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Abstract

This study aims to evaluate credit card promotion strategies in the context of
business-to-consumer (B2C) trade shows, using Power Buy Expo—a major electronics
fair in Thailand—as a case study. A qualitative research approach was employed, using
in-depth interviews with 25 consumers who had experience using credit cards at the
event. The findings reveal that 0% installment plans were the most influential strategy,
enabling consumers to reduce financial burdens and access high-value products.
Cashback and reward programs enhanced perceived value and long-term loyalty, while
on-the-spot discounts appealed to quick decision-makers. The study also identifies
enabling and inhibiting factors for credit card use, including clarity of conditions,
financial literacy, and credit line limitations. The research offers strategic insights for
event organizers and financial institutions in designing consumer-centric credit card
promotions that encourage responsible spending. Moreover, the findings present
policy-level recommendations for public agencies such as the Ministry of Commerce
and consumer protection organizations to promote financial literacy and regulate

marketing practices at large-scale trade shows.

Keywords: Credit card promotions, B2C trade shows, 0% installment plans, Consumer

behavior, Power Buy Expo
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Tunsudhdsguslaelnenss faluwiveamsthiauenandausilva nisadaUszaunisaiuusus
warn1snszdusanueluszerdu sunansduduuussiagiuilon (Business-to-Consumer:
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Discounts)
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dauan wazlIuAy devaunszdunisiivlavesnaintnsiasanlulseinelneg (Staff
Reporter, 2025)
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“GonuusinseAu” (Impulse Buying)
usegslandenadanisldUnsinsinluauuansdudi

usegslanndiuanuasiuAu (Discounts & Cashback Rewards)

=

Wsluduussinn “dian” uaz “WAsinduAn” (Cashback) Huiluusegslanisuen
a v a yva al I vaa a |
HHuslaanauausdlanian lagtanizlung Uy 901531940 uN151uBE1950UADY
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w393l991nn1sEaUYsE (Installment Plans)
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usegslannasuuuazauLasdnsniAY (Reward Points & Exclusive Benefits)
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I a Y a

n159 8 laglanigid edurflyargauazy USlaAlvad 11 AN19N15ITUNT0ANR 1A
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1. NufN133UILanT (Perceived Value Theory)
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) 1A =2 cal vo a a @ a o
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2. nunszurunsanduladia (Consumer Decision-Making Process Theory)
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5) woAnssundanisde luvsunvesiuuansdudn Wslududasiasindunumlaenss
Tudunouil 2 §9 4 Tnstanizideddoiaussifanat Wy “l@wiziuivingy Weu 0%
U 10 LR’ Q’U%ImﬁLLu'ﬂﬁuLéaé’ﬂﬁuiﬁ]LﬁaiaiwaWQIaﬂﬂa (Park & Lennon, 2006)

3. nufjAuNanala (Satisfaction Theory)

Oliver (1997) 85 U187 mmﬁawaiwach:ﬁimLﬁm%yul,ﬁ'amaé’wéﬁliéf'%’umq
wiaiumumands Tunsdvesluslududnsiasin wu lasudantiufivieusnisiiazaan
aufisweladiind uazdwarongfinssud es uaznisuense Chol war Mattila (200)
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szsuauliinda wazauftanelaszozenn uenani Vieira uazane (2022) Sanuin
Cashback Strategies fiuaL¥9uanse “Program Satisfaction” wazvianiinfiunalnidex
serhelusluduiuanuindvesgnm

4. nufAuinAvasgnAl (Customer Loyalty Theory)
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izazm’gizquﬂﬁmazLLusuﬁ (Zhang et al,, 2016)
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gy o e
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wwshin tneldseieuidedennnin (Qualitative Research) Hun1sdun1walidadn (In-depth
Interview) damingantunisvianudlanginssunazusagslavesduslanluuumans
(Creswell & Poth, 2018)

NauAI9819UTENO U IR YT INULARIAUAT B2C 71U 25 AU ARLABNKUY
191%39 (Purposive Sampling) Tagdinaui 1y wngldUnsiasanniosuiiusiuduluaiu
wazdanunainvateniana 81y waziele vuiang uiaeg 9oy lutaei imanzay
Tng Guest wayAn (2006) s¥yinaudunivalifinguszasddalauarunsafgad e
16 12-25 Ay

Tduuudun1valfslaseasne (Semi-Structured Interview) Tun1359usI848ya

Tnerdeyaurazaegndunvalilusieynna Toaaiseuna 20-30 wav Teyagniuiin

deuwaznammiiduanednualsnusiiediasziiagiadussuy
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AuUs ngu U Jouaz
(Variable) (Category) (Frequency) (Percent)

LN Liltd] 12 48.00
N 13 52.00

129078 1-15 1 0 0.00
16-30 U 9 36.00

31-45 15 60.00

faust 46 Fuly 1 4.00

1IN WINUUTEN 6 24.00
LUD9RANTT 5 20.00

WILaud 5 20.00

1519113 5 20.00

UnAnY 4 16.00

s1elanatfou N1 15,000 UM 5 20.00
15,000-30,000 U 6 24.00

30,001-50,000 U 8 32.00

111N 50,000 UM 6 24.00

NOANTIUNI5 LY THfloavaunziuy 12 48.00
-, Tanzlusansian 5 20.00
Tgnou 0% 5 20.00

lumegldtnsiashin 3 12.00
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Namﬁtﬂi’wﬁ‘l’faga (Research Results)

s 1 a
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€ a = Y v

NNITFUAALTIANWLUI1TILIIU Power Buy Expo I 25 578 WU ﬂaEJ“VIﬁ‘
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1.1 nagnsuuuNautnse (Installment Strategy)
A lvidoyadiulng (Sevaz 68) iuIn1sHoutIE 0% laglanizvedsuIAIs
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