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Abstract: The objectives of this research are to study 1) the influence of saving attitudes that affect
the credit card debt of Generation Y, 2) the influence of spending values that affect the credit card
debt of Generation Y, and 3) the influence of purchase situations on the credit card debt behavior of
Generation Y. This study is quantitative research. The sample used in the research was 400 credit card
users. The guestionnaire was used as a tool to collect sample data. Statistics used are percentages,
averages and multiple linear regression analysis. The research results found that the factors that
influence the credit card debt behavior of Generation Y were product-related spending values,
promotion-related spending values, and situational purchase factors. It is expected that the
findings of this study can be applied to the formulation of policies concerning credit-card marketing
and the encouragement of healthier consumer behaviors among Generation Y, thereby reducing
the likelihood of bad debt and over-indebtedness at both the individual and family levels.
Keywords: Credit card debt, Generation Y, saving attitudes, spending values
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Table 1. Mean and standard deviation of factors affecting the credit card debt of the generation

Y: Saving attitude

Factors Contributing to Credit Card Debt Mean <D. Interpretation
()

Attitudes Toward Saving

Knowledge of different saving methods 3.86 0.985 High
Belief that saving is beneficial 4.00 0.763 High
Desire to save money 4.11 0.890 High
Tendency to save less when living expenses increase 4.04 0.797 High
Difficulty saving if part of one’s income must go toward 4.09 0.768 High

debt repayment
Planning savings specifically for investment 3.94 0.805 High
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Table 2. Mean and standard deviation of factors affecting the credit card debt of the generation

Y: Expenditure values

Factors Contributing to Credit Card Debt ;\:_)ean S.D. Interpretation

Product aspect

Selecting products/services based on convenience and 4.06 0.833 High
efficient usability

Selecting products/services based on contemporary 3.92 0.828 High
(modern) design

Selecting products/services based on meeting one’s 3.97 0.818 High
personal preferences

Selecting products/services based on luxury to enhance 3.93 0.881 High
social status

Selecting products/services based on durability 4.11 0.816 High

Price aspect

Selecting products/services that offer good quality at a 4.02 0.837 High
reasonable price

Selecting products/services offering good value for money 4.07 0.757 High

Selecting products/services based on comparing prices 4.06 0.796 High

Selecting products/services where price aligns with perceived 4.12 0.840 High
value

Selecting products/services that provide multiple price-tier 4.00 0.803 High
options

Place aspect

Choosing products/services from  locations with comprehensive 4.00 0.827 High
facilities

Choosing products/services from locations that are certified 3.95 0.824 High
(e.g., restaurants awarded Michelin stars)

Choosing products/services from restaurants or department 4.06 0.761 High
stores featuring modern, attractive layouts and design

Choosing products/services based on location (e.g., resorts 4.08 0.765 High

or luxury hotels with beautiful, nature-adjacent views,

or venues in the city center)
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Choosing products/services that offer service centers close 4.11 0.784 High
to residential areas

Promotion aspect

Selecting products/services based on promotions offering 4.01 0.845 High
high discounts

Selecting products/services based on promotions that 4.01 0.798 High
include free gifts and special privileges

Selecting products/services based on credit card promotions 4.09 0.774 High

Selecting products/services based on promotions tied to 3.99 0.751 High
festivals or important holidays

Selecting products/services that offer free shipping and 3.85 0.772 High

returns

Table 3. uansiasefidsmananisnowia
il UnziasAnduaniun1salvesn1sdogean 4
aduusnREITU wuin M3t evesisnetaun
uos (X = 3.97) sesaanlgun nsdedudnany

N353 INAMULUIRIALTIN (X = 3.96) N3
FoAuAuUTUAuLTITIAge (< = 3.82) wazns
Fondedud il eluvestifalsfuyaaadi$an
(X = 3.80) suddy

Table 3. Mean and standard deviation of factors affecting the credit card debt of the generation

Y: Buying situation

Factors contributing to credit card debt

Mean Interpretation
S.D.

