
 

 

AN EXPLORATION OF PERSONAL VALUES AS 

ANTECEDENT OF GIFT-GIVING BEHAVIOUR 

 

 

 

 

 

PEERAYA LEKKUMPORN 

 

 

 

 

DOCTOR OF BUSINESS ADMINISTRATION 

 

2009 



 

 

AN EXPLORATION OF PERSONAL VALUES AS 

ANTECEDENT OF GIFT-GIVING BEHAVIOUR 

 

A thesis submitted in fulfilment of the requirement for the degree 

of 

Doctor of Business Administration  

 

By 

Peeraya Lekkumporn 

B.Sc. (Genetics) / M.B.A. (Marketing) 

 

Department of Marketing 

Faculty of Business and Economics 

Monash University 

AUSTRALIA  

 

July 2009 

 



Copyright Notices
Notice 1

Under the Copyright Act 1968, this thesis must be used only under the normal
conditions of scholarly fair dealing. In particular no results or conclusions should
be extracted from it, nor should it be copied or closely paraphrased in whole or in
part without the written consent of the author. Proper written acknowledgement
should be made for any assistance obtained from this thesis.

Notice 2

I certify that I have made all reasonable efforts to secure copyright permissions

for third-party content included in this thesis and have not knowingly added

copyright content to my work without the owner’s permission.



 

i 

ABSTRACT 

 

Gift-Giving Behaviour (GGB) has received significant attention from academic researchers in 

the past decade. Gift-giving is a unique behaviour. When people select a gift, they 

incorporate a range of specific personal values related to the nature of the occasion and the 

relationship between giver and recipient. However, to date, very few academic studies have 

explored such behaviour in depth. Consequently, this study aims to develop and validate the 

construct of GGB. Specifically, this study focuses on GGB in the context of selecting an 

intangible gift –choosing a restaurant – to host dinner for a close friend or family member. 

Furthermore, this study aims to explore the extent to which personal value influences GGB.     

 

Drawing from the extensive literature on GGB and the Theory of Planned Behaviour, this 

study proposed nine dimensions of GGB: attitude toward behaviour, subjective norm, 

perceived behavioural control, anticipate emotion, self-identity, intensity of intention, 

motivation of GGB, information searching, and gift-selection effort. Through exploratory and 

confirmatory factor analysis, it was found that the GGB construct actually consisted of eight 

dimensions: attitude toward behaviour, subjective norm, perceived behavioural control, 

anticipate emotion, self-identity toward others, self-identity toward self, purchase-decision 

involvement, and symbolic of gift. Structural Equation Modelling was then utilised to test the 

relationship between personal values and GGB constructs. The finding confirmed that certain 

personal values determine particular dimensions of GGB. For example, people who hold 

excitement value as their main value tend to actively engage in GGB because they tend to 

consider more dimensions when performing GGB which is opposite to people who hold 

sense of accomplishment. 

 



 

ii 

This study contributes to theoretical and managerial perspectives on the selection and giving 

of gifts. The theoretical contribution of developing a multi-dimensional GGB construct 

assists researchers to better understand this behaviour. In addition, the findings from analysis 

of the complex relationships between personal values and GGB confirmed and extended the 

findings of previous studies. From a managerial perspective, this study provides the 

knowledge base to develop better marketing plans for gift products or services, including 

utilising personal values as a tool to segment their target market.     
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Chapter 1  

INTRODUCTION 

 

This chapter provides an introduction to the study and outlines the objectives of the research. 

It then proceeds by articulating the research questions, research scope, and the outline of the 

thesis. 

 

1.1. BACKGROUND OF THE STUDY  

Gift-Giving Behaviour (GGB) is an interesting behaviour for analysis for two reasons. It is 

not only a unique behaviour that integrates society but is also a universal behaviour that can 

occur throughout the world, no matter what nation or culture. In addition, the antecedents of 

GGB are worthy of investigation as it is not a behaviour in which the giver only considers the 

self, but rather takes into account other situational factors such as who is the recipient, what is 

the occasion, and the closeness of the relationship between the giver and recipient. 

Consequently, understanding the antecedents of GGB can lead to more understanding about 

the sequential aspects of GGB, such as the underlying motivations for GGB. As a result, 

marketers can utilise such knowledge of the motivations for GGB to comprehend the giver‟s 

strategy in gift selection and purchasing decisions and hence develop more efficient strategic 

marketing planning for the global gift market.   

 

The reasons as to why and how people purchase products or services for others as a gift is of 

interest to researchers in a number of disciplines. The social relationships established and 

maintained by the giving of gifts were first analysed in an anthropological context in Marcel 

Mauss‟s (2000 [1925]) seminal essay on „The Gift: The Form and Reason for Exchange in 
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Archaic Societies‟.  Since that time the nature and role of the gift continues to be analysed in 

various disciplines such as sociology, anthropology, psychology, sociology, ethnography, 

economics and consumer behaviour. The literature exploring GGB demonstrates how central 

the concept is in various aspects that are of interest in social science and consumer research. 

In 1979, the concept of Gift-Giving Behaviour (GGB) was formalised by Belk (1979) as a 

significant object of research in analysing consumer behaviour.  

 

Within the social sciences, the focus of researchers is on the fundamental matter of all aspects 

of GGB, such as the stages of the process, individual perspectives, social and personal 

functions, and the individual motivations underlying GGB. For example, the motivations for 

GGB help to explain why people buy and give gifts. This study suggests that the answer to 

this question raises two aspects: the occasional and spontaneous giving of gifts. In occasional 

GGB the buying of a gift to mark a special occasion involves some form of norm or ritual. 

Thus, the motivation for GGB in this context can be located somewhere between „voluntary‟ 

and „obligatory‟ on the continuum of motivations proposed by Goodwin, Smith, and Spiggle 

(1990), depending on values held by the individual. For example, if a person perceives the 

occasion as the main driver to give a gift, the person seems to be influenced by ritual or norm 

to be „obligated‟ in their GGB. In contrast, if a person perceives the occasion as an 

opportunity to express self-concept or their feelings towards a recipient through the gift, that 

person tends to give the gift „voluntarily‟ based on a real desire to engage in GGB. However, 

in practice, such a person might be to some extent motivated in both an obligatory and a 

voluntary sense in certain situations. In spontaneous gift-giving, people buy a gift for no 

special occasion, so there are no pressures from the perspective of norms or rituals. In this 

context, the motivation for GGB seemingly arises purely from the giver‟s desire, which may 

be seen as voluntary.   
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Another important matter that has interested a number of consumer researchers is how people 

buy gifts, in terms of their gift-purchasing involvement, effort, or motivation (Belk, 1982; 

Cleveland, Babin, Laroche, Ward, & Bergeron, 2003; Gronhaug, 1972; Wagner, Ettenson, & 

Verrier, 1990; Wolfinbarger, 1990). When people select a gift, they tend to take into account 

another set of considerations beyond whether the GGB is voluntary or obligatory. These can 

also be plotted on a continuum: from the agonistic need to maximise self-satisfaction to the 

altruistic desire to maximise the pleasure of the recipient (Sherry, 1983). When the giver 

purchases the gift to reflect predominantly self-concern such as the giver‟s self-concept, 

status, and / or preference, the agonistic motivation would be applied. On the other hand, the 

altruistic motivation is operative when the giver purchases a gift that predominantly refers to 

a concern for the recipient, such as the recipient‟s taste, status and / or need. Additionally, the 

traditional gift-type that symbolises a particular occasion, such as utilitarian wedding gifts for 

a newly-wedded couple, or chocolates and flowers for Valentine‟s Day can be considered to 

be motivated by norms (Wolfinbarger, 1990). Accordingly, a giver can be motivated 

according to three different forms of choice when selecting gifts: agonistic, altruistic, and 

norms; and motivated according to two forms of choice when giving gifts: voluntary and 

obligatory. The key question is, under what specific circumstances – when and how – each of 

these motivation or combination of motivations will be applied.  

 

To fulfil one‟s values in life, the person can be motivated to engage in particular behaviours 

such as gift-giving (Beatty, Kahle, & Homer, 1991). Thus, personal values (PVs) can 

constitute an antecedent that determines the specific kind of motivation for GGB. This 

interpretation could be supported by theoretical and empirical studies. For theoretical support, 

Rokeach (1986) defined a value as one type of belief that is located in the central belief 

system of the person. Thus a personal „value‟ seems to originate in the most important beliefs 

of a person. Also values serve as standards or criteria to guide not only action, but also 
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judgement, choice, attitude, evaluation, argument, exhortation, and rationalization (Williams, 

1979). Hence, PVs can be seen as the antecedent of GGB. The idea that PVs influence certain 

GGB received support in the empirical study by Beatty et al. (1991).  

 

However, only a limited number of studies have investigated the antecedents of GGB and, as 

mentioned above, only the study of Beatty et al. (1991) explored PVs as an antecedent of 

GGB. While a number of extended studies of GGB and PVs have been subsequently 

undertaken, these studies tend to be diversified across different cultural frameworks, 

especially in Asian contexts, in which personal values were linked to the cultural values of 

countries such Japan (Beatty, Kahle, Utsey, & Keown, 1993; Lotz, Shim, & Gehrt, 2003), 

Hong Kong (Yau, Chan, & Lau, 1999), Korea (Jackson & Kwon, 2006; Park, 1998), and  

China (Qian, Razzaque, & Keng, 2007). More importantly, none of these studies investigate 

the GGB construct. Only the study of Qian et al. (2007), which mainly investigated GGB in 

China, provides some kind of account of the GGB construct. The Chinese GGB construct 

consisted of six values: reciprocity, human obligations (renqing), relationship (guanxi), 

destiny / fate (yuan), family orientation, and face (mianzi). Four dimensions of GGB were 

identified: the importance of GGB, gift-selection effort, amount of GGB, and brand 

orientation. Since the main objectives of the study by Quain et al. (2007) was to explore the 

GGB of Chinese on the occasion of the Chinese New Year and to examine the effect of 

Chinese cultural values on GGB, the account of the GGB construct provided in this study was 

limited in its objectives and relevant only to a Chinese cultural context.  Overall, the lack of 

literature investigating the construct of GGB and its antecedent influences reveals a crucial 

shortcoming in this area of research that is essential for a fully developed study of GGB 

(Beatty, Yoon, Grunert, & Helgeson, 1996; Larsen & Watson, 2001).  
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The gaps in the GGB literature to be investigated in this study do not only include the 

antecedents of GGB, but also the nature of the intangible gift. While the two kind of gifts – 

tangible and intangible gifts – are specified in the literature (Belk, 1979; Belk & Coon, 1993; 

Levi-Struss, 1964; Sherry, 1983), the intangible gift is rarely explored (Clarke, 2007b, 2008). 

With a distinct bias in the GGB literature towards analysis of the tangible gift, Clarke (2007b; 

2008) calls for more studies of intangible gifts.  

 

A further reason why the context of the intangible gift was selected is because it involves a 

high degree of uncertainty and risk. Due to co-participation between a giver and a recipient 

when delivering an intangible gift, a higher degree of uncertainty and risk is involved. When 

a recipient is taken to have a dinner at the selected restaurant, the giver can to some degree 

see and interpret the emotional response from the recipient toward the dinner. Thus the giver 

is concerned with how the gift will be received by the recipient. Moreover, anticipating this 

can lead a giver to devote more time and effort in order to please the recipient. Last but not 

least, „immaterial‟ which can be seen as similar to intangible gift is also mentioned by Belk 

(forth coming in Feb 2010) as one of the three characteristics of the perfect gift. Gifts are 

more valued for their symbolism than their material value. Therefore the context of the study 

is deemed to be appropriate to get more insight into GGB via exploration of all aspects 

associated with the intangible gift. 

 

Furthermore, in the main research undertaken in this area to date, Beatty et al. (1991) tested 

personal values without restricting the „occasion‟ for GGB. Hence, the results may not be 

very useful in that an unspecified occasion may allow other influential factors to play a part 

in the findings. For example, some respondents may have interpreted the gift-giving context 

in terms of occasions (such as birthdays, Christmas, etc) while others might have considered 

„spontaneous‟ gift-giving contexts (such as bringing flowers for a spouse or as an act of 
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apology). To overcome these potential shortcomings, the GGB construct of this study is 

examined in terms of giving an intangible gift (specifically, hosting dinner at a restaurant) 

and is restricted to analysis of GGB for a certain occasion between individuals in a close 

relationship. 

          

 

This study aims to fill three gaps indentified in the GGB literature: the lack of a robust GGB 

construct; the lack of study into antecedents of GGB; and the lack of study of the intangible 

gift. Consequently, this study sets out to investigate how consumers choose a restaurant for 

hosting dinner. The first objective of this study is to investigate the GGB construct. The 

second objective is to examine the relationship between the GGB construct and the PVs as 

the antecedent of GGB.    

 

1.2. RESEARCH QUESTIONS:  

Based on the objectives of this study mentioned above, the two research questions are as 

follows: 

1. What are the components of the GGB construct?  

2. What is the relationship between each of the personal values (PVs) involved in GGB 

and each dimension of the GGB construct? 

 

1.3. RESEARCH SCOPE 

GGB is a complicated behaviour that can be influenced by a number of variables. Thus, the 

scope of research is limited to three principal aspects. Firstly, occasional GGB rather than 

spontaneous GGB is the focus of analysis based on the scenario of hosting dinner for a guest. 

Secondly, only one type of gift is selected for analysis; namely, the intangible gift of dinner at 
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a restaurant. Lastly, the focus is limited to analysis of GGB in a close relationship between a 

giver and a recipient, such as a close friend or family member.    

 

1.4 OUTLINE OF THESIS 

This thesis consists of five chapters: an introduction (chapter 1), the literature review and 

conceptual framework (chapter 2), an outline of the research methodology (chapter 3), data 

analysis and findings (chapter 4), and discussion and implications for further research 

(chapter 5). The first chapter provides an introduction to the topic and outlines the content of 

each chapter. The relevant literature is then surveyed to provide a deeper understanding of the 

research context content and leads to the conceptual framework of the thesis. The research 

methodology is developed to examine the conceptual framework. After exposition of the 

survey instrument, the data is analysed and tested for reliability and validity of the findings. 

Finally, discussion of the findings is represented, including the implications and limitations of 

this and future studies of GGB. 

 

1.5 CONCLUSION 

This chapter has provided an overview of the thesis, combining the background of the 

research, research objectives, and research questions. This study is the first of its kind that 

aims to more fully reveal the GGB construct. The relationship between PVs and the GGB 

construct as the antecedent of GGB is highlighted as particularly important. This study 

proposes to make significant contributions in two areas of marketing research: theoretical 

exposition and managerial insights. The first contribution focuses on filling the gaps in the 

GGB literature regarding the construct of GGB, antecedents of GGB, and the characteristics 

of the intangible gift in GGB. The contribution to managerial knowledge is that PVs could be 

used as the psychographic segmentation for the gift market.  
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Chapter 2  

LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK 

 

Chapter 1 provides an overview of this thesis including objectives, research questions and the 

research framework. In this chapter, the literature review is presented in seven sections. The 

first three sections address the theoretical concept of Gift-Giving Behaviour (GGB) as it has 

developed in consumer research literature. The fourth section describes PVs as a determinant 

of GGB. Due to the lack of literature regarding antecedents of GGB and the GGB construct 

in general, the conceptual framework of this study is outlined in the fifth section. A number 

of dimensions of the GGB construct are proposed. The last section provides some concluding 

remarks about the relevant literature and the conceptual framework developed for this study.      

 

2.1. THEORETICAL FOUNDATION OF GIFT-GIVING BEHAVIOUR (GGB) 

The reason why people purchase products or services for others rather than for personal use is 

of interest to a number of researchers. The concept of Gift-Giving Behaviour (GGB) was 

established by Belk (1979) who defined the gift as “generally given to others in order to 

symbolise and celebrate important life events, religious history, and family relationships” (p. 

95). Macklin and Walker (1988) also specified that GGB involves the selection, transfer, and 

evaluation of material and immaterial (intangible) objects that are offered as either fulfilment 

of a traditional social obligation, such as a birthday, or given in a spontaneous mode not 

marked by a traditional social obligation. GGB has since continued to be of interest in various 

disciplines such as sociology, anthropology, psychology, ethnography, economics and 

consumer behaviour (Belk, 1982; Heeler, Francis, Okechuku, & Reid, 1979; Sherry, 1983; 
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Sherry & McGrath, 1989; Wolfinbarger, 1990).  For the purposes of this literature review I 

present these various research fields in terms of two principal domains: social sciences and 

consumer research. GGB has received considerable attention in the social sciences, including 

specific aspects such as the components of GGB (Belk, 1979; Sherry, 1983), perspectives of 

GGB (Belk, 1979), functions of GGB (Belk, 1979), and processes of GGB (Clarke, 2008; 

Sherry, 1983). In consumer research GGB has been further investigated in terms of levels of 

involvement in GGB (Belk, 1982; Caplow, 1982; Clarke & Belk, 1979; Clarke, 2006; Heeler 

et al., 1979; Saad & Gill, 2003; Wagner et al., 1990), which includes consideration of the 

efforts involved in GGB (Cleveland, Babin, Laroche, Ward, & Burgeron, 2003; Gronhaug, 

1972; Jackson & Kwon, 2006; Laroche, Cleveland, & Browne, 2004), gift selection (Belk, 

1976, 1979; Komter & Vollebergh, 1997; Otnes, Lowrey, & Kim, 1993; Schwartz, 1967; 

Shurmer, 1971; Tuten & Kiecker, 2009; Wagner et al., 1990; Wolfinbarger, 1990), and the 

motivations of GGB (Goodwin et al., 1990; Sherry, 1983; Wolfinbarger, 1990; Wolfinbarger 

& Yale, 1993). These components of GGB are explored further in the next section.  

2.1.1. COMPONENTS OF GGB 

GGB consists of three components: givers and recipients, gifts, and situational conditions 

(Belk, 1979; Sherry, 1983). Firstly, both givers and recipients can be specified as individuals, 

families or organizations. Sherry (1983) also provides four types of giver-recipient relations: 

individual-individual, corporate-corporate, individual-corporate, and corporate-individual. 

The most common type of GGB occurs in individual-individual and corporate-corporate 

relationships (Sherry, 1983). Two types of gifts that are often selected for individual-

individual GGB are expressive or utilitarian (Wolfinbarger, 1990). The expressive gift 

reflects greater intimacy and higher value than the utilitarian gift (Wagner et al., 1990). It is 

expected that utilitarian gifts are selected in a relationship of social distance (Tournier, 1963; 
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Wagner et al., 1990). Corporate-corporate GGB is common between organisations such as 

governments, foundations and institutes. Individual-corporate GGB can be described as a 

donation or charitable contribution. Corporate-individual GGB is typically characterised by 

the provision of incentives, including rewards, scholarships, bonuses, and promotions 

(Sherry, 1983).  

 

The second component of GGB is the actual gift. The gift can vary from tangible items or 

physical good such as money, products, or biological matter, to intangible offerings (Belk, 

1979; Belk & Coon, 1993; Levi-Struss, 1964; Sherry, 1983) or intangible „experiences‟ 

(Clarke, 2007b, 2008) such as a trip, a favour, or a dinner in which the circumstances are 

decided by the giver‟s selection. Sherry (1983) further identifies two types of gift: the gift in 

itself, such as a card, and the gift that is typified by the situation and relationship between the 

giver and recipient.  

 

The last component of GGB is the situational factors. As mentioned by Belk (1979), the 

situational conditions include the occasion, the manner of presentation (public, private or 

anonymous), and the method of conveying the gift (directly or indirectly).  Sherry (1983) also 

classifies the situational factors into three types: temporality and periodicity; spatial and 

interaction components; and antecedent and consequent. Although the occasion of the GGB 

is mainly associated with formal, structural or recurring events characterised by their 

periodicity such as ceremonial occasions and rites of passage, GGB can sometimes take place 

in non-recurring or unexpected situations characterised by their temporality, such as 

reconciliation after marital disputes. Spatial and interactional components can provide 

different impacts on GGB. Lastly, antecedent and consequent conditions of GGB, such as 
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etiquette and rejection or acceptance of the gift are influential situational factors in GGB that 

still require further analysis in future studies (Sherry, 1983).    

 

2.1.2. PERSPECTIVES OF GGB 

Sherry (1983) categorised GGB into three distinct perspectives: personal, social, and 

economic. In the personal perspective, the gift is a symbol of identity (Sherry, 1983). Just as 

GGB can reflect the perception of the identity of the giver or the recipient (or both) (Belk, 

1979; Shurmer, 1971), so self-identity can also be perceived through the gift or the manner in 

which it is presented (Sherry, 1983). In addition, the acceptance or rejection of the gift can be 

seen as confirmatory of self-identity for the counterparts (Schwartz, 1967). Self-concept in 

this case seems to be related to an ideal self-concept rather than actual self-concept (Belk, 

1979). From a social perspective, the gift is seen as a tangible expression of a social 

relationship (Sherry, 1983). The gift can symbolise an invitation or confirmation of a 

relationship between a giver and a recipient. In other words, GGB in the social dimension 

refers to reciprocity. As Gouldner (1960) observed, the “individual is obliged to give, to 

receive, and to reciprocate” (p.158).  Hence, GGB is utilized to establish and define social 

proximity or distance between the giver and recipient. Consequently, the value of a gift in 

terms of its price or quality can be attributed to the importance of respecting relationships 

(Belk, 1979; Sherry, 1983). From the economic perspective, GGB is “a way of conferring 

material benefit on a recipient” (Sherry, 1983, p.159). This perspective of GGB can be 

interpreted as the ideology of the gift because no reciprocity is required and the act is inspired 

by a high level of sociability. Although there are a number of different perspectives that 

influence GGB, each of them imply that GGB is a behaviour that demonstrates some form of 

symbolic meaning. 
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2.1.3. FUNCTION OF GGB 

Belk (1979) divided the functions of GGB into four aspects, which are reasonably consistent 

with the three perspectives of GGB outlined by Sherry (1983): communication, social 

exchange, economic exchange, and socialization. The function of GGB as communication 

provides the main focus for this study. As already mentioned, GGB equates to sending a 

message from the giver to the recipient. The gift becomes a symbol of meaning that the giver 

aims to communicate to the recipient.  However, communications with words and through 

gifts are different. Whereas communication with words is a direct communication, the gift 

conveys the message indirectly. As a consequence, GGB has a high potential for 

misinterpretation of the message by the recipient unless the giver selects the appropriate gift.  

 

The second function of GGB as social exchange emphasizes the reciprocity between 

counterparts. Although this has the similar aim to communication of developing, defining, 

and maintaining a relationship between two counterparts, this function broadens such aims to 

also incorporate the response from the recipient of the gift. The recipient needs to interpret 

the motive of the giver to clarify the relationship between the participants. The relationship 

may be interpreted from the nature of the gift in two principal aspects: price and intimacy 

(Belk, 1979). The greater price or level of intimacy associated with the gift, the more 

bounded the relationship that exists or is desired.  

 

The third function of gift-giving as economic exchange builds on Mauss‟s (2000 [1925]) 

original study, which identified GGB as a series of obligatory reciprocal exchanges that 

become institutionalized as gift-giving occasions, hence reinforcing the tradition of exchange.  



Chapter 2: Literature Review and  

Conceptual Framework 

 

13 

 

The last function of gift-giving is as a „socialiser‟ in which the gift influences the recipient‟s 

identity and understanding of social relationships, such as when adults give toys as gifts to 

children from which the child develops a more elaborate understanding of their social 

identity.  

 

2.1.4.  GIFT SYSTEMS 

Giesler (2006) proposed three theoretical key elements of gift system. They were social 

distinction, norm of reciprocity, and rituals and symbolisms. Social distinction was seen as 

the most important characteristic of gift systems because it illustrated through patterns of 

interaction that give rise to, and subsequently reinforce such as giving gifts to a recipient can 

reinforce the recipients‟ self-identification or giving gifts to others can confirm the 

differences between its gift system and social environment. Second, the norms of reciprocity 

which was named by Gouldner (1960) also mentioned as the important characteristic in gift 

system. This was because the norm of reciprocity could be seen as a set of rule and 

obligations which settle the pattern of give and take and establish moral standards of social 

solidarity. Lastly, ritual can be seen as “rule-governed activitites of symbolic expression” 

(p.284) which was important for gift systems as one of standards or symbolic of social 

activity. 

