance of 4.084, is (4.084/15)100 or 27.225 percent
of the total variance. Likewise, the second factor accounts for (2.736/15)100 or
18.239 percent of the total variance. Similarly, the third factor accounts for
(1.768/15)100 or 11.785 percent of the total variance. Likely, the fourth factor
accounts for (1.503/15)100 or 10.019 percent of the total variance. Similarly, the
fifth factor accounts for (1.388/15)100 or 9.254 percent of the total variance and
the first five factors combine account for 76.52 percent of the total variance. 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. So these five factors

are extracted for identifying the flow of lifestyle interest variable.



105

Dhaka University Institutional Repository

Figure- 6.2.1: Scree plot of some lifestyle (interests) variables related to

consumer credit.
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It is seen that the first five factors account for 76.52 percent of the variance
(76.52% 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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The factor (component) matrix contains the coefficients used to express the
standardized variables in terms of the factors (Appendix-B, table-2.2.4.1).
Appendix-B  (table-2.2.4.1) shows Component Matrix of some lifestyle

(interests) variables related to consumer credit.

Although the initial or unrotated factor matrix indicates the relationship between
the factors and individual variables, it seldom results in factors that can be
interpreted, because the factors are correlated with many variables. For example
in table-2.2.4.1, factor 1 is at least somewhat correlated with 12 of 15 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 (appendix-B,

table-2.2.4.2).

In table-2.2.4.1 & 2.2.4.2 (appendix-B), by comparing the rotated factor matrix
with the unrotated matrix, it is seen how rotation achieves simplicity and
enhances interpretability. Whereas 12 variables are correlated with factor 1 in
the unrotated matrix, only variables v5, v7, v9, v10, v11 are correlated highly
with factors 1 after rotation. Likewise, v2, v3, v13 are correlated highly with
factors 2 after rotation. Similarly, v4, v6, v8 are correlated highly with factors 3
after rotation. Likewise, vl and v15 are correlated highly with factor 4. The
remaining variables v12, v14 are correlated highly with factors 5 after rotation.

The rotated factor matrix forms the basis for interpretation of the factors.

Interpretation is facilitated by identifying 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. Table-6.2.2 shows Rotated Component Matrix

of some lifestyle (interests) variables related to consumer credit.
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Table-6.2.2: Rotated Component Matrix of some lifestyle (interests) variables

related to consumer credit (a)

Component
1 2 E 4 s
vl 090 035 051 896 037
v2 131 875|137 |-011 |.030
v3 103 866 .145 006 -.009
v4 018 055 | .861 -.105 040
v5 867 021 110 011 |-047
v6 106 106 | .809 283 108
v7 807 055 160 |.170 -.056
v8 270 206 789 =041 |.073
vO .749 S 023 -.015 |.163
v10 857 105 033 046 012
vl 888 -031  [.107 -.038 028
vi2 059 084 095 .031 | .876
v13 047 839 047 274 113
v14 005 019 074 | -017 891
v1s 007 148 004 | 877 -.029

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with
Kaiser Normalization.

a Rotation converged in 5 iterations.

In the rotated factor matrix of table-6.2.2, factor 1 has high coefficients for
variables V5 (Borrowed 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 family status), V9
(Borrowed consumer credit to purchase sofa set helps family members to
comfort sitting on sofa set), V10 (Borrowed consumer credit to purchase
dinning table helps family members to make comfort sitting and eating on
dinning table), V11 (Borrowed consumer credit to purchase khat helps family

members to comfort sleeping on khat cte. variables). Thereflore, this factor may
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be labeled as family interest factor. Borrowed consumer credit to purchase
household goods (TV, computer, sofa set, dining table, khat c¢tc.) helps people to

fulfill their family members’ expectation.

Likewise, there are relatively high correlations among V2 (Borrowed consumer
credit to purchase TV 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 perform housechold task), VI3 (Borrowed
consumer credit to purchase TV/ computer/ car/ motorcycle helps to collect lots
of information about home). Thus factor 2 may be labeled as home interest
factor. Borrowed consumer credit to purchase household goods (TV, 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 car/ motorcycle helps to
maintain community), V6 (Borrowed consumer credit to purchase car/
motorcycle helps the family members to visit enjoyable place for recreation), v8
(Borrowed consumer credit to purchase TV helps to reduce emotion, worries,
problem, tiredness etc.). These factors may be leveled as recreation interest
factor. Borrowed consumer credit to purchase household goods (TV, computer

etc.) helps people to satisfy their interest of recreation.

Likely, vl (Borrowed consumer credit to purchase fridge helps to keep food,
fruits, and vegetables etc. fresh), v15 (Borrowed consumer credit to purchase
fridge, oven, toaster machine, blender helps to enjoy fast food, juice & other
tasty food). 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, v12 (Borrowed consumer credit to purchase TV helps to find out
latest fashion), v14 (Borrowed consumer credit to purchase houschold goods

helps to decorate the home in new style) indicate factor-5, may be fashion



109

Dhaka University Institutional Repository
interest factor. Borrowed consumer credit to purchase houschold goods helps
people to solve their interest to fashion. One could summarize the data by
starting that consumers appear to seck five major Kinds® of interest from
household goods borrowed by consumer credit: family, home, recreation,

fashion, food.

The model is very much fit because of less number of residual (please sce
appendix-B, table-2.2.6.1). From the analysis, it is justified that there is a strong

association between consumer credit & people’s lifestyle interests.

6.3: Formulating the Problem for Identifying Consumer Credit Impact on
Lifestyle Opinions.

In this stage, it is necessary to determine the underlying benefit consumers seek
of their lifestyle opinions from the using of household goods borrowed by

consumer credit.

The factor analysis using the principal components method with varimax
rotation was applied to determine the underlying benefits consumers seek of
their lifestyle opinions from the using of household goods (1V, fridge, furniture
cte.) borrowed consumer credit. The respondents were asked to indicate their
degree of agreement with some variables (see table-6.3.1) using a 5-point likert

scale (1=strongly disagree, S=strongly agree).

A correlation matrix is constructed based on these ratings data. The correlation
matrix, constructed from the data obtained to understand lifestyle opinion is
shown in appendix-B (table-2.3.1.1). There are relatively high correlations
among V1 (Borrowed consumer credit to purchase 1TV helps to find
reinforcement for personal value, model of behavior, insight oneself, improved
oneself), v8 (Borrowed consumer credit to purchase houschold goods helps to
build block of lifestyle), v13 (Borrowed consumer credit to purchase fridge

helps to improve the health).



Table-6.3.1
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: Some lifestyle (opinions) variables related to consumer credit.

—

Name of Variables

Borrowed consumer credit to purchase TV helps to find reinforcement

for personal values, model of behavior, insight oneself, improved

onesell.
'V2 | Borrowed consumer credit to purchase car hcipg to go to school/
college/ university/ madrasa for learning.

V3 Borrowed consumer credit to pufchase TV/ computer helE to get
intrinsic cultural or aesthetic enjoyment like dance, drama, song etc.

V4 Borrowed consumer credit to purchase' TV/ _compulcr“helps to gathtf
knowledge such as learn distance education, new facts, cooking, real
fact of the society, business , science, medical ,cultural values etc.

V5 | Borrowed consumer credit to burchase 7éé;anlter/ 'I‘Vihclp; to save
time & money because of getting information, preparing class note/
lecture sheet/ number of examination scripts etc. in a short time.

Vo6 ‘Borrowed consumer credit to purchasé car helps to save time & money |
because of going any where in a short time.

V7 | Borrowed consumer credit to BLﬁ‘Lha:c ~car/ motoa_)clc }icl‘pé_lo
communicate with others.

| V8 ‘Borrowed consumer credit to purchase houschold goods help;m build
block of lifestyle.

V9 | Borrowed consumer credit to piifchase houschold goods helps to .

| differentiate the identity from others in the society.

V10 | Borrowed consumer credit to purchase fridge helps to store food for
later consumption, keep extra food fresh saved from daily life.

VIl | Borrowed consumer credit to purchase household goods helps to gct_
possessions as reflection of the values.

V2 Borrowed consumer credit to pui‘éhasc fridge helps to maintain g,ue'sis.—

‘Borrowed consumer credit to pu_rchas:é fridge helps tT)Wiimpro;L‘_hcalth.
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As like as , v2 (Borrowed consumer credit to purchase car helps the children to
00 to school/ college/ university/ madrasa for learning), v4 (Borrowed consumer
credit to purchase TV/ computer helps to gather knowledge such as learn
distance education, new facts, cooking, real fact ol the society, business,

scicnce, medical, cultural values cte).

Likely. v3 (Borrowed consumer credit to purchase 1V/ computer helps to get
intrinsic cultural or aesthetic enjoyment like dance, drama, song etc.), vI2

(Borrowed consumer credit to purchase fridge helps to maintain guests).

Similarly, v5 (Borrowed consumer credit to purchase computer/ TV helps to
save time & money, because of getting information, preparing class note/ lecture
sheet/ number of examination scripts in a short time), v6 (Borrowed consumer
credit to purchase car helps to save time & money because of going any where
in a short time). v10 (Borrowed consumer credit to purchase fridge helps to

store food for later consumption, keep extra food fresh saved from daily life)

As like as. v7 (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), vl
(Borrowed consumer credit to purchase household goods helps to get

possessions as reflection of values).

The results of the KMO and Bartlett's Test are given in appendix-B (table-
2.3.1.2). The null hypothesis, that the population correlation matrix is an identity
matrix, is rejected by the Bartlett’s test of sphericity. The approximate chi-
square statistic is 502.88 with 78 {0.5p (p-1) where, p—number of variables |
degrees of freedom, which is significant at the 0.05 level. The value of the KMO
statistic (0.603) is also large (>0.5). Thus, 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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Principal components method with varimax rotation is applied to identify
consumer credit impacts on lifestyle opinions (appendix-B, 2.3.2). Because the
total variance in the data is considered, the diagonal of the correlation matrix
consists of unities (Appendix-B, table 2.3.1.1) and full variance is brought into

factor matrix.

Priori determination, and approaches based on eigenvalues, scree plot,
percentages of variance accounted are applied to identify the numbers of factors
(appendix-B, 2.3.3). Five factors are extracted {rom lifestyle opinions variables
by priori determination method {appendix-B, 2.3.3(i)}. The positive mean score
& standard deviation score of variables indicate that consumer credit helps to

express the lifestyle 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 analysis. Appendix-B, table-2.3.3.2 & 2.3.3.3 show the application of
principal components analysis to lifestyle opinions. Under “Communalities™,
“initial column™, it is seen that the communality for each variable, vI to v13, is
1.0 as unities were inserted in the diagonal of the correlation matrix. The
appendix-B (table-2.3.3.3) labeled “Initial cigenvalues™ gives the eigenvalues.
The eigenvalues for the factors are, as expected, in decreasing order of

oenvalue for a factor

o

magnitude as we go from factor 1 to factor 13. The ei
indicates the total variance attributed to that factor. The total variance accounted
for all 13 factors is 13.00, which is equal to the number of variables. I'actor one
(first), accounts for a variance of 2.51, which is (2.51/13)100 or 19.31 percent of
the variance. l.ikewise, the second factor accounts for (2.43)100 or 18.72
percent of the total wvariance. Similarly, the third factor accounts for
(2.21/13)100 or 17.03 percent of the total variance, Likely, the fourth factor
accounts for (1.50/13)100 or 11.57 percent of the total variance, similarly the
fifth factor accounts for (1.43/13)100 or 10.97 percent of the total variance and
the first five factors combined account for 77.60 percent of the total variance.

The scree plot associated with this analysis is given in figure-6.3.1.
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Figure-6.3.1: Scree plot of some lifestyle (opinion:) variables related to

consumer credit
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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
five factors is marginal. Thus, five factors appear to be rcasonable in this
situation. So, the five factors are extracted for determining the underlying

dimension of lifestyle opinion related to consumer credit.

The coefficients of the factor (component) matrix are used to interpret the
factors. The factor (component) matrix contains the coefficients used to express
the standardized variables in terms of the factors (appendix-B, table-2.3.4.1).
Although the initial or unrotated factor matrix (appendix-B, table-2.3.4.1)
indicates the relationship between the factors and individual variables, it seldom
results in factors that can be interpreted, because the factors are correlated with
many variables. For example in appendix-B, table-2.3.4.1 factor 1 is at least
somewhat correlated with 9 of 13 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.

In appendix-B, table-2.3.4.1 & 2.3.4.2, by comparing the rotated factor matrix
with the unrotated matrix, it is seen how rotation achieves simplicity and
enhances interpretability. Whereas 10 variables correlated with factor 1 in the
unrotated matrix, only variables v7, v9, vl1 correlated highly with factors 1
after rotation. Likewise, v5, v6, v10 correlated highly with factors 2 alter
rotation. Similarly, v1, v8, v13 correlated highly with factors 3 after rotation.
[ikewise, v2, v4 correlated highly with factors 4 after rotation. The remaining
variables v3 and v12 correlated highly with factor 5. The rotated factor matrix

forms the basis for interpretation of the lactors.

Interpretation is facilitated by identifying the variables that have large loadings
on the same factor. That 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

lifestyle (opinion) variables related to consumer credit.
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Table- 6.3.2: Rotated Component Matrix of some lifestyle (opinions) variables

related to consumer credit (a)
Component
1 2 BE T4 s

v 045 162 874 084 012
v2 104 027 040 823 063
v3 055 | .058 102 | -.132 878
v4 028 051 .067 885  -.045
V5 080 792 057 |-.033 |.171
v6 ~005 888 019 169 089
v7 883 004 | .034 084 008
v8 .009 141 841 107 074
vO 880 | -.053 ‘-037 052 | -.031
v10 085 | 897 008 |-.026 |-.034
vll .900 050 -.006 ;=042 -.008
v12 024 139 066 159 863
v13 ~065  -.017  .844 5169 |=138

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with
Kaiser Normalization.

a Rotation converged in 4 iterations.

In the rotated factor matrix of table-6.3.2, factor 1 has high coefficients for
variables v7 (Borrowed consumer credit to purchase car/ motorcycle helps to
communicate with others), v9 (Borrowed consumer credit to purchase
houschold goods helps to differ the identity from others in the society), vil
(Borrowed consumer credit to purchase household goods like TV, computer,
fridge etc. helps to get possessions as reflection of the values). Therefore, this
factor may be labeled as social opinion factor. Borrowed consumer credit to
purchase houschold goods (T.V, computer, car, motorcycle, dining table, khat

ctc.) helps people to express their social opinion.
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[.ikewise, there are relatively high correlation among v5 (Borrowed consumer
credit to purchase computer/ TV helps to save time & money because of getting
information, preparing class note/ lecture sheet/ number of examination scripts),
v6 (Borrowed consumer credit to purchase car helps to save time & money
because of going any where in a short time), v10 (Borrowed consumer credit to
purchase houschold goods helps to store food for later consumption, keep extra
food fresh saved from daily life). Thus factor 2 may be labeled as economics
opinion factor. Borrowed consumer credit to purchase houschold goods (Iridge,
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 (fridge,
computer, washing machine, sewing machine, pressure cooker, blender etc.)

helps people to be economy.

Likewise, there are relatively high correlation among v1 (Borrowed 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 lifestyle), v13 (Borrowed
consumer credit to purchase fridge helps to improve health). Therefore, this
factor may be labeled as oneself opinion factor. Borrowed consumer credit to
purchase houschold goods (TV, computer, dining table, khat etc.) helps people

to improve themselves.

Similarly, v2 (Borrowed consumer credit to purchase car helps to go to school/
college/ university/ madrasa for learning), v4 (Borrowed consumer credit to
purchase TV/ 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 factor, may be called education opinion
factor. Borrowed consumer credit to purchase houschold goods helps to become

educated.
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Likely, v3 (Borrowed consumer credit to purchase TV/ computer helps to get
intrinsic cultural or aesthetic enjoyment like dance, drama, song etc.) and vI12
(Borrowed consumer credit to purchase fridge helps to maintain guests). So,
factor 5 may be labeled as cultural opinion factor. Borrowed consumer credit to
purchase household goods (TV, fridge etc.) helps people to express their cultural
opinion. So from the discussion, it can be said that people borrow consumer
credit to buy household goods to express their social, economics, oneself,

education and cultural opinion.

In appendix-B (table-2.3.6.1), it is seen that only 19 (24.0%) residuals are 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 & people’s

opinion.

From the analysis, it is justified 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
The graphical presentations are applied to analyze the relationship between
consumer credit and demographic variables of people. The following discussion

will help to analyze the demographic data by graphical presentation.

Respondents in a survey were asked to find out the relationship between
consumer credit and demographic of people’s lifestyle. Questionnaires were
presented to five levels of age’s group (0-15, 15-30, 30-45, 45-60 & 60-75) of
respondents. Respondents were requested to tick any of the age’s segments
related to him/ her. These data were analyzed by frequency distribution table &
pie diagram. Percentage & total number of related age’s borrowers are shown in

appendix-B (table-2.4.1) & figure-6.4.1 for analyzing the data.
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Figure-6.4.1: Consumer credit borrowers are classified according to their age

structure
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Figure-6.4.1 pie diagram shows the data in appendix-B (table-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% and 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 are 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-graduate, 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 him/ 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.
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Figure-6.4.2: Consumer credit borrowers are classified according to their

educational qualification
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Figure-6.4.2, the pie diagram shows the data in appendix-B (table-2.4.2).The
figure-6.4.2 shows that educational qualification of bellow S.S.C, S.5.C-H.S.C,
H.S.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 H.S.C-Graduate borrowers is not so more. The percentage of Post
Graduate-above borrowers is limited. The percentage of bellow S.S.C 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 tk. 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 him/
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.

Figure-6.4.3: Consumer credit borrowers are classified according to their

monthly income

@ Less than tk. 5000
' H Between tk. 5000-
9999
O Between tk. 10000-
75, 25% i, e 19999
1 8,3% 'O Between tk. 20000-
| 4 1% 29999
et o m Between tk. 30000-
-2 b 39999
95, 32% % T @ Between tk. 40000-
110, 3% tk 49999
L 60. 20% m 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
him/her. 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) & figure-6.4.4 for analyzing the data.