(x)
Buying high-priced, brand-name products 382 0873 High
Buying Product as a gift for people you know 380 0827 High
Buying things as a reward for myself 397  0.856 High
Purchasing products based on reviews or recommendations from 396 0860 High
people | know
Buying newly released products in the market even if they are 361 0837 High

priced higher than usual

Table 4. wanyUad s 1UNgA NITY
mimwuummam 3 UAULINAUE AU wum
N5915enT URSLASA AR 28N130152 7 WA

(X = 4.07) 59989U1ABN15IT 18R ASLATAN
(X = 4.01) waznsaUsNI5YIURNSLATA MK DY
3eqRAUA/UIMT (X = 4.00) AUEIRU
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Table 4. Mean and standard deviation of credit card debt behaviors

Credit card debt behaviors Mean (X)  S.D. Interpretation

Spending more than one’s income 341 1.070 High

Extent of credit card payment delinquencies 3.48 0.838 High

Spending via credit card 4.01 0.816 High

Using the credit card’s installment-payment service to buy 4.00 0.806 High
goods/services

Paying off credit card debt by making only the minimum 4.07 0.813 High

payment

Table 5. uanstoyaf 59U YT
Wanua 26 Frudsnadeuniumuizaulag
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andunus Barlett’s test of sphericity Usznou
fa8e1 KMO Ay 0.685 (8 a11nna 1 0.50)
uayA Barlett’s test of sphericity 31f1 Sig. VAU

0.001 (F9tieini1 0.05) A9t U AILUSNINUAN
Wudayannngudieg ndanuduiussening
o a ° a ¢ a o a o o A
Fudi ez lUIwsieRdedrsranerdudaden
dwariensnaliavilUnsiesinvesnguauuelsdu
M8

Table 5. Results of Kaiser-Meyer—Olkin (KMO) analysis and Bartlett’s test of sphericity

KMO and Bartlett's test

Kaiser-Meyer-Olkin measure of sampling adequacy

Bartlett's test of sphericity

0.685
Approx. chi-Square 544,571
df 3
Sig. <.001

Table 6. uanawam AT wiveyalny
T8 N1TNIFUNITOA0BULT ILE U WARIKE
Msieseviadefs 6 Jads Taun viruaRdnu
nseeu Yaduaunansiug Jadeaiusia Jade
suand, Jadesumsduasunisaann, Jade
Fuan1un5alveIn158 8 @153 uIeAIY

wUsUsiwwestladeiidwmasnanisneifnnd Uns
LATANIINNOA NTTUVDING ULAULUBLITUINY
45.9 % (R = 0.459) §05unla11 6 Jased
annsaesueseiutlasefidwanensiodeami
Unsiasan 45.9%

Table 6. Results of data analysis using linear regression analysis

Model summary®

Std. error of

Model R R square Adjusted R square Durbin-Watson
the estimate
1 0.677° 0.459 0.451 0.46917 1.745
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a. Predictors: (constant): saving attitudes, product factors, price factors, place factors, promotion factor, situational

purchase factors
b. Dependent variable: Behavioral factors
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Table 7. The results of hypothesis testing by using the linear regression method

Coefficients?

Unstandardized  Standardized Collinearity
coefficients coefficients Statistics
Model B Std. error Beta t Sig. Tolerance VIF
1 (Constant) 0.350 0.199 1.760  0.079

Saving -0.073 0.060 -0.069 -1.219  0.223 0.430 2.323
attitude

Product 0.187 0.073 0.171 2563 0.011* 0.308 3.243
Price 0.028 0.076 0.025 0.370 0.711 0.294 3.405
Place 0.102 0.075 0.090 1.361  0.174 0.315 3.171
Promotion 0.247 0.067 0.212 3.677 <0001 0.412 2.425
Situational factor  0.399 0.051 0.368 7.814 <0001**  0.622 1.608

a. Dependent variable: Credit card debt behaviors
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