 

2.2. GGB IN CONSUMER RESEARCH 

The studies in consumer research concentrate on the purchasing behaviour involving gifts, 

such as gift-purchasing involvement, efforts made in gift selection, and the motivations of 

GGB. 
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2.2.1. INVOLVEMENT AND EFFORTS OF GIFT SELECTION 

Clark (2006) describes numerous aspects of involvement, including feelings of interest and 

enthusiasm, relevance or importance, the self-relevance of purchasing activities, perceived 

relevance of the object, and the extent of interest and concern. Mittal (1989) defined a 

common strand among these descriptions, stating that “involvement is the degree of interest 

of a person in an object” (p.148). He notes that involvement needs a goal-object, whether in 

terms of product involvement or purchase-decision involvement. Product involvement is the 

most common type of involvement and has been frequently referred to in many studies 

(Mittal, 1989). Product importance and enduring involvement are the two components of 

product involvement. On the other hand, purchase-decision involvement does not involve the 

product at all but is concerned with the decision-making or situational factors involved in a 

purchase. For example, when purchasing a washing machine, buyers generally do not have 

any enduring involvement with the washing machine; however, they are invariably highly 

involved in the purchase decision-making process (Mittal, 1989).  

 

The level of task involvement in gift-selection for a close friend is higher than selecting 

products for personal use, which leads to a higher degree of effort involving cost of the gift, 

the number of visiting stores, and the amount of time spent searching for a gift (Clarke & 

Belk, 1979). Heeler, Francis, and Reid (1979) support this finding, observing that although 

purchasing for self and close friend show differences in the amount of effort, purchasing a 

gift for distant friends leads to lesser effort in gift-selection in terms of the amount of time, 

the extent of information searching and the consideration of brand selection. Even though 

both studies have been criticised by Lutz (1979) and Tigert (1979) for their internal and 
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external validities and their generalisations, both studies contribute important descriptive 

information to the GGB literature in terms of task involvement in purchasing, especially as 

this relates to both the occasion and the closeness of relationship between the giver and 

recipient.   

 

Belk (1982) also investigated the importance of the occasion and closeness of relationship 

and their impact on the value of the selected gift in terms of both quality and price. Belk 

(1982) concluded that a close relationship leads to high-involvement in GGB. These 

circumstances in turn impacted on selecting a high-quality product as a gift. He also pointed 

out the importance of norms or expectations regarding the occasion, noting that a wedding 

gift should be higher in value than a birthday gift regardless of the closeness of relationship. 

Wagner, Ettenson, and Verrier (1990) also studied the nature of involvement determined by 

closeness of relationship in GGB. Using the example of giving a gift of an infant‟s jumpsuit 

for a newborn child on the occasion of a baby shower, they compared different levels of 

involvement in GGB when a new neighbour or a best friend hosts the occasion. They 

compared eight product-attributes such as price, colour, brand, fibre, size, fabric, quality, and 

style with two different levels for each attribute. They found that the close relationship 

resulted in a higher price paid for the gift based on the purchase choice of an expressive 

rather than utilitarian gift.  

 

The impact of the closeness of relationship has also been examined within kinship networks. 

Caplow (1982) analysed GGB in three levels of kinship networks (primary, secondary, and 

tertiary kin) on a ritualized occasion such as Christmas. Primary kin are defined as those 

whose relationship with the giver can be specified by a single term such as mother, father, 

son, daughter, brother, sister, wife, and husband. Secondary kin was defined by two of the 
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primary kinship terms, such as mother‟s father or brother‟s wife. Tertiary kin was defined by 

three kin terms, such as mother‟s brother‟s daughter. The results illustrated that GGB at 

Christmas was mainly performed with primary kin, while secondary kin and non-kin such as 

close friends comprised the second group. Tertiary kin did not feature prominently at all in 

GGB on the occasion of Christmas. Sadd and Gill (2003) further investigated the relationship 

between GGB and gift expenditure in regard to four groups of recipient: close kin, distant 

kin, close friend, and romantic partner. The results supported Caplow‟s (1982) findings in 

that close kin were linked to higher gift expenditure than distant kin, with the gift expenditure 

ranging (from highest to lowest) as romantic partner, close kin, close friend, and distant kin 

(Saad & Gill, 2003).  

 

 

 

2.2.2. INFORMATION SEARCHING FOR GIFT SELECTION 

Higher involvement of purchasing gifts also contributes to higher efforts for searching 

information (Cleveland, Babin, Laroche, Ward, & Bergeron, 2003; Gronhaug, 1972; Laroche, 

Cleveland, & Browne, 2000), brand selection (Clarke, 2006; Parsons, 2002), and the channel 

for purchasing gifts (Lee & Kim, 2009).  Gronhaug (1972) found that the giver put more 

effort into searching information when buying tableware as a gift rather than for personal use, 

including seeking more alternatives, visiting shops more frequently, seeking more advice and 

consulting a larger number of brochures for gift selection. Laroche, Cleveland, and Browne 

(2000)  examined different age groups in relation to their levels of use of in-store information 

sources when selecting Christmas gifts. The research found no difference of information 

usage between young, middle and old age categories. That may be explained in terms of the 
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occasion, as people often already have the information they require when shopping for 

Christmas gifts.  

 

Cleveland, Babin, Laroche, Ward, and Bergeron (2003) subsequently extended the previous 

study by exploring the in-store information search patterns involved in GGB across gender 

differences in three countries: USA, UK and Canada. The information search patterns 

analysed in this study comprised three constructs: macro, micro and assisted searching. 

Macro searching involved general product information, such as price and features, as well as 

store signage and product display. Micro searching included product-specific information 

such as the manufacturer‟s label, product texture and packaging. Assisted searching involved 

seeking assistance from the salesperson in the store. The results revealed that the influence of 

gender played a significant role in the searching pattern. Women tend to utilise macro and 

micro searching dimensions, whereas men greatly rely on sales assistants. In addition, the 

influence of demographic factors was also explored, which showed that woman from low-

income categories start shopping later, spend less and make fewer Christmas shopping trips 

than women in higher-income brackets. Women from middle-income categories seemed to 

gather the highest levels of information in both macro and micro dimensions than the other 

two groups.   

 

Parsons (2002) investigated different types of gift-recipients, such as a boss, 

colleague/acquaintance, close relative, distant relative, and personal friend and the impact the 

type of relationship has on brand-selections. The results showed that givers chose different 

brands for different types of recipients. In general, the givers searched for brands that were 

perceived to be of greater symbolic benefit according to the position of recipients in the 

perceived social hierarchy. In contrast, Clarke (2006) investigated whether the involvement 
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of GGB impacted on involvement in the brand selected as a gift for Christmas. The results 

revealed that there was no significant difference between involvement in GGB and 

involvement in the brand selected as a gift (Clarke, 2006). Further studies about the 

relationship between gift selection and brand are still required to properly investigate this 

issue. 

 

 

2.2.3. GIFT SELECTION 

Involvement and efforts exhibited in GGB are important factors for understanding gift 

selection processes. The most common purpose of giving a gift is to satisfy the recipient 

(Belk, 1979, so gift selection strategies should be focused to select the right gift.  Choosing 

the right gift is not an easy process for the giver because the gift symbolizes and signifies 

many things. The giver must respond to the recipient‟s preferences, such as their tastes, 

needs, or demands (Belk, 1976). Furthermore, the giver also includes their own messages in 

such a gift, whether implicitly or unconsciously. Those messages may be the giver‟s tastes 

and preferences, their perception of themselves and of the recipient, and the relationship 

between the giver and the recipient (Belk, 1976; Heeler et al., 1979; Schwartz, 1967). 

Additionally, the acceptance or rejection of the gift by the recipient reflects the extent to 

which they agree or disagree with the giver‟s perception of such a message or self-definition 

(Schwartz, 1967). 

 

Belk (1976) proposed the balance theory model to explain the gift-selection process in terms 

of self concept. In the balance theory model, four components were proposed to develop the 

balance in the giver‟s cognition: giver (P), perception of self (P‟), gift (G), and recipient (O). 
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When the giver perceives a positive balance with his/her self-concept and perceived 

similarity with the recipient, the giver tends to select a gift which s/he likes and expects the 

recipient to like as well. The balance theory has limitations for accounting for situations in 

which the giver perceives a negative balance with his/her self-concept. Although the balance 

theory model proposed by Belk (1976) reveals an attempt to explain the gift-selection process 

in terms of cognitive theory, the fact that only the self-concept dimension was utilised 

prohibited the model from providing an holistic account of gift-selection. Other potentially 

influential cognitive factors were not considered, such as the nature of giver and recipient, the 

relationship of giver and recipient, the occasion and the motivation of GGB.  

 

One of the influential factors in gift-selection is the nature of givers and recipients. Otnes, 

Lowrey, and Kim (1993) identified two types of recipients and six types of givers. Recipients 

were classified as easy or difficult according to whether they hinder or help the giver to 

communicate through the gift (Otnes et al., 1993). They found that difficult recipients tended 

to be older or more distant relatives (Otnes et al., 1993). Givers were classified into six types: 

pleaser, prouder, compensator, socialiser, acknowledger, and avoider. The research 

concluded that different types of givers applied different strategies when giving gifts to 

different types of recipients. For example, the pleaser is the giver who would like to please 

the recipients and select the gift which they think the recipients would interest. For easy 

recipient, the pleaser utilises three strategies “Buy what they want”, “Buy what they want, but 

don‟t ask the recipients”, and “Treasure hunt”. Thus the pleaser mostly seems to apply 

altruistic motivation when selecting gifts for the easy recipient. For difficult recipient, the 

pleaser imply these three strategies; “Latch on/ similar gift”, “Buy same as last year, and 

“Buy what I like”. Therefore, it can be implied that the pleaser applied agonistic motivation 

for the difficult recipient. Tuten and Kiecker (2009) also proposed one more strategy, “Play it 
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safe”, from their qualitative research for the pleaser giver to difficult recipient. The pleaser 

still would like to please a recipient with a „good gift‟, but he/she does not know what should 

be the gift exactly. Thus in the study of Tuten and Kiecker (2009), such giver selected to buy 

a gift card. The provider frequently provides a gift which a recipient never desire such a 

utilitarian gift. Two strategies for easy recipients are “Buy throughout the year”, and “Buy 

many gifts”. This can be seen as the giver buy the thing which he/she think the recipient must 

have, so it sounds like agonistic motivation. The compensator attempts to compensate the 

recipients for their losses, so they choose “Buy fun gift”, “Buy multiple gifts”, and “Make 

gift” for easy recipients. The compensator uses two strategies which are “Latch on/ new gift”, 

and “negotiate with the recipients” for the difficult recipients. Since the giver considers 

compensate/cheer up the recipient feeling, so it can be seen as altruistic motivation. The 

socializer is the givers who select the gift carefully because they act as socialization agents. 

The strategy for easy recipients is “Buy what I want them to have” which is obviously similar 

to agonistic motivation. The acknowledger engages with obligatory motivation to select the 

gift because they must extend something to these recipients. Gift-selection for difficult 

recipients are “Buy on impulse”, “Buy relationship”, “Make gift”, “Buy for joint recipients”, 

“Buy with someone”, “Pawn off”, “Use lateral cycling” and “Settle”. The last type is the 

avoider who do not involve in gift-giving at all. 

   

Not only the study from giver‟s perspective, but also the study from receiver‟s perspective 

has been investigated.  Ruth, Otnes, and Brunel (1999) explored the perception of receiver 

from qualitative data about the existing relationship between a giver and a recipient, the gift, 

the ritual context, and the emotional reaction. They classified six types of relational effects: 

Strengthening, Affirmation, Negligible Effect, Negative Confirmation, Weakening, and 

Severing. From these six types of relational effects can be categorized as three kinds which 
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are positive, neutral, and negative. Firstly, recipients perceive positive feeling toward giver-

recipient relationship which consisted of the strengthening (8%) and affirmation effects 

(26%). Those positive feeling might be originated from that the recipients perceived the 

received-gift had been focused on their relationship or recipient itself. In other words, the 

recipients translate motivation to select gift as altruistic. Second, the recipients might have a 

neutral feeling such as of the negligible effect (8%) because the relationship between them is 

very tight until nothing can weaken or strengthen more than the existing one. Lastly, the 

recipients feel negative toward the giver-recipient relationship which can be seen in the 

negative confirmation (8%), weakening (7%), and severing (1%). In this group, the recipients 

translate the motivation to select gifts as „giver centered‟ or „siniter‟ (the giver intend to make 

the recipient feel such negative) (Ruth et al., 1999, p. 389), so it can be seen from agonistic 

motivation.     

 

Additionally, the nature of givers‟ gender can cause differences of GGB (Cheal, 1987). 

Particularly, in gift-selection, female perceive GGB as a work whereas male seem to think of 

gift-selection as a play (Fischer & Arnold, 1990). Although there are numbers of studies 

supported that female has been actively involved in GGB more than male (Caplow, 1982; 

Cheal, 1987; Sherry & McGrath, 1989), Fischer and Arnold (1990) reported one interesting 

point that male with egalitarian attitude was also actively involved in GGB. They further 

discussed that the individual differences such as gender-role attitudes should be the important 

factors affected gift-giving. 

 

The next influential factors in gift-selection are the situational variables such as the closeness 

of relationship between the givers-recipients and the nature of the occasion. The type and 

price of gifts may vary depending on the closeness of the relationship between the 
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counterparts (Shurmer, 1971; Wagner et al., 1990; Wolfinbarger, 1990). When the 

relationship between the givers and the recipients is very close, expressive gifts are more 

likely to be selected than utilitarian gifts, whereas utilitarian gifts are more likely to be 

selected in a distant relationship (Wagner et al., 1990; Wolfinbarger, 1990). Johnson (1974) 

also confirmed these findings, observing that lower levels of intimacy between the 

counterparts meant the gift was more likely to be for a specified amount of money instead of 

a personal item. Higher levels of intimacy in the relationship corresponded with higher values 

of the gifts that are given (Shurmer, 1971; Wolfinbarger, 1990). Similarly, other resources 

such as time and effort are more heavily invested when the relationship between the giver and 

recipient is very close, which are classified as high-involvement situations (Heeler et al., 

1979; Hsee, 1999; Hsee & Kunreuther, 2000).  

 

The closeness of relationship and feeling/affection attached to it can be clearly demonstrated 

from figure 8. Komter and Vollebergh (1997) identified the circle of relationship in Western 

society in aspect of feeling/affection attachment. In the circle, the continuum of feeling 

between affection and obligation is attached as a measurement of feeling in each group or 

circle. From figure 8, the core of circle is family which shows the most important network in 

person‟s life is its own family, so the feeling/affection that person attached to own family 

should be the strongest relationship or purely affection.  Next is the first-circle surrounding 

family is parent/parent-in-law and friend which is very close to family, so the relationship 

between those people is relatively strong of affection, but still contains a little of obligation 

feeling. The second-circle from the core is extended kin which the relationship is in moderate 

between two poles. The third-circle from the core has three groups which are acquaintances, 

neighbours, and colleagues tend to have distant relationship with the person, so the affection 

is lesser than the first two groups, but higher the feeling of obligation. The outers who are 
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anonymous-fellow-citizen has no affection with the person at all, but since all groups are still 

living in the same society, the obligation of being a good citizen has to be applied in the 

situation. This study can be used to elaborate more on the relationship between the giver and 

recipient in GGB and the motivation of GGB. 

 

Figure 2.1: Feeling Underlying Kinship and Social Relations in Western Societies 

Source: Komter and Vollebergh (1997), p.750 

 

In Eastern, the impact of relationship between giver and recipient toward GGB also has been 

investigated (Joy, 2001). The Chinese culture which promoted the familial over the private 

self was founded as a prominent driver toward Hong Kong society including GGB. There 

was no need for people who counted as family or like-family such as romantic partner and 

close friend to reciprocate or giving gift. Joy (2001) explored four types of relationships such 

as romantic other, close friends, good friends, and just/hi-bye friends with eight aspects of 

GGB including occasions, type of gift, expected emotion, gift-selection criteria, gift-selection 

effort, token gift, reason for giving gifts, face, and risks. From the four types of relationship, 

two kinds of relationship can be categorised. The first group is „like-family‟ concluded 
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romantic other and close friends. This group involves more occasions, emotion, desires to 

give gifts and feel guilty when performing GGB inappropriately. On the other hand, the 

second group which consists of good friends and just/hi-bye friends involves less occasion, 

emotion, desire to give gifts and feel face-loss if GGB goes wrong. The gift-selection 

strategies amongst these two groups are also different. For the „like-family‟ group, the gifts 

tend to be expressive, expensive gift, and selected from recipient‟s needs more than the gift 

for the second group. 

 

Furthermore, Lowrey, Otnes, and Ruth (2004) believed that not only the relationship between 

giver and recipient, but also the effect from social influences or the third party can play role 

in GGB. The longitudinal study over 12 year (1990-2001) which five informants were 

interacted during five Christmas exploded the impact of others, not only giver and recipient, 

toward GGB. Lowrey et al.(2004) categorised ten social influences such as Calibrating, 

Practicing equipollence, Reenacting thrid-Party traditions, Relinquishing tradition, Enrolling 

accomplices, Using surrogates, Gaining permission from gatekeepers, Adhering to group 

norms, Integrating, and Purging with five underlying relational process such as Making social 

comparisons, Adjusting to disrupted relational traditions, Accessing social support, Acting 

within relational rules, and Initiating and severing relationships.  To begin with „Calibrating‟ 

and „Practicing equipollence‟, the givers consider others in order to „making social 

comparisons‟. Second, „Reenacting third-party traditions‟ and „Relinquishing tradition‟, the 

others impact on the giver‟s perception because the giver intends to „adjusting to disrupted 

relational traditions‟. Third, „Enrolling accomplices‟ and „Using surrogates‟, the givers need 

assistant from others as „accessing social support‟. Forth, „Gaining permission from 

gatekeepers‟ and „Adhering to group norms‟, the meaning of others in this point might be 

influence from norms or rulers of recipient community which standardise acceptable gifts, so 
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the giver needs to follow or get approve from those sources as „acting within relational rules‟. 

Last but not least, „Integrating‟ and „Purging, when the third-party is the person who establish 

the relationship between the giver and recipient, so such person can be caused the „initiating 

and severing relationships‟ between the giver and recipient.         

 

In terms of the significance of the occasion of GGB, Belk (1982) observed that wedding gifts 

tend to be more expensive than birthday gifts because of the norm of wedding occasion, 

regardless of the intimacy of relationship between giver and recipient. Chase (1984) also 

supported this finding that the importance of the occasion had a positive relation to the price 

of the gift, whereas a frequency of the event had a negative relation to the price of the gift. 

 

2.2.4. MOTIVATION OF GGB 

To satisfy the recipient is the main aim of almost all givers (Belk, 1979). However, there are 

some situations in which the purpose of GGB may be different, depending on the motivation 

of GGB. Wolfinbarger (1990) revealed six self-interested purposes for GGB: to show off 

status, to show superior consumption, to strengthen relationship, to collect gratitude of others, 

to be ingratiating, and to decrease guilt. This focuses an important question as to the real 

reasons why people give gifts. The motivations underlying GGB may provide the answer. 

There are four concepts of motivation for GGB; however, they are relatively different from 

each other in some important respects (Goodwin et al., 1990; Sherry, 1983; Wolfinbarger, 

1990; Wolfinbarger & Yale, 1993). Due to the non-uniform nature of the classification or 

understanding of motivations, researchers have found it difficult to identify which 

classification should be used for which situation and have called for further investigations on 

this issue (Park, 1998; Wolfinbarger & Yale, 1993), especially in regard to the variables that 
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might be considered as the antecedents of motivation for GGB (Wolfinbarger, 1990). 

Therefore, this study attempts to shed some light on these issues by proposing the following 

classification of motivation of GGB:  

 
Figure 2.2: Motivation of GGB 

Source: adapted from Goodwin et al., 1990; Sherry, 1983; Wolfinbarger, 1990; Wolfinbarger and Yale, 1993 

 

2.2.4.1 MOTIVATION TO GIVE GIFT 

Based on the categorisation of motivation into four concepts (in a combination of obligatory 

and voluntary aspects), the motivation of GGB should be further divided into two 

components: the motivation to select a gift and the motivation to give a gift. In addition, the 

reason why people give gifts is based two aspects: a specific occasion and spontaneous gift-

giving (Macklin & Walker, 1988; Sherry, 1983). Giving gifts to mark an occasion involves 

norms or rituals so, to some extent, people might feel an obligation to give gifts. At one 

extreme, they may be not willing to give gifts at all, but they might feel forced by norms 

governing the occasion to give a gift. This is called the obligatory motive (Goodwin et al., 

1990). At the other extreme, some people might see such an occasion as the opportunity to 

give gifts. This is called the voluntary motive (Goodwin et al., 1990). In other words, they 

may feel a strong desire to give gifts irrespective of the norms governing GGB for the 
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occasion. However, the situation between those two extremes should be of particular interest 

as most people may simultaneously experience both motivational aspects, feeling both 

voluntary and obligatory motivations. In spontaneous GGB, people are stimulated to buy a 

gift due to a particular desire rather than any specific occasion. In the absence of any external 

force from norms or rituals, they simply hold a strong willingness to give a gift. Hence, the 

motivation of GGB in this situation contains the strong willingness to give gifts and is purely 

voluntary (Goodwin et al., 1990). This concept is consistent with the overall conception by 

Goodwin et al. (1990) in which the motivation of GGB can always be located somewhere 

along a continuum between voluntary and obligatory.   

 

Goodwin et al. (1990) viewed the motivation of GGB in terms of two poles on a continuum: 

obligatory and voluntary. The focus of this concept of motivation is on the degree of 

un/willingness to give a gift. The obligatory motivation results from the giver perceiving a 

sense of duty determined by the norms of the occasion and/or a need for reciprocity 

(Goodwin et al., 1990). The obligatory motivation may determine that limited amounts of 

expenditure and effort are used in selecting the gift. Warshaw (1980) supported this 

interpretation, using the aspects of evaluative attitude and norms. The author reported that an 

expensive gift was influenced by an evaluative attitude more than norms; however, for 

inexpensive gifts, both an evaluative attitude and norms were equally influential. Thus, 

obligatory motivation might lead to an inexpensive gift (Warshaw, 1980) as a result of the 

low level of evaluative attitude and putting more weight on norms. In addition, Wolfinbarger 

and Yale (1993) suggested that the obligatory motivation could influence the giver to select a 

gift that is symbolically representative of the giver. However, as discussed in more detail in 

the next section, the study of Park (1998) revealed contrasting findings in different cultural 

environments. In contrast to obligatory motivation, voluntary motivation mainly stems from 
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the desire of individuals to express their actual affection for recipients. In addition, giving a 

gift on certain occasions like Christmas, birthdays, or weddings might also be mainly 

influenced by voluntary motives. On such occasions the giver tends to view the occasion as 

an opportunity to show their affection through the GGB (Goodwin et al., 1990). Therefore, 

gift-giving in any situation can be motivated by predominantly voluntary or predominantly 

obligatory motives or a combination of the two motives, depending on the individual, the 

giver-recipient relationship and the specific situation. 

 

The concepts of voluntary and obligatory motivation are largely supported in the study by 

Wolfinbarger and Yales (1993) in which these concepts are respectively classified as 

experiential and obligated motivation. However, they proposed one additional aspect of 

„practical‟ motivation whereby the giver selects a utilitarian gift.  In this study, voluntary and 

obligatory motivations are categorised in terms of the different motivations for giving gifts as 

opposed to the practical motivation involved in selecting gifts, which is discussed in the next 

section.    

 

2.2.4.2 MOTIVATION TO SELECT GIFT 

Having established the various motivational reasons for giving gifts, the next question to be 

addressed is what motivations influence people when selecting a gift (Sherry, 1983; 

Wolfinbarger, 1990; Wolfinbarger & Yale, 1993). In GGB, the motivation is the primary 

source of influence in gift-selection (Sherry, 1983). Similar to the voluntary-obligatory 

continuum of gift-giving, the motivation for selecting gifts can be charted on a continuum of 

self-concern ranging agonistic to altruistic motivation (Sherry, 1983). When a gift is selected 

that predominantly reflects self-concern with the giver‟s preference or status, the agonistic 



Chapter 2: Literature Review and  

Conceptual Framework 

 

29 

motivation is applied. In contrast, altruistic motivation refers to the selection of a gift that 

predominantly reflects recipient-concern in terms of the recipient‟s tastes or needs. Park 

(1998) found that American people driven by a voluntary motivation in GGB adopted an 

agonistic perspective that reflected a principal concern with self-identity, which is consistent 

with the individualistic character of Western cultural values. In contrast, Korean people who 

perceived an obligation for GGB selected a gift from altruistic motivation, which is consistent 

with collectivist cultural values (Park, 1998). Significantly, this finding contrasts with the 

suggestion of Wolfinbarger and Yale (1993) that, in obligatory gift-giving situations, the 

giver tends to experience agonistic motivation when selecting a gift. Therefore, this issue 

requires more investigation in future research. 

