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Abstract

Credit card usage among young professionals has grown rapidly in the Philippines due to digitalization, financial
inclusion, and evolving consumer habits. This study examines how credit card knowledge, social nhorms, and
materialism influence credit card usage, with self-efficacy as a mediating factor. A sample of 166 young
professionals in Makati City was determined using G*Power. Data were analyzed through Partial Least Squares
Structural Equation Modeling (PLS-SEM) to test relationships among the variables. Findings revealed that credit
card knowledge significantly influenced self-efficacy (B = 0.166, p = 0.022) but did not directly affect credit card
usage (B = 0.078, p = 0.221). Social norms negatively impacted self-efficacy (B = -0.425, p = 0.000) yet showed no
significant effect on usage (B = -0.085, p = 0.322). Materialism was negatively associated with self-efficacy (B =
-0.211, p = 0.042) but did not significantly predict usage (B = -0.027, p = 0.736). Overall, self-efficacy emerged as
a crucial mediator, translating knowledge into responsible financial behavior. Future research should explore

cultural comparisons and the influence of digital media on financial practices.
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INTRODUCTION

Credit card usage has become a significant
financial behavior  globally, impacting
economies and individual financial health. In the
United States, Regulations like the Credit Card
Accountability Responsibility and Disclosure
(CARD) Act of 2009 have been implemented to
protect consumers and promote responsible
credit practices (Elliehausen & Hannon, 2018). In
Asia, there has been an increase in the number
of credit card companies, especially after
financial sector reforms. Singapore and South
Korea have experienced adoption rates while
some countries are still, in the early stages of
developing their credit card markets.

Due to the rise of digitalization, numerous
individuals transitioned to online shopping and
digital payment methods. Furthermore, this
pattern has continued and can still be observed
here in the Philippines because of the growing
popularity of online shopping among young,

urban Filipinos (Nair, 2016). The influence of
Western culture, coupled with the growing
availability of credit, has shaped the spending
habits of Filipino youth. The Bangko Sentral ng
Pilipinas (BSP) has implemented regulations to
protect consumers from predatory lending
practices and promote financial literacy.

The Philippine credit card market has
experienced fast growth since 2010 because of
financial inclusion initiatives and digital
payment system development and increasing
credit card adoption by young tech-savvy
workers. The Philippine card payment sector
will achieve P4.2 trillion in 2025 through 18.8%
yearly growth because the nation continues its
transition from cash to electronic payment
systems (BusinessWorld, 2025). The number of
outstanding credit cards in the Philippines
experienced a significant increase from 9.3
million in 2022 to 11.2 million during 2023
according to TransUnion Philippines (2024). The
credit card market expansion during 2024
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resulted from first-time cardholders under 35
years old who made up 50% of new credit card
issuances (TransUnion Philippines, 2024).

The number of credit card users continues to
rise because financial service technology
advances at a rapid rate. The Philippines stands
as the world leader for online financial service
usage because its internet users actively use
banking and investment and payment
applications throughout each month
(BusinessWorld, 2025). The fast growth of credit
card usage creates new economic and financial
stability problems.

This study about credit card knowledge, social
norms and materialism effects on self-efficacy
and credit card usage becomes essential for
both economic and social development. The
research investigates young professionals who
represent the credit card user base that also
uses digital payments and changes their buying
habits. The analysis of credit card usage factors
helps financial institutions and consumer
education programs and policymakers create
effective strategies to teach responsible credit
management and stop debt accumulation and
support financial stability and inclusion.

The reason for conducting this study arises
from the noticeable gap in understanding how
various psychological and social factors impact
credit card usage of young professionals. Young
professionals often have limited experience of
managing finances as they are in the early
years of earnings in their lives. Starting to
accumulate debt at this stage may result in
long-term financial difficulties and a lower
standard of living. (Lusardi & Mitchell, 2014).
According to Lusardi & Mitchell (2014),
increased credit card knowledge is linked to
more responsible usage. This includes the
prevention of high-interest debt and ensuring
payments are made on time. Meanwhile, it is
mentioned in the study of Islam et al. (2018), due
to materialistic spending pattern, that was
driven by social media and digital media, as
comparison, this portrays the same patter as
what observed in other developing countries.
This indicates that as young professionals

possess materialism, this leads to affect their
financial choices, which sought to be alarming
to the extent of their spending. Furthermore,
Kim (2003) suggested that young adults are
frequently influenced by expectations and
influences from their peers to participate in
various spending levels. This behavior leads to
a rise in credit card debt, among this
demographic as cited by Nanda & Banerjee
(2021). Additionally, materialism has also been
associated with overspending habits and
mishandling credit cards. This highlights the
importance of exploring these factors in
connection with the use of credit cards (Li et al,,
2024).

According to Farrell et al. (2016), self-efficacy is
a significant indicator of responsible financial
management, like following a budget and
steering clear of unnecessary debt. Their
research also highlights how self-efficacy plays
a part in translating knowledge into actual
practical applications. Moreover, in a study by
Lim et al. (2014), they pointed out that self-
efficacy mediates financial knowledge and
behavior of young adults enabling them to
effectively apply what they know to enhance
their financial situations.

