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ABSTRACT

The thesis mainly explores if there is any connection between credit cards promotion strategy incentive classification, fulfillment

timing and consumer perception value, purchase desire. It uses 2x2 (promotion tools classification x fulfillment timing) experimental

design method to classify promotion tools to monetary or non-monetary promotion; to classify fulfillment timing into timely and late

fulfillment. To sort out 4 common credit card promotion mechanism performed by the bankers, we discuss how the different

promotion tools impact the customer perception value and purchase desire. Eventually, we find out promotion strategies interfere in

perception value and purchase desire to different impulsive level consumers. We have 3 important conclusions below. (a) The

different promotion activities would impact customer’s perception value and purchase desire (b) The different impulsivity traits

would interfere in the customer’s perception value & purchase desire. (c) “Low impulsive mode” purchase attitude customers

show no big difference to the promotion (immediate monetary, late monetary, immediate non –monetary or late non-monetary) in

perception value and purchase desire.
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