Figure-6.4.4: Consumer credit borrowers are classified according to their

occupation
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Figure-6.4.4, the pie diagram shows the data in appendix-B (table-2.4.4).The
figure-6.4.4 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 of the family
lifecycle stages related to him/her. These data were analyzed by frequency
distribution table & pie diagram. Percentage & total number of related lifecycle
borrowers are shown in appendix-B (table-2.4.5) & figure-6.4.5 for analyzing

the data.

Figure-6.4.5: Consumer credit borrowers are classified according to their family

lifecycle
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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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Form the above presentation; it is proved that there is a strong association

between consumer credit & people’s demographics.

Finally, it can be concluded that using household goods borrowed by consumer
credit change the lifestyle activities of people, satisty 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 of Bangladesh is justified by the above analysis.
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CHAPTER SEVEN
FINDINGS

7.0: Introduction

The purpose of the study is to examine the consumer credit impacts on lifestyle
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. The
study supports the hypothesis that there is a strong association between
consumer credit and people’s lifestyle activities, interests, opinions and
demographic factors. The study shows that people borrow consumer credit to
buy household goods to do there activities, satisfy their interests and express
their opinions. Their 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.The findings of the study

are discussed into four following steps:

Step -7.1: The relationship between consumer credit and people’s lifestyle
activities

The findings of the study summarized in table-7.1.1 shows that pcople mainly
borrow consumer credit for three reasons. They borrow consumer credit to buy
housechold goods to do their work, entertainment activities and social activities.
[ifestyle activities performed by household goods borrowed by consumer credit
was measured by 15 variables/ items on five point likert scale (strongly
disagree=1, disagree=2, neutral=3, agree=4, strongly agree=5). The overall
mean score (3.67), standard deviation score (1.07) of these variables indicate
that using houschold goods borrowed by consumer credit solve different
activities of people. Factors loading of the variables and % of variance of the
factors given in table-7.1.1 proved the hypothesis that therc is a strong

association between consumer credit and people’s lifestyle activities.
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Some lifestyle (activities) variables,

factor loading and % of

variance related to consumer credit.

Factors

Briel Factors

ll‘leL‘Of interpretatio | Loading Name of Variables

Factors | n(% of
variance

C explained) | . | . S

Fl Work 753 V1: Borrowed consumer credit to purchase car/ motorcycle
performan | - 2 helps to go to office or working center.
ce(28.14) : v2: Borrowed consumer credit to pulchase c.omputu hclps-

241 to .ﬂnd, store, organize and disseminate information:
' maintain accounts; prepare class note/ lecture sheet/
number of examination script etc.

378 V3: Borrowed consumer credit to pulc,hdm. sewing machine
Fasaill helps to sew dress. 7 - o
583 V4: Borrowed consumer credit to purchase washing

T machine helps to wash dress.
797 V5: Borrowed consumer credit to pur(,haqe almira helps to
protect cookeries from damage. X
318 V6: Borrowed consumer credit to purchase wardrobe helps
b to protect dress from dust. o
662 V7: Borrowed consumer credit to pur«.h'me ‘car/ motorey cle |
- ) R helps to go to shopping mall or store for shopping.

A2 Entertain 714 V8: Borrowed consumer credit to puuhdse car/ motoreycle
ment ’ helps to visit enjoyable place and feel comfort. -
activities( V9: Borrowed consumer credit to pul(_hd‘sL car/ momrcyLIL
18.34) 560 helps to go to auditorium, cinema hall or theater hall for

T enjoying a program like speeches. drama. dance, cinema,
song etc. -

697 V10: Borrowed consumer credit to purchase computer

' helps the children to play game. S
V11: Borrowed consumer credit to purchase car/

779 motorcycle/ TV helps to enjoy football. cricket, tennis,

' athletics, wrestling, motorcycle racing, boat racing. bicycle ‘
racing etc. and other games. -

692 V12: Borrowed consumer credit to purchase c.omputu

i ] T helps to browse or internet shopping. - JEpp—

F3 Social 273 V13: Borrowed consumer credit to purchase car/

activities( | 7 motorcycle/ TV helps to carry out the social roles.
13.79) V14: Borrowed consumer credit to purchase car/
376 motorcycle helps to go to maintain community center for
performing community activity.
779 V15: Borrowed consumer credit to purchasx, car/ TV/
L | L motorcycle/ computer helps to transmit value to others.

The following discussion will help to interpret the findings shown in the table-

Folale
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1. Work Performance Factor: IHigh variance (28.14%) of this factor indicates
that there is a strong association between people’s work performance and using
household goods bought by consumer credit. The strong correlation among vl1,
v2, v3, v4, v5, v6, v7 variables indicates work performance factor. Work
performance is highly involved by using household goods. Work performance
factor is underlying dimension of the following variables which proved that
there is a strong association between consumer credit and people’s work

performance.

V1: Borrowed consumer credit to purchase car/ motorcycle helps to go to office
or working center.-The mean score (4.61), standard deviation score (0.64971),
factor loading (0.753) of this variable support the hypothesis. Car helps people
to go to office or working center in a convenience time. They feel com fort, relax
& easy to go to office by car which helps them to speed their work or services.
Tension free, comfortable & easiest return to home is also possible by using car
after 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 for increasing
the speed of their work & performing it perfectly. Consumer credit (car loan)

offered by banks helps people to buy car for maintaining their lifestyle activities.

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.- The 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 ways that cannot be counted. People gather information, store it
in computer and sometimes they disseminate it to other people. They use this
information or written materials in another time. They need to solve different
problems/ activities like writing, translating, storing and disseminating
information by computer. A computer helps them to do correct, easy, speedy

and efficient calculation. A computer helps them to keep data safe for long time.
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It also helps them to send mail and browse internet. It helps them to perform art
and design. It helps them to make plan. They 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. He can buy a computer when he gets loan.
Consumer credit is such kind of loan which can fill up this gap. So, it is proved
that consumer credit is very much necessary for a man for buying a computer
for increasing the flow of his or her activities. Literature was reviewed showing
that different banks of Bangladesh offer this loan to middle class people for

increasing their lifestyle.

V3: Borrowed consumer credit to purchase sewing machine helps to sew dress-
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. Correctible, speedy,
fashionable sewing 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 ability does
not match with their expectation. They require loan from others to fill up their
expectation. There are some banks in our country which come forward to solve
this problem. Banks offer 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,

houschold goods like sewing machine helps people to speed their activities.

Vd: Borrowed consumer credit to purchase washing machine helps to wash
dress- The mean score (4.1700), standard deviation score (0.93263) and factor
loading (0.583) of 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 housewife to wash
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dress. It is also a symbol of status. A housewife feels better to wash cloth in
modern process. A middle class housewife has necessity to buy a washing
machine but money is needed for buying it. The limited income middle class
people have opportunity to borrow money from banks. Our banks now lend
money to middle income people to buy houschold goods like washing machine.
So they can borrow money to purchase washing machine which will help them

to change their lifestyle activities.

V5. Borrowed consumer credit to purchase almira/ show case helps to protect
cookeries from damage- The mean score (4.150), 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 for a person. Cookeries can be protected from 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 for buying furniture like showcase, almira. Banks

create vast opportunities for this kind of consumers by lending consumer credit.

V6: Borrowed consumer credit to purchase wardrobe helps to protect dress
from dust - The mean score (4.0700), standard deviation score (0.96667) and
factor loading (0.818) of this variable show the positive relation of people’s
activities. Dress is very much necessary for maintaining fashion related
activities. People need wardrobe for putting dress into safe & sccured. Dresses
arc protected from dust by wardrobe. Clean dresses are also very much
necessary for people. The wardrobe helps them to protect their dress from dust,
squints & stealing. The person who cannot collect money for buying furniture
(like wardrobe) failed to save dress from dust. Consumer credit offered by our
banks can help a person to buy wardrobe. Limited income people can maintain
their lifestyle activities very smoothly if they buy furniture by borrowed
consumer credit. So consumer credit influences people to speed their lifestyle

activities.
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V7. Borrowed consumer credit to purchase car/ motorcycle helps to go to
shopping mall or store for shopping-The mean score (3.9700), standard
deviation score (0.95827) and factor loading (0.662) of this variable support the
hypothesis. A car is needed to go to shopping mall or store for shopping. Having
a car means not depending on the kindness of others for 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
searching and buying different products. Consumer credit (car loan) offered by
our banks helps to buy car to the middle class people for maintaining all of their

lifestyle activities.

2. Entertainment Activities Factor: This aspect of lifestyle factor is concerned
with involvement in entertainment activities. High variance (18.34%) of this
factor indicates that there is a strong association between people entertainment
activities and using household goods borrowed by consumer credit. The strong
correlation among v8, v9, v10, v11, v12 variables indicates the entertainment
activities factor. Entertainment activities are highly involved with using

household goods.

V8- Borrowed consumer credit to purchase car/ motorcycle helps to visil
enjoyable place and feel comfort-The 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, 200, 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, big lakes, rivers,
seas etc. They may want to get relief from the dullness of life by going on travel.
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 day one

(Mohiuddin & Kashem, 2008). Consumer credit (car loan) offered by our banks
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helps the middle class people to buy car for maintaining all of their

entertainment activities.

V9: Borrowed consumer credit to purchase car/ motorcycle helps to go to
auditorium, cinema hall or theater hall for enjoying a program like speeches,
drama, dance, cinema, song etc. -The mean score (3.6500), standard deviation
score (1.15798) and factor loading(0.562)  of this variable support the
hypothesis. People need car to do their entertainment activities. Some people
find outlet in outdoor recreation. Outdoor recreation is mainly achieved from the
function or any ceremony. A function is celebrated in an auditorium. Watching a
film is another recreation element in a cinema hall. Watching drama in a theatre
hall 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. If
the story of the film is full of tender feelings 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 hall for enjoying cinema, function & theater.
Consumer credit (car loan) offered by our banks helps the middle class people to

buy a car/ motorcycle for maintaining their entertainment activities.

V10: Borrowed consumer credit to purchase computer helps the children to play
game - The mean score (3.6100), standard deviation score (1.17975) and factor
loading (0.697) of this variable are statistically significant. These indicate that
computer helps the people mainly children to play game. Mohiuddin & Kashem
(2008) described that sports and games are 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 cares and anxieties. Games are so refreshing that even
spectators are enlivened by them. If you look at the faces of thousands of
spectators-young and old-we find that they are beaming with excitement and
enjoyment. They clap and shout and forget all of their worries. The children of a
family need computer for playing games, and sometimes for motivating reading

and writing. But ability does not allow a middle class family to buy a computer
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because of their limited income. Consumer credits offered by banks create such
opportunities for buying a computer. Computer helps people to enjoy their

entertainment activities.

Vil: Borrowed consumer credit to purchase car/ motorcycle/ TV helps to enjoy
football, cricket, tennis, athletics, wrestling, motorcycle racing, boat racing,
hicyele racing eic.- The mean score (3.4300), standard deviation score (1.29689)
and factor loading (0.779) of this variable are statistically significant. These
indicate that car/ motorcycle helps people to go to stadium or venue to enjoy
football, cricket, tennis, athletics, wrestling, motorcycle racing, boat racing, and
bicycle racing etc. A man can go to stadium for excellent means of recrcation
for enjoying sports & games. Our daily work puts great strain on our energies. It
pives us fresh vigor and energy and makes us forget 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. They 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 family to buy a car
because of their limited income. Consumer credits offered by banks create such
opportunities for buying a car. Car helps people to enjoy their entertainment

activities.

Vi2: Borrowed consumer credit to purchase computer helps to browse or
internet shopping- The 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 buy computer for
internet (one of many causes) use. By using internet a man can chat with other.
They 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. They can easily
buy anything by using internet. Though it has no vast application in our country
now, but it has a great future. In a developed country like America, internet is

popular communicating media. Money is necessary for buying computer to use
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internet. Middle class people who have no money for buying computer can

borrow loan from bank.

3. Social Activities Factors: This aspect of lifestyle is concerned with
involvement in social activities. High variance (13.79 %) of this factor indicates
that there is a strong association between people social activitics and using
household goods borrowed by consumer credit. The strong correlation among
v13, vi4, v15 variables indicates social activities factor. Social activities are
highly involved in using household goods. Social activities arc underlying

dimension of the following variables.

V13: Borrowed consumer credit to purchase car/ motorcycle/ TV helps to carry
out social roles- The mean score (2.5100), standard deviation score (1.30651)
and factor loading (0.772) of this variable significantly support the hypothesis.
High factor loading of this variable mainly indicates as social factor. People
live in a society. They perform different activities for people of the society.
People in socicty are connected with activities in which people meet cach other
for pleasure. Social events indicate our pattern of interaction with other people.
Various form of pressure from others (family, friends, coworkers ctc.) affects
what is acceptable to buy at some given time. Clarke (1989) identified that
Weber’s (1948) conception of lifestyle is not in dependent of class but is merely
manifestation of class membership. This holds especially true for visible items.
A car/ motorcycle helps people to meet each other. A sofa sct helps people to sit
comfortably and interact with each other. TV helps them to know about the fact,
value, cultural activities of their society. Household goods (like furniture,
computer, car, TV, motorcycle) are needed by pressure of others (family, friends
& coworkers who are the members of the society). All of these household goods
play a vital role for people’s activitics. Personal relationships and social
networks play their roles for debtors. Consumer debt involves individual’s ties
with many other actors in the network. A study on consumer saving, found that
non-savers hide their financial situations from their relatives and friends (lL.unt

and Livingstone. 1991), which indicates that social support varies upon people’s
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financial situations, like sofa sets, TV, freeze which, if’ not acceptable by a
certain  peer group, may causes personal embarrassment (Berkman &
Gilson.1978). Houschold goods (like TV, fridge, sofa sct) help them to speed
their lifestyle activities. But they need money to buy household goods. Limited
income people have opportunity to borrow money for buying household goods
from the banks. So. houschold goods (like TV, fridge, sofa set) bought by

consumer credit is strongly associated with people’s social activities.

Vid: Borrowed consumer credit to purchase car/ motorcycle helps to go 1o
community center for performing community activity-The mean score (3.39) and
standard deviation score (1.42059) of this variable support the hypothesis but
factor loading (0.376) was not good. Household goods (like car, motorcycle) are
necessary for going lo maintain community activity. Weak factor loading
indicate that people buy car to maintain community activities but it is not a

major cause.

V15- Borrowed consumer credit to purchase car/ TV/ motorcycle/ computer
helps to transmit value to others- The mean score (2.3500), standard deviation
score (01.30557) and factor loading (0.779) of this variable indicate positive
relation with the social activities of people. People learn value from watching

TV. Values play an important role for individuals, “guiding actions, attitudes,

judgment, and comparisons across specific objects” (Rokeach, 1973; Robert and

Jones, 2001). The value consumers’ place on particular possessions is made in
terms of personal values. The possessions people hold as important are a
reflection of their values (Richins, 1992). It is clear that patterns of consumption
will be the result of consumer values. People transmit their value to others by
using houschold goods like computers, TV ete. Factor loading of this variable
indicate a dimension called social activities. Limited income middle class people
require money for buying houschold goods. Banks help them to sanction

consumer credit for buying this product to transmit the value to others.



Dhaka University Institutional Repository
FForm the above discussion; it is concluded that people borrow consumer credit
to buy houschold goods for performing their work, doing their entertainment

activities & social activities.

Step -7.2: The relationship between consumer credit and People’s lifestyle
interests

The analysis of the study supports the second hypothesis that there is a strong
association between consumer credit and people’s lifestyle interest. The findings
of the study show that people borrow consumer credit to buy houschold goods
for the interest ol their family, home, recreation, food and fashion. People’s
lifestyle interest was measured by using 15 variables; cach variable was
measured on 5 point likert scale (1=strongly disagree, 2— disagree, 3-neutral,
4=agree, 5=strongly agree) with an overall mean score of 3.80 & standard
deviation of 1.19. The overall mean score and standard deviation score indicate
positive relation of the people’s interests and consumer credit. People’s interests
are lifestyle variables associated with the household products which are bought
by consumer credit. Factors loading of variables and % of variance of the factors
shown in table-7.2.1 prove the hypothesis that there 1s a strong association

between consumer credit and people’s lifestyle interests.

These 15 variables and five factors of lifestyle interests are:

1. Family Factor: This aspect of lifestyle is concerned with involvement in
interest to family. High ecigenvalue (4.084) & % variance (27.225) of this factor
indicate that there is a strong association between people interest to family and
using houschold goods bought by consumer credit. The strong correlation
among v5, v7, v9, v10, v11 variables indicates lamily interest factor. People
have interest to their family. The family is the most important consumer buying
organization in society. Husband 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.
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Some lifestyle (interests)variables, eigenvalue, factor loading of

variables and % of variance of factors related to consumer credit.

| Brief
name of
Factors

F2

T
wn

| b

Home

Factors
interpret
ation

(% of
variance
explaine

Family
(27.23)

(18.24)

%}

Recrea
tion
(11.79)

' Food
(10.01) |

Fashion
(9.25)

Figen | Factors

value

4.08

1.77

1.50

| 888

| loading

867

Name of Variables

V5: Borrowed consumer credit to purchase houschold
goods helps to get affiliation of family solidarity.
relaxation and relationship.

807

V7: Borrowed consumer credit 1o puthcm, household |
goods helps to exhibit family status.

749

857

V9: Borrowed consumer credit to purchd% ‘sofa set
helps family members to comfort sitting on sofa set.

V10: Borrowed consumer credit to purchase dinning
table helps family members to comfort sitting and
eating on dinning table.

VI1: Borrowed consumer credit to purchase bed
(khat) helps to comfort sleeping on bed (khat) for
family members.

V2: Borrowed consumer credit to pumhasc TV lu,lps

to stay at home for leisure time and entertainment,
thereby avoiding issues such as pollution.

V3: Borrowed consumer credit to purchase houschold

goods helps to perform household task

V13: Borrowed consumer credit to purchase TV/
|c0mputer/ car/ motorcycle helps to collect lots of
| information about home.

861

809

789

v4: Borrowed consumer credit to purchase car/
motorcycle helps to maintain community.