 

Wolfinbarger (1990) also adopts the altruistic-agonistic continuum of GGB motivation for 

git-selection but proposes an additional aspect of „norms‟ in GGB motivation. The motivation 

of norms could lead the giver to select a gift that is a symbol of convention. Under this 

motivation the gift serves to mark significant life events or serves as a ceremonial symbol. In 

additionally, Chase (1984) states the importance of events in their positive relation to the 

price of the gift, whereas, the frequency of events had a negative relation to the price of the 

gift. Wolfinbarger and Yale (1993) also proposed an additional category of „practical‟ 

motivation. In GGB for special occasions, the norm and practical motivations are the same. 

The norms motivation is usually linked to occasions, so it may lead to the feeling of 

obligation. The practical gift is similarly often motivated by the nature of the occasion, such 

as gold pens for retirees, blenders and toasters for brides and dictionaries for graduates 

(Wolfinbarger & Yale, 1993). However, in spontaneous GGB, only the practical motivation 

exists, as there is no force from norms governing the motivation as there are in respect to gifts 

for occasions. Some individuals give a practical gift because they consider the recipients‟ 
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need, which reflects a concern for the recipient rather than the self. Therefore, practical 

motivation can accordingly be located near the altruistic pole. It is important for further 

investigation to be undertaken regarding the relationship between norms or practical 

motivation and PVs, as it may be the case that some PVs might determine a preference for a 

specific type of gift regardless of the occasion.   

 

2.3 PERSONAL VALUES (PVS) AS DETERMINANT OF GGB CONSTRUCT 

The previous section has outlined how the motivation of GGB can be categorised and 

clarified to determine the influences on selecting and giving gifts. However, the question of 

how people respond to voluntary-obligatory motivations to give gifts and altruistic-agonistic-

norm/practical motivations to select gifts remains unanswered.  Beatty et al. (1991) suggest 

that the type of motivation involved in gift-selection is determined by personal values (PVs), 

which can be considered as one type of belief-set within the central belief system of an 

individual (Rokeach, 1986). Thus a value can be considered as the most important belief of 

an individual. Rokeach (1986) further pointed out that a value tends to reflect the overall 

disposition of a person, which is perhaps similar to an „attitude‟ but is more basic and 

foundational to the character of an individual. Values also serve as standards or criteria to 

guide both behaviours and cognitions, such as judgement, choice, attitude, evaluation, 

argument, exhortation, and rationalization (Williams, 1979, p. 16).  

 

Beatty et al. (1991) also confirmed that GGB is significantly influenced by PVs.  They 

examined seven out of nine dimensions of PVs using a List of Values (LOV) scale (Kahle, 

1983): sense of belonging, warm relationship with others, self fulfilment, sense of 

accomplishment, security, self respect, and the combination of fun and enjoyment in life and 

excitement. These values were analysed in terms of two dimensions of GGB: amount of 
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giving and effort in gift selection. The finding confirmed a relationship between value 

segments and GGB. Beatty et al. (1991) concluded that there was a greater likelihood to give 

more gifts and to exercise higher effort when more value was placed on the individual (eg. 

self respect) and on social aspects (eg. warm relationship with others). The individual who 

was passive and held less socially-oriented values such as the combination of fun and 

enjoyment in life and excitement, security, and sense of belonging reflected less commitment 

and effort in GGB. The values of self-fulfilment and sense of accomplishment reflected 

moderate efforts in GGB. Beatty et al. (1991) further mentioned that the two values, warm 

relationship with others and self respect, reflected higher amounts of giving and effort in 

GGB that might lead to the two motivations of GGB: altruistic-agonistic (Sherry, 1983). 

Individuals who valued interpersonal relationships (eg. warm relationship with others) gave 

gifts because they would like to maintain and enhance the relationship or give pleasure to the 

recipient (Lowes, Turner, & Willis, 1968). In contrast, individuals who valued self respect 

gave gifts primarily because they wanted to feel better about themselves or obtain pleasure 

(Lowes et al., 1968). In sum, the value of warm relationship with others could lead to 

altruistic motivation whereas the value of self-respect might lead to agonistic motivation. 

Accordingly, not only the assumption that PVs determine GGB, but also that certain PVs lead 

to certain GGB dimensions were supported. Moreover, Beatty et al. (1991) also compared the 

findings between Western and Eastern cultures, which reflected no differences between 

cultures.  

 

To confirm the absence of any differences in GGB across cultures, Beatty et al. (1993; 1996) 

further investigated American and Japanese cultures in terms of PVs with the same two 

dimensions of GGB: amount of GGB and gift-selection effort. In the 1993 study, the 

examination of six PVs: warm relationship with others, sense of belonging, self-respect, self-
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fulfilment, security, and sense of accomplishment, and the same two GGB: amount and effort 

of GGB was conducted. The values of being well-respected and the combined item of fun and 

enjoyment in life and excitement were deleted due to inadequate data (less than five percent of 

total respondents). In contrast to the findings from the 1991 study, differences between the 

two cultures emerged. The personal value of self-respect was the highest value for American 

respondents whereas the highest priorities of Japanese individuals were values of self-

fulfilment and warm relationship with others. The sense of belonging, self respect, and warm 

relationship with others PVs reflected more gift-giving than self fulfilment, security, and 

sense of accomplish across both cultures and genders. However, the gift-selection effort was 

not significant correlated with any PVs, contradicted the findings of the previous study. The 

possible reason could be referred to the most-to-least cognitive hierarchy concept (Kahle, 

1980). This states that as abstract forms of cognition, PVs may not be a good predictor for 

actual behaviour (the least abstract cognition). In addition, isolating non-student samples for 

analysis may more accurately represent real consumer behaviour compared to the previous 

study in which student samples were included. In both cultures, females seemed to assert 

more effort towards gift-selection (Beatty et al., 1993; Sherry & McGrath, 1989; Sinardet & 

Mortelmans, 2009). Regardless of gender, American responses delineated higher effort over 

Japanese consumers. According to Befu (1968), in Japanese culture, the amount of effort 

depends on whether the occasion is considered obligatory (giri) or voluntary (ninjo) for GGB. 

For obligatory occasions, giving an appropriate gift may not be of as much concern as on 

voluntary occasions of GGB. In addition, the pattern of gift-shopping by Japanese students 

(often shopping in groups and purchasing various gifts in bulk at one time) may account for 

the reduction of effort in Japanese GGB (Befu, 1968).        
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In the 1996 study by Beatty et al., the relationship of PVs and GGB was examined in four 

countries: US, France, West Germany, and Denmark. Using the same two GGB dimensions 

of amount and effort of GGB, only four personal values were included in this study: warm 

relationship with others, sense of belonging, self respect, and fun and enjoyment in life. With 

the exception of France, the results from all countries indicated that females (students and 

parents) engaged in more GGB and more effort than males. Although parents exerted more 

effort than students, they were not perceived as more likely than students to give more gifts. 

The warm relationship with others and sense of belonging values positively influenced the 

amount of GGB and the gift-selection effort across cultures, genders, and generations. The 

fun and enjoyment in life value had a negative correlation with gift-selection effort. The self 

respect value showed no significant relationship with any GGB dimension. Beatty et al. 

(1996) concluded that inter-personal values such as warm relationship with others and sense 

of belonging were the main positive determinants of GGB.  

 

In sum, from the three studies of Beatty et al. (1991; 1993; 1996), the following conclusion 

can be drawn. In most studies, the warm relationship with others value leads to a greater 

amount of GGB and more gift-selection effort. The self respect value seems to show a more 

positive result with GGB than the security and fun and enjoyment in life values, which tend to 

illustrate negative correlations with GGB. However, the sense of belonging, self fulfilment 

and sense of accomplishment values produced inconsistent results. Furthermore, it is 

important to mention that the excitement and being well-respected values are often under-

represented in the research results, so there is no useful information regarding these two PVs.     

  

The studies of GGB and PVs were extended across cultures, combining cultural values with 

personal values (Park, 1998; Qian et al., 2007). Park (1998) compared GGB between Korean 
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culture, dominated by Confucian values of collectivism, and the more individualistic 

American culture. Confucian collectivistic culture differs from individualistic culture in two 

important aspects: group conformity and face saving (Park, 1998), so these two cultural 

values were considered to influence the PVs underlying the motivation of GGB. Park‟s 

(1998) study applied five measurements of GGB motivations: altruism, self-interest, face 

saving, group conformity, and obligation. The results revealed that there were differences in 

GGB between Confucian collectivistic and individualistic values in two principal aspects. 

Firstly, the different culture values determined different motivations for giving a gift. People 

in Confucian collectivist cultures responded more to obligatory motivations for GGB due to 

the social pressure for face saving and group conformity. In contrast, people in the 

individualistic culture reflected more voluntary motivations to give gifts due to reduced levels 

of pressure in their culture regarding social expectations. Furthermore, the differences in 

motivation to „give‟ a gift caused different motivation to „select‟ a gift. The American who 

held individualistic values tended to respond with agonistic motivation to the task of selecting 

gifts while the Korean who held collectivistic values seemed to utilise altruistic motivations. 

In individualist cultures, the preference for expressing the self is embedded in a person, so 

they experience agonistic motivations. However, in collectivist cultures, personal values are 

deeply influenced by cultural values of face saving and group conformity, so the altruistic 

motivation can be seen as the almost invariant approach to GGB.   From these two findings, it 

can be suggested that the voluntary motivation could also lead to agonistic motivation in gift-

selection. On the other hand, the obligatory motivation seems consistent with altruistic 

motivation in gift-selection. The PVs are the key factor that determines which motivation is 

dominant. Hence, the results of the study confirmed that PVs impact on GGB, particularly the 

motivations of GGB.   
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A similar conclusion can be drawn from the study of Qian et al. (2007). Chinese cultural 

values, which can be seen as consistent with the PVs of Chinese people, were found to have a 

significant impact on GGB both in terms of individual values and in terms of the values taken 

as a whole. The six Chinese cultural values were human obligations (Renqing), relationships 

(Guanxi), destiny or fate (Yuan), reciprocity, family orientation and face (Mianzi). The four 

dimensions of GGB were the importance of gift-giving, the amount given, the effort spent on 

gift selection, and brand orientation when selecting gifts. Structural Equation Modelling 

(SEM) was utilised to develop a causal model of both cultural and personal values towards 

GGB. With the exception of „family orientation‟, all Chinese cultural values related to all 

GGB aspects. The „saving face‟ value was related to all GGB aspects, except gift-selection 

efforts. Qian et al. (2007) further suggested that gift-selection was affected by three 

components: motivation of GGB, personal values and cultural values. For example, brand 

orientation was extremely important in purchasing a gift for Chinese New Year (Qian et al., 

2007). This important study provided not only a general understanding about GGB in China, 

but also confirmed that values (both cultural and personal) are determinants of GGB.  

 

A review of the literature about PVs and GGB clearly proves that specific forms of GGB are 

determined by specific PVs. However, the mechanism of how PVs actually determine GGB 

remains the most important element in the sequential aspects of GGB that still remains 

unknown. For example, it is still not clear how PVs influence the particular motivation of 

GGB or whether there is any similarity or difference in the impact of each PV on each 

dimension of GGB.   

 

Three studies have been completed that could be used to support the existence of the GGB 

construct and the influence of PVs as antecedents of the GGB construct. Firstly, as discussed 
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in the previous section, although the main focus of the study by Qian et al. (2007) is on 

Chinese GGB, this study also seems to provide some kind of GGB construct in that. The 

GGB construct from Qian et al. (2007) combines the importance of GGB, gift-selection 

effort, amount of GGB, and brand orientation. 

 

Additionally, Homer and Kahle (1988) investigated PVs as antecedents of behaviour 

(mediated by attitude) in the context of purchasing nutritional food. For ease of comparison, 

their study included only two types of values: „internal‟ values such as self fulfilment, self 

respect, sense of accomplishment, excitement; and „external‟ values such as sense of 

belonging, being well-respected, and security. The findings showed that different types of 

values lead to different attitudes, and this then influences different behaviours. The internally 

oriented values revealed greater desires for self-control over life in all its aspects including, 

for example, consumption of food. This led individuals to expend more effort in the desire for 

better quality consumption, such as purchasing more nutritious food. On the other hand, the 

externally oriented person tended to have lesser desire for self-control over their life, with the 

result that they expended less effort.  Therefore, this study showed that different values led to 

different attitudes, and that different attitudes dictated different behaviours. However, the 

study did not reveal a direct impact of PVs on behaviour. Kahle (1980) explained this indirect 

relationship in the impact of PVs on consumer behaviour in terms of a hierarchy, ranging 

from more abstract cognitions (such as values) to less abstract, more domain-specific 

cognitions (such as behaviours). 

 

Lotz et al. (2003) examined the most-to-least abstract cognitive hierarchy proposed by Kahle 

(1980) of Japanese consumers in the GGB context. Kahle (1980) suggested that values 

counted as the most abstract cognitions while behaviour intention was seen as the least 
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abstract, most domain-specific cognitions. Lotz et al. (2003) examined the influence of the 

Japanese cultural values of „social harmony‟, „sense of self‟ and „social integrity‟ on the 

intention to buy fresh fruit as a gift on formal and informal occasions. Two mediators were 

adopted: a choice-criteria for purchasing fresh fruit and the attitude toward buying fresh fruit 

as a gift. The three choice-criteria for purchasing fresh fruits were „aesthetic/brand image‟, 

„intrinsic qualities‟ and „value through origin‟. The results showed that the formality of the 

gift-giving occasion played an important role in this model. For formal occasions, the value 

of „social harmony‟ influenced the choice-criteria of „aesthetic/brand image‟, and the value of 

„social integrity‟ influenced the criteria of „value through origin‟. In turn, the two choice-

criteria impacted on attitude, then the behavioural intention to purchase fruit as a gift. For 

informal occasions, the value of „sense of self‟ influenced the choice-criteria of „intrinsic 

qualities‟. In turn, the intrinsic qualities criteria influenced attitude, then the intention to 

purchase. Lotz et al. (2003) observed that for informal occasions, consumers could express a 

greater self-concept compared to GGB for a formal occasion. Thus, consumers applied a 

„sense of self‟ value to consider intrinsic qualities such as the taste and freshness of fruit, 

which are the same criteria applied when buying for themself. This is because the giver 

perceived less stress from the expectations of the recipient. In contrast, consumers reflected 

„social harmony‟ and „social integrity‟ values to consider „aesthetic/brand image‟ and „value 

through origin‟ respectively. In this situation, the giver purchased the fresh food as a gift 

under the influence of social values, so they were more likely to consider the characteristics 

of the gift in terms of criteria that reflected status, such as the brand or origin of the product, 

instead of the real characteristics of the product, its intrinsic qualities. Based on the findings 

from the three studies discussed above, it is possible to confirm the existence of the GGB 

construct as well as „attitude‟ as one of the components in GGB construct. Furthermore, 

certain values are seen to impact on variables in the GGB construct, such as attitude.   
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2.3.1 LACK OF LITERATURE ABOUT THE ANTECEDENTS OF GGB 

Based on an extensive literature review, it is clear that no adequate study has been undertaken 

into the GGB construct. Moreover, only a limited number of studies have investigated the 

antecedents of GGB. As noted earlier, Beatty et al. (1991) is the only study that mentions 

PVs as antecedents of GGB. While a number of extended studies of GGB and personal values 

were subsequently undertaken, those studies tend to reflect on specific (predominantly Asian) 

cultures for comparative purposes, in which personal values were linked to cultural values 

that are characteristic of Japan (Beatty et al., 1993; Lotz et al., 2003), Hong Kong (Yau et al., 

1999), Korea (Jackson & Kwon, 2006; Park, 1998), and  China (Qian et al., 2007). The lack 

of literature that specifically investigates antecedents of GGB leaves a significant gap in the 

crucial information required for a comprehensive understanding of GGB (Larsen & Watson, 

2001). Beatty et al. (1996) have called for more research to be focused on levels of individual 

difference in order to more clearly differentiate individual and situation differences. 

Consequently, due to the shortage of literature on the antecedents of GGB, the analysis of 

antecedent aspects such as the motivations for gift-selection and gift-giving behaviour are 

scattered and unfocused. 

 

2.4 THEORY OF PLANNED BEHAVIOUR (TPB) 

The Theory of Planned Behaviour (TPB) has been used in a number of research contexts in 

which behaviour can be seen as volitional, such as leisure activity (Pierro, Mannetti, & Livi, 

2003), organ donation (Gargano, Nagy, and Rowe, 2004), green consumerism (Sparks & 

Shepherd, 1992), and recycling (Mannetti, Pierro, & Livi, 2002a; Terry, Hogg, & White, 

1999). Ajzen (2005) has suggested that the predictive validity of TPB is attenuated in some 

behaviours that are beyond volitional control. Since GGB can be seen as one of volitional 
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behaviour, so GGB can be understood as a planned behaviour. A giver intends to give a gift 

to a recipient, which is consistent with the definition of TPB as “the individual‟s intent to 

perform the given behaviour” (Ajzen, 1991, p.181). Hence, there is considerable scope for 

integrating the TPB with the GGB model. In the TPB, all behaviours can be seen on a 

continuum between volitional or non-volitional behaviour (Ajzen, 1991). The context of 

choosing a restaurant for hosting dinner falls somewhere between the two poles of the TPB: 

volitional vs. non-volitional behaviour. However, such behaviour tends to be closer to the 

volitional pole, therefore, it could be predicted with the application of the TPB. Thus, the four 

constructs of the TPB will be applied in the model: Attitude toward Behaviour (AB), 

Subjective Norms (SN), Perceived Behavioural Control (PBC), and Intensity of Intention (II). 

 

2.4.1 ORIGINAL TPB 

The Theory of Planned Behaviour (TPB) is an extension of the Theory of Reasoned Action 

(TRA) proposed by Fishbein and Ajzen in 1975 (Ajzen, 1991). The TRA and the TPB share 

the main concept that “human beings usually behave in a sensible manner; that they take 

account of available information and implicitly or explicitly consider the implications of their 

actions” (Ajzen, 2005, p.117). As a consequence, both the TPB and the TRA indicate that a 

person‟s behaviour is influenced by their intention to engage in such behaviour (Ajzen, 

2005).  

 

As shown in Figure 2.3, the TRA model consists of “Attitude towards Behaviour” and 

“Subjective Norm” as determinants of the behavioural intentions that direct individual 

behaviour. Furthermore, attitude towards behaviour is affected by behavioural beliefs 

multiplied by outcome evaluations. Likewise, subjective norm is the outcome of normative 
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beliefs weighted by motivation to comply (Terry, Gallois, & McCamish, 1993). However, the 

TRA has a limitation in its predictive power with certain kinds of behaviours (Sheppard, 

Hartwick, & Warshaw, 1988). Such behaviours include the control of an individual‟s 

intention, called non-volitional behaviour, which is mentioned by Ajzen (1991) in his 

proposal about the Theory of Planned Behaviour (Sheppard et al, 1988; Ajzen, 1991). 

                                 

 

 

 

 

 

 

 

             

 

Figure 2.3: Theory of Reasoned Action 

Source: The Theory of Reasoned Action (Terry et al., 1993, p.9) 

 

 

As its name suggests, the Theory of Planned Behaviour (TPB) aims to predict behaviour 

which is already planned or under volitional control. As mentioned previously, the TPB and 

the TRA share the concept of intention and so can be used to predict behaviour under 

volitional control. Azjen further mentions that “intentions are assumed to capture the 

motivational factors that influence a behaviour; they are indications of how hard people are 

willing to try, of how much of an effort they are planning to exert in order to perform the 

behaviour” (Ajzen, 1991, p.181). However, there is also the influence to some extent of non-

motivational factors that existed when planning to perform some given behaviour; 

specifically, in terms of “availability of requisite opportunities and resources such as time, 

money, skills, cooperation of others” (Ajzen, 1991, p.182). Bandura (1977; 1982) supported 
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this observation with the statement that people‟s behaviour is strongly influenced by their 

confidence in their ability to perform it.  

 

In conclusion, behaviour can be predicted from the combination of motivational factors 

(intentions) and non-motivational factors (perceived behavioural control) (Ajzen, 1991, 

p.182). The motivational factor of intention is also influenced by attitude toward behaviour, 

subjective norm, and perceived behavioural control (Ajzen, 1991) as shown in Figure 2.4. 

The TPB model still incorporates the key components of the TRA as illustrated in Figure 2.3, 

which are attitude toward the behaviour and subjective norm. However, the factor of 

“Perceived Behavioural Control” (PBC) that Ajzen (1991) contributed to the TPB is the main 

difference between these two theories. Due to the factor of PBC, the TRA is able to predict 

outcomes beyond volitional behaviour or “behavioural goals over which people clearly have 

only limited volitional control” (Ajzen, 2005, p.122) as illustrated in studies of weight loss 

(Schifter & Ajzen, 1985) and academic performance (Ajzen & Madden, 1986). 

 

 

                     

Figure 2.4: Theory of Planned Behaviour (TPB) 

Source: The Theory of Planned Behaviour (Ajzen, 2005, p.126) 
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2.4.2 COMPONENTS OF THE TPB 

 “Attitude toward the behaviour” (AB) is the first determinant of intention. AB is “the 

individual‟s positive or negative evaluation of performing the particular behaviour of 

interest” (Ajzen, 2005, p.118).  AB, in turn, is determined by “Behavioural Beliefs” which 

are “the beliefs about the anticipated outcomes are after performed such behaviour” (Ajzen, 

2005, p.118). A second determinant of intention is the person‟s perception of social pressure 

to perform or not perform the behaviour under consideration. Since it deals with perceived 

normative prescriptions this factor is termed “Subjective Norm” (SN). Similarly, SN also is 

determined by the beliefs of the person in regard to particular referents such as family, 

friends, or experts in professional fields. These are termed “Normative Beliefs”. A third 

determinant of intentions is “Perceived Behavioural Control” (PBC), which is “the ability to 

perform the behaviour of interest” (Ajzen, 2005, p.118). The beliefs about the presence or 

absence of factors that facilitate or impede performance of the behaviour determines PBC. 

These are termed “Control Beliefs”. PBC also has a possibility direct impact on behaviour, 

but not all behaviours are directly influenced by PBC (Ajzen, 2005). Therefore, the broken 

arrow is used in Figure 2.4 between “Behaviour” and “Perceived Behavioural Control” 

because the influence of PBC only occurs when there is some agreement between perceptions 

of control and the person‟s actual control over the behaviour (Ajzen, 2005, p.119).  

 

2.4.3 EXTENDED TPB 

Behaviour (TPB) has been recognized by a number of researchers over the last few decades 

(Charng, piliavin, & Callero, 1988; Hagger, Anderson, Kyriakaki, & Darkings, 2007; Spark 

& Guthrie, 1998). Although the TPB model has shown satisfactory levels of predictive 

power, a number of researchers have sought to extend it by applying more variables to the 
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model for more accurate prediction. Self-identity has been shown to have a significant role in 

the TRA since the late 1980s (Biddle, Bank, and Slavings, 1987; Charng, Piviavin, and 

Callero, 1988). Self-identity is defined as “the salient part of a person‟s self-concept which 

relates to behaviour” (Fekadu & Kraft, 2001, p. 672). Charng et al. (1988) reported the 

increasing significance of role identity as a blood donor because of the higher frequency of 

blood donations. Granberg and Holmberg (1990) also confirmed that self-identity and past 

behaviour independently influence voting intention. Sparks and Shepherd (1992) examined 

self-identity of green consumers toward intention to consume organically vegetables and 

found the independent effect between these two factors. Similarly, the person who identifies 

themself as health conscious intends to consume more fruits than French fries (Dennison & 

Shepherd, 1995) and consume a low-fat diet (Guthrie and Sparks, 1998; Armitage and 

Conner, 1998). Hence, as evidenced by these studies, self-identity is one of the most popular 

variables that have been proposed for integration with the TPB (Charng et al., 1988; Fekadu 

& Kraft, 2001; Terry et al., 1999).  Household recycling has been measured as of self-identity 

which shown positive relation between self-identity and  intention to recycling in the house 

(Terry et al., 1999). The authors also further examined the effect of self-identity vary from 

the repeated behaviour. The role of cognitive determinants of intention and actual behaviour 

should be diminished when that behaviour become a routine behaviour. Conner and Armitage 

(1998) reviewed the statistical data from a number of studies of the relationship between self-

identity and the TPB and its components. The authors concluded that the concept of self-

identity might be usefully incorporated in the TPB because, in some certain behaviour, self-

identity can determine intention.  