Young professionals employed in Makati City
were studied through their credit card behavior
for the reason that Makati City is a financial
district contains many multinational companies
and banking institutions and professional
services. The city’s concentration of employed,
financially active individuals provide a suitable
environment to explore how credit card
knowledge, social norms, and materialism
influence credit card behavior, with self-
efficacy as a mediating factor. Research has
demonstrated that Makati professionals base
their financial choices on their understanding of
money management and their social
environment (Pinca et al., 2024). Research in
Metro Manila shows that young professionals
who understand personal finance better handle
their money and credit responsibilities which
makes studying credit card behavior in this age
group essential (Eloriaga et al, 2022). The
research study investigates Makati employees
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because they represent a group that faces
credit card exposure while demonstrating
typical financial behavior of urban Filipino
workers.

While previous studies have delved into topics
like financial knowledge and consumer
behavior  separatelyy, a comprehensive
examination of how credit card knowledge
intersects with social norms alongside
materialism and self-efficacy still needs to be
explored. This study aims to bridge this gap by
exploring the relationship among these
variables with a specific focus on the mediating
role of self-efficacy. By addressing this
research gap, the study strives to offer a
comprehensive  understanding of what
influences credit card usage among young
professionals, thereby aiding in developing
better financial education and intervention
approaches. Filling this gap will also enhance
both theoretical understanding and practical
approaches to improving credit card behavior.

Building on this gap, the present study advances
a conceptual framework in which credit card
knowledge, social norms, and materialism
function as exogenous determinants of young
professionals' credit card usage — both directly
and indirectly through self-efficacy as a
mediating variable. Drawing on the Theory of
Planned Behavior (Ajzen, 2020) and self-
efficacy theory (Bandura, 2006), the framework
posits that informational, social, and value-
based influences shape credit card behavior
primarily through an individual's confidence in
their ability to manage credit responsibly.

Accordingly, the following hypotheses were
tested:

H1a. Credit card knowledge significantly
influences self-efficacy.

H1b. Credit card knowledge significantly
influences credit card usage.

H2a. Social norms significantly influence self-
efficacy.

H2b. Social norms significantly influence credit
card usage.

H3a. Materialism significantly influences self-
efficacy.

H3b. Materialism significantly influences credit
card usage.

H4. Self-efficacy significantly influences credit
card usage.

H5. Self-efficacy mediates the relationship
between credit card knowledge and credit card
usage.

H6. Self-efficacy mediates the relationship
between social norms and credit card usage.

H7. Self-efficacy mediates the relationship
between materialism and credit card usage.

LITERATURE REVIEW

Credit Card Knowledge. Credit card knowledge
encompasses understanding interest rates,
fees, and credit scores, which are integral to
financial literacy and responsible credit card
use (Lusardi & Mitchell, 2014; Kaiser &
Menkhoff, 2017). Awareness of interest rates is
crucial, as focusing only on minimum payments
can obscure how debt accumulates over time,
leading to repayment challenges (Lusardi &
Mitchell, 2014). Similarly, fees such as annual,
foreign transaction, balance transfer, and cash
advance charges often go unnoticed by young
professionals, despite their significant financial
implications (Goyal & Kumar, 2021). Credit
scores, shaped by credit card usage, further
determine future access to credit, with
delinquency lowering scores and limiting
opportunities (Butaru et al., 2016).

Despite the importance of knowledge, studies
reveal that awareness does not always
translate into responsible behavior. Goyal and
Kumar (2021) found that peer influence often
shapes credit card usage more than theoretical
understanding. Likewise, confidence in
knowledge does not consistently guide

195



Business Fora | 2026, Vol. 6, No.2 | https://doi.org/10.62718/vmca.bf-baiij.6.2.SC-1125-026

@ ANALYTIKS

decisions (Allgood & Walstad, 2016). Financial
education programs improve comprehension
but applying this knowledge remains difficult
(Lusardi & Mitchell, 2014). These findings
highlight that knowledge alone is insufficient, as
behavior is influenced by social and
psychological factors beyond financial literacy.

Nevertheless, higher levels of credit card
knowledge are linked to better practices, such
as paying balances in full and avoiding high-
interest debt (Klapper et al., 2019). Financial
literacy, when combined with practical
experience and education, positively impacts
credit card usage and broader financial
behaviors (Kaiser & Menkhoff, 2017).
Collectively, these studies emphasize that while
knowledge is not the sole determinant, it
remains a critical foundation for shaping
responsible financial decisions.

Social Norms. Social norms refer to the
perceived standards and  expectations
regarding credit card use within an individual's
social circle or broader society. Scholars make
a distinction between descriptive norms (what
people actually do) and injunctive norms (what
people believe is acceptable). Descriptive
norms relate to perceptions of behaviors in a
situation. They affect behavior by providing
information, on actions (Melnyk et al., 2018).
Injunctive norms pertain to perceptions of
behaviors that are either approved or
disapproved by others. They often work by
evoking feelings of obligation or approval
(Kimbrough & Vostroknutov, 2023).

Considering social norms in relation to the
respondents is essential because young
professionals operate within social and
professional networks that may influence their
financial decisions. Normative expectations
from peers, family, or colleagues can shape
attitudes toward credit card use, including
whether credit cards are perceived as status
symbols or necessary tools. Perceived peer
norms significantly influenced credit card
spending among young professionals (Zainudin,
R., et al 2019). The research findings indicate
that social influence is a significant determinant

of consumer intention to use a credit card (Trinh
et al, 2020). In addition, Pahlevan and Yeoh
(2018) found that excessive use of social media
had a positive effect on money attitude
dimensions and online compulsive buying. The
research study by Bursztyn et al. (2018)
demonstrates that framing debt repayment as a
moral obligation can significantly impact
behavior. This suggests that social norms,
which often carry moral undertones, can be a
powerful driver of credit card usage.

