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The Debt Trap

cards from a bank not because there is
any need for it but to maintain good
- SR ¥ D public relations. Now digital marketing
7z 1 /" “3 .__:..._.f by the banks and the retail or dining

i {6 Firy o AR REREE outlets are regularly bombarding

We as consumers dont
have the luxury of end-
ess deficit spending

= AN Y for new fashion just out, a bargain
act as If we dO. we / S RN\ \ meal at a 5-star hotel or air ticket for

f e | it e a new holiday destination, not to

‘ Tty S 4 B speak of numerous holiday pack-
\ ages touted reqularly by the travel
| companies and airlines.
In short the consumeris on a

tend to spend
compulsively while
ignoring the deteri-

singles or couples are tempted to over-

, e I dsilv basis exposed to numer-  sPend and pay the minimum amount on
Ol’(jtlr“g COHC“JUOD 1 | | — ’ z mouth-  the card bill each month thereby amassing
: /|82 W'l P . S WHtaR I a bigger and bigger debt mountain for
Of OUr ﬁnances \ & EB T = Aiffere ar?d | which they have no definite plan for liquida-
th@t I ‘eadg (0. We N\ 7 7 ' g ’ - ¥ tnow tion. Ultimately, when the crunch comes,
| \ AR | ' young the family savings have to be broken into or

put off dealing with
problems until some
outside event — credit
deﬂied, ‘eg@‘ @CUOD, Various banks make loans so attractive to us
h@F@SSiﬂg pf“OﬂE‘* C@HS - before we know it, we have landed with an

auto loan to purchase a car or a house loan

ﬁom debt Wi \ectorg —  to purchase a small apartment. All of us

want to improve our standard of living and

fOFCE’S a Chaﬂge_ ﬁ@\/iﬂg what could be better than having your own
S@]d th@t persona 0ans car or your own apartment? Sometimes we

tend to forget our ability to re-pay!

il be OUr ﬁﬂ@ﬂd@ SaVv- Then there is huge marketing for credit

cards... innumerable phone calls from sales

OUrs IN IMes Of All  people who will give such a rosy picture of
e'ﬂergenCL Wlth ~-he all the things in the world you can purchase

if you have this card or that card... Not only

QL |C|< prOCE‘SSin t'}@t can you use these cards in your home coun-

try, but overseas too! There is certainly a

Ma Wg eﬂdel’s Of:ér Oon degree of over marketing in the case of
pe ’SO’W&]‘ LO@PS |t |S 3 cards, as different banks are vying with each

other to acquire more and more

r@ther DOPU[@F Tiﬂ(j |"‘|C|@‘ cardholders; and even your existing bank is

pushing new branded or co-branded cards.

pl’Od UCt tO ChOOSe. Sometimes one is forced to accept new

worse; personal loans from friends or rela-
tives have to be taken. This is a demeaning
act for any individual. Surely, we
don't want to be known as the
chronic borrower among our peer
group.
Banks now have devised a new
option to target cautious customers
who do not utilize their credit limit.
They have started marketing cash loans

against unutilized card balance on instal-
ment re-payment at certain 'concessionary’
interest rate.

The above are a list of some of the traps
carefully laid by banks to augment their
retails income. The only way for individuals
to protect against the temptations is to
have a steely resolve not to spend when
something is not absolutely essential.
Holidays and restaurant visits should also be
planned with a concept of budget for 'en-
tertainment' for the family or individual.
Saying a firm but polite 'NO' to the card
marketer is something we need to practice
and use on a daily basis.
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