 

The other two factors that are often proposed for the TPB are past experience (Conner & 

Armitage, 1998; Perugini & Bogozzi, 2001) and affective factors (French et al., 2005; 
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Januszewska & Viaene, 2001). In some situations, the past behaviour of an individual can 

determine many future behaviours of that person (Sutton, 1998). Godin, Valois, and Lepage 

(1993) confirmed that the most influential determinant of exercising behaviour was habit. 

Additionally, Ajzen (1991) pointed to the role of past behaviour as a test of sufficiency of the 

TPB. Gathering the statistical data from a number of studies of the TPB and its components 

with past behaviour, Corner and Armitage (1998) suggested that past behaviour or habit 

should be incorporated in the TPB along with intentions and PBC. A number of researchers 

have also argued that the TPB does not focus enough attention on affective factors (Crites, 

Fabrigar, & Petty, 1994). Anticipated emotion as one determinant of intention has been 

identified in a number of studies (French et al., 2005; Richard, De Vries, & Van Der Plight, 

1998; Sheeran & Orbell, 1999).  In particular, Perugini and Bagozzi (2001) proposed a model 

of goal-direction behaviour  (MGB) in which desires and anticipated emotion were the 

central determinants of intention, and all the existing components of the TPB such as AB, 

PBC, and SN predict intention mediated by desires. The survey was administered to 122 

students of University of Rome. The results showed all factors significantly influenced 

intention through desires.  

 

Although each additional factor or all factors that can be added in the TPB results in 

increasing predictive power, the TPB is reduced in its parsimony.  Also Ajzen (2005, p.140) 

argues that all behaviours are posited somewhere between the two poles of purely volitional 

acts and those completely beyond volitional control, so each behaviour has its own 

characteristic. In some behaviours that are beyond volitional control, the predictive validity of 

the TPB is attenuated. A researcher must be aware of these two considerations in order to 

identify particular factors that facilitate performance of the intended behaviour (Ajzen, 2005). 
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In this study, we acknowledge that not all researchers have agreed with the concept that 

behavioural intention can be used to predict an actual behaviour (Belk, 1985; Wong & Sheth, 

1985; Young, DeSarbo, & Morwitz, 1998). Firstly, Belk (1985) stated that habits, brand 

loyalty, and changes occurrence exemplify the situation where intention might not be able to 

predict behaviour accurately. Secondly, Wong and Sheth (1985) analysed a number of studies 

in which intention could not be used to predict intention accurately and categorised such 

studies into three groups depending on the causes of the intention-behaviour discrepancy. 

Three main reasons of intention-behaviour discrepancy were (1) difficulty of measurement 

problem delineating behaviour from intention (Hamner & Smith, 1978; McGuinness, Jones, 

& Cole, 1977; Mirvis & Lawler, 1977; Schriescheim, 1978; Smith, 1977), (2) individual 

differences (Bearden & Woodside, 1977; Bentler & Speckart, 1979; Howard & Sheth, 1969), 

and (3) situational factors (Belk, 1974; Belk, 1975). Wong and Sheth (1985) also suggested a 

paradigm that consisted of four significant forces intervening between the intention and the 

actual behaviour. These were unexpected events, involvement, social environment, and 

personal characteristics. Lastly, Young et al. (1998) provided five reasons where intention 

could not provide a perfect measure of overt behaviour. They included measurement error in 

measuring intentions, changes that occur between the time intent is measured and the 

purchase occasion, systematic biases that might arise from the effect of product 

characteristics, the effect of respondent characteristics, and the effect of measuring intentions 

on behaviour. 
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2.5 DEVELOPMENT OF CONCEPTUAL FRAMEWORK  

2.5.1 DIMENSION OF GGB CONSTRUCT 

As discussed in the previous section, GGB can be seen in terms of volitional behaviour that 

can be predicted by intention. This concept is consistent with the TPB, which states that 

intentions can be used to predict behaviour under volitional control (Ajzen, 1991). Thus the 

components in the TPB model can lend support to the GGB constructs of Intensity of 

Intention (II), Attitude toward Behaviour (AB), Subjective Norms (SN), and Perceived 

Behavioural Control (PBC).  

 

Intention is the behavioural intention to perform the specific behaviour. The concept of TPB 

is that the volitional behaviour can be predicted from its intention. In turn, the behavioural 

intention is determined by attitude toward behaviour, subjective norm, and perceived 

behavioural control. 

 

Attitude toward behaviour is the first determinant of intention. Attitude toward behaviour is 

the individual‟s positive or negative evaluation of performing the particular behaviour 

(Ajzen, 2005).  Attitude toward behaviour is determined by Behavioural Beliefs, which are 

what the beliefs about the anticipated outcomes are prior to performing such behaviour 

(Ajzen, 2005, p.118). The second determinant of intention is the person‟s perception of social 

pressure to perform or not perform the behaviour under consideration. Since it deals with 

perceived normative prescriptions this factor is termed subjective norm. Similarly, subjective 

norm also is determined by the beliefs of the person in regard to particular referents such as 

family, friends, or experts in professional fields. These are termed Normative Beliefs. The 

third determinant of intentions is perceived behavioural control, which is the ability to 

perform the behaviour of interest (Ajzen, 2005). The beliefs concerning the presence or 
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absence of the factors that facilitate or impede performance of the behaviour that determines 

perceived behavioural control are called Control Beliefs. Perceived Behavioural Control also 

has the possibility for direct impact on behaviour, but not all behaviours are directly 

influenced by perceived behavioural control (Ajzen, 2005). Therefore, the broken arrow is 

used in Figure 3 between perceived behavioural control and Behaviour because the influence 

of the former only occurs when there is no discrepancy between perceptions of control and 

the person‟s actual control over the behaviour (Ajzen, 2005).  

 

Due to the specific nature of GGB, some specific factors from the extended TPB should be 

added. As mentioned before, gift-giving equates to sending a message from the giver to the 

recipient. The gift becomes a symbol representing a message which the giver aims to 

communicate to the recipient. Understood as Anticipated Emotion (AE), such messages can 

be purely emotions/feelings from the giver toward the recipient; in this case, which the host 

expects the guest to feel when choosing a restaurant. The message can also convey Self 

Identity (SI) in terms of the personality and status of the giver.  Additionally, the chosen 

restaurant for hosting dinner can be representative of the Self Identity (SI) for both or either 

host or guest. As a consequence, AE and SI from the extended TPB should be included in the 

model.  

 

The additional dimensions that constitute gift-giving have been identified from the literature, 

as shown in Table 2.1. Although these studies were interested in understanding consumer 

behaviour within the gift-giving context, to compare the relationship between values, which 

included personal and cultural values, and the behaviour of giving a gift across countries such 

as the U.S. (Beatty et al., 1991), France, West Germany, Denmark (Beatty et al., 1996), 

Korea (Park, 1998), Hong Kong (Yau et al., 1999), Japan (Lotz et al., 2003), and China (Qian 
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et al., 2007), the measurement of GGB constructs were not developed appropriately. GGB 

constructs varied from study to study. Thus, extensive screening and selecting of appropriate 

dimensions or scales was conducted. Consequently, the three GGB dimensions of gift-

selection effort (GE), information searching (IS), and motivation of GGB (MG) were chosen 

for this study. Although these three dimensions have been identified in the literature, they 

have not been previously operationalized.     

Table 2.1: Summary of the measurement of GGB and PVs 

Authors PV dimensions GGB dimensions 

Beatty, Kahle, and 

Homer, 1991 

7 dimensions of LOV  

-Self-Respect (SR) 

-Security (SC) 

-Warm Relationship with Others (WR) 

-Sense of Accomplishment (SA) 

-Self-fulfilment (SF) 

-Sense of Belonging (SB) 

-Fun and Enjoyment of life (FE) and Excitement 

(EC) 

2  dimensions:  

-Amount of gift  

-Gift-selection effort 

Beatty, Kahle, 

Utsey, and Keown, 

1993 

6 dimension of LOV  

-Warm Relationship with Others (WR) 

-Sense of Belonging (SB) 

-Self-Respect (SR) 

-Self-fulfilment (SF) 

-Security (SC) 

-Sense of Accomplishment (SA) 

2  dimensions:  

-Amount of gift  

-Gift-selection effort 

Beatty, Yoon, 

Grunert, and 

Helgeson, 1996  

4 dimensions of LOV 

-Self-Respect (SR) 

-Warm Relationship with Others (WR) 

-Sense of Belonging (SB) 

-Fun and Enjoyment of life (FE) 

 

2  dimensions:  

-Amount of gift  

-Gift-selection effort 

Park, 1998 5 dimensions of Korean and American values 

-Altruism 

-Self-interest 

-Face saving 

-Group conformity 

-Obligation 

7 dimensions of GGB: 

-Reciprocity for face saving 

-Expenditure for gifts 

-Brand choice 

-Choice of gift 

-Recipient 

-GGB at workplace 

-Attitude* 

Qian, Razzaque, 

and Keng, 2007 

6 dimensions of Chinese Values: 

-Renqing (Human Obligation) 

-Reciprocity  

-Guanxi (Relationship) 

-Yuan (Destiny) 

-Family orientation 

-Saving face 

4 dimensions: 

-Amount of gift 

-Gift-selection effort 

-Importance of GGB* 

-Brand orientation 
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2.5.1.1COMPONENTS OF THE PROPOSED GGB CONSTRUCT 

Having examined all the components of the original and extended TPB, six dimensions were 

selected as relevant for this study: attitude toward behaviour, subjective norm, perceived 

behavioural control, intensity of intention, self-identity, and anticipated emotion. These 

dimensions are believed to be the most appropriate dimensions to include for the proposed 

GGB construct. The following sections provide an outline of these six dimensions and 

explains how each is relevant to the GGB construct.  

 

Attitude toward Behaviour: “Attitude is a relatively enduring organization of interrelated 

beliefs that describe, evaluate, and advocate action with respect to an object or situation with 

each belief having cognitive, affective, and behavioural components” (Rokeach, 1986, p. 

132). Based on the concept of the TPB, people intend to perform a certain behaviour when 

they have a positive attitude towards such behaviour (Ajzen, 2005).  This is the reason why 

this variable was chosen as one of determinants to predict the behavioural intention in GGB. 

Providing more than just conceptual support for this variable, some empirical studies have 

also approved the relationship between attitude toward behaviour and actual behaviour. 

Macklin and Walker (1988) have provided partial support for idea that attitude impacts on 

GGB.  Although they only found a significant relationship between a negative attitude 

towards GGB that resulted in spending less money and time on gift-selection, this study still 

provides some confirmation of the importance of the attitude toward behaviour and GGB. 

The reason for the lack of any significance established in regard to a positive attitude towards 

GGB (termed the „joy‟ of gift-giving) might be related to the effect of other situational 

factors on gift-selection, such as the closeness of relationship. However, the role of attitude 

toward behaviour as the determinant of GGB was fully confirmed in the study of Park 

(1998). In the context of both Korean and American cultures, he observed that the negative 
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attitude toward behaviour is related to the obligatory motivation to perform GGB while the 

positive attitude toward behaviour is related to a voluntary motivation to perform GGB. 

Accordingly, the conceptual and empirical evidence suggests the importance of attitude 

toward behaviour in GGB and is therefore included in the GGB construct.  

 

Subjective Norm: A subjective norm is based on the person‟s perception of social pressure to 

perform or not perform a given behaviour (Ajzen, 2005). Based on the TPB, people intend to 

perform a behaviour when they experience social pressure to perform it (Ajzen, 2005). Belk 

(1979) found that only four percent of GGB is related to no specific occasion, therefore, as 

the vast majority of GGB is oriented to occasions, it is clear that norms or traditions exert a 

strong influence on selecting gifts. He also found that the norm-governed occasion influenced 

both the price of gift (for example, the higher amount spent on wedding gifts) and the type of 

gift (for example, birthday gifts are often uniquely personal, whereas wedding gifts tend to be 

more practical. The particular importance of subjective norms toward GGB in Asian cultures 

tends to be strengthened by the influence of cultural values wherein norms or rituals are 

embedded in PVs, such as face saving, reciprocity and group conformity (Qian et al., 2007; 

Yau et al., 1999). Therefore, the subjective norm should play an important role in GGB. 

 

Perceived Behavioural Control: Ajzen (2005) provides a definition of perceived behavioural 

control as the ability to perform the behaviour of interest. Based on the TPB, people intend to 

perform behaviours such as GGB when they believe they have the means (capability) and 

opportunities (controllable) to do it (Ajzen, 2005). Although the literature concerning the 

relationship between GGB and perceived behavioural control has not yet been investigated, 

the conceptual compatibility between GGB and TPB concepts is evident enough to include 

perceived behavioural control in the GGB construct.    
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Intensity of Intention: In the TRA and TPB, the intention or willingness to perform any 

volitional behaviour such as GGB can be used to predict the actual behaviour (Ajzen, 2005; 

Fishbein & Ajzen, 1975). The willingness to perform GGB is similar to the concept of 

voluntary and obligatory motivations to give gifts (Goodwin et al., 1990), so the variable of 

intensity of intention is consistent with the GGB construct. 

 

In addition to the incorporation of TPB components of attitude toward behaviour, subjective 

norms, perceived behavioural control, and intensity of intention as fundamental elements in 

the construct of GGB, the extended TPB components such as self-identity and anticipated 

emotion should also be considered for inclusion due to the complexity of the GGB concept. 

Indeed, although the self-identity and anticipated emotion dimensions are drawn from the 

extended TPB construct, the underpinning principle of these two dimensions actually 

originates from the concept of GGB. Hence, the two variables of self-identity and anticipated 

emotion can be implemented in this study.  

 

Self-identity: Biddle, Bank, and Slavings (1987) defined self-identity as “the labels people 

use to describe themselves” (p. 326). Similarly, Hagger and Chatzisarantis (2006)  note that 

self-identity  is a set of enduring characteristics that people ascribe to themselves. Hagger et 

al (2007) state that self-identity influences behavioural intention and thereby serves as a 

source of information when people plan to perform a given behaviour. A number of studies in 

social sciences and psychology acknowledge the impact of self-identity (self concept) on 

behaviour (Hagger et al., 2007).  In particular, GGB can symbolically demonstrate the self-

identity or self concept of a giver or recipient, or both (Belk, 1979; Sherry, 1983; 

Wolfinbarger, 1990). Furthermore, self-identity has been proposed as the determinant of the 
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gift-selection process in the balance theory of Belk (1976). Evidence from the available 

literature clearly demonstrates that self-identity is a vital element of the GGB construct.  

 

Anticipated Emotion: Emotions or feelings can play an important role in the GGB as they 

can be seen as a primary form of communicative message between giver and recipient (Belk, 

1979; Sherry, 1983; Wolfinbarger, 1990). In Belk‟s (1979) study of GGB it was revealed that 

only 19 percent of respondents perceived GGB as not enjoyable and less than 2 percent 

actually disliked the activity. This clearly illustrates the importance of emotions and feelings 

in GGB. Furthermore, it also was found that gift-givers directed their focus on others when 

selecting a gift (Belk, 1979). Thus it can be assumed that the giver expects a positive 

response from the recipient in terms of anticipated emotion. Similarly, French et al. (2005) 

discussed „anticipated affect‟ as the feelings or emotions that respondents expect to feel about 

the consequences of a behaviour. Apart from the closeness in the relationship between a giver 

and a recipient, a number of studies have shown that the strength of feelings or emotions 

attached to the gift are revealed in giving expressive gifts or gifts of higher value (Belk, 1979; 

Komter & Vollebergh, 1997; Wagner et al., 1990; Wolfinbarger, 1990). The anticipated 

emotion is mentioned as a crucial factor in the experience of GGB (Clarke, 2008). Hence, 

anticipated emotion should be one of the determinants in the GGB construct.  

 

All in all, six factors of TPB are included in the GGB construct: four factors from the original 

TPB – attitude toward behaviour, subjective norms, perceived behavioural control, intensity 

of intention; and two taken from extended TPB – self-identity and anticipated emotion. 

However, the GGB construct is quite unique in that the giver considers not only the 

dimension of the self but also the influential factors that play a part in the decision-making 

processes of purchasing a gift.  Therefore, relying on the TPB model alone will not 
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adequately capture the essence of the GGB construct. Following careful examination of 

studies previously undertaken in this research area, three additional dimensions of the GGB 

construct are proposed: motivation of GGB, information searching, and gift-selection effort.  

 

Motivation of GGB:  Motivation is defined as an internal factor that arouses, directs, and 

integrates a person‟s behaviour in a given set of circumstances in order to achieve some goal 

(Murray, 1964). The importance of the motivation of GGB has been mentioned in most 

studies of GGB (Belk, 1979; Goodwin et al., 1990; Sherry, 1983; Wolfinbarger, 1990; 

Wolfinbarger & Yale, 1993). However, as proposed, there are two types of motivation 

involved in GGB: motivation to give gifts and motivation to select gifts. The first motive is 

clearly compatible with the concept of intensity of intention that is already included in the 

GGB construct. In addition, the agonistic and altruistic motivations to select gifts are also 

included in the GGB construct. 

 

Gift-Selection Effort: The gift-selection effort was the most frequently examined factor in the 

relevant literature on the GGB construct (Beatty et al., 1991; Beatty et al., 1993; Beatty et al., 

1996; Qian et al., 2007). It is also the most frequently used for comparisons between 

purchasing a gift and purchasing for self (Belk, 1982; Heeler et al., 1979). The research 

evidence therefore suggests that gift-selection effort constitutes an important dimension of the 

GGB construct.  

 

Information Searching: This variable can be seen as another dimension of the gift-selection 

effort, but it is more important and more specific to the actual process of decision-making 

when selecting a gift. However, despite its important role in the decision-making process of 

selecting gifts, this dimension is rarely mentioned in the GGB literature (Heeler et al., 1979; 
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Horne & Winakor, 1995). As the purpose of the GGB construct is to demonstrate the 

decision-making involved in gift-selection or gift-purchasing, the variable of information 

searching adds an important dimension to the GGB construct. The absence of attested scales 

due to the lack of focus on this dimension in the GGB literature, the scale of „in-store‟ 

information searching was used as a guideline (Laroche et al., 2004). 

 

In total, nine dimensions representing the GGB construct are utilised in this study: attitude 

toward behaviour, subjective norms, perceived behavioural control, intensity of intention, 

self-identity, anticipated emotion, motivation of GGB, information searching, and gift-

selection effort. 

 

2.5.2 DIMENSIONS OF PVS CONSTRUCT 

The PVs construct was retrieved from the List of Values (LOV) scales proposed by Kahle 

(1983). The LOV scales comprise self respect, security, warm relationship with others, sense 

of accomplishment, self fulfilment, sense of belonging, being well-respected, fun and 

enjoyment in life, and excitement. The LOV scale was found to be more relevant to consumer 

behaviour in daily life than the Rokeach Value Survey (RVS) proposed by Rokeach (1973) 

and the Values And Life Style (VALS) scale developed at SRI International by Mitchell 

(1983), which was favoured by a number of researchers a few decades ago  (Beatty, Kahle, 

Homer, & Misra, 1985; Kahle, Beatty, & Homer, 1986). As the LOV scales consist of nine 

values, compared to 18 instrumental values in RVS and 34 items in VALS, the LOV scale is 

easier to administer in surveys.  In addition, the nine LOV scales were adopted as the PVs 

construct in the majority of the relevant literature (Beatty et al., 1991; Beatty et al., 1993; 
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Beatty et al., 1996). Therefore, using LOV scales for the PVs construct is more likely to 

provide reliability, ease of usage, comparability, and generalisation of the results. 

 

Kahle (1983) also distinguished a further two perspectives within each of the nine dimensions 

of value: the internal or external source of control, and the personal, interpersonal or non-

personal source of fulfilment, as shown in Table 2.2 below. The person who maintains an 

internal source of control over such aspects as warm relationship with others, self respect, 

self fulfilment, sense of accomplish, fun and enjoyment in life, and excitement presents the 

internal strength to deal with life‟s problems. The person who perceives an external source of 

control over sense of belonging, being well-respected, and security tends to rely more on fate 

and luck when tackling the same problems in life. As a consequence, the internal control 

person believes they can control their life whereas the external control person might feel 

totally different. This aspect of value can be related with another aspect of value, the source 

of fulfilment (Kahle, 1983). 

    

The various sources of fulfilment – interpersonal, personal, and non-personal – provide a 

further means for categorising the nine values. Kahle (1983) explains that if the source of 

fulfilment does not involve a person in relation to fun, success, and security, these values 

were respectively categorised in terms of non-personal fulfilment of the values fun and 

enjoyment in life, sense of accomplish, and security. When the source of fulfilment is a 

person, the individual can receive fulfilment from the self (personal fulfilment) or from 

another individual (interpersonal fulfilment). The personal fulfilment values consist of self 

respect, self fulfilment, and being well-respected. The interpersonal fulfilment values include 

warm relationship with others and sense of belonging (Kahle, 1983).  
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Table 2.2: Category of LOV with Source of Control and Source of Fulfilment 

Source of Fulfilment 

Source of Control 

Internal External 

Interpersonal Warm Relationship with Others (WR) Sense of Belonging (SB) 

Personal 
Self Respect (SR) 

Self Fulfilment (SF) 
Being Well-Respected (BR) 

Non-personal 

Sense of Accomplishment (SA) 

Fun and Enjoyment (FE) 
Excitement (EC) 

Security (SC) 

Source: Adapted from Kahle, 1983, p.280 

 

2.5.3 CONCEPTUAL FRAMEWORK 

The conceptual framework of this study comprises two constructs: the PVs and the GGB 

construct, as illustrated in figure 2.5. Considering the exploratory nature of this research, we 

can expect that certain relationships exist among dimensions of PVs and GGB; however, the 

actual character of these relationships and how they might be negatively or positively 

correlated remains to be established. These are explained in more detail in Chapter 4.   

 



Chapter 2: Literature Review and  

Conceptual Framework 

 

57 

PV2 SC

PV3 WR

PV4 SA

PV5 SF

PV6 SB

PV7 BR

PV1 SR

PV8 FE

PV9 EC

GGB_AB

GGB_SN

GGB_PBC

GGB_AE

GGB_SI

GGB_II

GGB_GE

GGB_IS

GGB_MG

 

Figure 2.5: Conceptual Framework 

 

2.6 DEVELOPMENT OF RESEARCH CONTEXT  

Choosing a restaurant for hosting dinner for a person in a close relationship with the host was 

selected as the research setting for two reasons: the lack of research undertaken in the study 

of intangible gifts and to restrict the impact of other potential effects on the GGB construct by 

focusing on GGB in close relationships. 

 

The gift in this study – hosting dinner at a restaurant – is not tangible. Although the notion of 

intangible gifts such as services, time, activity, ideas, or favours has been mentioned since the 

first introduction of GGB (Belk, 1979; Belk & Coon, 1993; Levi-Struss, 1964; Sherry, 1983), 

few studies have explored this dimension. As a result, more investigation, both in general and 

across countries, has been called for to explore the „experience‟ gift, such as a flight in a hot-

air balloon (Clarke, 2007b, 2008). The majority of our understanding of GGB derives from 

the study of physical or tangible gifts.  However, in the UK market, the experience gift has 
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become popular (Consumers Association, 2002; Knight, 2003). Similarly, two trends of „gift-

shift‟ have been identified in the USA market (Derby, 2005). Firstly, a shift from traditional 

tangible gifts towards intangible or experience gifts has emerged, such as education-college 

tuition payments, retraining classes for retirees. The trend has also occurred in services, such 

as massages and spa visits; in charities, such as gift cards wherein the recipient, in effect, 

donates the entire card amount to the relevant charity organization; in entertainment, such as 

movie passes or vacations; in essential services, such as gas gift cards; in health services, 

such as high-acoustic hearing aids; in leisure-based learning, such as Photoshop lessons; and 

in social aspects as well, such as gift certificates for use in specific restaurants. The second 

„gift-shift‟ is the trend towards gift cards and cash (Derby, 2005). Offenberg (2007) 

confirmed the trend towards gift-cards in a study that revealed total sales of gift-cards had 

increased from approximately $60 billion in 2005 to in excess of $80 billion in 2007. 