V6: Borrowed consumer credit to leILl‘ld‘-C “car/
motorcycle helps the family members to visit
enjoyable places for recreation.

V8: Borrowed consumer credit to puthdsL houschold
goods helps people to reduce emotion. worries,
problem, and tiredness.

877

896

V15: Borrowed consumer credit to pun.hdsu. blender
machine/ oven/ pressure cooker helps people to enjoy
fast food. drink juice & other tasty food.

V1: Borrowed consumer credit to purchase fridge |
helps to keep food. fruits. vegetables etc. fresh. |

876

.
V12: Borrowed consumer credit to ])UILhdSL TV |
computer helps to find out latest fashion. I

891

V14: Borrowed consumer credit to le]LhdbC
household goods helps to decorate the home in a new
style.
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V5. Borrowed consumer credit to purchase houscehold goods helps to get
affiliation of family solidarity, relaxation and relationship-This variable has
very much positive relation with the hypothesis. The mean score (3.9500),
standard deviation score (1.19236) and factor loading (.867) of this variable
indicate that using houschold goods bought by consumer credit solves different
interest to family of the people. People are very much interested to their family.
IFamily is a group consisting of one or two parents and their children. Family
members can strongly influence buyers’ behavior. Family is the most important
consumer buying organization in society, and it has been rescarched extensively.
Marketers (here bankers) are interested in the roles and influence of the
husband, wife and children on the purchase of different products and services.
Husband-wife involvement varies widely by products categories and by stage in

ge with evolving consumer lifestyle

&

the buying process. Buying roles chan
(Kotlar & Armostrong, 2007). People want to buy houschold goods for getting
affiliation of family solidarity, relaxation and relationship. But sometime
financial ability does not allow them to buy these kinds of products. They
require credit to increase their financial ability for the houschold consumption.
Consumer credit helps people to buy household goods for the immediate use of

their family members.

V7. Borrowed consumer credit to purchase household goods helps to exhibit
family members ' status- The mean score (3.82), standard deviation score (1.29),
factor loading (.807) of this variable indicate positive relation with the interest
of family status of people. People are very much interested to show their family
status. Today, status is seen more through ownership of status products than
through personal, occupational, or family reputation (Eastman ct al., 1997).
People who are very much interested to their family members’ status, they
required money to buy household goods for showing their status. Consumption
needs (to use car, 1V, fridge, computer etc.) do not always match the flow of
income accruing to consumers. Consumer credit offered by our banks can fill up
this gap. People who are very much interested to exhibit family member’s status

can buy household goods by borrowing consumer credit.
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V9: Borrowed consumer credit to purchase sofa set helps family members and
others to comfort sitting on sofa set -The mean score (3.9600), standard
deviation score (1.17997) and factor loading (.749) of this variable indicate
positive relation with the interest of people. People, who are very much
interested to their family, want to buy sofa set for family members comfort
sitting. Sofa set is very much necessary for family members to maintain guest &
to show their status to the society. It is also necessary for passing leisure time by
watching TV, rcading book & gossiping with family members. But it is
impossible for them to buy a sofa set who have limited income but not savings.
They need money for buying sofa set. Consumer credit offered by our banks is a
gcood source for borrowing money. They can buy a sofa set for their family

members by borrowing money from the banks for increasing their life style.

V10: Borrowed consumer credit to purchase dinning table helps  family
members to comfort sitting and eating on dinning table - The mean score
(3.9800), standard deviation score (1.13689) 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 for family
members comfort eating on sitting. Dinning table is very much necessary for a
family to maintain guest & to show their status to the society. But all time
money does not support them to buy dinning table. Consumer credit offered by
our banks is a good source for borrowing money. They have opportunity to buy
a dining table for their family members by borrowing money from banks for
increasing their life style. People have interest to buy a dinning table for comfort

sitting in eating of their family members.

VI1: Borrowed consumer credit to purchase khat helps to comfort sleeping on
khat for family members- The mean score (3.9600), standard deviation score
(1.13636) and factor loading (.888) of this variable indicate positive relation
with the interest of people. People who are very much interested to their family

want to buy khat (bed) for family members comfort sleeping. Bed (Khat) is very
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much necessary for a family to maintain guest & to show their status to the
society. It is also helpful for passing leisure time by watching TV, reading book
& gossip with family members. But it is impossible to buy beds for them who
have no savings. They need money for buying bed. Consumer credit offered by
our banks is good source for borrowing money. They have opportunity to buy
beds for their family members by borrowing money from banks for increasing

their life style.

2. Home Factor: This aspect of lifestyle is concerned with involvement in
interest to home. High eigenvalue (2.74) & % of variance (18.239) of this factor
indicate that there is a strong association between people interest to home and
using household goods borrowed by consumer credit. The strong correlation
among v2, v3, v13 variables indicates home interest factor. Buying houschold

goods is highly dependent on the people who are interested to home.

12: Borrowed consumer credit to purchase TV helps to stay at home for leisure
time and entertainment, thereby avoiding issues such as pollution- This variable
is very much related to people’s interest to home. The mean score (3.8500),
standard deviation score (1.29782) and factor loading (.875) of this variable
significantly support the hypothesis. Well decoration ol a home is very much
necessary to stay there in long time. Film, movie, music ete. are used to
entertain people. People enjoy cinema, drama, and such other popular programs
by watching TV, VCP, VCR and listening radio. After a day’s or week’s hard
work, people’s hcart naturally wish to have some amusement (entertainment).

They can enjoy story, music, dancing and see sight and facts of life at a nominal

give great reliel to their

=

cost by watching TV, VCP or listening radio. All these
mind (Mohiuddin & Kashem, 2008). If the necessary household goods are
present at the home, they need not to go to outside for enjoyment. People, who
are interested to home, want to buy houschold goods. They need money to buy
household goods (like TV, VCP or VCR) for staying at home. Some people in
our society have no ability to collect the money for buying these products

because of their limited income. So they need credit. Consumer credit offered by
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different banks can fill up this gap. If people buy a TV by borrowing consumer
credit, they need not to go outside for enjoying cinema, drama ctc. They are
more likely 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 perform
household task -This variable is very much related to people’s interest. The
mean score (4.0500), standard deviation score (1.20080) and factor loading
(0.866) of this variable significantly support the hypothesis. Pcople want to stay
at home not only for leisure time but also for houschold task. They 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.
Computer helps to store & disseminate information. It helps to calculate
transactions etc. Houschold goods are very much necessary for those who want
to perform their home work. Consumption needs (to use cars, TV, 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 buy houschold goods by

borrowing consumer credit.

V13: Borrowed consumer credit to purchase TV/ computer/ car/ motorcycle
helps to collect a lot of information about home- The mean score (4.0200),
standard deviation score (1.21423) and factor loading (0.839) of this variable
indicate positive relation with the interest of people. People collect lots of
information about deccorating the home by watching television and using
computer. Chandler (1994) argued that watching TV helps to shape audience
needs and expectations. They gather information about decoration & style of the
home by watching 1'V. They get information about household goods which help
them to speed their home work. People who are very much interested to gather
information, to show personal identity, to gain integration, to maintain social
interaction, to get entertainment for their families, have necessity to buy a

television and computer. Sometimes the crises ol money do not allow them to
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meet their interest to buy a television or computer. They require loan to buy
home related products. Different banks of Bangladesh come to meet their need

by offering consumer credit.

3. Recreation Factor: This aspect of lifestyle is concerned with the
involvement in interest to recreation. The eigenvalue (1.768) & % of variance
(11.785) of this factor indicate that there is a strong association between
people’s interest to recreation and using houschold goods borrowed by
consumer credit. The strong correlation among v4, v6, v8 variables indicates
people’s interest to recreation factor. Buying houschold goods is highly

dependent on the people who are interested to recreation.

vd: Borrowed consumer credit to purchase car helps to maintain community-
The mean score (3.7800), standard deviation score (1.19409) and factor 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 they need credit. Consumer credit offered by different banks
fills up this gap. So people need credit to buy a car for maintaining their

community activities.

V6: Borrowed consumer credit to purchase car/ motorcycle helps  family
members to visit enjovable place for recreation-The mean score (3.8600),
standard deviation score (1.16359) and factor loading (.809) of this variable
support the hypothesis. The people who are very much 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 family need to go.
Some people want outdoor recreation. They want to go to park, museum, zo0o,
restaurant, lake and other enjoyable places. A car helps them to go there.
Consumer credit loan (car loan) offered by banks helps the middle class people

to buy car for maintaining all of their lifestyle activities.
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V8 Borrowed consumer credit to purchase household goods helps to reduce
emotion, worries, problem, and tiredness - This variable is very much related to
lifestyle interest of people. The mean score (3.8400), standard deviation score
(1.17825) and factor loading (.789) of this variable significantly support the
hypothesis. Most of the people are interested to reduce emotion, worries,
problem, and tiredness of them and their family members. By watching TV
programmes (like dance, song, drama), a person can rcduce his emotion,
worries, problem, and tiredness. Comfort sitting on sofa set reduces people’s
tiredness. Visiting enjoyable places by car reduces people worries. Consumers
need houschold goods for reducing their and their family member’s emotion,
worries, problem, and tiredness. But their flows of income do not support to buy
houschold goods. They need credit for buying this product. They can buy
household goods by borrowing consumer credit from banks to reduce emotion,
worries, problem, and tiredness. Borrowed consumer credit to purchase
houschold goods reduces emotion, worries, problem, and tiredness. So,

consumer credit is associated to people’s interest to recreation.

4. Food Factor: This aspect of lifestyle is concerned with involvement in
interest to food. The eigenvalue (1.50) and % of variance (10.01) of this lactor
indicate that there is a strong association between people’s interest to food and
using household goods borrowed by consumer credit. The strong correlation
between v1 and v15 variables indicates that people are interested to food factor.
Buying household goods is highly dependent on the people who are interested to

food.

V15: Borrowed consumer credit to purchase blender machine/ oven/ pressure
cooker helps to enjoy fast food, drink juice & other tasty food- The mean score
(4.0400), standard deviation score (1.08171) and factor loading(.877) of this
variable significantly support the hypothesis. Consumer who is very much
interested to eat varieties of food, they need food preparation materials. They

make juice with the help of blender machine. They warm food with the help of
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oven. They make fast food with the help of toaster machine. Sometimes they
face financial crises to meet their interests to buy a blender machine/ oven/
pressure cooker cte. They require loan for buying these household goods.
Different banks of Bangladesh come to meet their need by offering consumer

credit.

Vi Borrowed consumer credit to purchase fridge helps to keep food, [ruits,
vegetables etc. fresh- The mean score (4.0600), standard deviation score
(1.06192) and factor loading (.896) of this variable support the hypothesis.
Keeping food, fruits, vegetables ete. fresh are very much nccessary for people.
Without fresh food, nobody can imagine good health. Fridge is a houschold
product which keeps food, vegetables, and fruits ete. fresh. People are now very
busy. They need to eat on the run. They need to eat breakfast in the car on the

ray to work, munch on a sandwich while walking, or cat lunch at their desks.
They need to take less time spent in preparing and eating food. Fridge, pressure
cooker, blender and microwave ovens are very much necessary for solving these
problems. People make bread and fry eggs in idle time. They buy food, fruits,
and vegetables in holiday or idle time. They keep these into fridge. They make
warm these by microwave ovens and consume it into busy time. In this way,
people can activate their work by maintaining good health. But limited income
middle class people have no ability to buy a fridge or microwave ovens. Some
banks in our country come to solve these problems. They offer consumer credit
to the people for buying household goods like fridge, microwave oven, blender,
pressure cooker to increase their lifestyle. So Borrowed consumer credit to
purchase household goods (like oven, pressure cooker ctc.) is very much related

Lo peoples” interest to food.

5. Fashion Factor: This aspect of lifestyle is concerned with the involvement in
interest to fashion. The eigenvalue (1.388) & % of variance (9.25) of this factor
indicate that there is a strong association between people interest to fashion and
using household goods borrowed by consumer credit. The strong correlation

between v12 & vl14 variables indicates that people arc interested to fashion
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factor. Buying houschold goods is highly dependent on the people who are

interested to fashion.

V12: Borrowed consumer credit to purchase TV/ computer helps to find out
latest fashion-The mean score (2.9600), standard deviation score (1.30206) and
factor loading (.876) of this variable indicate positive relation with the interest
of people. Pcople collect lot of information by watching television, using
computer. In this regard, Chandler (1994) argued that watching TV helps to
shape audience nceds and expectations. Most of the consumers gather
knowledge about the fashion from TV advertisement. They are also learning
about the fashion from film. They mainly follow the fashion of reference group
(secondary) like film star, hero, heroin, sportsman, singer by watching TV. The
TV helps a consumer to follow the latest fashion. They can also collect
information by using computer. Limited income middle class people borrow

consumer credit to buy TV for finding out latest fashion.

Vi4: Borrowed consumer credit to purchase household goods helps to decorate
the home in a new stvle- The mean score (2.8300), standard deviation score
(1.23954) and factor loading (.891) of this variable indicate a positive relation to
people interest to fashion. People want to decorate their house in a new style.
House can be decorated by household goods like TV, fridge, sofa set, almira,
showecase etc. Well decoration of a house indicates the lifestyle of people.
People want to show their lifestyle in the society. Well decoration is possible
only when money is available. But limited income people need money to buy
houschold goods for decorating their home. They have opportunity to borrow
consumer credit from the banks for buying household goods to ensure the well

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 family, home, recreation,

food & fashion. So there is a strong association between consumer credit &
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people’s lifestyle interests. Borrowed consumer credit to purchase houschold

eoods helps to satisfy the interest of people.

Step -7.3: The rclationship between consumer credit and People’s lifestyle
opinions

The analysis of the study supports the third hypothesis that there is a strong
association between consumer credit and people’s opinion. People express their
opinion according to the view of 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. People’s opinion is measured by using 13 variables; each
variable is measured on S point likert scale (1=strongly disagree, 2—disagree,
3-Neutral, 4-agree, 5 strongly agree). The overall mean score & standard
deviation score are 3.008 & 1.16 respectively. The overall mean score and
standard deviation score indicate positive relation of the people’s opinions and
consumer credit. People normally buy 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 are very much necessary
for doing these. Factor loading, eigenvalue and % of variance of lifestyle
opinion variables related to consumer credit are shown (table-7.3.1) the

relationship between consumer credit & lifestyle opinion.

These thirteen variables and five factors of lifestyle opinion are:

1. Oneself Factor: This aspect of lifestyle is concerned with involvement in
opinion of oneself. High eigenvalue (2.214) & % of variance (17.031) of this
factor indicate that there is a strong association between people opinion of
themselves and using houschold goods borrowed by consumer credit. The strong
correlation among v8, vl, v13 variables indicates opinion factor. Buying

household goods is highly depending on the opinion of the people to themselves.
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Some lifestyle (opinion/attitude) variables,

factors loading of

variables, eigenvalue and % of variance of lactors related to consumer credit.

| Brief Faclors
name interpretatio
of n(%oof
Factors | variance
- | explained)
I3 oneself
(17.03)
F2 economics
(18.72)
F1 | social
(19.31)
| K4 | education
(11.57)
s | culture
(10.97)
L,'(\.\'.

block of lifestvle-The mean score (3.7500), standard deviation score

Ligen
value

rJ
D

[S8]
n

IFactors
loading

| goods helps to build block of lifestyle.

Name of Variables

V8: Borrowed consumer credit to purchase houschold

Borrowed consumer credit to purchasc TV helps |
model of

Vi:
to find reinforcement for personal value,
' behavior, insight oneself, improved oneself.

V13: Borrowed consumer credit to purchase fridge |
helps to improve health. -

V5: Borrowed consumer credit to purchase computer/
TV helps to save time & money because of getting
information, preparing class note/ lecture sheet/
number of examination scripts etc. in a short time.

888

V6: Borrowed consumer credit to puuhase car/
motorcycle helps to save time & money because of
going any where in a short time.

897

V10: Borrowed consumer credit to pumhdqc fndgu
helps to store food for later consumption, keep extra
food fresh saved from daily life

V7: Borrowed consumer uedlt to purchase
| motorcycle helps to communicate with others.

V9: Borrowed consumer credit to pumlws; household |
goods helps to differentiate the identity from others in
“the society.

V1l: Borrowed
household goods
reflection of values.
V2: Borrowed consumer credit to pu;chdSt. car helps |
to go to school/ college/ university/ madrasa for

learning.

credit  to
get  possessions

consumer

helps to as a

credit to purchase
gather knowledge such as learning
distance education, new facts. cooking, real fact of the
society, business. science, medical. cultural values etc.

credit 1o purchase TV/
computer helps to get intrinsic cultural or aesthetic

.885 V4: Bonovu,d consumer

computer helps to
878 V3: Borrowed consumer

enjoyment like dance, drama, song etc.
863 V12:

Borrowed consumer credit to purchase fridge
helps to maintain guests.

Borrowed consumer credit to purchase household goods helps to build

(1.33617)

and factor loading (.841) of this variable show the positive relation of the

people’s opinions.

Some people think that products are building blocks of

car/

purchase

=




147

Dhaka University Institutional Repository
lifestyles. Consumers often choose products, services, and activities over others
because they arc associated with a certain lifestyle. An individual’s lifestyle
bears the influence of participation in social group and relationships with others.
They need credit to buy household goods to improve themselves. 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 system, they are indexed and
continually recertified (Poster & Kling, 1990). People want to buy product for
building block of their lifestyle. They think that borrowed consumer credit to

purchase houschold goods helps to build block of lifestyle.

V1: Borrowed consumer credit to purchase TV helps to find reinforcement for
personal values, model of behavior, insight oneself, improved oneself- The mean
score (3.7700), standard deviation score (1.33979) and factor loading (.874) of
this variable show the positive relation of people’s opinions. By watching TV,
people want to find reinforcement for their personal values. They learn behavior
from others. They gain knowledge. They 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, vouthfulness, and fitness and health by watching TV. They
need household goods (like TV, computer) to find reinforcement for their
personal values, model of behavior, insight themselves, improvement
themselves. But all the time they are not able to buy household goods because of
their financial crises. They need consumer credit to buy household goods to

express themselves.

