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Abstract

The purpose of this study was to analyze the influence of emotional motives consisting of personal factors and psychological
factors on consumer decisions to use credit cards. This study involved 100 respondents, with a sampling technique based on
purposive sampling. The questionnaire was distributed to respondents according to the research criteria, namely being customers of
credit card users in banks in the city of Makassar, which were further analyzed using the Multiple Linear Regression model, which
will test variables from emotional motives, namely personal factors, and psychological factors, on the decision to use credit cards.
. The results showed that personal factors had a significant positive effect on the decision to use a credit card, while psychological
factors also showed a significant positive effect on the decision to use a credit card. Thus, people in the city of Makassar use credit
cards based on the encouragement of emotional motives consisting of personal factors and psychological factors.
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1. INTRODUCTION

The growth of credit card use in Indonesia is currently in-
creasing. This can be seen from the number of types of credit
cards issued, the increase in the number of customers, and the
number and value of credit cards in circulation which jumped
very rapidly between 2005 and 2010 (Rahayu, F., Irmawati Her-
muningsih, 2011). However, there is a different phenomenon
that there was a decrease in the number of credit cards in cir-
culation, namely at the beginning of 2017, the number of credit
cards in circulation was recorded at 17.49 million pieces, but in
August the number of credit cards experienced the decline was
only 16.89 million pieces.The reason is the existence of provi-
sions from Bank Indonesia (BI) that limit the number of credit
card ownership for certain incomes (Laucereno, 2017).

A credit card is a payment instrument that is commonly
used in the payment of a transaction or as a substitute for cash.
At times, credit cards can be used to buy or pay for whatever
we want at any place that accepts the credit card or it can also
be cashed. Credit cards have now become a lifestyle and part of
the human community to be categorized as modern in the life
order of a city that is moving metropolitan. Regarding lifestyle,
according to Fauzan (2017) who cites the opinion of Rhenald
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Kasali (2007) that a study conducted by Euromonitor Interna-
tional shows that in a period of 25 years (1990-2015) Indone-
sian households experienced an extraordinary consumption rev-
olution. This data is reinforced by an increase in the use of con-
sumer credit, which rose drastically, Rp. 297,586 trillion (the
year 2000) to Rp. 566,896 trillion (the year 2004). This indi-
cates that the use of credit cards is often associated with use for
consumption.

Thus it can be said, that the use of credit cards is certainly
driven by certain motives that lead to the desire to consume.
Meanwhile, according to Kotler and Keller (2012) that the con-
sumer’s decision to use/make a purchase is influenced by psy-
chological factors, which psychological factors consist of mo-
tivation and perception. Motivation is a strong impulse that di-
rects a person’s behavior in the desired direction. The impulse
can come from rational motives and emotional motives. This
can be seen from the results of research (Fauzan, 2017), which
shows that a person’s lifestyle affects the use of credit cards.
But on the other hand, Henegar et al. (2013) stated that credit
cards are part of the creation of impulsive buying.

Thus, there is an emotional motive that underlies a person
in purchasing. Emotional motives are closely related to internal
consumer decisions, which means that consumers buy. They are
motivated by decisions that come from internal considerations,
for example, the product matches their personality or attitude,
or because they want to own a product because the product is
very rare. Emotional motives are purchase motives related to
individual feelings or emotions. For example, they shop not be-
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cause of the function of a product but because they like it, are
proud to use it, it’s a trend, there is prestige when using, or want
to imitate the product used by their idol, or whoever is the ref-
erence. The emotional motive of the purchase motive is based
on feelings, and it appears that consumers act in a hurry when
buying a product so that they do not consider the possibilities
that might occur in the long term (Hakim, 2018). Emotional ac-
tion is also a person’s personal encouragement to carry out an
activity, where emotional motives include (1) personal factors,
and (2) psychological factors.

Studies on emotional motives have been carried out, for
example by Hoque et al. (2012) which states that emotional
actions have a strong role in purchasing decision behavior in
Bangladesh. Meanwhile, studies on the relationship between
credit card use and emotional decisions that specifically exam-
ine consumers in Makassar have not been found. The visible
phenomenon is that consumers in Makassar, for one person, can
have several types of credit cards. Based on the above study,
the problem to be solved is whether emotional motives, con-
sisting of personal factors and psychological factors, influence
consumer decisions to use credit cards. The results of this study
are expected to be an input for the banking industry in credit
card distribution so that there is no risk due to excessive use. It
is also expected to provide information for consumers regarding
the importance of using credit cards wisely in shopping.