 

The GGB relating to experience gifts contained four attributes: surprise, suspense, sacrifice, 

and sharing (Clarke, 2007b). The prospect of surprising a recipient represents a positive 

anticipated feeling of the giver. The feeling of suspense stems directly from the 

characteristics of the experience gift – intangibility and inseparability. The recipient is not 

informed about the gift or where they are being taken to receive it, so the recipient would 

experience a sense of suspense and impending surprise until reaching the gift exchange stage. 

The sacrifice of resources such as finance, time, and effort can be more clearly perceived in 

the experience gift more than in the tangible gift. There are four types of sharing possibility 

during the act of giving or delivering the experience gift: donor as participant, donor as 

spectator, significant other, and co-consumers. Different types of sharing demonstrate 

different levels of sacrificial effort. The first type is the highest sacrifice as the donor 

participates with the recipient, which is similar to the context of this study. In hosting dinner 
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at a restaurant the donor is a participant, which reflects a considerable degree of sacrifice and 

sharing in the GGB. Furthermore, as the experience gift often involves the hospitality, leisure 

and tourism industry (Clarke, 2007b), the contribution of this study may encourage better 

marketing strategies for those industries in developing a gift market. Additionally, the 

experience gift involves high levels of emotion in both giver and recipient. For example, 

Clarke (2008) notes the significance of emotions when he reports “the donors are likely to 

feel post purchase anxiety and / or positive anticipation, even excitement prior to gift 

exchange” (p. 379). 

 

In order to precisely identify the GGB construct, the three factors which impact GGB need to 

be restricted. Firstly, the nature of the gift (Belk, 1979; Otnes et al., 1993; Sherry, 1983) is 

restricted to dinner at a restaurant, which, as an intangible gift, has been highlighted as 

requiring more investigation (Clarke, 2007b, 2008).  Secondly, the situational variable of the 

relationship between giver and recipient is fixed to only investigate GGB in close 

relationships. Finally, the nature of the occasion (Belk, 1982; Heeler et al, 1979) is chosen as 

hosting a dinner. In this regard, the restriction of the GGB occasion can lead to more precise 

findings as unspecified occasions of GGB might allow other influential factors to play a part 

in the findings. Hence, the examination of the GGB construct in this study is restricted to 

analysis of an intangible gift (restaurant dinner) between a giver and recipient in a close 

relationship (for example, family member or close friend) on a specific occasion (hosting 

dinner).   

 

2.7 CONCLUSION 

In this chapter an overview of the GGB literature, the TPB literature and the conceptual 

framework are presented. In order to establish the GGB construct, we need to understand all 
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aspects of the GGB process. To begin with, Belk (1979), who is one of the principal 

researchers in consumer behaviour, provided the fundamental research elements such as the 

dimensions of GGB and the function of GGB in order to understand GGB in a wider context 

and to encourage other researchers to explore more about GGB. Belk (1979) identified not 

only the four dimensions of GGB such as givers, gifts, recipients, and the conditions 

involved, as well as the four functions of GGB as communication, social exchange, economic 

exchange, and socialiser, he also reported a number of descriptive results from his two studies 

into the function of communication and socialization. The primary result of his study was that 

giver‟s self-concept both toward giver and recipient was significantly related to gift selection, 

particularly the ideal self-concept. Additionally, he encouraged future research by providing a 

number of research issues relevant to GGB. 

 

A number of consumer researchers who applied GGB subsequently attempted to investigate 

various perspectives of GGB in different contexts in terms of levels of involvement in GGB 

(Belk, 1982; Caplow, 1982; Clarke & Belk, 1979; Clarke, 2006; Heeler et al., 1979; Saad & 

Gill, 2003; Wagner et al., 1990), which includes consideration of the efforts involved in GGB 

(Cleveland, Babin, Laroche, Ward, & Burgeron, 2003; Gronhaug, 1972; Jackson & Kwon, 

2006; Laroche et al., 2004), gift selection (Belk, 1976, 1979; Komter & Vollebergh, 1997; 

Otnes et al., 1993; Schwartz, 1967; Shurmer, 1971; Tuten & Kiecker, 2009; Wagner et al., 

1990; Wolfinbarger, 1990), and the motivations of GGB (Goodwin et al., 1990; Sherry, 1983; 

Wolfinbarger, 1990; Wolfinbarger & Yale, 1993). However, the measurement scale and 

construct of GGB had not been developed, so this study has been conducted to fill these gaps 

in research.The GGB construct is proposed to bridge all the gaps in the literature, including 

specification of relevant factors in GGB, clarification of motivation of GGB, and, with the 

PVs, facilitating a broader view of antecedents of GGB. The research methodology is 
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developed from the conceptual model outlined in this chapter. The research methodology is 

described in the next chapter and comprises discussion of the research design, sampling 

procedures and the operationalisation of constructs used in this study. 
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Chapter 3  

RESEARCH METHODOLOGY 

 

This chapter describes the research methodology adopted in this study, including the research 

design, survey instrument, data collection instrument, and data collection procedure and 

sample.   

3.1 RESEARCH DESIGN 

As illustrated in figure 3.1 below, research design can be classified according to two main 

categories: exploratory and conclusive research design (Malhotra, Hall, Shaw, & Oppenheim, 

2006). Exploratory research aims to gain insight to the research problem or situation. The 

characteristics of the exploratory method are flexibility and versatility. Some examples of the 

exploratory design are surveys of experts, pilot testing, analysis of secondary data, and 

qualitative research (Malhotra et al., 2006). On the other hand, conclusive research designs 

are more formal and structured than exploratory research, and focus on quantitative analysis 

(Malhotra et al., 2006).  

 

Two kinds of conclusive research are descriptive and causal research. The purpose of 

descriptive research, as its name suggests, is to describe phenomena, such as market 

characteristics or functions. The researchers are assumed to have considerable prior 

knowledge about the problem or situation, so they are able to formulate specific hypotheses. 

This type of research is based on well-defined information, so the method for selecting and 

collecting data is clearly structured. The research method for the descriptive design can 

incorporate secondary data, surveys, observational data, and internet sources (Malhotra et al., 

2006). In descriptive research, cross-sectional design is the most frequently applied because 
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the researcher collects the data from only one sample. If the data is collected from only one 

sample the research is classified as a single cross-sectional design. If the data is drawn from 

more than one sample the study is classified as a multiple cross-sectional design.  In contrast, 

the method based on longitudinal design involves the collection of data on more than one 

occasion with the same sample for comparison. This kind of research design assists the 

researcher in detecting a change that may not be evident in cross-sectional design. In contrast 

to descriptive research designs, causal research enables the researcher to posit cause-and-

effect relationships and is, therefore, experimental in its design.  

 

Figure 3.1: A classification of marketing research designs 

Source: Maholtra et al., 2006, p.106 

 

Not only do the different designs have different purposes, these three designs – exploratory, 

descriptive and causal – also involve different methods of collecting data. Aaker et. al. (2006) 

note that the secondary data could be seen as the data that is already available because it was 

collected for some purposes in the past. They also observe that secondary sources include: 1) 

existing company information systems; 2) databanks of other organizations, including 

government sources such as the Census Bureau or trade association studies and reports; and 

3) syndicated data sources, such as consumer purchase panels, where one organisation 
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collects reasonably standardized data for use by client companies. Primary sources are the 

data which is directly collected for a specific purpose of the research (Aaker et al., 2006).  

 

With the purpose of understanding the marketing dynamics of GGB, the combination of both 

exploratory and descriptive research designs is the most appropriate method for this study. 

This combination is considered to be the most effective research design because it allows 

identification of the research gaps and subsequently provides a basis for formulating 

hypotheses about GGB. The first phase is the exploratory research, which aims at specifying 

the literature gaps before identifying the important dimensions of GGB. The literature 

relating to Gift-Giving Behaviour (GGB), Personal Values (PV), and Theory of Planned 

Behaviour (TPB) was extensively reviewed in order to formulate the conceptual framework.  

The second phase of the study is descriptive in its research design. 

 

The second phase of the study involves a survey that examines to what extent each dimension 

of nine PV constructs impacts on each dimension of nine GGB constructs. The single cross-

sectional design of descriptive research is applied. The survey method is based on data 

acquired from respondents using a questionnaire. There were three stages of questionnaire 

design: research context development, survey instrument development, and web-based 

questionnaire development. Most questions provide respondents with a predetermined set of 

responses to select from in order to collect data relevant to the research objective. This kind 

of questionnaire is called pre-coded (fix-alternative) questions (Malhotra et al., 2006).  The 

survey method has a number of distinct advantages. First and foremost, administration of the 

questionnaire is simple. By utilising fixed-response questions the researcher can limit 

variability of the results, leading to more reliable data. As a consequence, the coding, 

analysis, and interpretation of the data is more straightforward.  
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The research design for this project is outlined in figure 3.2, below. In stage 1, the literature 

from the following three areas was extensively reviewed: Gift-Giving Behaviour (GGB), 

Personal Values (PV), and Theory of Planned Behaviour (TPB). In addition to enabling 

identification of the key constructs, gaps in the literature were also revealed. The conceptual 

framework was developed at the end of this stage. Stage 2 of the research design involved 

three components: (1) research context development; (2) scale development and construct 

operationalisation; and (3) web-based questionnaire development. As almost all scales 

already exist in the literature, only some measures for GGB needed to be refined. Existing 

scales were applied wherever this was possible as well as suitable for the purposes of this 

study, however some small adaptations were required for suitability with the research 

context. At the end of stage 2, the web-based questionnaire was refined with the assistance 

and feedback from a small group of five people. In stage 3, data collection using web-based 

questionnaire was administered. In stage 4, the scales were verified and the data was analysed 

using statistical tool such as SPSS 15.0 and AMOS 7.0. Finally, the results were interpreted 

and analysed in reference to the existing research literature and the theoretical framework 

developed for this study.  
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Stage 1: Preliminary Planning Stage 

   

  

 

 

 

 

 

Stage 2: Research Design   

 

 

 

 

 

 

 

Stage 3: Questionnaire Administration 

 

 

Stage 4: Data Analysis 

 

 

Stage 5: Interpretation 

 

Figure 3.2: Research Design 
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3.2 RESEARCH CONTEXT 

Following extensive review of the literature on GGB, a gap in research was identified in 

relation to intangible gifts (Clarke, 2007a, 2008). Therefore, this study is directed at the 

intangible gift context, with a particular focus on „dinner at a restaurant‟ in order to address 

this literature gap. Furthermore, due to the complexity of the GGB concept, it is anticipated 

that different situational conditions of GGB may lead to different impacts on each GGB 

dimension. For example, the occasion and the relationship between giver and recipient are 

influential variables in GGB (Belk, 1979; Heeler et al., 1979). Therefore, this study is 

restricted to only one situational condition in order to more clearly identify the GGB 

construct and to more precisely interpret the findings. The scope of this research is limited to 

the study of GGB in the context of special occasions rather than spontaneous GGB, and is 

further restricted to the investigation of GGB in close relationships, such as a close friend or 

family member. Specifically, this study investigates how a consumer chooses a restaurant for 

hosting dinner for a guest who is in a close relationship with the gift-giver. 

 

3.3 DEVELOPMENT OF SURVEY INSTRUMENT  

A survey instrument in the form of a questionnaire is used to collect data. A number of 

questions are used to collect information from respondents. In order to ensure comparability 

of data, and for speed and accuracy in recording to facilitate data processing, the method for 

collecting information has to be standardised or structured (Malhotra et al., 2006).  Therefore, 

the structured questionnaire was selected to collect data in this study. 

 

In addition, the structured questionnaire requires scaling for measurement (Malhotra et al., 

2006). Scales of measurement can be divided into four categories: nominal, ordinal, interval, 

and ratio. In this study, all questions except those relating to demographic data were 
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measured on a seven-point Likert scale, ranging from „strongly disagree‟ to „strongly agree‟, 

with end-points associated with bipolar labels that reflect a semantic differential (Malhotra et 

al., 2006). Multiple measures were also used to increase reliability and validity of constructs 

(Churchill, 1979). 

3.3.1 CONSTRUCT OPERATIONALISATION 

In this study, the multi-item rating scales are applied to measure the underlying construct. 

The main items to be measured in this study consisted of two constructs: the PV and GGB 

constructs, as illustrated in Figure 2.5. Both of the operationalised constructs in this study 

were derived from the literature (also indicated in Table 2.1). Existing measures were 

adopted wherever possible. However, some new measures were developed for cases not 

covered by the existing literature, such as intensity of intention and information searching. 

The items for the new measures were generated on the basis of conceptual definitions derived 

from the theoretical construct and the relevant literature. Therefore, the constructs were 

operationalised with a combination of original, adapted and new items. The independent 

variable of the PV construct is represented in nine dimensions: self respect, security, warm 

relationship with others, sense of accomplishment, self fulfilment, sense of belonging, being 

well respected, fun and enjoyment in life, and excitement. The dependent variable of the GGB 

construct is also represented in nine dimensions: attitude toward behaviour, subjective norms, 

perceived behavioural control, intensity of intention, self identity, anticipated emotion, 

motivation of GGB, information searching, and gift-selection effort. 
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Table 3.1 Operationalised Constructs of PV and GGB  

 
Construct Source (s) Original Item (s) Revised Item (s) Remark (s) 

Personal Values 

(PV) 

Kahle (1983) -Self Respect  Adopted all  original nine 

items -Security 

-Warm Relationship with Others 

-Sense of Accomplishment 

-Self Fulfilment 

-Sense of Belonging 

-Fun and Enjoyment 

Attitude toward 

Behaviour 

Ajzen (2002) 

 

- For me to walk on a treadmill for at least 30 minutes 

each day in the forthcoming month is: 

-In choosing a restaurant for hosting dinner, 

to what extent would you feel: 

Adjusted 

unpleasant-pleasant  Adopted original  

unenjoyable-enjoyable unhappy-happy Adjusted 

Perugini and 

Bagozzi (2001) 

 

boring-exciting  Adopted  original  

useless-useful  Adopted original 

ineffective-effective  unimportant-important Adjusted 

disadvantageous-advantageous reluctant-enthusiastic Adjusted 

Park (1998) 

 

-negative-positive   Adopted original  

Subjective 

Norm 

 

Ajzen (2002) 

 

-Most people who are important to me walk on a treadmill 

for at least 30 minutes each day  

-Most people who are important to me 

would approve my choice of restaurant. 

Adjusted all four items 

-The people in my life whose opinion I value…walk/do 

not walk on a treadmill for at least 30 minutes each day. 

-People who are important to me choose a 

restaurant for hosting dinner in the same 

way as me. 

-Many people like me walk on a treadmill for at least 30 

minutes each day.  

-Many people choose a restaurant for 

hosting dinner in the same way as me. 

-The people in my life whose opinions I value 

would…approve/disapprove of my walking on a treadmill 

for at least 30 minutes each day in the forthcoming month) 

-People in my life whose opinions I value 

consider the same criteria as I do in 

choosing a restaurant for hosting dinner. 

Perceived 

Behavioural 

Control 

 

Ajzen (2002) Controllability:  
-How much control do you believe you have over walking 

on a treadmill for at least 30 minutes each day in the 

forthcoming month? 

 
-I feel that I have control over the choice of 

restaurant for hosting dinner. (7 points from 

definitely true to definitely false) 

Adjusted all five items 

-It is mostly up to me whether or not I walk on a treadmill 

for at least 30 minutes each day in the forthcoming month. 

-It is mostly up to me to choose a restaurant 

for hosting dinner.  
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Capability: 

-For me to walk on a treadmill for at least 30 minutes each 

day in the forthcoming month would be: impossible-

possible 

 

-For me, choosing a restaurant for hosting 

dinner would be: easy-difficult 

-If I wanted to I could walk on a treadmill for at least 30 

minutes each day in the forthcoming month.  

-If I wanted to, I could choose the most 

appropriate restaurant for hosting dinner  

-I am confident that if I wanted to I could attend the 
meeting of this class on a regular basis. 

-I am confident in choosing the restaurant to 
satisfy my guest preference.  

New development  -I always make decision for others in 

choosing a restaurant. 

New item developed 

Intensity of 

Intention 

 

Ajzen (2002) - I intend to attend the meeting of this class on a regular 

basis. 

-I intend to choose a restaurant very 

carefully. 

Adjusted 

-I will make an effort to attend the meeting of this class on 

a regular basis. 

-I think restaurants are all alike. Adjusted and reversed 

-It does not matter if I make the wrong 

choice of restaurant. 

Adjusted and reversed 

Park (1998) -I give gifts because I feel an obligation to give gifts on 

ritual occasions. 

- I am determined to make the best choice of 

restaurant for hosting dinner. 

Adjusted 

Self Identity 

 

Mannetti et al. 

(2002b) 

 

-The personal identity of cellular phone owners is:  -To what extent do you perceive yourself as:  Adjusted 

altruistic  Adopted all  original 

three items conscientious 

respectful 

Mannetti et al. 

(2002a) 

fashionable/trendy  Adopted all original four 

items pretentious  

socially dependable 

easygoing 

Otnes wt al. (1993) provider traditional Adjusted  

Sherry (1983) agonistic egocentric  

show off 

Adjusted  

 altruistic generous/kind  

pleaser/ ingratiating 

Adjusted  
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Anticipated 

Emotion 

 

Perugini and 

Bagozzi (2001) 

 

-If I succeed to achieve my goal of (decreasing my body 

weight, staying at the same body weight) over the next 4 

weeks, I will feel: 

-To what extent of you perceive your guest 

would feel the following emotion about your 

restaurant selection: 

Adjusted 

excited  Adopted all original five 
items delighted 

happy 

satisfied 

proud 

New development  grateful  

 

New item developed 

impressed 

Motivation of 

GGB 

 

Park (1998) -I give gifts because I want to make the recipient happy. 

 

-I choose the restaurant that reflects my 

feelings toward the guest. 

 

Adjusted both items 

-I give gifts in order to enhance my reputation, dignity, or 

standing. 

-I choose the restaurant that reflects my 

personality and status. 

 

New development 

(Using Sherry 

(1983) as a 

guideline) 
 

The concept of agonistic motivation -I choose the restaurant that I like. 

 

New item developed 

using guideline from 

agonistic and altruistic 

motivation  

-I tend to take my guest dining out in my 

favourite restaurant. 

 

-When choosing a restaurant for hosting 

dinner, I am inclined to choose a restaurant 

which I have previously visited. 

The concept of altruistic motivation -I choose the restaurant that I think my guest 

may like. 

 

-I choose the restaurant that both I and my 

guest like. 

 
-I choose the restaurant that reflects my 

guest‟s personality and status. 
 
-When choosing a restaurant for hosting 

dinner, I am likely to consider the cuisine 

preference of my guest. 
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Gift-Selection 

Effort 

 

Beatty et al. (1991) -Carefully selecting and giving gifts is an important 

tradition for me. 

 

-It is important to initially check out the 

restaurant before deciding to go there. 

Adjusted  

-I almost always exert considerable effort to select or 

make special gifts for close members of my family. 

-The amount of time I spend comparing 

restaurants is worth the effort. 

Adjusted 

Qian et al. (2007) -I always try to spend a lot of time for gift-shopping 

during Chinese New Year. 

-I always make a special effort to select or make Chinese 

New Year special for others. 

-I put a lot of time and effort into my choice 

of restaurant. 

Adjusted 

Information 

Searching 

 

New development  

(Using Laroche et 

al. (2004)  as a 

guideline) 

-I tried to get as much information as possible in the store 

about this clothing item. 

-I read all the signs around the display area. 

-I collect a lot of information about 

restaurants before making final choice.  

New item developed 

using guideline from in-

store information 

searching 

-I walked around the store looking at the display of all 

merchandise 

-I search for more information about 

restaurants than what was provided by 

media. 

-I looked at all items in the display area where I bought 

the gift. 

-I consider restaurant reviews from leading 

magazines/newspapers before making a 

final choice. 

-I very carefully examined the packaging information. -I really have to do research on the 

restaurants in order to find out what is good 

and bad about them. 
 -I received a lot of help from the sales clerk. 

-The sales clerks in the store were readily available if I 

need any help. 

-A restaurant‟s advertisement is important 

for my choice.  

-I rely heavily on the restaurant guide books 

to select which restaurant to go to. 
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The nine dimensions representing the PV construct were utilised. In addition, the 59 items of 

the GGB construct were operationalised for nine dimensions: seven items for attitude toward 

behaviour; five items for subjective norm; six items for perceived behavioural control; four 

items for intensity of intention; twelve items for self identity; seven items for anticipated 

emotion; nine items for motivation of GGB; three items for gift-selection effort; and six items 

for information searching. 

 

3.3.2 QUESTIONNAIRE FORMAT  

The questionnaire was divided into three parts (see Appendix A). The first part was designed 

to evaluate the nine dimensions of PV. The second part was designed to assess the nine 

dimensions of the GGB construct. The final part was designed to collect socio-demographic 

characteristics. The first two sections were collected using a seven-point Likert scale ranging 

from „strongly disagree‟ on the left-hand side to „strongly agree‟ on the right-hand side, and 

utilised a seven-point semantic differential. In the last section, the socio-demographic 

characteristics were captured by nine questions using the nominal scale.  

 

3.4 DEVELOPMENT OF WEB-BASED QUESTIONNAIRE  

Web-based questionnaires have a number of advantages over traditional methods, including 

the fact that they are high quality, inexpensive, convenient and fast (Aaker et al., 2006). More 

control over data quality is a key advantage for researchers. Logical checks and preventing 

data omission can also be used to prevent contradictory or nonsensical answers or the 

possibility of respondents skipping over questions. Using web-based questionnaires also 

allows the study to progress more quickly. Data collection using paper-based methods is time 

consuming as researchers have to travel to search for target respondents, wait for them to 
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complete the questionnaire, and sometimes taking a number of trips to access the target 

respondents. All these activities can be done more easily and efficiently when using a web-

based questionnaire. The web-based questionnaire is posted on the internet, so the researcher 

can obtain responses without travelling or waiting for surveys to be completed. In addition, 

reaching the target number of respondents is quicker as the respondents can complete the 

questionnaire at their convenience. As soon as the respondent has completed the survey, the 

data can be entered and viewed immediately. Thus data entry is also much more efficient. 

Finally, the web-based survey can significantly reduce the cost of data collection by sending 

a link for the web-based questionnaire directly to the respondents via email or posting the 

link on a university or company website, which a number of the target respondents used in 

this study. However, there are still some potential limitations with web-based surveys. For 

example, questions may arise about the validity of results in regard to sample selection, 

double responses, intention of respondent, and the technological challenge encountered by 

some respondents. Therefore, the web-based survey still needs to be monitored closely to 

prevent or diminish the risk of invalid responses.  

 

3.5 DATA COLLECTION PROCEDURE AND SAMPLE  

Having an experienced research firm undertake the data collection procedure substantially 

solves the issue of web-based questionnaire validity. This survey was distributed and the data 

collected by a research firm that specialises in consumer behaviour. The research company 

distributed the web-based questionnaire to the group of registered respondents called as 

panels with the essential criteria that respondents must not be a student or unemployed as 

those people with a limited budget are considered to make significantly constrained choices 

when selecting an appropriate restaurant for hosting dinner. This criterion was used in 

response to the problematic issues about student samples that have been raised in a number of 

studies in GGB (Park, 1998; Roberts, 1990; Saad & Gill, 2003). In general, these scholars 
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argued that student samples should not be considered as representative of genuine consumers 

in real market situations.  In order to ascertain the suitability of respondents, we developed a 

question at the beginning of the questionnaire to screen respondents based on this criteria, as 

well as to establish that the employment status of the respondents did not change over time, 

subsequent to the respondents registering with the research company.  The screening question 

asked „What is your employment status?‟ The six response choices were: full-time, part-time, 

casual, student, unemployed, and independent income. Of these six categories, the two 

options of „student‟ and „unemployed‟ resulted in termination of the respondent from this 

study. In addition, the eligible respondents were required to be Australian residents to ensure 

a degree of cultural consistency in the rituals or norms that influenced choice regarding the 

hosting of dinner at a restaurant. In this task, the research company selected only the 

registered panels that lived in Australia, termed Country-Specific Panels. There was no 

further need to add additional screening criteria about living in Australia or not, as the 

residential relocation of respondents did not frequently occur.  

