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ABSTRACT 

 

 

The Impact of Reward Based Marketing on Credit Card Loyalty 

 

By 

 

Richardo Tan 

Dr. Fiter Abadi MBA, Advisor 

 

SWISS GERMAN UNIVERSITY 

 

The Indonesian credit card market has become increasingly competitive throughout the years 

with banks offering more rewards for higher tier cards. This research is made with the purpose 

of finding out if reward-based marketing truly does affect the mediating variables which are 

perceived value and customer acquisition that led to customer loyalty while spending behavior 

will be the direct predictor. This research will be a quantitative work requiring surveys with 

multiple questions using the Likert scale while also adding a screening question for the 

intended audience. The findings of this paper will be useful for banks to study by giving them 

a blueprint on how to optimize such structures for better return on investment. 

Keywords: Reward-Based Marketing, Customer Loyalty, Credit Card, Customer Acquisition, 

Perceived Value, Spending Behavior, Indonesia 
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