V13: Borrowed consumer credit (o purchase houschold goods helps to improve
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 “Health is the root of all happiness”. They

always try to maintain their health. Balanced diet is necessary for good health.
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Fridge is necessary for maintaining balanced dict. They can store food, fruits,
vegetables, meat and fish in fridge. Fridge keeps food fresh. Availability of
household goods also reduces their tension. They want to buy houschold goods
for maintaining their good health. But limited income people are not always able
to buy houschold goods (like fridge, microwave ovens, blender machine etc.).
There are some banks in our country that solve these problems. They offer
consumer credit to the people for buying houschold goods (like fridge,
microwave ovens) which help to improve their health. So, borrowed consumer

credit to purchase houschold goods helps to maintain their health.

2. Economics Factor: This aspect of lifestyle is concerned with involvement in
opinion of economics. High ecigenvalue (2.434) & % variance (18.72) of this
factor indicate that there is a strong association between people opinion of
economics and using houschold goods borrowed by consumer credit. The strong

correlation among v5, v6, v10 variables indicate economics opinion factor.

V5: Borrowed consumer credit to purchase computer/ TV helps to save time &
money because of getting information, preparing class note/ lecture sheet/
number of examination scripts- The mean score (3.4330), standard deviation
score (1.39447) and factor loading (.792) of this variable show positive relation
of people’s opinion. People need computer to do correct, casy, speedy and
efficient calculation. They can collect lot of information by using computer.
They save time and money because they need not to go any where for collecting
information. They save money by preparing class note, lecture sheet,
examination scripts cte. Computer helps to keep data safe and secured for a long
time. They can also buy the printer for printing all of their transaction and
written materials. People hear news and get information from TV. So they need
not to go to anywhere for getting information. But middle class people always
face money problem for buying this kind of goods. Different banks in
Bangladesh offer this loan to people for buying computer. They play a vital role

for middle class people in Bangladesh to save time and money.
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V6: Borrowed consumer credit to purchase car/ motorcycle helps to save time &
money because of going any where in a short  time-The mean score( 3.5700),
standard deviation score (1.31237) and factor loading (0.888) of this variable
significantly support the hypothesis. Lifestyle refers to a pattern of consumption
reflecting a person’s choice of how he or she spends time and money. In
cconomics’ sense, one’s lifestyle represent the way one has clected to allocate
income, both in terms of relative allocation to different products and services,
and to specific alternative within this categories (Zablocki & Kanter,1976). A
person’s economic situation affects his product choice. A person can consider
buying an expensive Nikon if he has enough spendable income, savings, and
interest rate (Kotlar and Armostrong, 2007). The car helps people to go any
places in a short time. Household goods (like TV, computer, car) help pcople to

get information. They need not to go to a destination for getting information.

They easily get it from watching TV, browsing the internet. They save time &
money by downloading information. They can save time and money by using
household goods. Middle class people need consumer credit for buying their

houschold goods for saving time and money.

V10: Borrowed consumer credit to purchase fridge helps to store food for later
consumption, keep extra food fresh saved from daily life- The mean scorce
(3.5300), standard deviation score (1.33678) and factor loading (.897) of this
variable indicate positive relation with the activities of people. Fridge helps to
store food for daily life. People can buy a large amount of food, vegetables and
fruits if they have fridge. Buying 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 fridge. Fridge keeps food fresh. They want to buy houschold goods for
maintaining their good health. But limited income people have no ability to save
money to buy a fridge or microwave ovens. Some banks in our country come to
solve these problems. They offer consumer credit to the people for buying

household goods (like fridge, microwave oven) to increase their lifestyle.
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Borrowed consumer credit to purchase household goods helps to save extra food

fresh from daily lifc.

3. Social Factor: This aspect of lifestyle is concerned with involvement of
opinion in the society. High eigenvalue (2.510) & % of variance (19.307) of this
factor indicate that there is a strong association between people opinion in
society and using houschold goods borrowed by consumer credit. The strong
correlation among v7, v9, v11 variables indicate social opinion factor. Buying

houschold goods highly depends on the social opinion of the people.

V7: Borrowed consumer credit to purchase car helps to communicate with
others- The mean score (3.0600), standard deviation score (1.40576) and factor
loading (0.883) of this variable significantly support the hypothesis. People who
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.
Having 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 income acquiring to consumers.
They require credit for satisfying this need. Consumer credit offered by our
banks comes to satisfy their need. They can easily buy car, computer, television
by borrowing consumer credit. From the above explanation, it is estimated that
there is a strong relationship with people’s opinion in socicty and using

household goods borrowed by consumer credit.

V9: Borrowed consumer credit to purchase houschold goods differentiates the
identity firom others of the society- The mean score (3.0000), standard deviation
score (1.43548) and factor loading (.880) of this variable indicate positive
relation with the opinion of people. This variable indicates social factor. People
opinion is made up from behavior and value of the socicty where they live.
Bourdieu (1984) argued that social life 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 of status-
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generating assets, namely, economic capital (financial resources), social capital
(relationships, network ties, organizational affiliations), and cultural capital
(skills, tastes, knowledge, practices). Weber (1948) argued that divisions in
society arise not only from class, which is based on economic relationships; but
also from status, which is based on honor. A status group is distinguished by the
honor accorded to it by the rest of the society, but also by its particular style of
life (Clarke, 1989). Consumers demonstrate their social power by displaying
their material wealth because wealth is the best indicator of power in modem
society (Bell, 1998). Today, status is shown more through ownership of status
products than through personal, occupational, or family reputation (Lastman et
al.. 1997). People who want to show their family status, they need money to buy
houschold goods. Consumption needs (to use cars, TV, fridge, computer cte.) do
not always match with the flows of income accruing to consumers. Consumer
credit offered by our banks can fill up this gap. People who are very much
motivated to exhibit family member’s status can buy houschold goods by

borrowing consumer credit.

V11: Borrowed consumer credit to purchase household goods helps to get
possessions as reflection of the values- The 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
focus the value of the customer. People try to occupy possessions like TV,
fridge. bed, almira ete. for differentiating themselves from other in the society.
Pcople who thought to exhibit family member’s status can buy houschold goods

by borrowing consumer credit.

4. Education Factor: This aspect of lifestyle is concerned with the involvement
of people opinion about education. High eigenvalue (1.504) & % variance
(11.571) of this factor indicate that there is a strong association between

people’s opinion of education and using household goods borrowed by
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consumer credit. The strong correlation between v2, v4 variables indicate

education opinion factor.

V2: Borrowed consumer credit to purchase car helps to go to school/ college/
university/ madrasa for learning -The mean score (3.8400), standard deviation
score (1.13458) and factor loading (.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 oriented. They always
try to buy the product which will help education. Suppose car helps them to go
to school/ college/ university/ madrasa etc. The children go to school, college,
and madrasa without depending on the kindness of others. They think that they
need car to speed up their educational activities. Consumer credit (car loan)
offered by our banks helps the middle class people to buy car for going to

educational institution.

V4: Borrowed consumer credit to purchase TV helps to gather knowledge such
as learning distance education, new facts, cooking, real fact of the society,
husiness, science, medical, cultural values etc.- The mean score (3.8400),
standard deviation score (1.23681) and factor loading (.885) of this variable
significantly support the hypothesis. People gather knowledge by watching TV.
The television helps to enrich the creative and intellectual lives by broadcasting
fine programs for viewers and listeners of every age. Distance learning,
technology training for teachers, collaborative internet projects and curriculum
focused instructional TV programming is only a few examples. Television
videos are highly valued as teaching tools. The media is seen as especially
effective for reaching visual learners and special population. Decision-making:
behavior modeling; problem-solving; value transmission; legitimization;
information dissemination; substitute schooling ete. social learning is possible
by watching TV. IHousechold goods (TV, Radio, and computer) are necessary for
gathering knowledge. People who are very much interested to gather knowledge
want to buy houschold goods (TV, Radio, and computer). But their flow of

income is not available to buy it. Borrowing consumer credit from the banks is a
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way to purchasc household goods (TV, radio and computer) for gathering

knowledge. So, Consumer credit helps to gather knowledge.

5. Cultural Factor: This aspect of lifestyle is concerned with the involvement
of opinion about culture. High eigenvalue (1.426) & % variance (10.968) of this
factor indicates that there is a strong association between people’s opinion of
culture and using household goods bought by consumer credit. The strong

correlation between v3 & v12 variables indicates the cultural opinion factor.

V3: Borrowed consumer credit to purchase TV helps to get intrinsic cultural or
aesthetic enjoyment like dance, drama, song etc.- The 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 TV. They learn their
cultural value by watching TV. People transmit their value to others by using
household goods like computers, TV etc. Limited income middle class pcople
require money for buying household goods (like computer, TV) for getting
intrinsic cultural and aesthetics enjoyment. Banks help them to sanction

consumer credit for buying this product.

V12: Borrowed consumer credit to purchase household goods helps to maintain
guests. The mean score (2.8600), standard deviation score (1.37084) and factor
loading (.863) of this variable show positive relation of pcople’s opinion’s.
There are some people who have attitude to maintain guest. Sofa set is needed
for comfort sitting ol guests. Fridge is needed for ready and fresh food for
ouests. TV is needed for entertainment of guest. Houschold goods are necessary
for maintaining their guests. But limited income people need credit to buy
household goods (like fridge, sofa set, TV, or microwave ovens). There are
some banks in our country come to solve these problems. They offer consumer
credit to the people for buying houschold goods (like fridge, sofa set, TV, or
microwave ovens) to increase their lifestyle. People can borrow consumer credit

to buy household goods for maintaining their guests.
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Form the above discussion; it can be concluded that there is a strong association
between consumer credit & people’s opinion to themselves, cconomics, social,
education and culture. So, there is a strong association between consumer credit

and people’s opinion.

Step7.4: The relationship between consumer credit and demographic factors
Demographic factor involve age, sex, education, income, occupation, family
lifecycle ete. Marketers are very much interested to demographic variables.
Because it involves people and people make up market. Analyzing of

demographic variable is very much necessary for consumer credit marketing.

The age of the household head is expected to have an important impact on the
amount of total debt and different types of debt that houscholds maintained.
Installment debt has been found to be the highest among middle aged (35-54
years) house holds (Canner, 1988). IFrom analysis of the age structure of this
thesis, it 1s proved that 30-45 years aged people are more users of the consumer
goods. Young aged 30-45 years & middle aged 45-60 years are also users of the
consumer credit. So there is a strong relationship between age structure of the

borrowers & consumer credit.

Mandell (1973) identified that education has more favorable attitudes toward the
use of credit card. Person with higher education are thought to be more likely to
know about credit. The percentage of Graduate-Post Graduate education level
borrowers is more. The percentage of borrowers of 11.S.C-Graduate 1s not so

more. The percentage of Post Graduate-above borrowers is limited. The
percentage of bellow S.S.C borrowers is very limited. So education qualification

is related to borrow consumer credit.

Literature review showed that along with the growth of consumer credit, there
was an increasc in the use of consumer credit among families whose income was
lower than the majority of families in the mid-1980s (Hu & Mecks, 1994). I'rom

the analysis of the data; it is proved that middle income people between tk.
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10000-19999 income level borrowers use more consumer credit. The percentage
of borrowers’ income level between tk. 20000- 29999 & tk. 5000-9999 is not so
less. The percentage of income level 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.

Person’s occupation affects the buying pattern of 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. Example, computer software
companies will design different products for brand managers, accountants,
engineers, lawyers, and doctors (Kotlar and Armostrong, 2007). Consumer
credit helps solvent service holders and professional having fixed income group
for acquisition of private cars/ motorcycles and thus to help them to improve
their professional efficiency and the standard of living (Islami Bank Bangladesh
L.td.. 2005). The findings of the study show that the percentage of service holder

borrowers is more. The percentage of business borrowers is not so less.

From 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 lifecycle
structure of this thesis, it is proved that the percentage of married without
children & married with one child under 6 year’s old borrowers is high. The
percentage of married with two children one over 6 year’s old borrowers is not
so bad. The percentage of unmarried borrowers is very limited. From the above
discussion, it is clear that there is a strong association between demographic
rariables and consumer credit.

Finally; it is concluded that there is a strong association between consumer
credit & people’s lifestyle activities, interests, opinions and demographics.
Borrowed consumer credit to purchase housechold goods helps to increase the

lifestyle of people of Bangladesh.
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CHAPTER EIGHT
IMPLICATION, FUTURE RESEARCH & CONCLUSION

8.1: Implication of the Study

The study establishes the relevance of consumer credit influence on consumer
lifestyle. This implics that managers of banks are likely to benelit considerably
in targeting and positioning and their media communication by focusing their
attention on the ongoing changes in lifestyle patterns of their consumers by

using houschold goods borrowed by consumer credit.

Pcople borrow consumer credit to buy product to increase their lifestyle.
[Lifestyle is expressed by activitiecs mainly work performance, entertainment
activities & social activities. Car, computer, sewing machine, washing machine,
almira, wardrobe, pressure cooker and blender etc. houschold goods are very
much helpful to increase the flow of work performance. The television,
computer, VCP, VCR, car etc. are very much helpful to increase the flow of
entertainment activities. Television, car, furniture etc. are very much helpful to
increase the flow of social activities. These are justified by factor analysis of this
study. The managers of banks have opportunity to focus attention to the segment
of the consumers who are interested to increase their lifestyle activities by

borrowing consumer credit.

The study 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 credit and lifestyle
activities. Considering lifestyle activities (work performance, entertainment
activities, social activities), manager can offer consumer credit to the customers
for buying household goods best fitted for their need. This thesis will help
managers to offer consumer credit to best fitted to the lifestyle activities of the

people.
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[ifestyle is also expressed by interest factor; mainly, interest to family, home,
recreation, fashion and food. People buy goods for the interest of their family
members & home. They are interested to eat {resh and healthy food. Borrowed
consumer credit to buy household goods (like TV, fridge. computer, furniture,
car and motorcycle) helps them to fulfill the expected requirement of the interest
of family members. I'urniture, TV, fridge, khat, almira, dinning table, sofa sct is
very much necessary for well decorated home. Fridge, blender machine, micro
oven are necessary for fresh and available food and also balanced diet. TV,
computer etc. help to fulfill the recreation interest of the people by different kind
of program circulated by different channels. House holds goods show status of
the family. These help people to differentiate them from other members of the
society. They learn fashion from watching T'V. The findings of the thesis will be
very much helpful for managers to make understand the consumer by
communicating that using household goods borrowed by consumer credit helps
people to satisfy their desired interest (to family, home, recreation, fashion &

food) .

Another factor of lifestyle is their opinions in terms of their view of themselves
and the world around them. Oneself, social issues, economics, education, and
culture are factors of lifestyle opinions. Consumers often choose products,
services, and activities over others because they are associated with a certain
lifestyle. Lifestyle marketing strategies attempt to position a product by fitting it
into an existing pattern of consumption. Because a goal of lifestyle marketing
strategy is to allow consumers to pursue their chosen ways 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 setting. Consumers are opined to utilize
varying allotments of status-generating assets, namely, cconomic capital
(financial resources), social capital (relationships, network ties, organizational
alfiliations), and cultural capital (skills, tastes, knowledge, practices). The goal
of associating a product with a social situation is a long standing for an

advertisers. Consumers” opinion is to buy goods to fit for their culture. They
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require better cducation. They watch different kind ol educational program by
watching TV. They learn culture from the TV; maintain culture by car,
motorcycle, furniture etc. household goods. Marketing managers of the banks
have to concern about the opinion of the consumer for selling the consumer
credit. They have to make promotional activities fit for the opinion of the
consumer. This study will be very much helpful for managers of banks to
understand customers’ opinion for setting marketing strategy like selling and

promoting consumer credit scheme.

People tend to borrow when they are young, save during middle age & spend
down after retirement. Men and women are socialized to perceive, use, and
value money differently. Literature suggests that women borrowed more than
man but in our country it is reversed. This 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.

The study will be helpful to managers to focus on the customer on the point that

consumer credit has made outstanding contributions to the lifestyle of people.

This study will be helpful for managers to make understand the consumer that
installment buying is an enforced form of savings. Pcople will economize in
order to be able to meet installments when they become duc but may refuse to
cconomize for the mere sake of accumulating money. “Pay as you ride”, in the

5

case of automobiles, and “pay while you are watching,” in the case of TV and
other instruments, arc 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 of possessing them, even though they have not been paid for in full.
Consumer credit provides the desired article first and then encourage the buyer

put aside a certain amount weekly and monthly in payment for it.
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The standards of one’s living is judged today in large measurcs by the number
and kinds of durable goods and costly articles in his possessions, as well as by
his consumptions of items yielding cultural and aesthetic satisfaction. Consumer
credit may be an aid to raising the levels of one’s living in terms of these
standards. Installment plan encourages culture for it enables the poor as well as
the rich to enjoy the better things in life. The better music and educational
messages often heard over the radio or seen on TV are but one illustration of
what has been made available through installment credit to the masses of our
population who would otherwise be deprived of them all together. It has aided
people in securing higher standards of living, c¢ducation, comforts,
conveniences, clliciency, recreation and health. Not only 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 stecady progress, installments credit
contributes a higher standard of living not only over a short period of time, but
in the long run as well. In this case, marketers can use promotional appeals &
other marketing strategy for motivating the consumer to borrow consumer

credit.

Consumers use consumer credit for their necessity. They are responsible for
many of their occasions like birth, sickness and similar events. This thesis will
help consumer to know the way to meet their necessity by using household
goods. Studied lesson from this thesis about the necessity & emergency of the
consumer, managers of the banks have opportunity to take necessary marketing

policy regarding need of the consumer.

The study will be helpful to the people who want to know about the consumer
credit and lifestyle. It will also help the people who will conduct the research

regarding consumer credit and lifestyle.
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8.2: Future Research

Future research may be to determine the relationship between marriage loan &
lifestyle. There may be an investigation between vacation loan & lifestyle. As
activities, interests, opinions and demographics are lifestyle dimension (factor),
micro credit as lifestyle facilitators may be a topic of the research. Consumer
credit marketing system & consumer credit marketing strategy may also be
another two areas for future research. Car loan as lifestyle facilitators may be

another area for future research.