   

The participants were registered and consented to do a survey that suited their interests and 

qualifications and were provided with an appropriate form of incentive from the research firm 

to complete the questionnaire. Each participant was registered on a database with their email 

address and a unique identification number. This mechanism prevents respondents filling out 

the questionnaire more than once.  The respondents were prevented from omitting any 

questions by using the settings available in web-based questionnaires that require all fields to 

be completed. Thus, any problems about missing data could be avoided. Finally, the 638 

respondents completed the questionnaire within a one month period, between 16 July 2008 

and 15 August 2008. The data was provided in an Excel file and ready to import into SPSS, 

which eliminated any possible errors in the data entry phase. Table 3.2 illustrates the 

demographic details of the 638 respondents of this study. 
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Table 3.2: Demographic profile of the respondents 

 
Demographic Frequency Percentage (%) 

Gender   

Female 306 48 

Male 332 52 

Total 638 100 

    

Age   

Below 24 years old 61 9.6 

25-34 years old 127 19.9 

35-44 years old 174 27.3 

45-54 years old 155 24.3 

55-64 years old 116 18.2 

65 years old and above 5 0.8 

Total 638 100 

    

Approximate Annual Household Income   

Less than  $20,000 25 3.9 

$20,000 to $40,000 105 16.5 

$41,000 to $60,000 109 17.1 

$61,000 to $90,000 165 25.9 

$91,000 to $110,000 107 16.8 

$110,000 to $150,000 82 12.9 

more than $150,000 45 7.1 

Total 638 100 

    

Marital status   

Single 202 31.7 

De-facto 92 14.4 

Married 344 53.9 

Total 638 100 

    

Highest Education Level   

Secondary School 182 28.5 

Diploma/ TAFE 231 36.2 

Undergraduate 113 17.7 

Postgraduate 112 17.6 

Total 638 100 

    

Number of children in Household   

None 317 49.7 

1 to 2 254 39.8 

3 to 5 65 10.2 

6 and above 2 0.3 

Total 638 100 

    

Nationality   

Australian 548 85.9 

Others 90 14.1 

Total 638 100 

    

Country of birth   

Australia 480 75.2 

Others 158 24.8 

Total 638 100 

    

Frequency of Dine-Out   

None 59 9.2 

1 to 2 342 53.6 

3 to 4 152 23.8 

5 to 6 46 7.2 

More than 6 39 6.1 

Total 638 100 
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3.6 DATA ANALYSIS 

3.6.1 EXPLORATORY FACTOR ANALYSIS (EFA) 

As mentioned by a number of researchers, exploratory factor analysis (EFA) is a strategy for 

identifying the underlying dimension among variables (Anderson & Gerbing, 1984; Gerbing 

& Hamilton, 1996; Hair, Black, Babin, Anderson, & Tatham, 2006). EFA is utilised as a first 

step in this analysis. The purpose of EFA is to find the pattern of correlations within a large 

number of variables. The set of variables that are highly correlated with each other can then 

be categorised into the same group.  The grouping of factors represents each dimension 

within the data. EFA can be considered a useful data reduction tool when the purpose is to 

decrease variables in an exploratory study. However, when there is a conceptual framework 

underlying each dimension of the data, EFA can be used as a confirmatory approach (Byrne, 

2001; Cunningham, 2007; Hair et al., 2006). Generally, the set of variables of this study was 

obtained from the existing literature, so the confirmatory approach of EFA is applied. Hair et 

al. (1998) also support the idea that even though the set of variables from existing literature is 

applied, it remains necessary to consider the underpinning principle and to examine the set of 

variables with EFA in order to assess the proposed dimensionality.  

 

To achieve this purpose, component analysis or principle components analysis (PCA) was 

utilised in this study. This approach considers the total variance and derives factors that 

contain small proportions of unique variance and, in some instances, error variance (Hair et 

al., 2006). The three types of variance are common variance, specific variance and error 

variance. Common variance is defined as the variance in a variable that is shared with all 

other variables in the analysis. The common variance is based on the correlations with all 

other variables as presented in a variable‟s communality. Specific or unique variance is that 
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variance associated with only a specific variable and, therefore, cannot be explained in terms 

of correlations. Error variance is similar to specific variance in that it cannot be explained by 

the correlations with other variables; however, it is different in that it is a measure of the 

unreliability of other processes, such as data collection, measurement error, or random 

components in the measured phenomenon (Hair et al., 2006).       

 

Following principle components analysis, the EFA can be used to extract a number of key 

factors relevant to the study using the best linear combination of variables. The EFA 

generates groups of variables that can account for more variance than other combinations. 

The first best group of variables is extracted first, and then the next group of variables is 

extracted from all remaining variables. This is called the orthogonal procedure. In usual 

circumstances, a conceptual foundation with some empirical evidence is applied to determine 

the number of factors. However, some predetermined criteria in EFA, such as eigenvalue, 

explanation of the percentage of variance and scree testing, can help researchers decide the 

number of factors to be extracted.   

 

The most commonly used predetermined criterion is the eigenvalue (Hair et al., 2006). The 

concept underlying this is that any individual factor should account for the variance of at least 

a single variable, so only the factors having eigenvalue more than 1 should be retained. The 

second criterion is the percentage of variance that can be explained based on achieving a 

specified cumulative percentage of total variance. Even though no absolute threshold has 

been applied for all applications, in the social sciences in which information is often less 

precise, a solution accounting for at least 60 percent of the total variance can be seen as 

satisfactory (Hair et al., 2006). Lastly, the scree test is applied to identify the optimum 

number of factors that can be extracted before the amount of unique variance begins to 
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dominate the common variance structure. The scree test is the plotting of eigenvalue against 

the number of factors in their order of extraction. The point at which the curve first begins to 

straighten is considered as the cut-off point, which indicates the maximum number of factors 

to be extracted (Hair et al., 2006).    

 

The process of making sense of the extracted factors is illustrated by factor loadings and 

factor rotation. Since factor loadings are the correlation of each variable and their latent 

factor, the squared loading is the amount of the variables‟ total variance accounted for by the 

factors. Applying that, the factor loading must exceed .70 for the factor to account for 50 

percent of the variance of a variable. Hair et al. (2006) highlight the practical significance of 

the criteria of factor loadings: between .30-.40 are considered to meet the minimal level for 

interpretation of structure; at .50 or greater are considered practically significant; and 

exceeding .70 are considered indicative of well-defined structure and are the goal of any 

factor analysis. However, the significant values of the factor loading can be varied by sample 

sizes. Lower values of factor loadings seem to be more accepted as significant with greater 

sample size.  

 

Another important tool for interpreting factors is factor rotation. The reason for factor 

rotation is to redistribute the variance from earlier factors to later ones to achieve a simpler, 

theoretically more meaningful factor pattern. Two types of factor rotation are orthogonal and 

oblique. The orthogonal factor rotation involves rotation of both reference axes, X and Y, 

while maintaining a 90-degree angle between them. Examples of orthogonal rotation in SPSS 

are QUARTIMAX, VARIMAX, and EQUIMAX (Hair et al., 2006). Oblique factor rotation 

is applied when there is no requirement for orthogonal rotation. The only option available in 

SPSS for this rotation is OBLIMIN (Hair et al., 2006).   
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As with any statistical procedure, EFA has some limitations. There are a number of 

controversies regarding which technique in EFA is the best. In addition, the subjective aspect 

of EFA is often discussed in terms of what the number of extracted factors should be or 

which rotation technique should be used. Therefore, the researcher should be aware of these 

limitations when utilising EFA. 

 

3.6.2 CONFIRMATORY FACTOR ANALYSIS (CFA) 

Although the goal of EFA and CFA are similar, which is to generate or confirm dimensions 

underpinning data, the approaches are different in a number of important respects. CFA is 

theoretically driven, so setting an a priori model is necessary. In contrast, EFA is more of a 

data driven approach, hence there is no need to identify an a priori model. In CFA, it is 

essential to specify the exact number of factors and relationships within the a priori model. 

The focus of CFA is to examine the link between the measured variables and their latent 

factors, which is called the measurement model. The Maximum Likelihood (ML) is the 

method that generates parameter estimates for the factor loadings and factor inter-correlations 

estimation based on the covariance matrix. If X
2
 statistic is not significant then the 

discrepancy between the sample input data matrix and the model implied matrix is small and 

hence there would be support for the hypothesized model (Cunningham, 2007).  

 

In this study, CFA was applied for two reasons. The main purpose is to provide a 

confirmatory test of the measurement theory. Secondly, adjustments to the model can be 

made according to the output from CFA. Hence, in this study, the PV and GGB constructs 

were examined to ascertain whether they were confirmed with the conceptual framework or 

not.  Both measurement models were tested in the AMOS 7.0 statistical programme. Using 
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AMOS graphics for analysis, the proposed model must first be drawn as a picture with a 

number of symbolics. For example: unobserved latent variables are drawn as large ellipse; the 

predictors or observed variables are represented by rectangles; error terms are illustrated as 

smaller rectangles; and the relationships between constructs are represented by arrows. 

Single-headed arrows represent the direct (causal relationship) impact of one variable on 

another, and double-headed arrows indicate covariance or correlations between pairs of 

variables (Byrne, 2001). For the PV construct, the null measurement model was hypothesised 

as uni-dimensional, which consisted of nine variables as shown in figure 4.1 In contrast, the 

multi-dimensional construct of GGB was hypothesised with nine dimensions of the null 

measurement model, as shown in figure 4.2. Additionally, CFA can provide a test of validity 

for each construct in terms of both convergent and divergent validity. Convergent validity is 

the extent to which one construct measures the same thing. In order to confirm the convergent 

construct, the factor loading of each item in the construct should exceed .50 and the overall fit 

of the measurement model should be in an acceptable range (Hair et al., 2006).  

  

As suggested by Cunningham (2007), in order to accept the model, the evaluation of the 

model with all statistical outputs should be considered, which combines the series of statistic 

values: the Chi-square (x
2
) with the Degree of Freedom (DF); the Goodness-of-Fit Index 

(GFI); the Adjusted Goodness-of-fit Index (AGFI); the Tucker Lewis Index (TLI); the 

Comparative Fit Index (CFI); and the Root Mean Square Error of Approximation (RMSEA).  

Since the X
2
 value is sensitive to sample size and deviations from normality, so another 

indicator such as the practical fit indices can be assessed. Hu and Bentler (1998) divided the 

practical fit indices into two types: absolute fit indices and incremental fit indices. The 

absolute fit indices evaluate the degree to which the specified model reproduces the sample 

data, such as the Root-Mean-Square Residual (RMR), the Standardised Root-Mean-Square 
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Residual (SRMR), the Root-Mean-Square Error of Approximation (RMSEA), the Goodness-

of-fit Index (GFI) and the Adjusted Goodness-of-Fit Index (AGFI). Incremental fit indices 

measure the proportionate amount of improvement in fit when the target model is compared 

with a more restricted model that is a null model in which all the observed variables are 

correlated. The incremental fit indices include the Tucker Lewis Index (TLI) and the 

Comparative Fit Index (CFI).  The explanations of the selected values that were used are 

outlined in the following table 3.5: 

Table 3.3: Criteria of model evaluation in CFA and SEM 

Goodness-of-Fit Criteria Meaning Acceptable Level 

Stand-alone fit models 

Chi square (X
2
) The degree to which parameter estimates of the 

proposed model are able to reproduce the sample 

data variances and covariance 

Low X2 value 

relative to DF, 

p>.05 

Goodness-of-Fit Index (GFI) The relative amount of the covariance among the 

latent variables accounted for by the model 

>.90 

Adjusted Goodness-of-fit 

Index (AGFI) 

GFI adjusted for the DF of the model relative to the 

number of variables 

>.90 

Root Mean Square Error of 

Approximation (RMSEA) 

The close approximation to reality <.08 

Incremental fit models 

Tucker Lewis Index (TLI) The relative improvement per DF of the target 

model over an independent model 

>.90 

Comparative Fit Index (CFI) The improvement in going from a target model to 

an independence model 

>.90 

Source: Adapted from Hair et al., 2006, p.751 

3.6.3 STRUCTURAL EQUATION MODELLING (SEM) 

Structural Equation Modelling (SEM) is applied to this study based on a number of its 

beneficial features. Byrne (2001) mentions four characteristics of SEM that make it popular 

among researchers. Firstly, SEM is suitable for testing hypotheses because it takes a 

confirmatory rather than exploratory perspective and, therefore, requires an already specified 

pattern of inter-variable relations. Secondly, SEM can estimate the error variance, which 

cannot be done with other multivariate methods.  Thirdly, SEM measures not only the 
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observed variable but also can measure unobserved (or latent) variables. Lastly, SEM 

provides a tool for conveniently analysing indirect effects (Byrne, 2001). SEM is defined as  

a tool that can be used to delineate the relationship among multiple variables (Hair et al., 

2006). Two important procedures of SEM are presenting the causal relationship by a series of 

structural (i.e., regression) equations, and using graphical representations to demonstrate 

these structural relations (Byrne, 2001; Hair et al., 2006). These two processes can facilitate 

the simultaneous statistical analysis of the whole model.  The goodness of fit will determine 

whether the model is consistent with the data or not. The model will be accepted when there 

is an adequate goodness of fit. 

 

One more reason for applying SEM to this study is that no study of this kind has to this point 

in time examined the relationship between PVs and the GGB construct with SEM. In Beatty‟s 

(1991; 1993; 1996) studies, PVs were assessed by rating and ranking, and then tested with 

two dimensions of GGB, the amount of gift and effort of GGB, using a series of regressions 

equation. Only the study by Qian et al. (2007), which examines Chinese values with four 

aspects of GGB (brand orientation and the amount, effort, and importance of GGB) utilised 

SEM in their study. However, Qian et al. (2007) focus on the role of Chinese cultural values 

rather than a general PVs and GGB construct. In other words, the context of the study by 

Qian et al. (2007) is restricted to Chinese people, so the generalisation of their results for 

GGB is limited. 

 

3.7 CONCLUSION 

This chapter outlines the research methodology for this study. Firstly, the EFA was identified 

as the exploratory research tool for identifying dimensions of the GGB construct. The CFA 
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and SEM methods were then identified as the tools to be utilised for examination of PV and 

the GGB construct. The findings based on the application of these methods are presented in 

the next chapter.  
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Chapter 4  

DATA ANALYSIS AND FINDINGS 

 

This chapter contains discussion of the data analysis and findings of this study. The 

discussion of the data analysis is divided into three main sections in which the respective 

procedures of data analysis are demonstrated: exploratory factor analysis (EFA), 

confirmatory factor analysis (CFA), and structural equation modelling (SEM). Scale 

evaluation of both validity and reliability are also examined within each section. The findings 

of the study and some further discussions conclude the chapter. 

 

4.1 EXPLORATORY FACTOR ANALYSIS (EFA) 

4.1.1 EFA OF GGB CONSTRUCT 

The nine dimensions of the proposed GGB construct are attitude toward behaviour, 

subjective norms, perceived behavioural control, intensity of intention, self-identity, 

anticipated emotion, motivation of GGB, information searching, and gift-selection effort. 

Each dimension was subjected to EFA. The aim of this analysis is to explore the underlying 

dimensions of the proposed GGB construct. Preliminary analysis showed the suitability of the 

data for EFA according to the Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy. 

The value of 0.929 verified the data set was suitable for factor analysis (KMO>0.6) (Pallant, 

2007). Bartlett's Test of Sphericity was significant, p=.000, which also confirmed that EFA 

was an appropriate method for analysing this data (p<=.05) (Pallant, 2007).  The PROMAX 

rotation method was used as the data demonstrated high correlations among the extracted 
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factors. Three commonly employed decision rules were applied to identify the number of 

factors underlying the GGB construct (Tabanick & Fidell, 1996). Items with less than 0.50 

loading and which cross-loaded on two or more factors at 0.50 or higher were excluded (Hair 

et al., 1998). An Eigenvalue of one was employed as the cut-off value for extraction. The 

iterative sequence of factor analysis and item deletion was repeated, resulting in a final scale 

of forty-three items belonging to the same number of dimensions, nine factors, but in a 

slightly different configuration. They were labelled attitude toward behaviour, subjective 

norms, perceived behavioural control, self-identity toward self, self-identity toward others, 

anticipated emotion, purchase-decision involvement, self-experienced motivation, and 

symbolic of gift. In total, five of the nine dimensions remained whereas four newly defined 

dimensions emerged. Following Tabachnick and Fidell (1996), we analysed other possible 

factor solutions (e.g., seven, eight, and ten) but confirmed that the nine-factor solution is the 

most fitting solution, accounting for 68.10 % of the variance. Table 4.1 summarizes the factor 

loadings for the condensed forty-three item scale. The significant loading of all the items on 

the single factor indicates uni-dimensionality. The fact that no item had multiple cross 

loading was found to support the preliminary discriminant validity of the scale. Furthermore, 

the value of Cronbach‟s alpha ranged between 0.683 and 0.931, which exceeds or equals the 

minimum acceptable value of 0.7 (Nunnally, 1978). Overall, this GGB construct displayed 

validity and reliability. 
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Table 4.1: EFA Output of GGB Construct (KMO=0.929, VAR= 68.10) 

Items Components 

1 2 3 4 5 6 7 8 9 

Factor 1: Attitude toward Behaviour (AB): Cronbach's alpha=0.910, EV=13.624, VAR=32.439          

The feeling about choosing a restaurant for hosting dinner: Negative/Positive 0.670                 

The feeling about choosing a restaurant for hosting dinner: Reluctant/Enthusiastic 0.780                 

The feeling about choosing a restaurant for hosting dinner: Unimportant/Important 0.693                 

The feeling about choosing a restaurant for hosting dinner: Useful/Useless 0.929                 

The feeling about choosing a restaurant for hosting dinner: Bored/Excited 0.937                 

The feeling about choosing a restaurant for hosting dinner: Unpleasant/Pleasant 0.758                 

Factor 2: Subjective Norms (SN):  Cronbach's alpha=0.832, EV=3.550, VAR=8.451          

People who are important to me choose a restaurant for hosting dinner in the same way as me.    0.870               

People in my life whose opinions I value consider the same criteria as I do in choosing a restaurant for hosting dinner.   0.852               

Many people choose a restaurant for hosting dinner in the same way as me.   0.835               

Most people who are important to me would approve my choice of restaurant.   0.567               

Factor 3: Perceived Behavioural Control (PBC):  Cronbach's alpha=0.892, EV=2.262, VAR=5.386          

For me, choosing a restaurant for hosting dinner would be easy/difficult     0.879             

I am confident in choosing the right restaurant to satisfy my guest‟s preference.     0.784             

If I want to, I can choose the most appropriate restaurant for hosting dinner.     0.738             

 I feel that I have control over the choice of restaurant for hosting dinner.     0.793             

 It is mostly up to me to choose a restaurant for hosting dinner     0.614             

Factor 4: Anticipated Emotion (AE):  Cronbach's alpha=0.931, EV=2.043, VAR=4.864          

The guest would feel about the selected restaurant: Excited       0.755           

The guest would feel about the selected restaurant: Delighted       0.849           

The guest would feel about the selected restaurant: Happy       0.782           

The guest would feel about the selected restaurant: Satisfied       0.731           

The guest would feel about the selected restaurant: Proud       0.910           

The guest would feel about the selected restaurant: Grateful       0.855           

The guest would feel about the selected restaurant: Impressed       0.870           

Factor 5: Self-Identity toward Others (SIO):  Cronbach's alpha=0.739, EV=1.977, VAR=4.707          

You perceive yourself as: Easygoing         0.649         

You perceive yourself as: Respectful         0.836         

You perceive yourself as: Generous/Kind         0.835         

Factor 6: Self-Identity toward Self (SIS):  Cronbach's alpha=0.740, EV=1.583, VAR=3.770          

You perceive yourself as: Egocentric           0.856       

You perceive yourself as: Pretentious           0.825       

You perceive yourself as: Altruistic           0.646       
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You perceive yourself as: Show Off           0.691       

Factor 7: Purchase-Decision Involvement:  Cronbach's alpha=0.889, EV=1.338, VAR=3.187          

I collect a lot of information about restaurants before making a final choice              0.777     

I consider restaurant reviews from leading magazines/newspapers before making a final choice             0.720     

The amount of time I spend comparing restaurants is worth the effort.             0.618     

I search for more information about restaurants than what is provided by media.              0.842     

I really have to do research on the restaurants in order to find out what is good and bad about them.              0.857     

I put a lot of time and effort into my choice of restaurant.             0.810     
I choose a restaurant very carefully.             0.686     

It is important to initially check out the restaurant before deciding to go there.             0.667     

Factor 8: Self-Experienced  Motivation (SM):  Cronbach’s alpha=0.683, EV=1.192, VAR=2.837          

I choose the restaurant that I like.                0.562   

I tend to take my guest dining out in my favourite restaurant.               0.858   

When choosing a restaurant for hosting dinner, I am inclined to choose a restaurant that I have previously visited.               0.851   

Factor 9: Symbolic of Gift (SG):  Cronbach’s alpha=0.786, EV=1.032, VAR=2.457          

I choose the restaurant that reflects my personality and status.                 0.766 

I choose the restaurant that reflects my guest's personality and status.                  0.811 

I choose the restaurant that reflects my feelings toward the guest.                 0.595 

Extraction Method: Principle Component Analysis 

Rotation Method: PROMAX with Kaiser Normalization 
a. Rotation converged in 7 iteration
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4.2 CONFIRMATORY FACTOR ANALYSIS (CFA) 

4.2.1 CFA OF PVS AND GGB CONSTRUCT 

CFA was conducted for the model of the GGB construct derived from the EFA previously 

described and PVs construct derived from the well-established scale of LOV(Kahle, 1983). 

The construct of PVs was composed of self-respect (SR), security (SC), warm relationship 

with others (WR), sense of accomplishment (SA), self-fulfilment (SF), sense of belonging (SB), 

being well respected (BR), fun and enjoyment in life (FE), and excitement (EC). A 

measurement model was drawn and tested (see Figure 4.1) and the output showed that 

X
2
(1229)=4274.71, GFI=.779, AGFI=.753, CFI=.865, TLI=.854, and RMSEA=.062 (see 

Table 4.1). Although RMSEA was acceptable, all goodness of fit indexes illustrated poor fit 

to the data. Hence, the model was re-specified as shown in Figure 4.2.  The best outcome of 

thirty-seven items for nine factors was maintained in this construct except for the self-

experienced motivation (SM) factor, which is removed because of the high correlation and 

high residual covariance amongst them. The new output illustrated: X
2
(593)=1562.88, 

GFI=.882, AGFI=.860, CFI=.932, TLI=.924, and RMSEA=.051 which displayed a fairly 

good fit of this construct as shown in Table 4.1. The construct ranged their standardized 

loading from 0.567 to .940, which was acceptable (Hair et al., 1998) as shown in table 4.2.   
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Figure 4.1: Null Measurement Model              Figure 4.2:  Measurement Model  
 

Key: AB=Attitude toward Behaviour, SN=Subjective Norms, PBC=Perceived Behavioural Control, SIS=Self-

Identity toward Self, SIO=Self-Identity toward Others, AE=Anticipated Emotion, PDI=Purchase-Decision 

Involvement, SG=symbolic of gift, and PV=personal Values 

 

Table 4.2: Comparison of the outputs from original and modified PVs Constructs 

 X
2 
with DF X

2
/DF GFI AGFI CFI TLI RMSEA 

Model 4.1 X2 (1229)=4274.71 3.48 0.779 0.753 0.865 0.854 0.062 

Model 4.2 X2 (593)=1592.88 2.636 0.882 0.860 0.932 0.924 0.051 
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4.2.2 CONSTRUCT VALIDITY 

CFA provides the ability to examine the construct validity of the proposed model (Anderson 

& Gerbing, 1984; Hair et al., 2006). Construct validity requires checking whether the whole 

construct, which may consist of more than one construct, measures the theoretical latent 

variable correctly. Hair et al. (2006) suggest convergent and discriminant tests to check the 

construct validity. The appropriate tests of construct validity for the PV and GGB construct 

are described in the next section.  