It is important to comprehend how social
norms, and the use of credit cards are
interconnected in order to tackle the root
causes of consumer debt. As social norms
change over time, they can either help reduce
or worsen financial practices. By promoting
healthy financial standards, in local
communities there is a chance to promote
responsible use of credit cards and decrease
problems related to consumer debt. (Gaganis et
al., 2023)

Materialism. Materialism is the importance
individuals place on material possessions and
their acquisition to achieve personal success
and happiness (Richins, 2017). Many people
associate materialism with consumer behavior
believing that possessing goods is a key for
their happiness and social status (Kasser, 2016).

Lim et al, (2024) concluded that materialism
and social norms have a positive relationship
with credit card misuse. Furthermore, other
studies corroborated with this as they
suggested that significant associations
between materialism, financial socialization,
and perceived financial capability with credit
card repayment behaviors (Li et al., 2024) and
Zainudin, 2019). Materialism drives increased
credit card use and impulsive buying, which in
turn lead to compulsive buying habits (Pradhan,
Israel & Jena, 2018).

Analyzing materialism among the young
professionals highlights the role of personal
values in shaping credit card usage.
Materialistic tendencies, defined as the
importance placed on possessions and status,
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can increase the likelihood of impulsive
spending or misuse of credit (Ahamed & Limbu,
2018).

Self-efficacy. Self-efficacy in credit card usage
refers to an individual's belief in their ability to
manage credit responsibly, emphasizing
judgment over skills (Bandura, 2006). It
influences financial management, stress
handling, and decision-making, with confidence
enabling budgeting, expense tracking, and
planning (Goyal & Kumar, 2021). It also supports
coping with financial stress such as debt or
unexpected costs (Klapper et al, 2019) and
strengthens  decision-making in  credit
management (White et al, 2019). While
knowledge of interest rates and repayment
terms is essential, self-efficacy determines
whether individuals apply this knowledge
effectively. Confident users are more likely to
pay promptly and avoid excessive borrowing
(Farrell et al, 2016), whereas those lacking
self-efficacy may struggle to act on their
knowledge. Studies highlight its mediating role
in financial behavior, linking knowledge,
attitudes, and social norms to consumer
decisions (Lone & Bhat, 2024; Handayati et al.,
2023). Liu & Zhang (2021) further demonstrated
that financial self-efficacy partially mediates
the relationship between financial literacy and
risky credit behavior among college students.

Empirical evidence underscores self-efficacy’s
predictive power in financial outcomes. Liu &
Zhang (2021) found that self-efficacy explains
how financial literacy influences student credit
card use, while Zainudin (2019) showed higher
self-efficacy reduces balances and impulse
purchases. Chong et al. (2021) revealed that
self-efficacy is a stronger predictor of financial
behavior than literacy, suggesting belief in one’s
ability outweighs knowledge alone. By
contextualizing these findings for young
professionals, self-efficacy emerges as a
critical mediator, demonstrating that internal
financial confidence, rather than external cues,
drives responsible credit card behavior and
long-term financial decision-making..

Credit card usage. According to Trinh et al.
(2020), credit card usage is determined by
consumers’ frequency of using credit cards, the
types of purchases they make, and how they
manage their accounts including paying off
balances or carrying over debt. The concept of
credit card ownership reflects the proportion of
individuals holding one or more credit cards.
This measure is commonly employed to gauge
the prevalence of credit card usage, within a
population and to wunderstand consumer
behavior. Factors like income, age, financial
literacy and societal attitudes towards credit
can impact credit card ownership rates. Higher
ownership levels may indicate an inclination
towards using credit for purchase transactions.
(Allgood & Walstad, 2016).

Utilization rate is the percentage of available
credit that a customer is using at any time. High
rates of utilization are frequently linked with
higher financial risk and could suggest a
dependence on credit for daily needs or
financial challenges (Klapper et al, 2019).
Furthermore, according to Goyal & Kumar
(2021), payment behavior encompasses the
patterns of how individuals use credit cards,
including the frequency of use and payment
methods. A consumer’s behavior in paying for
goods or expenses can reveal how dependent
they are on credit (Goyal & Kumar 2021).
Payment methods refer to how individuals
manage their balances- whether they pay off
the amount monthly or make minimum
payments. This behavior significantly impacts
interest accumulation and debt potential
(Lusardi & Mitchell 2014).

Xiao and O’Neill (2018) suggested that people
who have a positive credit card attitude tend to
regularly utilize credit cards but may also end
up in debt if they don't manage their finances
well enough. The research highlighted the
significance of having not only a positive credit
card attitude but also possessing good financial
planning abilities. Therefore, having a positive
attitude towards credit cards usually leads to
higher usage levels whereas negative attitudes
are linked to more careful or restricted use.
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According to Pradhan et al. (2018), materialism
influences credit card uses and increases the
propensity for impulsive buying which then
precipitates = compulsive  buying habits.
Furthermore, reduction in credit card use can
decrease both impulsive buying and compulsive
buying. Mediation relationships were identified,
where credit card use and impulsive buying act
as mediators between materialism and
compulsive buying.