8.3: Conclusion

From the study, it can be concluded that consumer credits have great impact on
lifestyle 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,
ecconomics). But sometimes middle or limited income people’s ability does not
match with their expectation. They require loan from others for satisfying their
expectation. There are some banks in our country which come to solve this
problem. Banks offer consumer credit to middle class people for buying
household goods (TV, fridge, computer, car, washing 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

factors (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 borrow consumer
credit to purchase household goods for upgrading their lifestyle. In a
consumption environment, a person chooses a product or brand, which secems to
possess a maximum possibility of the definition 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 life style, identify it through the products or
brands chosen. This thesis will help manager to understand the individual’s
consumer credit consumption behavior by analyzing the details of his life style
system, which will help them to take marketing strategy to expand the consumer
credit scheme. Consequently, this thesis showing that there is a causal effect of
the individual’s life style on his consumer credit consumption behavior. This
thesis will help manager to make different strategy for overcoming the limitation
of existing consumer credit scheme in different banks of Bangladesh. They can
make different strategy for improving the consumer credit scheme so that it can

be ensured the upgrading of the lifestyle of people.
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APPENDICES

Appendix- A

a) Questionnaire- 1

Questionnaire on Television

Section-A

Name ol borrower:
Bank:

Amount of loan:
Purpose:

Hello! My name is Ataur Rahman. I am an interviewer as the Ph.D. student of Dhaka
University. I am conducting a thesis on the topic of “Consumer Credit: A Banking Product
to Upgrade the Life Style of People of Bangladesh.” Would you please spare a few minutes
to answer some questions? [ assure you that your answer will be kept completely
confidential.

Yt

. What does money mean to you?

)

. Why do you use credit?

3

3. Do you think consumer credit meets your emergency needs?
How?

4. Do you think consumer credit meets enjoying your life?
How?

5. Does consumer credit increase your standard of living?
How?

6. Does consumer credit relieve your distress?
How?

7. Does consumer credit develop mass production for durables goods?
How?
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8. Do you think consumer credit promoted high production for durables goods?
How?

9. Do you think consumer credit promoted high employment?
How?

10. Do you think consumer credit create more wealth?
How?

11. Does consumer credit create employment?
How?

12. Do you think consumer credit preserves your savings?
How?

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

1. Please answer the following questions:

(DDo vyou think that consumer credit borrowed, and bought houschold products had
produced any change in your lifestyle activities?

Yes L1 No If ‘no’, Why?

If *Yes’, Please circle the number against each of the following changes of the activities

(a) Entertainment Strongly Dis  Strongly

agree Agree  Neutral -agree disagree
-Borrowed consumer credit to purchase TV helps to
enjoy football, cricket, tennis, badminton, wrestling .
athletics, bicycle racing. motorcycle racing. boat racing

and other games. 5 4 3 2 1

(b) Social events Strongly Dis  Strongly
agree Agree  Neutral -agree disagree

-Borrowed consumer credit to purchase television helps

to transmit value to others. 5 4 3 2 1

-Borrowed consumer credit to purchase TV helps to carry out

social roles. 5 4 3 2 1
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2. Please answer the following questions:

(I) Do you think that consumer credit borrowed, and bought household products had
produced any Chanﬁcjin your lifestyle interest?

Yes L1 No If ‘no’, Why?

If“Yes’, please circle the number against each of the following changes to your interest

(tl) [*'amily Strongly Dis  Swuongly

agree Agree  Neutral -agree disagree
-Borrowed consumer credit to purchase television helps
to get affiliation of family solidarity, relaxation and

relationship. 5 4 3 2 1

-Borrowed consumer credit to purchase TV helps to exhibit

family status. 5 4 3 2 1

(b) [Home Strongly Dis  Strongly
agree Agree  Neutral -agree disagree

-Borrowed consumer credit to purchase TV helps to

stay at home for leisure time and entertainment, thereby

avoiding issues such as pollution. 3 4 3 2 1

-Borrowed consumer credit to purchase TV helps to collect

lots of information about home. 5 4 3 2 1

(b) Recreation Strongly Dis  Strongly
agree Agree Neutral -agree  disagree

-Borrowed consumer credit to purchase television helps to

reduce emotion. worries, problem, tiredness. : 4 3 2 1

(c) [Fashion Strongly Dis  Strongly
agree Agree Neutral -agree disagree

-Borrowed consumer credit to purchase TV helps to find

out latest fashion. 5 4 3 2 I

-Borrowed consumer credit to purchase TV helps to

decorate the home. 5 4 3 2 1
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3. Please answer the following questions:

()Do you think that consumer credit borrowed. and bought durable products are related to
lifestyle opinion/attitudes?

Yes 1 No [ If‘no’, Why?

If “Yes’. please circle the number against each of the following relation to your opinion

(a) Yourself Strongly s Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase household goods helps to

build block of lifestyle. 5 4 3 2 1

Borrowed consumer credit to purchase TV helps to find
reinforcement for personal value, model of behavior, insight

yourself, improved yourself. 3 4 3 2 1

{h) Social issues Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase household goods helps to

differentiate the identity from others in the society. 5 4 3 2 1

Borrowed consumer credit to purchase household goods helps to

meeelrre s sealeeBcts, G 5 4 3 p)

get possessions as a reflection of values. J 3 2 ]

(¢) Education Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase television helps

to learn distance education, new facts, cooking, real

fact of the society, business , science, medical etc. 5 4 3 2 1

(e) Culture Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase TV helps to get intrinsic

cultural or aesthetic enjoyment like dance, drama, song etc. 5 4 3 2 1

() Economics Strongly Dis Strongly
agree Agree  Neutral -apree  disagree

-Borrowed consumer credit to purchase television helps
to save time & money. because of getting information. g 4 3 2 1

2
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Section-¢

1. Please answer the following questions:
(I)Do you think that consumer credit borrowed, and bought household products are related

to your demographic characteristics?
If *no’, Why?

Yes 1 No

If “Yes’, Please tick the number against each of the following related variables

(a) Age (Years)
-0-15

-15-30

-30-45

-45-60
-60-avobe

(b) Education

-Bellow S.S.C
-88.C-HS.C

- H.S.C -Graduate

- Graduate -Post Graduate
- Post Graduate —above

(c) Household income

- Less than $5,000

- Between $10,000 and $19,999
- Between $30.000 and $39,999
- Between $50.000 and $59.999
- More than $70,000.

(d) Occupation

-Agriculture

-Business

-Service holder (i) Govt. Job
(i1) Private Job

(e) Family Lifecycle
-Unmarried
-Married without children

- Between $5,000 and $9.,999
- Between $20,000 and $29.999
- Between $40.000 and $49.999

- Between $60,000 and $69,999 and

-Married with one children one under 6 years old
-Married with two children (one is over 6 years old)

Thanks
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b) Questionnaire- 2

Questionnaire on Computer

Section-A

Name of borrower:
Bank:
Amount of loan:

Purpose:

188

Hello! My name is Ataur Rahman. I am an interviewer as the Ph.D. student of Dhaka
University. I am conducting a thesis on the topic of “Consumer Credit: A Banking Product
to Upgrade the Life Style of People of Bangladesh.” Would you please spare a few minutes
to answer some questions? I assure you that your answer will be kept completely

confidential.

I. What does money mean to you?

(o

. Why do you use credit?

3. Do you think consumer credit meets your emergency needs?
How?

4. Do you think consumer credit meets enjoying your life?
How?

5. Does consumer credit increase your standard of living?
How?

6. Does consumer credit relieve your distress?
How?

7. Does consumer credit developed mass production for durables goods?
How?

8. Do you think consumer credit promoted high production for durables goods?
How?

9. Do you think consumer credit promoted high employment?
How?
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10. Do you think consumer credit create more wealth?
How?

11. Does consumer credit create employment?
How?

12. Do you think consumer credit preserves your savings?
How?

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 the following questions:

189

(Do you think that consumer credit borrowed, and bought houschold products had

produced any change in lifestyle activities?
Yes L1 No ] If ‘no’, Why?...

If *Yes’, Please circle the number against each of the following changes of the activities

(a)Work Strongly

agree Agree
-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. 5 4
(b) Entertainment Strongly
agree Agree

-Borrowed consumer credit to purchase computer helps
the children to play game 5 4

Borrowed consumer credit to purchase computer helps to browse

or internet shopping. 5 4
(¢) Social Strongly
agree Agree

-Borrowed consumer credit to purchase computer helps to
transmit value to others. 5 4

Neutral

J

Neutral

o

d

Neutral

-
2

Dis
-agree

Dis
-agree

A
L

[49)

Di

-agree

s

2

Strongly
disagree

Strongly
disagree

Strongly
disagree
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2. Please answer the following questions:

(I)Do you think that consumer credit borrowed, and bought products had produced any
change in your lifestyle interest?

Yes L1 No [ If‘no’, Why?

[f “Yes’, please circle the number against each of the following changes of your interest
(a) Family Strongly Dis  Strongly
agree Agree  Neutral -agree disagree

-Borrowed consumer credit to purchase computer helps to

exhibit family status 3 4 3 2 l

-Borrowed consumer credit to purchase household product

(computer) helps to get affiliation of family solidarity,

relaxation and relationship. 5 4 3 2 1

(b) Home Strongly Dis  Strongly
agree Agree  Neutral -agree disagree

-Borrowed consumer credit to purchase computer helps

to collect lots of information about home 5 4 3 2 1

© Recreation Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase computer helps to

reduce emotion, worries, problem, and tiredness. 5 4 3 2 1

(d) Fashion Strongly s Strongly
agree Agree  Neutral -agree disagree

-Borrowed consumer credit to purchase computer helps to

find out latest fashion. 3 4 3 2 1

-Borrowed consumer credit to purchase computer helps

to decorate the home. 5 4 3 2 1

3. Please answer the following questions:

(I)Do you think that consumer credit borrowed, and bought durable products had produced
any change in your lifestyle opinion/ attitude?

Yes No [ If‘no’, Why?

If *Yes’, please circle the number against each of the following changes of your opinion

(‘d) Yourself Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

Borrowed consumer credit to purchase household product

(computer) helps to build block of lifestyle. 5 4 3 2 1
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(b) Social issues Strongly

agree Agree
-Borrowed consumer credit to purchase computer helps
to differentiate the identity from others in the society 5 4

-Borrowed consumer credit to purchase computer helps to get
possessions as a reflection of values.

wh
-

(¢) Education Strongly

agree Agree
-Borrowed consumer credit to purchase TV/computer helps
to gather knowledge such as learning distance education, new
facts, cooking, real fact of the society, business, science,

medical, cultural values etc. 5 4
(d) Economics Strongly
agree Agree

-Borrowed consumer credit to purchase computer helps to
save time & money because of getting information, preparing
class note/ lecture sheet/ number of examination scripts etc.

in a short time. 5 4
(d) Culture Stronaly
agree Agree

-Borrowed consumer credit to purchase computer helps to
get intrinsic cultural or aesthetic enjoyment like dance.
drama, song etc. 5 !
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Dis  Strongly

Neutral -agree disagree

2 1

(S

9%}
o

[2is  Strongly
Neutral -agree  disagree

[F8]
2
—_—

Dis  Strongly
Neutral -agree disagree

L
o
—

Dis  Strongly
Neutral -agree  disagree
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Section-¢

1. Please answer the following questions:
(I) Do you think that consumer credit borrowed, and bought houschold products are related

to dcmo%'raphic characteristics?
Yes

No [ If‘no’, Why?

If *Yes’, Please tick the number against each of the following related variables

(a) Age (Years)
-0-15

-15-30

-30-45

-45-60
-60-avobe

(b) Education

-Bellow S.S.C
-S.S.C-HS.C

-H.S8.C -Graduate
-Graduate -Post Graduate
-Post Graduate —above

(¢) Household income

- Less than $5.000

- Between $10,000 and $19.999
- Between $30.000 and $39,999
- Between $50.000 and $59.999
- More than $70,000.

(d) Occupation

-Agriculture

-Business

-Service holder (1) Govt. Job
(i1) Private Job

(e) Family Lifecycle
-Unmarried
-Married without children

- Between $5.000 and $9.999

- Between $20.000 and $29.999

- Between $40.000 and $49,999

- Between $60.000 and $69.999 and

-Married with one children one under 6 years old
-Married with two children (one is over 6 years old)

Thanks
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C) Questionnaire- 3

Questionnaire on Fridge
Section-A

Name of borrower:

Bank:

Amount of loan:

Purpose:

Hello! My name is Ataur Rahman. I am an interviewer as the Ph.D. student of Dhaka
University. I am conducting a thesis on the topic of “Consumer Credit: A Banking Product
to Upgrade the Life Style of People of Bangladesh.” Would you please spare a few minutes
to answer some questions? I assure you that your answer will be kept completely

confidential.

1. What does money mean to you?

(B

. Why do you use credit?

3. Do you think consumer credit meets your emergency needs?
How?

4. Do you think consumer credit meets enjoying your life?
How?

5. Does consumer credit increase your standard of living?
How?

6. Does consumer credit relieve your distress?
How?

7. Does consumer credit develop mass production for durables goods?
How?

8. Do you think consumer credit promoted high production for durables goods?
How?

9. Do you think consumer credit promoted high employment?
How?
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10. Do you think consumer credit create more wealth?
How?

11. Does consumer credit create employment?
How?

12. Do you think consumer credit preserve your savings?
How?

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

1. Please answer the following questions:

194

(Do you think that consumer credit borrowed and bought products had produced any

chanﬁe in your lifestyle interest?
Yes No L[ If‘no, Why?

If “Yes’, please circle the number against each of the following changes of your interest

(a) Family Strongly

agree Agree
-Borrowed consumer credit to purchase fridge helps to get
affiliation of family solidarity, relaxation and relationship. 5 4

-Borrowed consumer credit to purchase fridge helps to

exhibit family status. 5 4
(b) Home Strongly
agrec Agree

Borrowed consumer credit to purchase fridge helps to

perform household task. 5 4
(c) Recreation Strongly
agree Agree

-Borrowed consumer credit to purchase fridge helps to

reduce emotion, worries. problem, tiredness. 5 4
(d) Food Strongly
agree Agree

-Borrowed consumer credit to purchase fridge helps to keep
food. fruits, vegetables etc. fresh. 5 4

&
2

(S

Neutral

Neutral

Neutral

(ad

Dis

Neutral -agree

2

(28]

s

-agree

2

-agree

[N

-agree

2

Strongly
disagree

Strongly

disagree

Strongly

disagree

Strongly
disagree



195

Dhaka University Institutional Repository

-Borrowed consumer credit to purchase fridge helps

to enjoy fast food. juice & other tasty food. 5 4 3 2 |

(t‘l) Fashion Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

Borrowed consumer credit to purchase household goods

helps to decorate the home in a new style. 5 4 3 2 1

2. Please answer the following questions:

()Do you think that consumer credit borrowed, and bought durable products are related to
your opinion/ attitude?

Yes ﬁ No [ If‘no’, Why?

If “Yes’, please circle the number against each of the following relation to your opinion

(a) Yourself Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase fridge

helps to improve health. 5 4 3 2 1

Borrowed consumer credit to purchase fridge helps to

build block of lifestyle. 5 4 3 2 1

(b) Social issues Strongly Dis  Strongly

agree Agree  Neutral -agree disagree

-Borrowed consumer credit to purchase fridge helps to

differentiate the identity from others in the society. 5 4 3 2 1

-Borrowed consumer credit to purchase fridge helps

to get possessions as a reflection of values. 5 4 3 2 1

(¢) Culture Strongly Dis  Strongly
agree Agree  Neutral -agree disagree

-Borrowed consumer credit to purchase fridge

helps to maintain guests. 5 4 3 2 1

(e)Economics Strongly Dis Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase fridge helps to store food
for later consumption, keep extra food fresh saved from daily life. § 4 3 2 1
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Section-¢

4. Please answer the following questions:
(Do you think that consumer credit borrowed, and bought household products are related

to your demographic characteristics?
If ‘no’, Why?

Yes L1 No

If ‘Yes’, Please tick the number against each of the following related variables

(a) Age (Years)
-0-15

-15-30

-30-45

-45-60
-60-avobe

(b) Education

-Bellow S.S.C
~NnC-H8.C

- H.S.C -Graduate

- Graduate -Post Graduate
- Post Graduate —above

(¢) Household income

- Less than $5.000

- Between $10.000 and $19.999
- Between $30,000 and $39.999
- Between $50,000 and $59.999
- More than $70.000.

(d) Occupation

-Agriculture

-Business

-Service holder (1) Govt. Job
(ii) Private Job

(e) Family Lifecycle
-Unmarried
-Married without children

- Between $5.000 and $9.999
- Between $20.000 and $29.999
- Between $40.,000 and $49.999

- Between $60.000 and $69.999 and

-Married with one children one under 6 years old
-Married with two children (one is over 6 years old)

Thanks
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d) Questionnaire- 4

Questionnaire on Car/ Motorcycle

Section-A
Name of borrower:
Bank:
Amount of loan:
Purpose:
Hello! My name is Ataur Rahman. I am an interviewer as the Ph.D. student of Dhaka
University. I am conducting a thesis on the topic of “Consumer Credit: A Banking Product
to Upgrade the Life Style of People of Bangladesh.” Would you please spare a few minutes
to answer some questions? [ assure you that your answer will be kept completely
confidential.
1. What does money mean to you?

2. Why do you use credit?

3. Do you think consumer credit meets your emergency needs?
How?

4. Do you think consumer credit meets enjoying your life?
How?

5. Does consumer credit increase your standard of living?
How?

6. Does consumer credit relieve your distress?
How?

7. Does consumer credit develop mass production for durables goods?
How?

8. Do you think consumer credit promoted high production for durables goods?
How?

9. Do you think consumer credit promoted high employment?
How?

10. Do you think consumer credit create more wealth?
How?
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11. Does consumer credit create employment?
How?

12. Do you think consumer credit preserves your savings?
How?

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

1. Please answer the following questions:

(Do you think that consumer credit borrowed, and bought houschold products had
produced any change in lifestyle activities?

Yes L1 No [-F—_—‘ If ‘no”, Why?...