4.2.2.1 CONVERGENT VALIDITY OF PV AND GGB CONSTRUCT 

The test for convergent validity examines whether the items in the same construct measure 

within that construct. There are three ways to ascertain convergent validity (Hair et al., 2006). 

Firstly, factor loading of items in one construct should display high values in order to 

illustrate those items converging on a common theme. As shown in table 4.5, the standardised 

loading of the constructs of GGB ranged from .540 to .941, which exceeded .50 as suggested 

by a number of researchers (Byrne, 2001; Hair et al., 2006; Pallant, 2007). Secondly, 

Variance Extracted (VE) is a summary indicator of convergence. It calculates the summation 

of square factor loading divided by number of items, otherwise called the Average Variance 

Extracted (AVE) (Hair et al., 2006). The PVs and GGB constructs show an AVE from .52 to 

.74 which exceeded .50 as suggested by Hair et al. (2006). Finally, reliability of the construct 

also indicates validity. In CFA and SEM, the construct reliability (CR) is applied to measure 

reliability of the construct or model. This construct demonstrated the rank of CR values from 

.76 to .91, and were greater than .70 as recommended by Hair et al. (2006). Table 4.3 lists the 

values for convergent validity of the PVs and GGB construct. 
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Table 4.3: Standardized Factor Loading of PV and GGB Construct 

Construct Items Factor Loading 

(Std.) 

AVE CR 

AB AB1 0.848 0.61 0.89 
 AB2 0.722   

 AB3 0.715   

 AB4 0.723   

 AB6 0.901   

SN SN1 0.833 0.62 0.82 

 SN2 0.858   

 SN3 0.636   

PBC PBC1 0.786 0.70 0.90 

 PBC2 0.870   

 PBC3 0.868   

 PBC4 0.810   

AE AE1 0.868 0.66 0.90 

 AE2 0.940   

 AE3 0.872   

 AE5 0.634   

 AE6 0.730   

SIO SIO1 0.593 0.52 0.72 

 SIO2 0.730   

 SIO3 0.820   

SIS SIS1 0.781 0.55 0.78 

 SIS2 0.873   

 SIS4 0.539   

PDI PDI1 0.751 0.74 0.85 

 PDI3 0.686   

 PDI4 0.800   

 PDI5 0.819   

 PDI7 0.567   

SG SG1 0.711 0.58 0.80 

 SG2 0.860   

 SG3 0.696   

PV PV2 0.769 0.63 0.91 

 PV3 0.758   

 PV4 0.810   

 PV6 0.842   

 PV7 0.816   

 PV9 0.746   

 

4.2.2.2 DISCRIMINANT VALIDITY OF PV AND GGB CONSTRUCT 

CFA modelling can also be applied to evaluate discriminant validity of the construct 

(Anderson & Gerbing, 1984). Discriminant analysis is used to examine whether or not all 

constructs in the model are distinguished from each other (Hair et al., 1998). For the test of 

discriminant validity Fornell and Larker (1981) recommend that if the square root AVE for 

each construct exceeds the factor correlation between that construct with others, the construct 
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meets discriminant validity. In Table 4.4, the correlation matrix of the eight constructs 

adopted in this study is shown with the square root AVE for each construct. A preliminary 

assessment indicates no high correlations between constructs. The highest correlation was 

0.77 between attitude toward behaviour and perceived behavioural control, which was still 

smaller than the square root of AVE of the attitude toward behaviour, 0.78. Therefore, the 

nine constructs of PV and GGB meet the criteria of discriminant validity. 

 

Table 4.4: Factor correlation and Square Root AVEs 

 AB SN PBC AE SIO SIS PDI SG PV 

AB 0.78*         

SN 0.47 0.78*        

PBC 0.77 0.41 0.84*       

AE 0.68 0.42 0.68 0.81*      

SIO 0.43 0.28 0.48 0.65 0.72*     

SIS -0.13 -0.09 -0.17 -0.12 -0.28 0.74*    

PDI 0.40 0.29 0.26 0.41 0.28 0.08 0.86*   

SG 0.44 0.46 0.36 0.49 0.29 0.11 0.47 0.76*  

PV 0.54 0.32 0.53 0.69 0.66 -0.11 0.41 0.39 0.79* 

*The square root of AVE for each construct 

 

4.3 STRUCTURAL EQUATION MODELLING (SEM) 

In this study, SEM examined the extent of influence of each dimension of PVs on the 

particular GGB construct. The structural model of path diagram between two constructs was 

prepared prior to analysis, as shown in Figure 4.3. The exogenous variables were the 

following independent variables: security (SC), warm relation with others (WR), sense of 

accomplishment (SA), sense of belonging (SB), being well-respected (BR), and excitement 

(EC). The role of exogenous variables was to predict the endogenous variables, represented 

by the eight dimensions of GGB: attitude toward behaviour (AB), subjective norms (SN), 

perceived behavioural control (PBC), self-identity toward self (SIS), self-identity toward 

others (SIO), anticipated emotion (AE), purchase-decision involvement (PDI), and symbolic 
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of gift (SG). The AMOS output of the structural model demonstrated: X
2
(566) =1529.34, 

X
2
/DF=2.702, GFI=.886, AGFI=.858, CFI=.933, TLI= .921 and RMSEA=.052. Although the 

values of RMSEA, CFI, and TLI presented a relatively good fit, some of the other fit indexes 

showed relatively mediocre fit to the data. 
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Figure 4.3: Structural Model for the constructs of PVs and GGB 

Key: AB=Attitude toward Behaviour, SN=Subjective Norms, PBC=Perceived Behavioural Control, SIS=Self-

Identity toward Self, SIO=Self-Identity toward Others, AE=Anticipated Emotion, PDI=Purchase-Decision 

Involvement, and SG=symbolic of gift 
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4.4 RELATIONSHIP BETWEEN PVS AND GGB CONSTRUCTS 

The output of relationships between PVs and GGB construct is demonstrated in table 4.5 and 

discussed in the following sections. 

Table 4.5: Relationship between GGB Constructs and Personal Values (PVs) 

GGB construct PVs construct Regression Weights T-values P-Values 

Unstandardised Standardised 

AB 

 

SC .074 .072 1.352 .176 

WR .119 .104 2.028 .043* 

SA .075 .072 1.243 .214 

SB .080 .084 1.337 .181 

BR .085 .073 1.255 .210 

EC .231 .236 4.623 *** 

SN 

 

SC .097 .091 1.495 .135 

WR .070 .061 1.038 .299 

SA -.089 -.084 -1.271 .204 

SB .103 .106 1.486 .137 

BR .070 .059 .888 .375 

EC .149 .150 2.582 .010* 

PBC 

 

SC .094 .095 1.773 .076
t
 

WR .163 .152 2.930 .003** 

SA .123 .126 2.163 .031* 

SB -.021 -.023 -.362 .717 

BR .125 .114 1.953 .051
t
 

EC .154 .168 3.275 *** 

AE 

 

SC .146 .173 3.830 *** 

WR .171 .186 4.259 *** 

SA .088 .106 2.156 .031* 

SB -.026 -.034 -.645 .519 

BR .115 .123 2.492 .013* 

EC .218 .278 6.387 *** 

SIO 

 

SC .072 .139 2.704 .007** 

WR .275 .491 8.641 *** 

SA -.012 -.024 -.427 .669 

SB -.076 -.161 -2.649 .008** 

BR .166 .290 5.000 *** 

EC .029 .061 1.243 .214 

SIS 

 

SC -.006 -.006 -.097 .923 

WR -.341 -.291 -4.894 *** 

SA .059 .056 .837 .403 

SB -.010 -.010 -.138 .890 

BR -.238 -.200 -2.978 .003** 

EC .335 .335 5.671 *** 

PDI 

 

SC .086 .080 1.377 .168 

WR -.029 -.025 -.442 .659 

SA -.011 -.010 -.161 .872 

SB .180 .184 2.663 .008** 

BR .117 .099 1.543 .123 

EC .141 .142 2.527 .011* 

SG SC .073 .080 1.353 .176 
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 WR -.040 -.041 -.718 .473 

SA -.089 -.099 -1.529 .126 

SB .155 .188 2.655 .008** 

BR .097 .097 1.493 .136 

EC .170 .202 3.507 *** 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, t Sig. at P<.10 

Key: AB=Attitude toward Behaviour, SN=Subjective Norms, PBC=Perceived Behavioural Control, SIS=Self-

Identity toward Self, SIO=Self-Identity toward Others, AE=Anticipated Emotion, PDI=Purchase-Decision 

Involvement and SG=symbolic of gift 

 

4.4.1 THE RELATIONSHIP BETWEEN PVS AND ATTITUDE TOWARD BEHAVIOUR  

In this study, attitude is linked to the feeling about selecting a gift. Since the giver is likely to 

act in a manner consistent with their attitudes (Rokeach, 1986), so the behaviour of choosing 

a gift should stem from their positive attitudes toward such behaviour. However, the extent to 

which attitude toward behaviour becomes an important contributing factor to how and why 

people purchase gifts could be different among people with distinct personal values. Belk 

(1979) suggested that GGB appeared to be pleasurable behaviour for almost all people, as 

reflected in the extremely low percentage of respondents in his study who showed negative 

attitudes to GGB. Furthermore, the pleasurable feeling should be boosted in the context of this 

study, which focuses on GGB in a close relationship with a close friend and family member. 

Therefore, we expect that people who place high value on security, warm relationship with 

others, sense of accomplishment, being well respected, sense of belonging, and excitement 

have positive relationships with attitude toward behaviour. As shown in Table 4.6, people 

with high values on warm relationship with others and excitement shows a significantly 

positive relationship with attitude toward behaviour.  These findings are reasonably aligned 

with our expectations, as these types of people certainly gain satisfaction from GGB, although 

for different reasons. 
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As stated by Kahle (1983), people who has high value on warm relationship with others 

seems to focus on interpersonal fulfilment. This kind of person tends to participate  more 

often in GGB than people who are less sensitive to the feelings of others and place more 

emphasis on other values. Even though respondents perceived a lot of social support, they still 

desired more relationships with others. Hence, they have a positive attitude toward behaviour 

because this behaviour is a tool to establish new relationships and maintain good existing 

relationships. For instance, people who place high value on a warm relationship with others 

gain pleasure from selecting a restaurant for a guest as they would like to ensure that the guest 

can perceive the warm relationship between them.   

 

On the other hand, people who value excitement tend to focus on non-personal fulfilment 

(Kahle, 1983). In other words, the excitement  value reflects a person‟s independent character 

and is the most autonomous of all values. The person who has high value on the excitement 

take most of the times seeking for a pleasures and enjoyments in their lives (Kahle, 1983). 

GGB is one way to receive such a pleasure as GGB can develop a feeling of excitement, not 

only in the act of giving (or receiving) a gift, but also in the searching, selecting and 

purchasing processes of GGB. Therefore, the person who has high value on the excitement 

has a positive relationship with attitude toward behaviour because individuals would like to 

experience excitement from such behaviour. For instance, people who identify with the 

excitement value experience the first sense of excitement when deciding which restaurant 

might satisfy the guest. Subsequent excitement would be experienced in the moment of 

actually taking the guest to the selected restaurant. Further excitement may then be felt after 

the guest expresses their satisfaction with the restaurant selected for dinner and conveys this 

appreciation to others as well.    
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The other dimensions of PVs, which are security, sense of accomplishment, sense of 

belonging, and being well-respected were found to be non-significant. The reason for this 

outcome may be formulated on the basis of the particular context of this study. The non-

significant values are influenced by external factors, which means that people who place high 

values on security, sense of accomplishment, sense of belonging, and being well-respected 

would therefore not necessarily perceive attitude toward behaviour as an important factor.  

 

Table 4.6: Summary of Relationship between PVs and Attitude toward Behaviour 

PVs GGB Standardised Loading P-Values 

Security Attitude toward Behaviour .072 .176 

Warm Relationship with Others Attitude toward Behaviour .104 .043* 

Sense of Accomplishment Attitude toward Behaviour .072 .214 

 Sense of Belonging Attitude toward Behaviour .084 .181 

Being Well Respected Attitude toward Behaviour .073 .210 

 Excitement Attitude toward Behaviour .236 *** 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, t Sig. at P<.10 

 

4.4.2 THE RELATIONSHIP BETWEEN PVS AND SUBJECTIVE NORM 

When selecting a gift, the influence from others can impact on the giver‟s decision of the gift-

choice, which is termed the subjective norm. However, the extent to which subjective norm 

becomes an important contributing factor to how and why people purchase gifts could be 

different for people with distinctly different personal values. In this study, we expect that 

people who place high values on security, warm relationship with others, sense of belonging, 

sense of accomplishment, being well-respected, and excitement have positive relationships 

toward subjective norm. As shown in table 4.10, the only significant relationship discovered 

was that the excitement value significantly influences subjective norm.  This could be 
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explained by the characteristic of this value. As Kahle (1983) observes, the excitement value 

reflects a sense of autonomy and is expected to stand in a negative relationship with 

subjective norm as these type of person do not rely on what other people think. They have the 

specific characteristic of always seeking excitement and enjoyment in their lives and, 

furthermore, have the expectation of receiving this sense of excitement from the surrounding 

environment or other people. Thus the people who place a high value on excitement select 

gifts that make other people, including the recipient, feel excited or surprised when seeing the 

gift choice. The giver, in turn, gains satisfaction from the responses of the recipient and others 

that is generated by the gift, absorbing some of their excitement for his/her own pleasure. 

Therefore, people who place a high value on excitement reflect a positive relationship with 

subjective norm, as they might expect to experience excitement from the experience of GGB.  

However, the reason why only one of six relationships between PVs and subjective norm was 

significant should be noted. As the context of this study was restricted to GGB for a close 

relationship, the influence of subjective norm seems to be less important. When a person 

chooses a gift for someone who is very close to them, such as close friend or family, they can 

choose the appropriate gift without any input or influence from others as the giver knows the 

recipient better than others.  

Table 4.7: Summary of Relationship between PVs and Subjective Norm 

PVs GGB Standardised Loading P-Values 

Security Subjective Norm .091 .135 

Warm Relationship with Others Subjective Norm .061 .299 

Sense of Accomplishment Subjective Norm -.084 .204 

 Sense of Belonging Subjective Norm .106 .137 

Being Well Respected Subjective Norm .059 .375 
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 Excitement Subjective Norm .150 .010
**

 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, t Sig. at P<.10 

 

4.4.3 THE RELATIONSHIP BETWEEN PVS AND PERCEIVED BEHAVIOURAL 

CONTROL 

When people believe they have the capability and control over the gift-selection process, their 

confidence leads to a strong willingness to perform this behaviour. This feeling is defined as 

perceived behavioural control. However, the extent to which perceived behavioural control 

becomes an important contributing factor to how and why people purchase gifts could be 

different for people with distinct personal values. In our study, we expect that people who 

place high values on warm relationship with others, sense of accomplishment, and excitement 

will reflect a positive relationship with perceived behavioural control. On the other hand, 

people who place high values on security, sense of belonging, and being well respected will 

reflect a negative relationship with perceived behavioural control. This expectation is 

confirmed by the data, as shown in table 4.8 below. This finding is reasonable, as these types 

of people certainly believe they can control their lives by without the influence of external 

sources, such as luck or fate. For instance, people who place a high value on warm 

relationship with others would feel confident when selecting gifts for others, so they feel 

comfortable and engage in GGB more often than people who place a high value on other 

values (Kahle, 1983). However, unexpected results are revealed in the relationships between 

perceived behavioural control with security and being-well respected. A possible reason that 

accounts for these results might be the restriction of the context of this study to „close 

relationships‟. Even though people who value the security and being well-respected believe in 

the impact of external sources such as luck or fate in their lives, so they perceive they have 
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less control in their lives, they may be more self-confident when selecting gifts for people 

with whom they have a close relationship and hence, perceive higher levels of control and 

capability when selecting a gift in these circumstances. Nevertheless, the fact that sense of 

belonging does not have any significant relationship with perceived behavioural control is 

logical considering that people who value the sense of belonging belong to the group who 

perceive the lowest self-esteem of all values and never feel any control over their lives at all 

(Kahle, 1983), including when selecting a gift for a person with whom they share a close 

relationship. For example, females who value sense of belonging are probably submissive, 

meek, and content with letting their husband make all decisions (Kahle, 1983). Therefore, this 

type of person is unlikely to feel any sense of control or believe in their own capability.  

 

Table 4.8: Summary of Relationship between PVs and Perceived Behavioural Control 

PVs GGB Standardised Loading P-Values 

Security Perceived Behavioural Control .095 .076
t
 

Warm Relationship with Others Perceived Behavioural Control .152 .003** 

Sense of Accomplishment Perceived Behavioural Control .126 .031* 

 Sense of Belonging Perceived Behavioural Control -.023 .717 

Being Well Respected Perceived Behavioural Control .114 .051
t
 

 Excitement Perceived Behavioural Control .168 .001** 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, t Sig. at P<.10 

 

4.4.4 THE RELATIONSHIP BETWEEN PVS AND ANTICIPATED EMOTION 

The value of anticipated emotion relates to the feelings shown by the recipient after receiving 

a gift. The giver generally hopes to see positive emotions in the recipients after they have 
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received the gift, particularly in relation to intangible gifts (Clarke, 2007b, 2008). However, 

the extent to which anticipated emotion becomes an important contributing factor to how and 

why people purchase gifts could be different for people with distinct personal values. In our 

study, we anticipated that people who place high values on security, warm relationship with 

others, sense of accomplishment, being well-respected, sense of belonging, and excitement 

will reflect a positive relationship towards anticipated emotion. As shown in table 4.9 below, 

almost all of our expectations were supported. In particular, it was found that people with 

high values on security, warm relationship with others, sense of accomplishment, being well-

respected, and excitement reflect positive relationships with anticipated emotion. These 

findings are reasonable as these types of people certainly would like to see the recipients of 

their gifts feel satisfied, excited, and happy with what they have received. For instance, people 

who have high sense of accomplishment would feel that they accomplished their task of gift-

giving very well if they know that the recipients have positive feelings toward the gift. The 

fact that sense of belonging does not have any significant relationship with anticipated 

emotion is logical considering that, as discussed in the previous section, this type of value 

reflects a lack of confidence, making it more difficult for them to decide when selecting a gift, 

which results in them not knowing what emotion should be expected from the recipient. In 

this case, the giver who values a sense of belonging may choose to host a dinner at home 

where they feel more comfortable (Kahle, 1983).  
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Table 4.9: Summary of Relationship between PVs and Anticipated Emotion 

PVs GGB 
Standardised 

Loading 
P-Values 

Security Anticipated Emotion .173 *** 

Warm Relationship with Others Anticipated Emotion .186 *** 

Sense of Accomplishment Anticipated Emotion .106 .031* 

 Sense of Belonging Anticipated Emotion -.034 .519 

Being Well Respected Anticipated Emotion .123 .013* 

 Excitement Anticipated Emotion  .278 *** 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, t Sig. at P<.10 

 

4.4.5 THE RELATIONSHIP BETWEEN PVS AND SELF-IDENTITY TOWARD OTHERS 

Placing a high value on self-identity toward others in terms of being easygoing, respectful, 

and generous/kind should allow the person to get along relatively well with others. This is 

termed the ability for „social adaptation‟, wherein the individual has the potential to consider 

others‟ needs or preferences when selecting a gift. However, the extent to which self-identity 

toward others becomes an important contributing factor to how and why people purchase 

gifts may be different for people with distinct personal values. In this study, we expect that 

people who place a high value on security, warm relationship with others, sense of belonging, 

and being well respected will reflect a positive relationship with self-identity toward others. 

On the other hand, people who place a high value on sense of accomplishment and excitement 

are expected to reflect a negative relationship with self-identity toward others. As shown in 

Table 4.10 below, our expectations that people who place high values on security, warm 

relationship with others, and being well respected will reflect positive relationships toward 

self-identity toward others were confirmed. These findings are reasonable, as these types of 

people certainly would like to get along well with others and to receive support from them. 
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For instance, people who value being well respected would like to gain respect from others, 

so they seek to make others feel positive toward them. However, the unexpected negative 

relationship between the values of sense of belonging and self-identity toward others can be 

explained by the characteristics of such people. Those individuals who value sense of 

belonging tend to strive to be a part of a group or to be accepted by others in order to avoid 

feelings of alienation. This is because they cannot get along well with other people. In other 

words, they have a problem of social adaptation, which comes from their lack of self-identity 

toward others. Additionally, Kahle (1983) pointed out that the person who values sense of 

belonging are not clear about their own self-identity, which leads them to be low in self-

esteem. Therefore, this may be the reason why sense of belonging showed a negative 

relationship with both self-identity toward others and self-identity toward self (discussed in 

the next section) whereas, normally, we would expect people to reflect a positive relationship 

with either self-identity toward others or self-identity toward self and negative to the other. 

However, some people may have a combination of both identities, which leads to a positive 

relationship for both self-identity toward others and self-identity toward self. The fact that 

people who place high values on sense of accomplishment and excitement do not reflect any 

significant relationship to the value of self-identity toward others is logical, considering that 

both of them are included in the external source of control values (see table 2.2), so they focus 

on themself more than others.  
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Table 4.10: Summary of Relationship between PVs and Self-Identity toward Others 

PVs GGB Standardised Loading P-Values 

Security Self-Identity toward Others  .139 .007** 

Warm Relationship with Others Self-Identity toward Others  .491 *** 

Sense of Accomplishment Self-Identity toward Others  -.024 .669 

 Sense of Belonging Self-Identity toward Others  -.161 .008** 

Being Well Respected Self-Identity toward Others  .290 *** 

 Excitement Self-Identity toward Others  .061 .214 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, t Sig. at P<.10 

 

4.4.6 THE RELATIONSHIP BETWEEN PVS AND SELF-IDENTITY TOWARD SELF 

The value of self-identity toward self, which suggests characteristics of egocentricity, 

pretentiousness, and showing-off can imply that a person does not care about getting along 

with others or reflect any substantial capacity for social adaptation. Therefore, this type of 

giver reflects a tendency to primarily consider their own needs or preferences when selecting 

a gift. However, the extent to which self-identity toward self becomes an important 

contributing factor to how and why people purchase gifts could be different for people with 

distinct personal values. In this study, we expect that people who place high values on sense 

of accomplishment and excitement will reflect positive relationships with self-identity toward 

self. In contrast, we expect that people who place high values on security, warm relationship 

with others, sense of belonging, and being well-respected should reflect a negative 

relationship with self-identity toward self. As shown in table 4.11 below, it was found that 

people with high values on excitement reflect a positive relationship with self-identity toward 

self because they value internal control and focus only on themself. On the other hand, people 

who place high values on warm relationship with others and being well respected reflect a 
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negative relationship with self-identity toward self. These findings are reasonable as these 

types of people are certainly opposite in character to those who value self-identity toward self, 

as their focus is on others to fulfil their aims, such as having a warm relationship or being 

respected by others. However, the fact that security, sense of accomplishment, and sense of 

belonging do not reflect any significant relationship with self-identity toward self may be 

because most people might feel uncomfortable or find it hard to admit that they have 

egocentric or pretentious characteristics that are common to the value of self-identity toward 

self.  

Table 4.11: Summary of Relationship between PVs and Self-Identity toward Self 

PVs GGB Standardised Loading P-Values 

Security Self-Identity toward Self  -.006 .923 

Warm Relationship with Others Self-Identity toward Self  -.291 *** 

Sense of Accomplishment Self-Identity toward Self  .056 .403 

 Sense of Belonging Self-Identity toward Self  -.010 .890 

Being Well Respected Self-Identity toward Self  -.200 .003* 

 Excitement Self-Identity toward Self  .335 *** 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, tSig. at P<.10 

 

4.4.7 THE RELATIONSHIP BETWEEN PVS AND PURCHASE-DECISION 

INVOLVEMENT 

The value of purchase-decision involvement reflects the extent of time and effort involved in 

the giver making decisions when purchasing a gift. The giver generally engages in high 

involvement when purchasing a gift (Belk & Coon, 1993; Heeler et al., 1979). However, the 

extent to which purchase-decision involvement becomes an important contributing factor to 
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how and why people purchase gifts could be different for people with distinct personal values. 

