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ABSTRACT

During the last few years, competition among banks in banking industry has been intensified, which is
mainly due to the shift in customers’ point of view on financial products. Dissimilarity between each bank’s financial
products has been gradually dissolved and can currently be viewed as commodity products. This effect has forced
many banks to start competing on sales promotion differentiation. The present research, therefore, explores the
preferential effects from different type of sales promotions, both monetary and non-monetary promotions, and
from different duration of receiving reward whether instantaneous or delayed. In addition, the contingent effect on
different type of financial product including fixed-deposits, credit card, mutual funds and bank assurance was also
investigated. Results show that sales promotions in monetary term are more preferable than those in non-monetary
term for all financial products. However, financial firms should not use such monetary term too much to avoid
potential loss of brand image. Also, instant-reward sales promotion is more preferred over delayed-reward sales
promotions. The contingent role of product category has significant impact on the relationship between type of
monetary promotion and customer preference. Offering monetary promotion on credit card product is more
effective than offering monetary promotion on other products. However, the contingent role of product category

has no impact on the relationship between reward receiving duration and customer preference.
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