If “Yes’, Please circle the number against each of the following changes of the activities

(a)Work Strongly Dis  Strongly

agree Agree  Neutral -agree  disagree
-Borrowed consumer credit to purchase car/ motorcycle
helps to go to office or working center.

4 2 1

tn
(95

-Borrowed consumer credit to purchase car/ motorcycle helps
to go to shopping mall or store for shopping. 5 4

|8 ]
2

(b)Entertainment Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase car/ motorcycle helps

to visit enjoyable place and feel comfort. 5 4 2 1

Ll

-Borrowed consumer credit to purchase car/ computer helps to
2o to auditorium, cinema hall or theater hall for enjoying a
program like speeches, drama. dance, cinema, song etc. 5 4

[9%]
S8

-Borrowed consumer credit to purchase car/ motorcycle helps
to enjoy football. cricket. tennis, athletics, wrestling, motorcycle
racing, boat racing. bicycle racing etc. 5 4

L2
[§9)
—
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(¢)Social events Strongly

agree Agree Neutral
-Borrowed consumer credit to purchase car/ motorcycle helps
to transmit value to others. 5 4 3
-Borrowed consumer credit to purchase car/ motorcycle helps
to carry out social roles. 5 4 3
-Borrowed consumer credit to purchase car/ motorcycle helps
to go to maintain community center for performing community
activity. 5 4 3

2. Please answer the following questions:

Dis
-agree

2

(§S]
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Strongly
disagree

(I) Do you think that consumer credit borrowed, and bought products had produced any

chang[e in your lifestyle interest?
Yes No [ If‘no, Why?

If “Yes’, please circle the number against each of the following changes of your interest

(il) Famlly Strongly Dis
agree Agree  Neutral -agree

-Borrowed consumer credit to purchase car/ motorcycle

helps to get affiliation of family solidarity. relaxation and

relationship. 5 4 3 2

-Borrowed consumer credit to purchase car/ motorcycle

helps to exhibit family status. 5 4 3 :

(b) Home Strongly Dis
agree Agree  Neutral -agree

-Borrowed consumer credit to purchase car/ motorcycle helps

to collect lots of information about home. 5 4 3 2

(¢) Recreation Strongly Dis
agree Agree  Neutral -agree

- Borrowed consumer credit to purchase car helps to

maintain community. 5 4 3 2

-Borrowed consumer credit to purchase car/ motorcycle helps

the family members to visit enjoyable places for recreation. 5 4 3 2

-Borrowed consumer credit to purchase car/motorcycle

helps people to reduce emotion, worries, problem etc. 5 4 3 2

Strongly
disagree

Strongly
disagree

Strongly
disagree
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3. Please answer the following questions:

(I)Do you think that consumer credit borrowed, and bought durable products are related to

vour lifestyle opinion/ attitudes?
Yes L1 No [ If‘no’, Why?

If “Yes’, please circle the number against each of the following changes of your opinion

(a) Yoursell Strongly Dis
agree Agree  Neutral -agree

Borrowed consumer credit to purchase car/ motorcycle

helps to build block of lifestyle. 5 4 3 2

(d) Social 1ssues Strongly Dis
agree Agree  Neutral -agree

-Borrowed consumer credit to purchase car/ motorcycle

helps to communicate with others. 5 4 3 2

-Borrowed consumer credit to purchase car/ motorcycle helps

to differentiate the identity from others in the society. 5 4 3 2

-Borrowed consumer credit to purchase car/ motorcycle

helps to get possessions as a reflection of values. 5 R 3 2

(b) Education Strongly Dis
agree Agree  Neutral -agree

-Borrowed consumer credit to purchase car/ motorcycle

helps the children to go to school/ college/ University/

Madrasa for learning. 5 4 3 2

(¢) Economics Strongly Dis
agree Agree  Neutral -agree

-Borrowed consumer credit to purchase car/ motorcycle helps

to save time & money because of going any where in

a short time. 5 2 3 s

Strongly
disagree

Strongly
disagree

Strongly

disagree

Strongly
disagree



201

Dhaka University Institutional Repository

Section-c
I. Please answer the following questions:
(Do you think that consumer credit borrowed. and bought household products are related
to your demographic characteristics?
Yes 1 No [ If‘no’, Why?

If “Yes’, Please tick the number against each of the following related variables
(a) Age (Years)

-0-15

-15-30

-30-45

-45-60

-60-avobe

(b) Education

-Bellow S.5.C
-S8.C-HS.C

- H.S.C —Graduate

- Graduate —Post Graduate
- Post Graduate —above

© Household income

- Less than $5,000 - Between $5,000 and $9.999

- Between $10.000 and $19,999 - Between $20.000 and $29.999

- Between $30.000 and $39,999 - Between $40,000 and $49.999

- Between $50.000 and $59.999 - Between $60,000 and $69,999 and

- More than $70.,000.

(d) Occupation

-Agriculture

-Business

-Service holder (1) Govt. Job
(11) Private Job

(e) Family Lifecycle

-Unmarried

-Married without children

-Married with one children (one under 6 years old)
-Married with two children (one is over 6 years old)

Thanks
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e) Questionnaire- 5

Questionnaire on Furniture

Section-A
Name of borrower:
Bank:
Amount of loan:
Purpose:
Hello! My name is Ataur Rahman. | am an interviewer as the Ph.D. student of Dhaka
University. I am conducting a thesis on the topic of “Consumer Credit: A Banking Product
to Upgrade the Life Style of People of Bangladesh.” Would you please spare a few minutes
to answer some questions? I assure you that your answer will be kept completely

confidential.

1. What does money mean to you?

(S

. Why do you use credit?

3. Do you think consumer credit meets your emergency needs?
How?

4. Do you think consumer credit meets enjoying your life?
How?

5. Does consumer credit increase your standard of living?
How?

6. Does consumer credit relieve your distress?
How?

7. Does consumer credit develop mass production for durables goods?
How?

8. Do you think consumer credit promoted high production for durables goods?
How?

9. Do you think consumer credit promoted high employment?
How?

10. Do you think consumer credit create more wealth?
How?
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11. Does consumer credit create employment?
How?

12. Do you think consumer credit preserves your savings’
How?

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

1. Please answer the following questions:

(I)Do you think that consumer credit borrowed. and bought houschold products had
produced any change in your lifestyle activities?

Yes L No ] If ‘no’, Why?...

If “Yes’, Please circle the number against each of the following changes of the activities

(a)Work Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase almira helps

to protect cookeries from damage. 5 4 3 2 1
-Borrowed consumer credit to purchase wardrobe helps to
protect dress from dust. 5 4 3 2 |

2. Please answer the following questions:
(I)Do you think that consumer credit borrowed, and bought products had produced any
change in your lifcsl%'lc interest?

Yes No If ‘no’, Why?...

If *Yes’, please circle the number against each of the following changes of your interest

(a)Family Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

- Borrowed consumer credit to purchase furniture
helps to get affiliation of family solidarity,

relaxation and relationship. 5 4 3 2 1
- Borrowed consumer credit to purchase furniture

helps to exhibit family status. 5 4 3 2 1
-Borrowed consumer credit to purchase sofa set helps family

members to comfort sitting on sofa set. 5 4 3 4 1
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-Borrowed consumer credit to purchase dinning table helps

family members to comfort sitting and eating on dinning table. 5 4 3 2 1

-Borrowed consumer credit to purchase bed (khat) helps family

members to comfort sleeping on bed (khat). > 4 3 2 1

(b) Recreation Strongly Dis  Strongly
agrec Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase furniture helps

to reduce emotion. worries, problem, and tiredness. 5 4 3 2 1

(C) Fashion Strongly Dis  Strongly
agree Agree Neutral -agree disagree

- Borrowed consumer credit to purchase furniture helps

to decorate the home in a new style. 5 4 3 2 |

3. Please answer the following questions:

(I)Do you think that consumer credit borrowed. and bought durable products are related to
your lifestyle opinion/ attitude?

Yes 1 No [ If‘no’, Why?

If “Yes’, please circle the number against each of the following changes of your opinion

(ﬁ) Yourself Strongly s Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase furniture

helps to build block of lifestyle. 5 4 3 2 1
{b) Social issues Strongly s Strongly
agree Agree  Neutral -agree  disagree

- Borrowed consumer credit to purchase furniture helps to

differentiate the identity from others in the society. 5 4 3 2 1

(c) Culture Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase furniture

helps to maintain guests. 5 4 3 2 1
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Section-¢

1. Please answer the following questions:

(Do you think that consumer credit borrowed. and bought household products are related
to your demographic characteristics?

Yes L1 No L[ If‘no’, Why?

If *Yes’. Please tick the number against each of the following related variables
(a) Age (Years)

-0-15

-15-30

-30-45

-45-60

-60-avobe

(b)Education

-Bellow S.S.C
-SS.C-HS.C

- H.S.C -Graduate

- Graduate -Post Graduate
- Post Graduate —above

(¢) Household income

- Less than $5.,000 - Between $5.000 and $9,999

- Between $10,000 and $19.999 - Between $20.000 and $29,999
- Between $30,000 and $39.999 - Between $40,000 and $49,999
- Between $50,000 and $59,999 - Between $60,000 and $69,999
- More than $70.,000.

(d) Occupation

-Agriculture

-Business

-Service holder (i) Govt. Job
(i1) Private Job

(e) Family Lifecycle.

-Unmarried

-Married without children

-Married with one children one under 6 years old
-Married with two children (one is over 6 years old)

Thanks
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f) Questionnaire-6

Questionnaire on Washing Machine/ Sewing Machine

Section-A

Name of borrower:

Bank:

Amount of loan:

Purpose:

Hello! My name is Ataur Rahman. I am an interviewer as the Ph.D. student of Dhaka
University. I am conducting a thesis on the topic of “Consumer Credit: A Banking Product
to Upgrade the Life Style of People of Bangladesh.” Would you please spare a few minutes
to answer some questions? [ assure you that your answer will be kept completely

conflidential.

1. What does money mean to you?

[

. Why do you use credit?

3. Do you think consumer credit meets your emergency needs?
How?

4. Do you think consumer credit meets enjoying your life?
How?

5. Does consumer credit increase your standard of living?
How?

6. Does consumer credit relieve your distress?
How?

7. Does consumer credit develop mass production for durables goods?
How?

8. Do you think consumer credit promoted high production for durables goods?
How?

9. Do you think consumer credit promoted high employment?
How?
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10. Do you think consumer credit create more wealth?
How?

11. Does consumer credit create employment?
How?

12. Do you think consumer credit preserves your savings?
How?

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

1. Please answer the following questions:

(DDo you think that consumer credit borrowed. and bought houschold products had
produced any change in your lifestyle activities?

Yes L1 No ] If ‘no’, Why?...

If “Yes’, Please circle the number against each of the following changes of the activities

([i)WOI'k Strongly Dis  Strongly
agree Agree Neutral -agree disagree

-Borrowed consumer credit to purchase watching machine

helps to wash dress. 5 - 3 2 1

-Borrowed consumer credit to purchase sewing machine
helps to sew dress. 5 4 3

(R
—

2. Please answer the following questions:

(DDo you think that consumer credit borrowed, and bought products had produced any
chan% your lifestyle interest?

Yes No [ Ifno, Why?...

If *Yes’, please circle the number against each of the following changes of your interest

(a) Famlly Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase washing machine/
sewing machine helps to exhibit family members status. 5 4

d
2
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3. Please answer the following questions:

(I)Do you think that consumer credit borrowed, and bought durable products had produced
any change in 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) Yourself Strongly Dis  Strongly
agree Agree  Neutral -agree  disagree

-Borrowed consumer credit to purchase sewing machine/

washing machine helps to build block of lifestyle. 5 4 3 2 1

(b) Social issues Strongly Dis  Strongly
agree Agree Neutral -agree disagree

-Borrowed consumer credit to purchase washing machine/
sewing machine helps to differentiate the identity from
others in your society.

w
N
[0S
o

Section-¢

1. Please answer the following questions:

()Do you think that consumer credit borrowed, and bought houschold products are related
to your demographic characteristics?

Yes L1 No [ If‘no’, Why?

If “Yes’, Please tick the number against each of the following related variables
(a) Age (Yecars)

-0-15

-15-30

-30-45

-45-60

-60-avobe

(b) Education

-Bellow S.8.C
-S.S.C-HS.C

- H.S.C -Graduate

- Graduate -Post Graduate
- Post Graduate —above

(¢) Household income

- Less than $5.000 - Between $5.000 and $9.999

- Between $10.000 and $19.,999 - Between $20.000 and $29.999
- Between $30,000 and $39.999 - Between $40.000 and $49,999
- Between $50,000 and $59.999 - Between $60.000 and $69.999

- More than $70.000.



Dhaka University Institutional Repository

(d) Occupation

-Agriculture

-Business

-Service holder (i) Govt. Job
(i1) Private Job

(e) Family Lifecycle

-Unmarried

-Married without children

-Married with one children one under 6 years old
-Married with two children (one is over 6 years old)

Thanks

209
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Appendix-B

1.0: Basic Concept of Factor Analysis and Factor Analysis Model for Consumer Credit
Impact on Lifestyle

Factor analysis is a statistical technique to study the inter-relationships among the variables
in an effort to find a new set of factors. fewer in number than the original variables so that
the factors are common among the original variables. In factor analysis, a small number of
common factors are extracted so that these common factors are sufficient to study the

relationship of original variables (Bhuyan, 2005).

The common factor analytic model assumes that a variable consists ol common and unique
parts. The 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 variable’s
variation that is specific to that variable alone (Bhuyan, 2005). In lifestyle changing
evaluation problem. the common part is increased the flow of lifestyle 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. Therefore the factor

model can be considered as (Bhuyan, 2005)
V=AF+U

Where,

V=(VI1, V2, V3.......Vn);

F=(F1, F2.F3,....Fm);

U= (Ul, U2.....Un).

V=data vector, A-Factor loading of common factor. (Factor loadings are simple

correlations between variables and factors.)
F=vector of common factor, U=unique factor, n=number of variable.
Bhuyan (2005) explain the factors as

VI=AIF1 + A2 F2 + A3F3 +........ + ApFm + Ui. Or
Vi=Alf+Ul;
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V2=A2f+U2;
V3=A3f+U3.

Here, F is the people’s activities known as common factor,
f1-work Performance. [2=entertainment activities. [3=social activities.
Al. A2, A3 are the factor loading of the common factor,

Ap=number of factor loading and

Ui (i=1, 2, 3) is random component,

Fm = number of common factors.

Here, the variance of Ui will be minimum if Vi and F is highly correlated. The sources of
variance of Ui may be inefficient utilization of consumer credit or rough utilization of
household goods or using household goods which are not bought by borrowed consumer
credit. Here the evaluation of the lifestyle activities of consumers can be done by common
factor I (f1, f2...fm) instead of using all variables (v1. v2...vn). The objective of the factor
analysis is to identify consumer credit impact on lifestyle. on the basis of the analysis of v1,
v, v3...Vn.

The unique factors are uncorrelated with each other and with the common factors (Pett,
Lackey. and Sullivan, 2003; Ding, 1999).

The common factors themselves can be expressed as linear combinations of the observed

variables.

Fi=WilV]l +Wi2 V2+Wi3 V3 +....... + Wik Vk

Where,

V1=1st data vector

i = estimate of ith factor

Wi = weight or factor score coefticient

K = number of variables

It is possible to select weights or factor score coefficients so that first factor explains the
largest portion of total variance. Then a second set of weights can be 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. This same principle could be applied to select additional weights for the
additional factors. Thus. the factors can be estimated. Furthermore. the first factor accounts
for the highest variance in the data, the second factor the second highest. and so on. Several

statistics are associated with factor analysis.

2.0: Conducting Factor Analysis for Consumer Credit Impact on Lifestyle

Several steps are involved in conducting factor analysis for this thesis. The first step is to
formulate the factor analysis problem and identify the variables to be factor analyzed. Then
a correlation matrix of these variables is constructed and a method of factor analysis is
selected. Number of factors is to be extracted. Next, the rotated factors are to be interpreted.
Finally, the fit of the factor analysis model is determined (Grewal et al., 2004; Wu et al.,

2004).

2.1: Conducting Factor Analysis for Consumer Credit Impact on Lifestyle Activities
Several steps are involved to conduct factor analysis for identifying consumer credit impact

on lifestyle activities. These steps are in more detail in the following sections.

2.1.1: Constructing the Correlation Matrix for Identifying Consumer Credit Impact on
Lifestyle Activities.

Correlation analysis is the statistical tool we use to describe the degree to which one variable
is related to another (Islam. 2008). The purpose of correlation analysis is to find how strong
the relationship is between two variables without making any distinction between dependent
and independent variables. One such measure of this relationship is the correlation

coefficient and are usually denoted by r.

Z (\ —X )(_1'_“ \)

[— _

\ i : :
2 o7 )

gy

Where, . and y are the respective means of x and y variable. r = the coefficient ol

correlation.
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The analytical process is based on a matrix of correlations between the variables. Valuable
insights can be gained from an examination of this matrix. For the factor analysis to be
appropriate, the variables must be correlated. In practice. this is usually the case, if the
correlations among all the variables are small, factor analysis may not be appropriate. We
would also expect that variables that are highly correlated with each other would also highly

correlate with the same factor or factors (Malhatra, 2008).

Table-2.1.1.1: Shows Correlation Matrix about some lifestyle (activities) variables related to

consumer credit.