2. LITERATURE REVIEW

2.1. Consumer emotional motives

Emotional motives are part of the hedonic motive, where
the hedonic motive is a shopping urge that arises based on con-
sumption experiences related to feelings, fantasies, pleasures,
and the five senses, where these experiences affect one’s emo-
tions (Ryu et al., 2010). According to Engel et al. (1995) the
criteria used when considering hedonic values are subjective
and symbolic, centering on the notion of a product or service
that is independent of objective considerations.

Hedonic shopping behavior, which is shopping behavior re-
lated to recreational, pleasure, intrinsic, and stimulation aspects,
causes consumers who shop to have subjective values that have
the potential to provide entertainment in shopping so that con-
sumers feel they will receive benefits without having to buy
them (for example, fun activities, entertainment, fantasy, sen-
sory stimulation) as well as refer to the value received from
fantasy, and multi-sensory aspects of shopping. Customers who
have high values on hedonic motives are more interested in the
act of shopping alone or independently and it is important to see
self-expression and personal satisfaction associated with shop-
ping (Yavas and Babakus, 2009). Likewise, customers who
shop driven by hedonic value will shop based on emotion or
feelings that come from the environment and experiences.

Emotional action is also a person’s personal encouragement
to carry out an activity with emotional encouragement so that
people can act according to their wishes. Emotional factors are
pride, self-confidence, and satisfaction. Purchasing products

based on emotional reasons sometimes includes only a few log-
ical things and more come from the heart, not from a mature
mind (Hoque et al., 2012).

Schiffman and Kanuk (2009) states that the term emotional
is used when the purchase choice is determined based on sub-
jective selective criteria. Some of the factors included in emo-
tional motivation are safety, comfort, ego, pride, recreation, sex,
competition, health, practicality, and so on. Purchases based
on emotional motivation occur during the process of selecting
goods or services, based on subjective and personal reasons,
such as pride, fear, affection, or status.

The assumption that underlines the difference between emo-
tional purchase motivation and rational purchase motivation is
that emotional purchase motivation is often considered not to
take maximum utility or satisfaction into account, however, it
is reasonable to say that consumers always try to select alterna-
tives that they think can provide satisfactory satisfaction. max-
imum. It is quite clear that the measure of satisfaction is very
personal in nature, based on the structure of the needs of each
individual, past experiences, and behavior (learned) from the
environment. What seems irrational to others, can be consid-
ered rational in the consumer’s thinking. For example, someone
who does plastic surgery to look younger is seen to use signifi-
cant economic resources such as surgery costs, time to recover,
inconvenience, and considerable risk if something goes wrong
in surgery. For that person, the goal is to look younger, and
all the costs and risks involved are perfectly rational. But for
many other people in the same culture, who don’t pay attention
to age, or appearance 20, the actions taken by that person are
irrational (Schiffman and Kanuk, 2009).

2.2. Personal Factors

Personal factors are the characteristics of a person, where
these characteristics differ from one person to another. Kotler
and Keller (2012) states that individual decision-making to con-
sume something is determined by personal characteristics, where
the dimensions consist of (1) Age and Life Cycle Stage, (2) Oc-
cupation, (3) Economy, (4) Lifestyle, and (5) Self-concept. The
influence of individual characteristics is also stated by Sarker
(2013) that can influence purchasing decisions, with the same
indicators as the statements of Kotler and Keller (2012). Like-
wise, Abdullah et al. (2017) and Susanto et al. (2016) also stated
that there is an influence of personal factors on product purchas-
ing decisions.

2.3. Psychological Factors

Psychological factors are factors that indicate feelings, how
to collect and analyze information, and how to formulate ideas
for taking action. Loken (2006) states that psychological fac-
tors consist of motivation, perception, learning, and beliefs and
attitudes. The influence of psychological factors on the decision
to consume products has been carried out by Fitrianingrum and
Wahyono (2013), Nawawi (2016), Khosla (2018), all of which
state that there is a relationship between psychological factors
and purchasing decisions even though with different objects.
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3. RESEARCH METHODS

This study was analyzed using a quantitative approach. The
quantitative method is a method based on the positivism philos-
ophy used in the research sample and uses research instruments
to collect data (Sugiyono, 2013). The research variables consist
of personal factor variables (X1), and psychological variables
(X2) as independent variables, and the decision to use credit
cards (Y) as the dependent variable. The analysis model used
is multiple regression analysis.

The population of this research is all credit card users who
become customers of banks in the city of Makassar totaling
385,000. Given the large population and distribution of credit
card users, the determination of the number of samples based
on the Hier method is 5-10 times the number of research indi-
cators, to obtain a total of 100 respondents with a sample ap-
pointment based on purposive sampling technique.