Credit card usage within the context of the
respondents in this study is important, as young
professionals are highly active credit users
influenced by digital platforms, peer networks,
and lifestyle preferences according to
TransUnion (2024). Analyzing their usage
patterns provides insight into how credit card
knowledge, social norms, materialism, and
self-efficacy collectively shape financial
behavior.

This study uniquely contributes to the existing
literature by examining the mediating role of
self-efficacy in the relationship between credit
knowledge, attitudes, social norms,
materialism, and credit card usage specifically
among young professionals. By concentrating
on this group and factoring the variables, it
presents a thorough framework, for
comprehending credit habits during a life stage
that could be considered as financially critical.
This study was relevant in the context of Makati,
Philippines. As this setting was commonly
composed of employed, financially active
individuals and known for having banking
institutions, this environment significantly
shapes how young professionals manage their
finances and respond to social influences.

METHODS

Research Design. This study utilized both a
quantitative research approach and a causal
research approach. Quantitative research
approach is a systematic empirical
investigation of occurrences by gathering
numerical data. (Apuke, 2017) Causal research
approach aims to recognize and isolate the
exact reasons why things happen, focusing on

cause-and-effect relationships. Its goal is to
establish if one variable triggers a change in
another. This entails gathering data in a manner
that enables researchers to distinguish the
influence of an independent variable on a
dependent variable while managing other
potential factors. (Small & Mardis, 2018)

Population Sample Size and Sampling
Techniques. The population for this study
covers young professionals working in
professional services firm. The researcher used
G*power formula to determine the sample size.
(Kang, 2021). Using the formula, the researcher
came up with a total of 166 young professionals
to participate in the study. The sample size is
computed as shown in

Central and noncentral distributions | Protocol of power analyses
critical F = 1.9403

0.8

0.6 {

0.4 |
02 | B a
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Test family Statistical test
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A priori; Compute required sample size - given o, power, and effect size (2]

Input parameters Qutput parameters

Determine Effect size f* 0.15 Noncentrality parameter A 249000000
0.08 Critical F 1.8403478
095 Nur

tor df a

156
166

Actual power 0.9500873

Figure 1
Sample Size using G*power

The research study employed purposive
snowball sampling as a non-probability method
which chose participants based on specific
characteristics and let initial participants refer
suitable additional participants (Makwana,
Engineer, Dabhi, & Chudasama, 2023). The
research used purposive sampling to target
young professionals between 20 and 35 years
old who work in Makati while snowball
sampling facilitated the researcher to find more
participants through their social connections.
This method suits exploratory research as it
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enables researcher to study behaviors and
attitudes and motivations instead of population
parameter estimation.

The Makati Central Business District (CBD)
serves as the financial center of the Philippines
because it houses major banks and
multinational corporations and the Philippine
Stock Exchange which draws numerous young
finance and accounting and business service
professionals (Makati City Government, 2024;
MakeltMakati, 2023). With the above setting, the
research population consists of Makati
employees who are actively using credit card
products and make financial decisions.

The research participants worked in various
sectors of professional services which
demonstrates the wide range of young
professionals found in Makati. The research
included participants with different financial
knowledge, work experience and income levels
to obtain diverse opinions about credit card
behavior. It is to be noted that the research
included 49 participants who worked in finance
at a rate of 30% over the total sample size.
Although the study may benefit from finance
professionals' dominance, this could reduce the
study's ability to represent all young
professionals; the finance sector employees
may demonstrate superior knowledge about
credit products and repayment methods and
financial planning techniques which provides
essential data about the psychological elements
that affect credit card usage.

The respondents included both finance and
non-finance participants to achieve better
results as it is a representation of different
professional backgrounds of young workers.

Research Instrument. A researcher-made
questionnaire is necessary since there is no
existing standardized instrument that directly
measures all the constructs in the study (credit
card knowledge, attitudes, social norms,
materialism, self-efficacy, and credit card
usage).

The first part of the instrument covered the
profile of the respondents as to sex, occupation,
income and education level. Initially, the second
part of the questionnaire consists of 42
statements which are divided into sections
which correspond to the different constructs.
Each subsection contains 7 statements.
However, due to validity and reliability issues,
some items were removed in the questionnaire.
The revised second part consists of four
statements under Credit Card Knowledge; six
statements under Self-efficacy; five statements
under Credit Card Usage; four statements under
Social Norms and three statements under
Materialism.

The use of 4-point Likert-scale, ranging from 1
to 4, was used since this is appropriate for
measuring attitudes, beliefs, and perceptions.
The scale “1” indicates strongly disagree while
“4” means the respondent strongly agrees with
the statement.

The researcher utilized Cronbach's alpha to
assess the internal consistency reliability of the
scales. A Cronbach's alpha value of 0.7 or higher
will be considered acceptable for each
construct.