Table-2.1.1.1: Correlation Matrix of lifestyle (activities) variables related to consumer credit.

| T T ™ ‘
I vi v2 v3 vd I v5 vb | v7 v8 vo | ovio | vl v]2 vi3 vid4 vi5
C vl | | |
or | | |
rel 1.000 ‘ |
ati | [ | | [
on | | | | I
v2 51911000 ‘ ‘ ' ‘ : , |
vi 624 656 1000 | | |
v 211 362 | 395 | 1.000
V3 527 533 614 363 1 1.000
v 575 512 662 401 | 659 | 1.000
|
| |
vi 516 | 337 491 | 401 459 417 1000 |
v 291 400 260 189 | 186 | 061 069 | 1.000
v 327 279 299 | 224 | 395 212 | 254 486 1.000
v10 379 335 | 366 | 153 427 219 | 284 549 809 | 1.000 ‘
| | | | |
vil 081 138 223 | .089 067 | -0356 019 | 473 L am 599 1.000 |
vi2 007 120 093 | -056 | -069 | -038 | 008 ‘ 233 | 251 | 342 | 418 1.000
v13 206 -027 0 a70 | 0s2 ] 250 147 093 172 433 465 188 033 | 1.000
|
vid -052 | -076 | -057 | -234 | -049 | -094 | -051 200 200 333 275 169 251 1.000
vis 103 -071 073 | 050 | 099 | 108 | 089 095 | 376 2000 125 | -035 1 398 165 1.000

Bartlett’s test of sphericity is used to test the null hypothesis that the variables arc
uncorrelated in the population; in other words the population correlation matrix is an identity
matrix. In an identity matrix. all the diagonal terms are 1, and all off- diagonal terms are 0.
The test statistic for sphericity is based on a chi-square transformation of the determinant of
the correlation matrix. A large value of the test statistic is favored the rejection of the null
hypothesis. As hypothesis is rejected, so the appropriateness of factor analysis has no

question.
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Before performing the factor analysis, it is important to investigate whether a particular data
set is suitable for the analysis or not. This can be done by Kaiser-Myer-Olkin (KMO)
statistic. { The Kaiser-Mayer-Olkin (KMO)} measure of sampling adequacy is an index used
to examine the appropriateness of factor analysis (Malhotra, 2006)}. Kaiser (1974) has
mentioned that, the factor analysis is excellent if KMO is greater than or equal to 0.90. 1t is
meritorious  if 0.80< KMO<0.90. middling if 0.70<KMO=<0.80. Mediocre if
0.60 <KMO <0.70. miserable if 0.50 <KMO <0.60 and unacceptable it KMO <0.5.

Table-2.1.1.2 shows Kaiser-Meyer-Olkin Measure of Sampling Adequacy & Bartlett's Test

of Sphericity of some lifestyle (activities) variables related to consumer credit.

Table-2.1.1.2: KMO and Bartlett's Test of some lifestyle (activities) variables related to

consumer credit,

Kaiser-Meyer-Olkin Mecasure of i
Sampling Adequacy. .
Bartlett's Test of ~ Approx. Chi-
_ . 678.210
Sphericity Square
df 105
Sig. 000

2.1.2: Determining the Method of Factor Analysis for Consumer Credit Impact on
Lifestyle Activities.

I'rom the analysis of the corrclation matrix, it has been determined that factor analysis is an
appropriate technique for analyzing the data; an appropriate method must be selected. The
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 variance is

brought into the factor matrix.
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2.1.3: Determining the Number of Factors for Investigating Consumer Credit Impact
on Lifestyle Activities.

In order to summarize the information contained in the original variables, a smaller number
of factors are extracted.

Following procedures are maintained for determining the number of factor for this thesis.

(i) A Priori Determination: According to the basis of priori knowledge, three factors are

extracted for lifestyle activities variables.

(i) Determination Based on Communality & FEigenvalues: For understanding  the
communality & eigenvalue, it is necessary to know variance & mean. The mean is the

average of the responses.

Example-The mean v is given by

i=1
v, —observed value of the variable v

n=number of observation

The difference between the mean and an observe value is called the deviation from the
mean. The variance is the mean squared deviation from the mean. The variance is the
average of the squared deviation scores from the mean of the distribution (Islam. 2008). The
positive square root of the variance is called the standard deviation. Interval and ratio level
data are needed to compute variance and standard deviation. I'or a set of n observations: v1,

v2..... vn, the variance. denoted by s° is usually computed using the formula.

. Z(v~v)2

8 1
-When we are dealing with a sample, we use n-1 in the denominator instead of n. and it
sample variance is:
,
2 Z ¥ —n )
S - R — T o

-for all computation purposes, the above formula can be rewritten as
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Yy -ny

n—1

-the standard deviation can be computed as

The mean and standard deviation of lifestyle (activitics) variables related to consumer credit

are shown in table- 2.1.3.1.

The positive mean score & standard deviation score of variables vI. v2. v3. vd4, v5. v6, V7,
v8. v9. v10, vl1 & v14 indicate that consumer credit are very much related to increase the
lifestyle activities. v13 is neither negative nor positive. But v12, vIi4 & vI5 variables do not

fully support the hypothesis (Table-2.1.3.1).
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Table: 2.1.3.1: Descriptive Statistics of lifestyle (activities) variables related to consumer

credit.

Std. - Analysis
Mean Deviation N

vl 4.6100 64971 | 100
v2 4.5000 70353 100
v3 43900 77714 | 100
v4 4.1700 93263 | 100
VS5 4.1500 99874 | 100
v6 4.0700 96667 100
v7 3.9700 95827 | 100
V8 39700 1.05844 100
Vo 3.6500 1.15798 100
v10 3.6100 1.17975 100
vl 3.4300 1.29689 | 100
vi2 2.4000 1.31809 100
v13 2.5100 1.30651 100
vl4 3.3900 142059 100
vi5 2.3500 1.30558 100

An eigenvalues represents the amount of variance associated with the factors. Hence, only
factors with a variance greater than 1.0 are included. Factors with variance less than 1.0 are
no better than a single variable, because, due to standardization. each variable has a variance

of 1.0 (Malhotra, 20006).
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Table-2.1.3.2 shows Communalities of some lilestyle (activities) variables related to

consumer credit.

Table -2.1.3.2: Communalities of some lifestyle (activities) variables related to consumer

credit.

Initial | Extraction
vl 1.000 589
v2 1.000 .695
v3 1.000 J2d
v4 1.000 341
v 1.000 684
VO 1.000 .695
v7 1.000 4406
v 1.000 564
v9 1.000 703
vI10 1.000 828
vll 1.000 .664
vi2 1.000 310
v13 1.000 638
vi4 1.000 349
vls 1.000 612

Extraction Method: Principal Component Analysis.

Table-2.1.3.3 shows Total Variance Explained of some lifestyle (activities) variables related to

consumer credit.



-

219

Dhaka University Institutional Repository
Table- 2.1.3.3: Total Variance Explained of some lifestyle (activities) variables related to

consumer credit.

Com Initial Eigenvalues . Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
pone %of | ‘ ' Yoof | ' " %of

nt Total Variance Cumulative % Total Variance Cumulative % Total Variance ‘ Cumulative %
1 4.954 33.024 33024  4.954 33.024 33.024 4220 28.135 28135
2 2,675 17.831 50855  2.675 | 17.831 50.855 | 2.751 18.338 | 46.473
3 1.411 | 9.404 60259 | 1411 9 404 60 259 2068 13.786 60.259
4 955 6.367 66 626

5 858 | 5721 72347 |

6 713 4751 | 77.098 i |

7 668 4.455 81.552 | | . ‘

8 508 | 3.988 | 85.540 |

9 537 | 3.582 89.123 | |

10 382 2.546 91 669 ‘

11 arz | 2.480 94.148 |

12 287 1.912 96.060

13 236 1.573 97.633 |

14 208 | 1.386 99.018 | !

15 147 | 932 100.000

Extraction Method: Principal Component Analysis.

(iii) Determination 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. Typically, the plot has a distinct break between the steep slope of factors,
with large eigenvalues and a gradual trailing off associated with the rest of the factors. This
gradual trailing off is referred to as the scree. Experimental evidence indicates that the point
at which the scree begins denotes the true number of factors. Generally, the number of
factors determined by a scree plot will be one or a few more than that determined by the

cigenvalues criterion (Malhotra, 2008).

(iv) Determination based on the percentage of variance: Percentage of variance is the
percentage of total variance attributed to each factor. In this approach the number of factors
extracted is determined so that the cumulative percentage of variance extracted by the
factors reaches a satisfactory level. What level of variance is satisfactory depends upon the
problem. However, it is recommended that the factors extracted should account for at least

60 percent of the variance.
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2.1.4: Applied Rotate Factor (Component) Matrix for Investigating Consumer Credit
Impact on Lifestyle Activities.

An important output {rom factor analysis is the factor matrix, also called the factor pattern
matrix. A factor matrix contains the factor loadings of all the variables on all the factors
extracted. The coeflficient, the factor loadings, represents the correlations between the
factors and the variables. A coefficient with a large absolute value indicates that the factor
and the variables are closely related. (Malhotra, 2008). The factor matrix contains the
coefficients used to express the standardized variables in terms of the factors (see table-

2.1.4.1).

Table-2.1.4.1 shows Component Matrix of some lifestyle (activities) variables related to

consumer credit,

Table-2.1.4.1: Component Matrix of some lifestyle (activities) variables related to consumer

credit,
Component
1 z | =2

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
VO 702 445 110
v10 756 507 | -.007
v11 441 635 -.256
vi2 223 417 -536
vi3 407 443 526
vi4 A1 | 575 | .080
v15 270 315 | 663

Extraction Method: Principal Component Analysis.

a 3 components extracted.
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Table-2.1.4.2 shows Rotated Component Matrix of some lifestyle (activities) variables related

to consumer credit.

Table- 2.1.4.2: Rotated Component Matrix of some lifestyle (activitics) variables related to

consumer credit.

Component
e
v 753 125 078
v2 741 310 -223
v3 828 189 | 024
vé 583 002 | -021
V5 797 031 221
v6 818 =119 | A11
V7 662 018 083
v8 224 714 | 061
v9 326 562 529
v10 335 697 480
Vi1 001 779 | 237
vi2 -.057 692 -.166
vi3 088 | 184 | 772
vi4 -234 391 | 376
vi5 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 for this thesis (table-2.1.4.2). This
method of rotation has been proposed by Kaiser (1958) and it is applicable of factor analysis
and is done by principal factor method. Due to this rotation. a small number of loading 1s

found larger and maximum loading reach to zero (Harman. 1976; Rummel. 1970).
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2.1.5: Interpreting Factors Matrix for Consumer Credit Impact on Lifestyle
Activities.
Interpretation is facilitated by identifying the variables that have large loadings on the same

factor. That factor can then be interpreted in terms of the variables that load high on it.

2.1.6: Determining the Model Fit for Investigating Consumer Credit Impact on
Lifestyle Activities.

The final step in factor analysis involves the determination of model fit. A basic assumption
underlying factor analysis is that the observed correlation between variables can be
attributed to common factors. Hence, the correlations between the variables can be deduced
or reproduced from the estimated correlations between the variables and the factors. The
differences between the observed correlations (as given in the input correlation matrix) and
the reproduced correlations (as estimated from the factor matrix) can be examined to
determine the model fit. These differences are called residuals. If there are many large
residuals, the factor model does not provide a good fit to the data and the model should be

reconsidered (Malhotra, 2008).

Table-2.1.6.1 shows Reproduced Correlations of some lifestyle (activities) variables related to

consumer credit.
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Table- 2.1.6.1: Reproduced Correlations of some lifestyle (activities) variables related to

consumer credit,

ll

vl v2 v3 v v3 Vo vi | v8 vy Vi vl v12 Vi3 vid vl3
Repr vl
oduc
o SR | |
ed 589 579 | 649 | 438 | .62l | 609 | .507 262 | 357 377 170 031! 450 | -098 | 092
Corr h) | \ ‘ |
elati
on | ‘ :
e 05 | | | {
¥2 s79 | 90 | 467|438 | SSL| s 477 | 3% 298| 357|190 | 200|050 136 | -152
y bl | | | | | ‘
¥e 649 | 667 7*;'} 483 | 671 657 554 322 380 421 154 | 080 | 126 -111 | 051
| | |
v 438 | 438 | 483 "'”“; | a0 ars 38 | 131 81 187 | -003 | -028 | 036 | -143 012
; | | [ |
v 61| s51| em | ae0 | OB | 62| sa6| 204! 304! 394 077 -061 | 246 | -091 210
\ ) [ |
| | - | I
4 (§
v 609 | 544 | 657 | 475 | 672 | '(""“; | sa8 | 04| 258 | 244 066 148 | 136 | -196 132
| | | |
; ‘ I \ ‘ ' |
vi 507 | A77 | 554 | 385 | 546 | 548 | ‘4“”"“; | 166 | 270 | 274 034 | -039 | 126 | -116 | 097
| | |
} | : |
o 262 74 322 31| 24| 04| 16 "*‘4“’} | 507 02| 571 472 198 | 250 | 026
|
vo zz= |} 5 = : % " | & J703( i ; i "
357 298 389 | 181 394 238 | 270 507 | b) 755 Se4 | 283 541 343 | 403
, | | | 2% | | | |
vl 377 357 | 421 | 187 | 394 244 | 274 602 | 755 .K_:E(l | 657 | 383 | 528 | 375 359
! ' | ‘ 664( | ‘ '
Vil 117 190 1 154 | -003 077 | -066 034 571 | 564 657 | '”'h‘} S00 0 326 394 | 150
| | |
vi2 : 5 | | | | " sy || S10(
031 2001 080 | -028 | -061 | -148 | -039 472 283 | 383 | 500 | TN -006 | 222 -164
o | | | 1 N
vid 150 | -050 | .126 .036| 2461 136! .126| 198 541 | 3528 | 326 | -.006 m:ﬂ W2\ OB
| \
vi4 , ‘ - | | aga agn | 349
-098 | -136 | -111 -143| -091| -196 | -116 250 | 343 | 375 34 222 342 | 0| 264
vls | = | | ‘ | i . - 612
092 -152, 051 012 210 132 097 026 1 403 | 359 150 164 598 264 *
Resi vl ‘
duali 060 | -025 1 -227 -094 | -035| 009 029 | -030 | 003  -035 -023  -044 | 045 .0l
a) |
v2 - 060 011l o-076 | 003 <032 -140 026 | -019 | -023  -051 -000 | 023 | 060 | 080
|
v3 -025 | -011 -.088 =057 005 -.063 062 | -090  -055 1 .069 013 044 054 023
v4 -227 | -076 | -.088 | -o08 | -om3 ! 017 059 043 -034 092 -028 | 017 | -000 | 038
z [ [ [
Vg 094 1003 -057 | -098 | =014 | -088 | -028 | 001 033 | 011 | <009 004 | 042 | - 111
ve 035 | -032 0 005 | -073 | -014 <132 ] -043 | -047 | -025 | 009 | 110 012! 103 | -023
v7 009 140 0 -063 | 017 | -088 | -132 2097 1 -016 | 010 -016 137 | -033 | 066 | -008
v8 129 026 -062 | 059 -028 | -043| -097 -021 | -053 | -098 | -239 | -026 | -041 | 070
v9 030 | -019| -090 | 043 001 | -047 ! -016! -021 054 | -093 | =031 | 108 -.142 | -027
vio 0031 023 -055| -034| 033 -025| 010, -053 054 -058 | -.042 | -063 | -042 | -059
vil S035 | -0S1 0 069 092 =011 | 009 | -016 098 | -093 | -058 | -082 | .061  -119 | -.025
| |
vi2 | se23 | -ov0 | 013 -0280 -009| .10l 37| -239 ] -031 | -042  -082 039 | -052 | 129
‘ ‘ |
VI3 | 044 023 044 | 017 | 004 | 012 | -033 | -026| -108 | -063 | .061 | 039 S091 =200
vid 045 | 060 | 054 | -090 | 042 103 066 | -041  -142 | 042 | =119 | -052 | -091 -099
| | |
v13 o1 080 023 038 I } -023 0 -008 | 070 | -027 | -059  -025 | 129 | -200 | -099 |

Extraction Method: Principal Component Analysis.
a Residuals are computed between observed and reproduced correlations. There are 48 (46.0%) nonredundant residuals
with absolute values greater than 0.05.
b Reproduced communalities.
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« 2.2.1: Constructing the Correlation Matrix for Identifying Consumer Credit Impact on

[Lifestyle Interests.

The analytical process is based on a matrix of correlations between the variables. For the factor

analysis to be appropriate, the variables must be correlated (Malhotra, 2008).

Table-2.2.1.1: shows Correlation Matrix about some lifestyle (interests) variables related to consumer

credit.

Table-2.2.1.1: Correlation Matrix about some lifestyle (interests) variables related to consumer credit.

I vl v2 v3 vl v V0 v7 vE Vo vi0 vil vi2 Vi3 vid V1S
C Vi |
or
rel 1.000
atl
on
v2 038 1.000
Vi 061 653 | 1.000 ‘ ‘
V4 -.045 187 170 1.000
Vs 090 | -070 | 129 099 | 1000 \
Vo 277 153 265 552 199 1.000
V7 200 -065 156 105 697 266 1.000
v | 064 262 | 263 s71 | 296 588 | 333 | 1000 |
Vo 074 | -136 | -.034 137 551 033 473 206 | 1.000
V10 127 | -009 171 071 692 | 1890 604 231 587 1000
VIl 052 | -121 076 090 714 164 691 342 594 719 1000
Vi2 075 104 079 11 025 163 036 200 124 047 108 | 1.000
Vi3 258 649 637 080 036 216 144 235 -014 125 008 167 1.000
V14 008 047 046 104|001 186 | -.026 092 | .120 041 017 597 1031 1.000
VI3 631 127 138 -017 025 205 136 -003 | 009 058 | -015 013 330 0 -.025 | 1000
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Table-2.2.1.2 shows Kaiser-Meyer-Olkin Measure of Sampling Adequacy & Bartlett's Test

of Sphericity of some lifestyle (interests) variables related to consumer credit.

Table-2.2.1.2: KMO and Bartlett's Test of Sphericity of some lifestyle (interests) variables

related to consumer credit.

Kaiser-Meyer-Olkin Measure of Sampling
760
Adequacy.
Bartlett's Test of Approx. Chi-Square 674.072
Sphericity df 105
Sig. .000

2.2.2: Determining the Method of Factor Analysis for Identifying Consumer Credit
Impact on Lifestyle Interests.
From the analysis of the correlation matrix, it has been determined that factor analysis is an

appropriate technique for analyzing the data.

2.2.3: Determining the Number of Factors for Identifying Consumer Credit Impact on

Lifestyle Interests.

In order to summarize the information contained in the original variables. a smaller number
of factors are extracted. Following procedures are maintained for determining the number of
factor for identifving consumer credit impact on lifestyle interests.