The research data was collected through a questionnaire,
which contains an indicator question with 5 alternative answers
based on a Likert scale. The use of the Likert scale aims to
measure attitudes, opinions, and perceptions of individuals and
groups of social phenomena (Feri et al., 2020).

4. RESULT AND DISCUSSION

This study examines the influence of emotional motives con-
sisting of personal and psychological variables on the decision
to use credit cards. Research respondents are people in the city
of Makassar who use a credit card, to get their experience when
they first decide to use a credit card. The results obtained were
based on the characteristics of the respondents who filled out
the questionnaire were men (60%) and women (40%), while
those who filled out the most questionnaires were from the ages
of 20-30 years as many as 46, and above 30-40 by 28%. Re-
spondents with civil servant characteristics as much as 43%,
and entrepreneurship as much as 28%. Characteristics based
on income, the largest is an income of Rp. 1,000,000, - to Rp.
3,000,000, - as much as 60%.

The analysis used in this study is multiple regression analy-
sis. The choice in this analysis is due to the desire to know the
variables that influence consumer decisions to use credit cards.
Before carrying out a regression analysis, the instrument’s fea-
sibility test was conducted first, and it can be seen in Table 1
that all indicators are valid.

Table 1: Research Instrument Test Results

Var Variable Name Significant Value

X1 Personal Factors 0,000
X2 Psychological Factors 0,000
Y Decision to use Credit Card 0,000

Cronbach’s Alpha 0,830 > 0.60
Source: the results of data processing

The results obtained after testing using simple Linear Re-
gression Analysis, are as Table 2.

Table 2: Regression Analysis Results

B Std. Error t Sig

Constant 2.046 0.423 4.832 0.000
X1 0.439 0.096 4.597 0.000
X2 0.086 0.073 1.117 0.043
R 0.55
R Square 0.26

Source: the results of data processing

Based on the calculation results, the equation is obtained: 
Y = 2.046 + 0.439X1 + 0.086X2
The results of the analysis can be interpreted, that personal

factors and psychological factors as part of emotional motives
have a significant positive effect on consumer decisions to use
credit cards. The tight relationship between the X and Y vari-
ables is indicated by the correlation value of 0.550, which means
that the relationship between the variables is only 55

Thus the result shows that emotional motives with personal
and psychological variables have an influence on consumer de-
cisions to use credit cards. Personal factors with indicators of
age and life cycle stages, work, economy, lifestyle, and self-
concept, the results of the analysis show that the older a person
is, the more he thinks about consuming products that are appro-
priate to his age and life cycle. Likewise, the more stable a per-
son’s job is, the more he looks for products that make it easier
for him to purchase products. In terms of economic conditions,
the more stable a person’s economy is, they have thought of us-
ing products that are following their economic level, where a
credit card also symbolizes a lifestyle and supports one’s self-
concept to get recognition from others.

Psychological factors too, the better a person’s psychologi-
cal condition, the stronger the person’s decision to use a credit
card. The results of the analysis show that this factor has a
significant positive effect on the decision to use credit cards.
Indicators of psychological factors are motivation, perception,
learning, and beliefs and attitudes. The meaning that can be
elaborated is that the stronger a person’s motivation for a cer-
tain product, the more his decision to use the product will be
increased.

Likewise regarding a person’s perception, where the bet-
ter the product is perceived by consumers, the more it will
strengthen the decision to use the desired product. Consumers
before using the product will seek information first. This infor-
mation will be studied by considering the advantages and dis-
advantages of the product based on other people’s experiences,
the better learning about credit cards that will be obtained, the
more it will strengthen the decision to use a credit card. Be-
liefs and attitudes towards credit card products also influence
the decision to use credit cards. Consumers who believe in the
benefits and have a positive attitude towards credit cards will
further strengthen the decision to use the credit card.
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5. CONCLUSION

Based on the results of the analysis, the study concluded
that emotional motives consisting of personal and psychologi-
cal factors partially have a significant positive effect on the de-
cision to use credit cards by consumers in the city of Makassar.

The advice given to banks is to pay attention to consumers’
emotional motives because consumers sometimes act not with
rational thought, but also based on emotional impulses.

Further researchers need to conduct in-depth research on
emotional motives because there are many other variables that
shape consumer emotional motives, which in this study only
tested two variables, namely personal and psychological. This
is shown from the R square value, which is only 26%, which
means that 74% of other variables can influence consumer de-
cisions based on emotional motives.
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