Assessment of the Measurement Model. The
measurement model was evaluated to ensure
indicator reliability, internal consistency, and
construct validity. As shown in Table 1, factor
loadings demonstrated that all items exceeded
the minimum threshold of 0.50, with most
surpassing 0.70, confirming strong
representation of their respective constructs
(Hair et al., 2017). Although a few items (e.g., SE5
= 0.565, SN3 = 0.599, CCU3 = 0.609) fell below
0.70, they were retained as acceptable
indicators. The strongest loadings were
observed in Subjective Norms (SN1 = 0.914) and
Materialism (MATI = 0.914; MAT2 = 0.892),
underscoring their robust measurement
properties.
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Table1 _ Convergent validity results in Table 3
Factor Loadings established that all constructs achieved AVE
CCK SN MAT  SE ccu values above 0.50, including Materialism (0.776),
CCK1  0.696 Self-Efficacy (0.638), Subjective Norms (0.604),
ggﬁ ?]77?;‘ and Credit Card Knowledge (0.536), confirming
CCK4 0724 adequate convergence.
SN1 0.914
SN2 0.640 Table 3 o
SN3 0.599 Construct Convergent Validity
SN4 0.902 AVE
MATI 0.914 CCK 0.536
MAT2 0.892 SN 0.604
MAT3 0.835 MAT 0.776
CCK SN MAT SE ccu SE 0.638
SE1 0.836 CCu 0.564
SE2 0.876 Legend: AVE = Average Variance Extracted: CCK = Credit Card
SE3 0.887 Knowledge,; SN = Subjective Norms; MAT = Materialism; SE = Self-
SE4 0.672 Efficacy; CCU = Credit Card Usage
SE5 0.565
SEé 0.897 Discriminant validity was assessed using both
ccul 0.824 the Fornell-Larcker criterion (Table 4) and
ccu2 0.790 HTMT ratios (Table 5). While the Fornell-
ccus 0.609 Larcker test indicated a minor overlap between
ccus 0.675 Self-Efficacy and Credit Card Usage (AVE = 0.751
CCcu5 0.833

Legend: CCK = Credit Card Knowledge; SN = Subjective Norms;
MAT = Materialism; SE = Self-Efficacy; CCU = Credit Card Usage

Reliability analysis in Table 2 confirmed high
internal consistency across constructs, with
Cronbach’s Alpha and Composite Reliability
values exceeding the 0.70 benchmark (Sujati et
al., 2020). Self-Efficacy (a = 0.883; CR = 0.912)
and Materialism (a = 0.856; CR = 0.912) achieved
the highest reliability scores, consistent with
prior findings that credit card knowledge and
self-efficacy predict responsible usage (Limbu
& Sato, 2019), while materialism has been linked
to compulsive behavior (Felipe, Silva, & Ceribeli,
2023).

Table 2
Construct Reliability Analysis (Cronbach Alpha and
Composite Reliability)

CA CR
CCK 0.716 0.822
SN 0.804 0.855
MAT 0.856 0.912
SE 0.883 0.912
CCu 0.805 0.865

Legend: CA = Cronbach Alpha, CR = Composite Reliability; CCK =
Credit Card Knowledge;, SN = Subjective Norms; MAT =
Materialism; SE = Self-Efficacy; CCU = Credit Card Usage

< correlation = 0.784), HTMT values remained
below the 0.90 threshold, confirming that
constructs were empirically distinct (Ab Hamid,
Sami, & Mohmad Sidek, 2017; Sujati et al., 2020).

Table 4
Discriminant Validity using Fornell-Larker Criterion

CCK SN MAT SE CCU
CCK 0.732
SN 0.072 0.777
MAT 0.104 0.788 0.881
SE 014 -0.580 -0.529 0.799

CCU 0.150 -0.513 -0.462 0.784 0.751

Legend: CCK = Credijt Card Knowledge; SN = Subjective Norms;
MAT = Materialism; SE = Self-Efficacy; CCU = Credit Card Usage

Finally, common method bias was ruled out, as
all full-collinearity VIF values in Table 6 were
below 3.33 (Kock et al., 2012). Collectively, these
results demonstrate that the measurement
model possesses strong reliability, convergent
validity, and discriminant validity, thereby
supporting its suitability for subsequent
structural analyses.
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Table 5
Discriminant Validity using Heterotrait-monotrait (HTMT)
Criterion

CCK SN MAT SE CcCuU

CCK

SN 0158

MAT 0.186 0.879

SE 0160 0.544 0.566

CCU 0199 0.493 0513 0.896

Legend: CCK = Credit Card Knowledge; SN = Subjective Norms;
MAT = Materialism; SE = Self-Efficacy; CCU = Credit Card Usage

Table 6
Common Method Bias Test
VIF
CCK — SE 1.01
CCK — CCU 1.056
SN — SE 2.642
SN — CCU 2.933
MAT — SE 2.658
MAT — CCU 2.730
SE — CCU 1.606

Legend: VIF = Variance Inflation Factor; CCK = Credit Card
Knowledge; SN = Subjective Norms; MAT = Materialism; SE = Self-
Efficacy; CCU = Credit Card Usage

Data Gathering Procedure. The process of data
gathering for the study involved several critical
steps that ensured the collection of reliable and
valid data. First, the researcher completed the
details and information needed in Ethics Review
Application Form and obtained approval from
the research adviser and program chair. Then,
the researcher also accomplished the Ethics
Review Approval, Recommendation, and
Endorsement signed by the panel members and
the Program chair to ensure the research
adheres to ethical standards and protects
participant rights.

Data collection was administered by using both
printed and online (via Google) forms. Online
questionnaires were distributed through email
and social media, while printed questionnaires
were administered in person. The researcher
ensured that all respondents are fully informed
about the study’s purpose, their role, and their
rights.

Statistical Treatment. The study employed
Partial Least Squares Structural Equation
Modeling (PLS-SEM) to analyze the
relationships among credit card knowledge,
social norms, materialism, self-efficacy, and
credit card usage. PLS-SEM is a quantitative
method particularly effective for analyzing
models involving constructs and relationships
which is in line, with investigating how different
factors impact credit card usage. It has become
a key approach for validating the conceptual
models across many disciplines in general. (Al-
Emran, 2019).