(i) A Priori Determination: From the priori knowledge, as a rescarcher. five factors are
selected by researcher for analysis.

(ii) Determination Based on Communality & Eigenvalues: Communality & Eigenvalues

were considered for identifving lifestyle interest factors.

The mean score and standard deviation score of lifestyle (interest) variables related to
consumer credit are shown in table- 2.2.3.1.

The positive mean score & standard deviation score of variables v1. v2. v3, v4, v3, vo, v7,
v8. vO. v10. vl1. v13. and v15 indicate that consumer credit are very much related to
increase the lifestyle interest. v12, v14 variables also support the hypothesis but not strongly

(table- 2.2.3.1).

I~
o
N
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Table-2.2.3.1: Descriptive Statistics (mean & standard deviation) of lifestyle variables related to

consumer credit.

Mean Std. Deviation | Analysis N
v 4.0600 106192 100
v2 3.8500 1.29782 100
v3 4.0500 1.20080 100
va 3.7800 119409 | 100
v5 3.9500 1.19236 100
v6 3.8600 1.16359 100
v7 3.8200 1.29006 100
v8 3.8400 117825 | 100
vo 3.9600 117997 100
v10 3.9800 | 1.13689 ‘ 100
v11 3.9600 1.13636 100
v12 2.9600 1.30206 100
vi3 4.0200 121423 100
vid 2 8300 1.23954 100
V15 4.0400 1.08171 | 100

Table-2.2.3.2: Communalities of some lifestyle (interests) variables related to consumer credit.

Initial Extraction
v 1.000 8186
v2 1.000 .802
v3 1.000 782
vd 1.000 757
v5 1.000 767
v6 1.000 T8
v7 1.000 712
v8 1.000 744
v9 1.000 .600
v10 1.000 .748
vi1 1.000 .803
vi2 1.000 .788
vi3 1.000 795
vid 1.000 .801
v15 1.000 792

Extraction Method: Principal Component Analysis.

226
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Table-2.2.3.3 shows Total Variance Explained of some lifestyle (interests) variables related to

consumer credit.

Table-2.2.3.3: Total Variance Explained of some lifestyle (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 27.225 27.225 4.084 ‘ 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 i 39.647
3 1.768 11;785 57.248 @ 1.768 11.785 57.248 2128 14.185 53.832
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 4073 80.594 '
7 B05 3.366 83.961
8 396 2641 86.602
9 357 | 2378 ‘ 88.980
10 330 2.203 91.183
11 321 2.140 | 93.323
12 299 1995 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)Determination Based on Scree Plot :( please see figure-6.2.1)

(iv)Determination based on the percentage of variance: 1t is seen that the first five factors

account for 76.52 percent of the variance (76.52% is greater the 60%), and that than gain

achieved five factors is marginal.

227
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2.2.4: Rotate Factors (component) Matrix for Identifying Consumer Credit Impact on
Lifestyle Interests.
The factor (component) matrix contains the coefficients used to express the standardized
variables in terms of the factors (see table 2.2.4.1). Table-2.2.4.1 shows Component Matrix of

some lifestyle (interest) variables related to consumer credit.

Table -2.2.4.1: Component Matrix of some lifestyle (interests) variables (a) related to

consumer credit.

Component
1 2 ]7 3 | " 5
vi 275 245 | -556 | 532 | -298
v2 185 752 | _084 | .335 | 288
v3 379 631 -138 | -.366 297
v4 37T 308 526 ~AGF _474
v5 i< -.381 -.091 107 068
V6 523 400 257 | 119 | -.506
v7 781 -.269 -A71 | -.033 | -.020
v8 614 292 396 | 147 | -.322
vg 626 -418 028 092 155
v10 769 322 -142 -070 169
vii 776 -430 | -015 | -.065 104
v12 239 233 | 428 579 398
v13 349 698 -291 | -.098 304
vi4 160 195 478 592 398
vi5 203 334 -615 441 -.258

Extraction Method: Principal Component Analysis.

a 5 components extracted.

consumer credit.

228
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Table-2.2.4.2: Rotated Component Matrix of some lifestyle (interests) variables (a) related to

consumer credit.

Component
1 2 | =& | & | #
v .090 035 .051 896 037
v2 -131 875 137 -.011 030
v3 103 866 145 006 -.009
v4 018 065 ‘ 861 | -105 040
v5 867 021 110 011 -.047
v6 106 106 .809 283 108
V7 807 055 160 70 | -.056
v8 270 | 206 \ 789 -041 | 073
v9 749 -1 023 -015 163
v10 857 105 .033 046 012
v11 888 -.031 107 | -.038 028
vi2 059 .084 | 095 031 876
v13 047 839 047 274 | 113
v14 .005 019 074 1T 891
v15 007 | 148 | 004 877 029

Extraction Method: Principal Component Analysis. Rofation Method: Varimax with Kaiser Normalization.

a Rotation converged in 5 iterations.

2.2.5: Interpreting Factors for Identifying Consumer Credit Impact on Lifestyle
Interests.
Interpretation is facilitated by identifying the variables that have large loadings on the same

factor. That factor can then be interpreted in terms of the variables that load high on it.

2.2.6: Determining the Model Fit for Identifying Consumer Credit Impact on Lifestyle
Interests.
Table-2.2.6.1 shows Reproduced Correlations of some lifestyle (interests) variables related

to consumer credit.

Table-2.2.6.1: Reproduced Correlations of some lifestyle (interest) variables related to consumer
credit.
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a Residuals are computed between observed and reproduced correlations. There are 21 (20.0%) nonredundant

residuals with absolute values greater than 0.05.

b Reproduced communalitics

2.3.1: Constructing the Correlation Matrix for Identifying Consumer Credit Impact on

Lifestyle Opinions.

Table-2.3.1.1 shows Correlation Matrix about some lifestyle (opiniong) variables related to

consumer credit.

Table-2.3.1.1:

consumer credit.

Corrclation Matrix about some lifestyle (opinions) variables related to

I vi v2 v3 | v4 v6 | vB V7 v8 v9 | v10 v11 V12 v13

Corr  v1 | |
elati 1.000 ‘
on |

v2 035  1.000 i

v3 -097  -012 | 1.000 |

vd 112 493 | -140 | 1.000 | ‘

v5 163 101 .153 | -048 | 1.000 |

v6 114 116 | 61| 219| 577 1.000 |

v7 050 076 | -058| 104 | 059 020 | 1.000 | ;

v8 605 | 047 | -041| 128 075 140 073 | 1.000 |

vo -005| 161 -037| .000| -030 -005| 676 | -037 1.000

v10 -100 | -017 | 038 .033 543 747 | -098 | 098 | -100 1.000

vi1 062 | 075 -068| -054| .112| .001 695 | -021| 689 -010 | 1.000

viz 048 | 115 861 | 130 233 | 191 041 | 130 | -031| 124 .037 | 1.000

vi3 634 | -117 -136  -082 . -069| -016 -067| 545 | -038  -020 -074 -101 1000

a Determinant = 005

Table-2.3.1.2 shows Kaiser-Meyer-Olkin Measure of Sampling Adequacy & Bartlett's Test

of Sphericity of some lifestyle (opinions) variables related to consumer credit.

Table-2.3.1.2: KMO and Bartlett's Test of sphericity of some lifestyle (opinions) variables

related to consumer credit.

Adequacy.

Bartlett's Test of
Sphericity

Kaiser-Meyer-Olkin Measure of Sampling

Approx. Chi-Square

df

Sig.

.603

502.881
78
.000

[

(S
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2.3.2: Determining the Method of Factor Analysis for Identifying Consumer Credit
Impact on Lifestyle Opinions.
Irom the analysis of the correlation matrix, it has been determined that factor analysis is an

appropriate technique for analyzing the data.

2.3.3: Determining the Number of Factors for Identifying Consumer Credit Impact on
Lifestyle Opinions.

In order to summarize the information contained in the original variables. a smaller number
of factors should be extracted. Following procedures are maintained for determining the

number of factors for this thesis.

(i) A Priori Determination: Considering priori knowledge, researcher sclected five factors

for analyzing the data. So, there are five factors extracted for lifestyle activities variables.

(ii) Determination Based on Communality & Eigenvalues:

The knowledge of variance, mean, standard deviation is necessary for understanding
communalities and cigenvalue. The mean and standard deviation of lifestyle (opinions)
variables produced by houschold products which are bought by consumer credit are shown
in table-2.3.3.1

Table-2.3.3.1: Descriptive Statistics (mean & standard deviation) of some lifestyle opinions variables

related to consumer credit.

Mean Std. Deviation | Analysis N
v 3.7700 133979 ' 100
v2 3.8400 1.13458 100
v3 2.9500 132859 100
vé 3.8400 123681 100
v5 3.4300 1.39447 100
V6 3.5700 1.31237 100
V7 3.0600 1.40576 | 100
v8 3.7500 | 133617 100
Vo 3.0000 1.43548 100
v10 3.5300 133678 100
Vi 2.9600 146969 100
vi2 2.8600 1.37084 100
vi3 3.8200 1.28220 100
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The positive mean score & standard deviation score of variable v1, v2. v4, v5, v, v7, v8,
v9. v10. and v13 indicate that these variables are very much applicable to increase the

lifestyle opinion. v3, v11, v12 variables also support the hypothesis but not strongly.

Table-2.3.3.2 shows Communalities of some lifestyle (opinions) variables related to consumer

credit.

Table-2.3.3.2: Communalities of some lifestyle (opinions) variables related to consumer credit.

Initial Extraction
v 1.000 .800
v2 1.000 695
v3 1.000 .805
v4 1.000 793
vh 1.000 667
vb 1.000 .826
v7 1.000 .788
v8 1.000 744
v9 1.000 782
v10 1.000 814
vi1 1.000 815
v12 1.000 .795
v13 1.000 764

Extraction Method: Principal Component Analysis.

Table-2.3.3.3 shows Total Variance Explained of some lifestyle (opinions) variables related to

consumer credit.

2
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Table-233.3: Total Variance Explained of some lifestyle (opinions) 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 %o
1 25610 | 19.307 19.307 | 2.510 | 19.307 | 19.307 | 2.400 18.461 18.461
2 2.434 18.720 38.027 | 2.434 18.720 38.027 2.299 17.684 36.145
3 2.214 17.031 55.058 2214 17.031 : 55.068 | 2.210 17.002 53.147
4 1.504 ‘ 11.571 66.629 | 1.504 11.571 | 66.629 | 1.592 1 12.249 65.396
5 1.426 10.968 77.597 | 1.426 10.968 77.597 1.586 12.201 77.597
6 621 4778 |  B2375 ‘ '
7 524 4.030 86.405
8 424 3.264 89.669
9 372 2.859 02.528
10 331 2.546 95.074
1M 234 1.801 | 96.875
12 225 | 1.731 | 98.606 | '
13 181 1.394 | 100.000 .

Extraction Method: Principal Component Analysis.
(iii) Determination Based on Scree Plot:(Please see figure-6.3.1)

(iv) Determination based on the percentage of variance: 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.

2.3.4: Rotate Factors (Component) Matrix for Identifying Consumer Credit Impact on
Lifestyle Opinions.
Table-2.3.4.1 shows Component Matrix of some lifestyle (opinions) variables related to

consumer credit.

o
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Table-2.3.4.1: Component Matrix of some lifestyle (opinions) variables (a) related to consumer

credit.
Component
1 2 ' 3 4 5

v -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
Vo 016 877 | -055 -100 .007
v10 760 | -.166 182 | -224 | -.355
Vi1 091 870 -.022 977 003
vi2 470 -.001 | 117 | 120 738
vi3 -284 -079 784 | -.249 -031

Extraction Method: Principal Component Analysis.

a 5 components extracted

Table- 2.3.4.2: Rotated Component

consumer credit.

Component
1 2 7 4 5
v 045 ~162 874 084 012
v2 104 027 -040 823 063
v3 055 058 | 102 132 878
v4 -028 051 067 885 -.045
v6 080 792 057 -033 171
v6 005 888 019 | 169 089
v7 883 004 034 | 084 008
v8 009 141 841 107 074
v 880 -.053 -.037 052 -031
V10 085 897 | 008 -026 | -034
v 900 050 | -.006 | -.042 008
V12 024 139 | 066 159 863
V13 065 017 | 844 - 169 -138

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.

a Rotation converged in 4 iterations.

&S]

Matrix of some lifestyle (opinions) variables (a) related to

tn
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2.3.5: Interpreting Factors for Investigating Consumer Credit Impact on Lifestyle
Opinions.
Interpretation is facilitated by identifying the variables that have large loadings on the same

factor. That factor can then be interpreted in terms of the variables that load high on it.

2.3.6: Determining the Model Fit for Justifying Consumer Credit Impact on Lifestyle
Opinions.

The final step in factor analysis involves the determination of model fit.

Table-2.3.6.1 shows Reproduced Correlations of some lifestyle (opinions) variables related to

consumer credit.
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o

Table-2.3.6.1: Reproduced Correlations of some lifestyle (opinions) variables related to consumer

credit.
| _ |
| vl V2 V3 vi o lovs | e vio| w8 vo L vlo | vil w12 | w3
Repr vl
oduce
d 800(h) 033 =101 123 | 175 - 112 077 723 020 - 144 023 060 722
Corre | [ |
lation
vz 035 695(b) -033 | 721 | 015 167 | 161 064 | 133 -009 061 | 189 | -189
v3 - 101 S033 | 805(b) | -159 201 .08 - 0356 -027 082 | 029 | -047 | 737 | -182
| | | |
v 123 721 ~139 | 793(b) -003 193 052 154 018 1 027 039 113 | -086
Vs -175 o15 | 200 -o03 | eermy | m2 | wes | o7 024 | 698 | 112 | 250 | -085
vh -112 | 167 105 193 ‘ 712 826(b) | 007 166 -047 | 790 | 032 | 228 | -039
v7 077 161 036 ‘ 052 063 007 | 788(b) | 045 | 780 -081 791 043 | -045
v8 723 064 -027 154 074 l 166 045 | 7440 2027 1 28 1 o0s | o1se | 678
V9 020 133 -082 018 | 024 047 | 780 S027 | 782(by | -124 | 788 007  -092
vio 814
144 ~000 029 027 698 w0 081 128 -124 b | D31 | 090 | 007
vil | ' . w . 815( . .
023 061 - 047 -.059 112 032 791 0035 788 | -.031 by 015 | -.057
vi2 | | ‘ ‘ | [ ‘ | 795 |
060 189 737 113 250 228 043 156 ~007 1090 [ 015 | ] -094
i
| | | | |
vi3 - . . ‘ | 764(
722 180 | -182 -.086 S085 | -039 - 045 678 -092 007 | -057 | -094 b)
'*“ﬁ'd\ vi 000 004 | 011|012 -003 2026 | -117  -025| 043 | 039 | -012 | -087
uatla
v2 000 041 -229 086 - 051 083 -017 028  -008 014 -073 | 072
v3 004 041 018 -048 036 -002 -014 045 | 008 | 021 | <186 | 046
v4 =011 -229 018 ‘ =045 026 033 - 026 -018 006 006 017 004
& 012 086 | -048 | -.045 | 5138 - 006 ool -054  -155 000 | -018 015
Vo -003 - 031 056 026 -135 012 -027 041 | -043 =030 -038 | 023
v7 -026 085 | 002 0s3 | -006 012 027 108 | 016 | -096 | -002 | -022
v8 < 17 -017 014 | =026 | 00l -.027 | 027 ~010 | -030 | -026  -.026  -133
v9 -025 028 045 -018 -054 | 041 - 105 -010 024 | -098 | -024 | 054
vio
043 - 008 008 006 -:155 - 043 -0l6 - 030 024 021 034 -.027
|
vll
039 {14 - 021 | 006 000 -030 - 096 - 026 - 098 021 022  -017
|
vl2
012 -073 - 186 017 | -018 038 | 002 | -026 -024 | 034 | 022 | -.006
| |
vi3 \
-087 072 046 004 015 023 -022 133 054 027 -017  -006

Extraction Method: Principal Co'mponent Analysis.

a Residuals are computed between observed and reproduced correlations. There are 19 (24.0%) nonredundant

residuals with absolute values greater than 0.05.

b Reproduced communalities
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ic Variables

Percentage & total number of related demographic variables are shown in table.

Table-2.4.1: Consumer credit borrowers are classified according to their age structures

~ Age group
0-15
15 30
_ )0 45
4560
B 60 15
Total

_Number of Borrowers
0
80
156
3’)
12

300 ]

% of Borrowers
0

27

52

17

4 =
100

Table-2.4.2: Consumer credit borrowers are classified according to their educational

qualification

Education | Numberof Borrowers
BcllowSSC I .
SQC HS(‘ L N B
HS.C-

Graduate 4 -
Graduate-Post
~Graduate L 106 - -
Post Graduate-
above R
Towl | 30

% of Borrowers

Table-2.4.3: Consumer credit borrowers are clabxlt:;d accordmu to their momhl\ income

Income of ] erou ers

| Less ss than tk. 5000
Between tk 5000- 9999
Betwuen k. IOOOO 19999
Between tk. 20000~ 29999
Belween k. 30000- 3‘)9‘)‘)
_Between tk. 40000- 49999
Between tk. 50 50000- 59999
Bet\\een tk. ()000(_)— ()999‘)
‘More than tk. 70000

o [otal

Number of Borrowcrq

|
1

- — | b | 2 I\J‘
—'!L"I o u.lm|o""

S|

|

% nt BUI‘I OWers
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Table-2.4.4: Consumer credit borrowers are classified according to their occupation

7%;_5@1_1@1 Number of Borrowers +” o of Borrowers
Business 7 92 )
‘Service holder 208 e 69
Total 30 Jf 100

Table-2.4.5: Consumer credit borrowers are classified according to their family lifecycle

Family Lifecycle stage of borrowers Number of Borrowers | % of I_%orrowcrsJ

Unmarried _ 7 D e L' 3 ‘

Married without children ] 118 . 39

Married with one children under 6 years 3

od S 104 . ,

Married with two children one over 6 23

years old _ - 68 o - |

Total R . 100 B
The End

[SS]
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