RESULTS

This study examined how Credit Card
Knowledge (CCK), Subjective Norms (SN), and
Materialism (MAT) influence Credit Card Usage
(CCU) among young professionals in Makati City,
with Self-Efficacy (SE) functioning as a
mediator. Partial Least Squares Structural
Equation Modeling (PLS-SEM) was used to
evaluate both direct and indirect relationships,
with results organized below into descriptive
statistics, model quality and predictive power,
direct effects, and mediating effects.

Respondents’ Profile. The demographic
composition of the respondents (Table 7)
provides essential context for interpreting the
study’s findings. In terms of sex, the majority
were female (60.24%), followed by male
(33.73%), with a small proportion preferring not
to disclose (6.02%). This distribution suggests
that women's perspectives dominate the
dataset, which may influence patterns of credit
card knowledge, self-efficacy, and use behavior.

Occupationally, respondents were concentrated
in Accounting/Finance (29.52%) and
Management/Administration (25.90%), with
notable representation in
Marketing/Advertising (12.05%) and
Consulting/Advisory (11.45%). Smaller groups
were drawn from IT (9.04%), Health Care
(4.22%), and Legal Services (3.01%), while other
fields such as Engineering, Architecture, and
Teaching were minimally represented. This
occupational spread indicates that the sample
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is largely composed of professionals in finance,
management, and business-related sectors,
aligning with the study’s focus on financial
literacy and credit card practices.

Table 7
Demographic Characteristics of the Respondents
Sex f %
Male 56 33.73
Female 100 60.24
Prefer not to say 10 06.02
Occupation f %
Accounting/Finance 49 29.52
Analysts 1 00.60
Architectural 1 00.60
Clinical Research 1 00.60
Consulting/Advisory 19 1.45
Engineering/Construction 4 02.41
Health Care 7 04.22
I(rl1_l1i;nrmation Technology 15 09.04
Legal Services 5 03.01
(I;/I:nagement/Administrati 43 25.90
Marketing/Advertising 20 12.05
Professional Teacher 1 00.60
Income f %
Below £20,000 14 08.43
£20,000 - P49,999 100 60.24
£50,000 - £99,999 44 26.51
100,000 and above 8 04.82
Highest I_Educalional f %
Attainment
High School 8 04.82
Bachelor’s degree 136 81.93
Graduate degree 22 13.25

The demographic profile (Table 7) shows a
sample dominated by women (60.24%) and
bachelor's-degree holders (81.93%),
concentrated in Accounting/Finance (29.52%)
and Management/Administration (25.90%). Most
respondents earned £20,000-P49,999 (60.24%),
placing them in middle-income brackets with
moderate repayment capacity. This profile —
college-educated professionals in finance- and
management-related roles — aligns with the

study's focus on credit card knowledge and
usage, while the spread across occupation and
income supports the relevance of self-efficacy
and social influence to their financial behavior.

Descriptive Statistics of Constructs. Table 8
summarizes the central tendencies of the five
constructs measured among the 166
respondents. Respondents reported moderate
to high credit card knowledge (M = 3.33, SD =
0.69) and self-efficacy (M = 3.30, SD = 0.67),
indicating that young professionals in Makati
possess a working understanding of credit card
mechanics and feel confident managing them.
Credit card usage was also moderate (M = 3.17,
SD = 0.80), reflecting regular but controlled
engagement with credit cards for everyday and
reward-driven purchases. By contrast, social
norms (M = 1.89, SD = 0.94) and materialism (M
= 2.31, SD = 1.04) registered low mean scores,
suggesting that perceived peer pressure and
material acquisition motives are not dominant
drivers in this group. The relatively higher
standard deviations for materialism and social
norms indicate greater variability in these
constructs, implying that while normative and
materialistic influences are weak on average,
they remain pronounced for a subset of
respondents.

Table 8

Descriptive Statistics of the Latent Constructs

Construet M sD Inlerpretation
Credit Card Knowledge (CCK) 333 0.6% Agree
Subjective Norms (SN) 18% 054 Disagree
Materialism (MAT) 20 104 Disagree
Self-Eflicacy (SE) 33 067 Agree
Credit Card Usage (CCU) 317 08 Agree

MNote. N = 168, Scale: 100 to 1.50 = Strongly Disagree; 1.51 te 2.50 =
Disagree 250 to 3.50 = Agree; 3.51 te 400 = Strongly Agree.

Model Quality and Predictive Power. The
measurement model previously satisfied the
criteria for indicator reliability, internal
consistency, convergent validity, and
discriminant validity (Tables 1 to 6). For the
structural model, predictive accuracy was
evaluated through the coefficient of
determination (R?*), the recommended quality
criterion for PLS-SEM analyses. Following Hair
et al. (2017), traditional covariance-based fit
indices such as CFI, TLI, RMSEA, and x*/df are
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not applicable to PLS-SEM, which instead relies
on R? values, path significance, and full-
collinearity diagnostics to assess model
adequacy.

Table 9

Predictive Power of the Structural Model (R® Values)

Endagenous Censtruct R? Interpretation
Self-Efficacy (SE) 0.377 Moderate

Credit Card Usage (CCU) 0425 Moderate to Substantial

Note. R’ threshelds per Hair et al (2007) 0.25 = weak, 050 =
moderate; @75 = substantial

As shown in Table 9, R* for Self-Efficacy was
0.377, indicating that 37.7% of its variance is
explained by Credit Card Knowledge, Subjective
Norms, and Materialism. This value reflects
moderate predictive power. R* for Credit Card
Usage reached 0.625, signifying that 62.5% of its
variance is jointly explained by the three
exogenous constructs together with Self-
Efficacy, a value approaching the threshold for
substantial predictive power (Hair et al., 2017).
Common method bias was previously ruled out,
as all full-collinearity VIF values were below
3.33 (Kock & Lynn, 2012). Collectively, these
results confirm that the structural model is
robust and possesses adequate predictive
validity to support hypothesis testing.

Direct Effects of Exogenous Variables. Table 10
reports the standardized path coefficients (B), t-
statistics, and p-values for all direct
relationships, along with the hypothesis
decisions.

Table 10
Direct Effects: Path Coefficienis and Hypothesis Decisions

Path B t-value p-value Hypothesis Decigion
CCK — SE 016 2283 o022 Hla Supported
CCK — CCU 0078 1224 0221 Hib Naot Supperted
5N — SE =0.425 4415 o H2a Supported
SN — CCU -0.085 099 0322 H2b Mot Supperted
MAT — SE =021 203 0042 H3a Supported
MAT — CCU -0.027 0338 0736 H3b Mot Supported
SE — CCU 0n 12734 0 Hi Supported

Note. Significance evaluated at p « 005

The findings reveal a consistent pattern: each
exogenous construct exerts a significant effect
on Self-Efficacy, but none directly influences
Credit Card Usage. Credit Card Knowledge
positively predicted Self-Efficacy (B = 0.166, p =
0.022), supporting Hla and indicating that
greater familiarity with credit card mechanics
strengthens financial confidence. However, CCK

did not directly predict Credit Card Usage (B =
0.078, p = 0.221), so Hlb was not supported. This
suggests that knowledge alone is insufficient to
shape behavior.

Subjective Norms exerted a strong negative
effect on Self-Efficacy (B = —0.425, p < 0.001),
supporting H2a, which suggests that perceived
social pressure undermines respondents'
confidence in managing credit responsibly. The
direct effect of SN on CCU was not significant (B
= —0.085, p = 0.322), and H2b was not supported.
Materialism likewise negatively influenced
Self-Efficacy (B = —0.211, p = 0.042), supporting
H3a, but did not significantly predict CCU
directly (B = —0.027, p = 0.736), rendering H3b
unsupported.

The strongest relationship in the model was
between Self-Efficacy and Credit Card Usage (B
= 0.711, p < 0.001), confirming H4. Self-Efficacy
thus emerges as the most powerful direct
predictor of responsible credit card behavior in
the model, substantially exceeding the
explanatory contribution of knowledge, social
norms, or materialism considered
independently.

Figure 2

Structural Model of Credit Card Knowledge, Subjective
Norms, Materialism, and Self-Efficacy on Credit Card
Usage

Figure 2 presents the complete structural
model evaluated through PLS-SEM. The
diagram illustrates that Credit Card Knowledge,
Subjective Norms, and Materialism each
influence Self-Efficacy, which in turn shapes
Credit Card Usage. The R? values confirm
moderate predictive power for Self-Efficacy
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(0.377) and moderate to substantial predictive
power for Credit Card Usage (0.625).

Mediating Effects of Self-Efficacy. Because none
of the three exogenous constructs directly
influenced Credit Card Usage, the role of Self-
Efficacy as a mediating mechanism becomes
central to interpreting the model. Table 1
presents the indirect effects.

Table 1
Indirect Effects: Mediating Role of Self-Efficacy

Indirect Path t=value p-value Hypolhesis Decision

CCK —SE —CCU 0N& 2252 0024 H5 Significant mediation
SN — SE - CCU -0302 3988 0 Hé Significant mediation
MAT —+SE —CCU  -015 2068  0.03% H7 Significant mediation

Note. All three indirect effects achieved statistical significance at p < 0.05,
confirming the mediating role of Self-Efficacy in each relationship.

All three indirect effects were statistically
significant, supporting H5, H6, and H7. Self-
Efficacy significantly mediated the relationship
between Credit Card Knowledge and Credit
Card Usage (B = 0.118, p = 0.024), indicating that
knowledge translates into responsible usage
only when accompanied by confidence in one's
ability to apply it. Self-Efficacy also significantly
mediated the relationship between Subjective
Norms and Credit Card Usage (B = —0.302, p <
0.001), showing that social pressures shape
credit behavior indirectly by influencing
financial confidence rather than by directly
compelling usage. Similarly, Materialism's
influence on Credit Card Usage operated
through Self-Efficacy (B = —0.150, p = 0.039),
suggesting that materialistic tendencies
undermine usage discipline by reducing self-
belief in financial control rather than by directly
increasing spending.

Taken together, the structural model
demonstrates that the three psychosocial
constructs influence credit card behavior
through their effect on Self-Efficacy. This
pattern positions Self-Efficacy not merely as a
contributing variable but as the principal
mechanism linking financial knowledge, social
environment, and personal values to actual
credit  card behavior among  young
professionals.

DISCUSSION

Main Findings and Theoretical Contribution.
Taken as a test of the proposed framework, the
results yielded a consistent pattern: Hla, H23,
H3a, and H4 were supported and the mediated
paths H5-H7 were all confirmed, whereas the
direct effects on usage (H1b, H2b, H3b) were not.
The findings of this study converge on a single,
theoretically significant insight. Among young
professionals in Makati City, credit card
behavior is shaped less by what individuals
know, by what their peers expect, or by what
they value materially than by what they believe
about their own capacity to manage credit. As
shown in Table 10, none of the three exogenous
constructs (Credit Card Knowledge, Subjective
Norms, or Materialism) exerted a significant
direct effect on Credit Card Usage. Yet each
significantly predicted Self-Efficacy, which in
turn was the strongest predictor of usage
behavior in the model (B = 0.711, p < 0.001). The
mediation results in Table 11 reinforce this
pattern, with Self-Efficacy serving as a
statistically significant mediator in every case.

These findings extend self-efficacy theory
(Bandura, 2006) and the Theory of Planned
Behavior (Ajzen, 2020) by demonstrating that in
a financially active, urban Filipino professional
population, internal control beliefs override
both informational and normative determinants
of behavior. While prior studies established
self-efficacy as a contributing factor in financial
decision-making (Farrell et al., 2016; Lim et al,,
2014; Xiao & Porto, 2017), the present study
advances the literature by showing that self-
efficacy is not merely one influence among
many but the principal channel through which
knowledge, social norms, and materialism
translate into actual credit card behavior. The
negative influence of subjective norms and
materialism on self-efficacy is particularly
noteworthy. It suggests that external social
pressure and consumerist values do not simply
add to credit risk; they actively erode the
psychological resource of financial confidence
that protects young professionals from credit
misuse. This finding aligns with Liu and Zhang
(2021), who demonstrated that self-efficacy
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mediates the relationship between financial
literacy and risky credit behavior, while
extending this insight to the underexamined
context of Filipino young professionals.

Practical Implications. The dominance of self-
efficacy as the mediating mechanism carries
direct implications for stakeholders engaged in
promoting responsible credit behavior. For
financial institutions and educators, the results
indicate that financial literacy programs must
move beyond information delivery and explicitly
build behavioral confidence. Curricula that
combine knowledge acquisition with practical
exercises, such as budget simulations,
scenario-based credit decisions, and
structured coaching, are more likely to produce
behavioral change than content-only training.

Given the increasing role of digital platforms
such as mobile banking applications, e-wallets,
and online marketplaces in shaping spending
behavior, financial institutions should also
develop in-app tools (e.g., spending alerts,
repayment simulators, confidence-building
micro-lessons) that reinforce users' sense of
financial control at the point of decision-
making, particularly because digital payment
transactions in the Philippines are projected to
exceed P4.2 trillion by 2025 (BusinessWorld,
2025).

For policymakers and regulators, the finding
that subjective norms diminish self-efficacy
suggests that public financial education
campaigns should pay attention to how peer
narratives and social signals around credit card
ownership are framed. In the Philippine context,
cultural values such as utang na loob (debt of
gratitude), familial financial obligation, and
communal spending norms likely shape the
self-efficacy and usage relationship in ways
that universal financial literacy frameworks do
not capture. Culturally congruent interventions
that acknowledge these dynamics, for instance
programs that explicitly address peer
comparison, familial financial expectations, and
digital social influence, are likely to be more
effective than generic curricula imported from
Western contexts. Finally, employers,

particularly in finance and service-sector
workplaces such as those in Makati CBD, are
well-positioned to integrate financial wellness
initiatives into employee development, treating
financial confidence as a  workplace
competency rather than a private matter.

Limitations and Directions for Future Research.
Several limitations of this study should be
acknowledged. First, the research employed a
cross-sectional design, which captures
relationships at a single point in time and
cannot establish how self-efficacy, knowledge,
and credit behavior co-evolve over the course
of a young professional's career. Second, the
sample was geographically limited to Makati
City and drawn through purposive snowball
sampling, which constrains generalizability to
young professionals in other Philippine cities, in
rural settings, or in other emerging economies.
Third, finance-sector employees comprised
approximately 30% of the sample. While their
inclusion enriched the dataset, it may have
elevated the average financial literacy of the
respondent group beyond what would be
observed in a broader professional population.
Fourth, all measures were self-reported, which
introduces the possibility of social desirability
bias, particularly in items concerning
materialism and responsible payment behavior.
Finally, the researcher-made instrument,
although validated for the present sample, has
not yet been tested in other Philippine or
Southeast Asian contexts.

Building on these limitations, future research
could pursue several directions. Longitudinal
designs would help reveal how self-efficacy and
credit card behavior evolve as young
professionals progress through career and life-
stage transitions, and how exposure to digital
financial platforms, peer networks, and
algorithmic  marketing reshapes these
dynamics over time. Comparative studies
across Philippine regions, between finance and
non-finance sectors, or across Southeast Asian
economies would clarify the boundaries of the
present findings and identify cultural
moderators of the self-efficacy and usage
relationship. Researchers could also explore
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segmentation  approaches that identify
behavioral subgroups, for example high-
knowledge but low-efficacy users, or low-
materialism but high-norm-sensitivity users, to
inform precision-targeted interventions.
Finally, mixed-methods designs incorporating
qualitative interviews could illuminate the lived
experiences  underlying the  statistical
relationships, particularly regarding how
Filipino cultural values shape financial
confidence in ways that quantitative measures
may not fully capture.
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