In our study, we expect that people who place high values on security, warm relationship with 

others, sense of belonging, sense of accomplishment, being well respected, and excitement 

will reflect a positive relationship with purchase-decision involvement. As shown in Table 

4.12 below, it was found that people who place high values on sense of belonging and 

excitement reflect a positive relationship with purchase-decision involvement. The sense of 

belonging value shows a positive relationship with purchase-decision involvement because, as 

expected, such people like to belong to the group or to be accepted by others. As a result, they 

tend to be more involved when purchasing a gift in order to select the most appropriate gift 

for the recipient. However, the excitement value illustrates an unexpected result due to the 

context of the intangible experience of the gift. When delivering the experience gift, the giver 

is involved as a co-participant (Clarke, 2007b, 2008), which encourages them to anticipate the 

recipient‟s response, so it is fun and an exciting challenge as to whether they can choose the 

right restaurant or not, as mentioned in the study of Clarke (2008). The fact that the security, 

warm relationship with others, sense of accomplishment, and being well respected values do 

not have any significant relationship with purchase-decision involvement is logical 

considering that they give the gift to the recipient who is close to them, so they already know 

what their guest might want. Consequently, they have no need to involve a lot of time and 

effort in purchasing a gift.     

Table 4.12: Summary of Relationship between PVs and Purchase-Decision Involvement 

PVs GGB Standardised Loading P-Values 

Security Purchase-Decision Involvement  .080 .168 

Warm Relationship with Others Purchase-Decision Involvement  -.025 .659 

Sense of Accomplishment Purchase-Decision Involvement -.010 .872 
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 Sense of Belonging Purchase-Decision Involvement  .184 .008** 

Being Well Respected Purchase-Decision Involvement  .099 .123 

Excitement Purchase-Decision Involvement  .142 .011* 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, t Sig. at P<.10 

 

4.4.8 THE RELATIONSHIP BETWEEN PVS AND SYMBOLIC OF GIFT 

The value of symbolic of gift can be seen in terms of the information or message carried by 

gifts from givers to recipients, such as personality, status, and/or feeling. A gift is generally 

given in order to symbolise such a message or information (Belk, 1979). However, the extent 

to which the symbolic of gift value becomes an important contributing factor to how and why 

people purchase gifts could be different for people who hold distinct personal values. In this 

study, we expect that people who place high values on security, warm relationship with 

others, sense of belonging, being well-respected, sense of accomplishment, and excitement 

will reflect a positive relationship with symbolic of gift. As shown in table 4.13 below, it was 

found that people who place high values on sense of belonging and excitement reflect a 

positive relationship with symbolic of gift. Similar to purchase-decision involvement, the 

sense of belonging value reflects a positive relationship with symbolic of gift because the 

individual seeks to belong to the group or to be accepted by others by finding a gift the 

recipient will appreciate. The excitement value produces results that are opposite to our 

expectations for the same reason as occurred in relation to purchase-decision involvement; 

that is, because of the context of the gift as intangible experience. Such people would like to 

feel excited by the recipients‟ responses when presenting the gift and to experience the “fun of 

anticipating what the recipient‟s reaction are” (Clarke, 2008, p. 379). It might be expected by 

the giver who places a high value on excitement that the recipient may be surprised or excited 
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when seeing the gift, which reflects positively on the giver‟s personality or status. The fact 

that the values of security, warm relationship with others, sense of accomplishment, and being 

well respected do not reflect any significant relationship with symbolic of gift is logical 

considering that, similar to the case of purchase-decision involvement, the individual gives a 

gift to a recipient who is close to them, so they already know each other very well. 

Consequently, they have no need to interpret any information or message from the gifts.     

Table 4.13: Summary of Relationship between PVs and Symbolic of Gift 

PVs GGB Standardised Loading P-Values 

Security Symbolic of Gift  .080 .176 

Warm Relationship with Others Symbolic of Gift  -.041 .473 

Sense of Accomplishment Symbolic of Gift  -.099 .126 

 Sense of Belonging Symbolic of Gift  .188 .008** 

Being Well Respected Symbolic of Gift  .097 .136 

Excitement Symbolic of Gift  .202 *** 

***Sig. at P<.001, **Sig. at P<.01,*Sig. at P<.05, t Sig. at P<.10 

 

4.5 CONCLUSION 

Data analysis with three research techniques was illustrated in this chapter.  Exploratory 

factor analysis (EFA) was applied at the beginning to identify and to confirm the proposed 

constructs of GGB. The next step of confirmatory factor analysis (CFA) was used to confirm 

and to identify the problematic parameters in the PVs and GGB constructs. Adjustment of the 

models was applied when it was required. Finally, Structural Equation Modelling (SEM) was 

utilised to test the proposed conceptual framework. The model revealed fairly good results 

that provided substantial findings between GGB dimensions with each PV. 
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Chapter 5  

CONCLUSION AND FUTURE RESEARCH 

 

This chapter includes a summary and discussion of the contributions of the thesis. The 

theoretical and managerial contributions of the study are outlined prior to making 

recommendations for future research and highlighting the limitations of this study.  

 

5.1 SUMMARY OF THE FINDINGS 

5.1.1 DIMENSION OF GGB CONSTRUCT 

As explained in Chapter 2, deriving from the extensive literature on GGB and TPB, the 

researcher proposed nine possible dimensions that combine as the GGB construct. They were 

attitude toward behaviour, subjective norms, perceived behavioural control, self-identity, 

anticipated emotion, gift-selection effort, information searching, intensity of intention, and 

motivation of GGB. The results from exploratory factor analysis (EFA) and confirmatory 

factor analysis (CFA) provided evidence that was partially supportive of the proposed GGB 

construct. Five dimensions were fully supported: attitude toward behaviour, subjective norm, 

perceived behavioural control, self-identity and anticipated emotion. However, based on 

factor analysis results: self-identity was divided into self-identity toward other and self-

identity toward self; gift-selection effort and information searching were combined as 

purchase-decision involvement; and the last two factors – intensity of intention and motivation 

of GGB – were restructured as self-experienced motivation and symbolic of gift. The self-

experienced motivation dimension was eliminated in the CFA stage.  Ultimately, the GGB 

construct consisted of eight components: attitude toward behaviour, subjective norms, 
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perceived behavioural control, self-identity toward self, self-identity toward others, 

anticipated emotion, purchase-decision involvement, and symbolic of gift. The development 

of the proposed GGB construct is illustrated in figure 5.1. 

 

                  (a)                     (b)                           (c)                    

 

 

 

 

 

 

 

 

 

Figure 5.1: Development of Proposed GGB Construct 

5.1.2 DIMENSION OF PVS CONSTRUCT 

Due to the second research objective, which is to examine the relationship between the 

components of the GGB construct and PVs as antecedents of GGB, two constructs were 

combined in the conceptual framework. The first construct is the GGB construct, which was 

specified and refined using EFA and CFA (see Figure 12). The second construct is the PVs 

construct, which was retrieved from Kahle‟s (1983) well-established List of Values (LOV) 

scale for which the process of EFA was therefore not required. The original LOV scales 

consisted of nine values: self-respect, security, warm relationship with others, sense of 

accomplishment, self-fulfilment, sense of belonging, being well-respected, fun and enjoyment 

Original GGB Construct 

-Attitude toward Behaviour  

-Subjective Norm 

-Perceived Behavioural Control 

-Anticipated emotion 

-Self-Identity 

-Gift selection Effort 

-Information Searching 

-Intensity of Intention 

- Motivation of GGB 

GGB Construct by EFA 

-Attitude toward Behaviour  

-Subjective Norm  

-Perceived Behavioural Control 

-Anticipated emotion 

-Self-Identity toward Other 

-Self-Identity toward Self 

-Purchase Decision Involvement 

-Symbolic of gift 

-Self-Experienced Motivation  

 

GGB Construct by CFA 

-Attitude toward Behaviour 

-Subjective Norm 

-Perceived Behavioural Control 

-Anticipated emotion 

-Self-Identity toward Other  

-Self-Identity toward Self 

-Purchase Decision Involvement 

-Symbolic of gift 
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in life, and excitement. Based on the findings from subjection to CFA, the self-respect, self-

fulfilment, and fun and enjoyment in life values were excluded. The PVs construct is based on 

the six remaining PVs: security, warm relation with others, sense of accomplishment, sense of 

belonging, being well-respected, and excitement. The development of the proposed PVs 

construct is illustrated in figure 5.2.  

                    (a)                                  (b) 

 

 

 

 

 

 

 

 

 

Figure 5.2: Development of Proposed PVs Construct 

5.1.3 THE RELATIONSHIPS BETWEEN PVS AND GGB CONSTRUCT  

The relationships between the six PVs and eight dimensions of the GGB construct were 

examined. The results indicate that certain values influence certain dimensions of the GGB 

construct. The following sections document some insights into the linkages between each PV 

and each dimension of the GGB construct. 

 

 

Original PV Construct 

-Self-Respect  

-Security  

-Warm Relationship with Others 

-Sense of Accomplishment  

-Self-Fulfilment 

-Sense of Belonging 

-Being Well Respected 

-Fun and Enjoyment in life 

-Excitement 

PV Construct by CFA 

-Security  

-Warm Relationship with Others  

-Sense of Accomplishment 

-Sense of Belonging  

-Being Well Respected  

-Excitement  
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5.1.3.1 PVS AND ATTITUDE TOWARD BEHAVIOUR 

Firstly, a significant relationship was discovered between attitude toward behaviour and the 

two PVs of warm relationship with others and excitement. Even though both PVs are 

considered in terms of internal control, the warm relationship with others can be seen as 

partly affected by factors of external control as this value focuses on interpersonal fulfilment 

in that the feelings of others to some extent influence the warm relationship with others.  

People who value warm relationship with others have a positive attitude toward behaviour 

because they would like to establish and maintain relationships with others. On the other 

hand, people who value excitement perceive a positive attitude toward behaviour because 

they seek excitement from GGB.  

5.1.3.2 PVS AND SUBJECTIVE NORM 

Subjective norm is not important for almost all PVs. In GGB, subjective norm can be 

understood as a social force or the need for social approval that determines the selection of the 

gift, which clearly plays a crucial role in many contexts of GGB. However, given the context 

of this study in that we only focus on giving gift to close relatives, the role of subjective norm 

may be considered as less significant. This is reflected in our findings in that only the 

relationship between excitement value and subjective norm was found to be significant. This 

merely means that a person who scores high on excitement value consider subjective norm as 

an important factor when selecting gift for close relatives.  

5.1.3.3 PVS AND ANTICIPATE EMOTION 

In contrast to the case with subjective norm, the dimension of anticipate emotion seems to 

play an important role of approval in GGB in the context of a close relationship. Almost all 
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people perceive the importance of anticipate emotion for GGB, so it may apply to those 

people who give gifts mostly require the approval from the recipient. To get such approval, 

the giver establishes a positive expectation from such GGB and anticipates the recipient‟s 

positive emotion. At the time of gift delivery, the recipient will show emotion that signifies 

either approval or disapproval of the selected gift. For example, if the emotion expressed by 

the recipient is relatively similar to the anticipated emotion, the giver will experience a sense 

of approval. Therefore, in this context, anticipate emotion is a very important dimension of 

GGB due to the role of approval. The fact that the sense of belonging is the only PV that 

showed an insignificant relationship with anticipated emotion can be explained in terms of the 

extremely low level of self-confidence experienced by the person who values sense of 

belonging, which is also the case in relation to perceived behavioural control.    

5.1.3.4 PVS AND PERCEIVED BEHAVIOURAL CONTROL 

Another important dimension of GGB with which almost all PVs are in a positive relationship 

is perceived behavioural control. It can be implied that, in order to perform GGB, people 

should believe that they have control over their lives, resulting in self-confidence in their 

behaviour. It is reasonable to assume that it is significantly easier and more manageable to 

select a gift for a person who is in a close relationship, such as a close friend or family 

member. This is the reason why almost all PVs have a significant relationship with perceived 

behavioural control. However, similar to the case of anticipate emotion, the sense of 

belonging does not have a significant relationship with perceived behavioural control because 

such people have low self-esteem and feel no control in their own lives, so they could not 

experience any perceived behavioural control.  

5.1.3.5 PVS AND SELF-IDENTITY 
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Self-identity toward both self and others also shares an important role in the GGB construct. 

Whereas self-identity toward self reflects the relationship with all PVs that is expected, self-

identity toward others displayed a surprising outcome. The negative relationship between self-

identity toward others and the sense of belonging can be explained in terms of the 

characteristic of sense of belonging. The person who places a high value on sense of 

belonging usually encounters difficulties in getting along with others, so they lack of sense of 

belonging and desire to belong. Accordingly, it is implied that the lack of self-identity toward 

others of people who value a sense of belonging reflects the difficulties they have in being 

accepted in society.   

5.1.3.6 PVS WITH PURCHASE-DECISION INVOLVEMENT AND SYMBOLIC OF GIFT 

Finally, the last two dimensions of the GGB construct, purchase-decision involvement and 

symbolic of gift, share an unexpected relationship with the value of excitement. It was 

expected that a person who places high value on excitement has a negative relationship with 

both purchase-decision involvement and symbolic of gift. However, analysis of the excitement 

value produced an unexpected result, which might result from the specific characteristics of 

this type of value. People who emphasise this value would like to experience the excitement 

of the recipient on receiving a gift, so they engage in GGB with the objective of choosing a 

gift that is most likely to contribute to feelings of excitement for the recipient; in turn, the 

giver receives fulfilment by achieving the objective of experiencing this feeling of excitement 

produced by the recipient. However, due to the context of GGB in a close relationship that is 

analysed in this research, the givers can avoid some special considerations such as 

involvement and symbolic attachment because they already know each other very well. That 

is why only two relationships displayed significant relationships for both dimensions. 

 



Chapter 5: Conclusion and Future Research 

117 

 

5.1.4 INTEGRATION VARIABLES ACROSS TWO CONSTRUCTS 

 

The summary of results from analysis of the relationship between the two constructs is 

provided in Table 5.1. 

 

Table 5.1 Integration of relationship between PVs and GGB construct 

  PERSONAL VALUES 

  SC WR SA SB BR EC 

G
G

B
 C

O
N

S
T

R
U

C
T

 AB  *    *** 

SN      * 

PBC 
t 

** *  
t 

*** 

AE *** *** *  * *** 

SIO ** ***  ** ***  

SIS  ***   ** *** 

PDI    **  * 

SG    **  *** 

*** P<.001, ** P<.01,* P<.05, t  P<.10 

 

Key for GGB: AB=Attitude toward Behaviour, SN=Subjective Norms, PBC=Perceived Behavioural 

Control, SIS=Self-Identity toward Self, SIO=Self-Identity toward Others, AE=Anticipated Emotion, 

PDI=Purchase-Decision Involvement and SG=symbolic of gift 

Key for PVs: SC=Security, WR=Warm Relationship with Others, SA=Sense of accomplishment, 

SB=Sense of Belonging, BR=Being Well Respected and EC=Excitement. 

 

The first primarily conclusion from Table 5.1 is that Excitement (EC) reflects the highest 

number of significant relationships while Sense of Accomplishment (SA) relates to the 

lowest. People who hold EC as their main value tend to actively engage in GGB because they 

tend to consider more dimensions when performing GGB, which is opposite to people who 

hold SA. Inn terms of the EC characteristic, GGB might be perceived as one of enjoyable and 

exciting behaviour because the individual who rates EC highly prefers to spend time in 

enjoyable and exciting activities more than others (Kahle, 1983), so people who hold EC 

value seem to strive for this behaviour. It is worth noting that in previous studies (Beatty et 

al., 1991; Beatty et al., 1993; Beatty et al., 1996), the EC value was underrepresented for two 
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reasons: it was either included with Fun and Enjoyment (FE) or, in some studies, this 

combination was eliminated from analysis altogether because of too few respondents.   

 

On the other hand, the SA characteristic is a „male-oriented‟ goal that represents a devotion of 

more time to accomplishing „career-oriented‟ tasks (Kahle, 1983), so GGB might not be 

considered an important activity for this kind of person (Fischer & Arnold, 1990). In contrast, 

GGB has been perceived as a female task (Caplow, 1982; Saad & Gill, 2003; Sherry & 

McGrath, 1989), so males are traditionally less involved in this kind of activity. Thus SA 

might be the PV that involves GGB the least. The only reason when the SA value relates to 

GGB might be seen as an obligatory occasion, when it is necessary to give gifts. That is 

reflected in the absence of Attitude toward Behaviour (AB).  

 

Secondly, although Warm Relationship with Others (WR) represented the second highest 

significant relationship after the EC value, it still can confirm the previous studies that people 

who hold the WR value have a strong preference for involvement in GGB (Beatty et al., 1991; 

Beatty et al., 1993; Beatty et al., 1996).  Supported by Kahle (1983) is the notion that the WR 

value involves a great deal of mutual give and take as well as sensitivity to others‟ feelings, so 

people who hold this value have a strong desire for involvement in interpersonal activity such 

as GGB.  

 

Interestingly, people who hold the Being Well-Respected (BR) value displayed the same 

significant relationships as those who valued WR, except in regard to Attitude toward 

Behaviour (AB), which means that the BR value may also reflect involvement with GGB to 

similar levels as those with the WR value, even if their attitude indicates the opposite. This 

group of values reflect a desire to be respected or approved by others, so GGB is a tool to 
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establish such respect or approval for them. They did not attach any specific attitude when 

performing GGB, so that is the reason why the BR value did not have a significant 

relationship with the AB construct. It is interesting to note whether this group of respondents 

prefer choosing a utilitarian or expressive gift compared to those who value WR. The GGB 

literature (Johnson, 1974; Wagner et al., 1990; Wolfinbarger, 1990) indicates there is a 

likelihood that utilitarian gifts will be chosen by this group because it does not contain any 

personal feeling. Besides, due to the lack of AB, the GGB for this group might occur only in 

response to the occasion mode or, in other words, under obligatory motivations. 

 

Similar to the BR value, the people who hold the Security (SC) value also show high 

involvement with GGB in order to feel secure within society. Proponents of this can be seen 

as the significant relationships in same categories of the BR such as PBC, AE, and SI. Due to 

an absence of the AB construct, they give gifts based on traditional, ritual or common practice 

in order to feel secure in their place within society.  

 

Finally, the people who hold the Sense of Belonging (SB) value differ significantly from 

those in other categories. Normally, all kinds of PVs illustrated a significant relationship with 

PBC and AE, which can be seen as fundamental criteria that are considered when performing 

GGB; however, these two criteria were absent from people who hold the BR value. Instead, 

the other two criteria, PDI and SG, which are rarely considered important by almost all other 

value groups, play a significant role in the BR value. This might stem from the attempt to 

belong to a particular group in society, so the SB group try to please other people through 

GGB. This can be reflected in the significant relationship with both Purchase-Decision 

Involvement (PDI) and Symbolic of Gift (SG). The SB group put a lot of effort into searching 

information and interprets the meaning of the gift in their giving behaviour. However, similar 
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to the BR, SC and SA groups, the SB group perceive GGB as a tool for them to receive some 

sense of belonging in return for their GGB, which is the reason why the AB value is absent 

from this group as well. 

 

All in all, with the exception of SA and SB values, all PVs have a significant relationship with 

PBC, AE and SI.  This may be evident in such circumstances when an individual is going to 

give a gift, the primary matter which concerns them are their own resources, self-identity, and 

the recipient‟s emotion.  

The SA value is not related to SI because the SA group might not concentrate on this activity. 

They might assign others to give a gift on their behalf because they are not concerned with 

self-identity in GGB. The SB group is not concerned about PBC and AE because they only 

concentrate on pleasing a recipient without concern for their own resources or the recipient‟s 

emotion. Instead they devote themselves to purchase-decision involvement and the symbolic 

importance of the gift in order to represent their effort and caring about the meaning of the 

gift. The SB group expect that the recipient can see this effort and provide the social 

acceptance to which they aspire. Kahle (1983) supported this interpretation that the SB group 

seem to have the lowest self-esteem in that they are so driven to be part of a group or affiliate 

with others.    

 

5.2 THEORETICAL CONTRIBUTION 

 

As outlined in the previous section, only the WR and EC values illustrated a significant 

relationship with AB, so it might be concluded that it is only individuals who hold these two 

PVs that apply their real desire when performing GGB. In other words, only individuals from 

the WR and EC groups apply voluntary motivation when they give a gift. Based on this 
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conclusion, we propose that AB can be used to predict motivation to give a gift, whether 

voluntary or obligatory (Goodwin et al., 1990). Furthermore it seems that SN should be 

utilised as another predictor of motivation to give a gift as well because it shows the force 

from other people in order to perform GGB. Thus it can indicate the level of obligatory 

perceived by individual. However, due to the specific context of this study of gift-giving in a 

close relationship, SN might not play a significant role for this situation. Nonetheless, the 

direction of effect between AB and SN should be opposite in order to identify voluntary or 

obligatory motivation. For example, if any PV has positive AB, it should have negative SN in 

order to apply purely voluntary motivation. In contrast, negative AB and positive SN should 

represent obligatory motivation. In some situations, AB and SN can be both positive, which 

represents the mixture of voluntary and obligatory motivation. Therefore, future study should 

examine whether SN can be used with AB in order to predict the motivation to give a gift and 

whether the relationship between AB and SN can predict the motivation to give a gift.  

 

Similarly, SIO and SIS can be used to predict the altruistic or agonistic motivation to select a 

gift (Sherry, 1983). The person who has SIO tends to consider other people more than the 

person who has SIS. Thus their motivation when selecting a gift seems to be more altruistic 

than agonistic. On the other hand, the person who has SIS is more likely to agonistically 

select a gift according to their own preference rather than that of the recipient. In other words, 

if a person perceives their self-identity in relation to others (+SIO) more than toward self (-

SIS), that person demonstrates altruistic motivation. In contrast, if a person perceives their 

self-identity predominantly in relation to self (+SIS) rather than others (-SIO), that person 

would be more likely to be driven by agonistic motivation. From this study we conclude that, 

when selecting a gift, the SC and SB values that showed a significant relationship with SIO 

are more likely to reflect altruistic motivations whereas the EC value, which showed a 
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significant relationship with SIS is more likely to reflect agonistic motivations. The WR and 

BR values, which illustrated a significant relationship with both SIO and SIS can be seen as 

utilising combination of both motivations. 

 

All in all, certain PVs can lead to certain „motivations to give gifts‟ and „motivations to select 

gifts‟. The findings of this thesis show that the SC and BR values demonstrate altruistic 

motivations. This might be explained by the fact that they are both external sources of control 

values, so they consider the recipient‟s interests in order to please their recipient and receive a 

sense of security and respect in return. Although both WR and EC values reflect voluntary 

motivations, the WR value led to altruistic while the EC value led to agonistic motivations. 

The SA value did not involve any motivation at all. The SB value displayed only non-

altruistic motivation. Finally, the EC value reflected both voluntary and obligatory 

motivations. Therefore, we can conclude that each PV can lead to different motivation to give 

and select a gift. In addition, the voluntary motivation to give a gift can lead to both altruistic 

and agonistic motivations to select a gift, which is supported by the study undertaken by Park 

(1998). 

5.3 MANAGERIAL IMPLICATIONS  

PVs has been proposed by number of researchers as a powerful segmenting tool for marketers 

(Bjerke, Gopalakrishma, & Sandler, 2005; Boote, 1981; Kamakura & Novak, 1992). In the 

old paradigm, socio-demographic factors such as gender, age, education and income were 

used merely as a tool for segmentation. However, in the new paradigm in which the 

consumers and the environment surrounding them have changed dramatically over a short 

period of time, the traditional way such as socio-demographic segmentation might not be able 

to cope with such a change. The global village concept is the biggest change in the marketing 
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environment which can lead to emerging the global consumers (Keillor, D'Amico, & Horton, 

2001). With the increase of online marketing, firms are required to assess the common factors 

of influence that can reach target consumers regardless of cultural differences. As a 

consequence, some researchers have attempted to invent alternative segmentation tools for 

this new era market. Therefore, in this dynamic market context, the PVs which originate from 

an enduring belief inside the human mind and cannot be easily changed within a short period 

of time seem to provide a viable alternative means of segmentation that provide more 

reliability in the long term.  

 

In addition to segmenting the target market, PVs can also be engaged in other marketing 

activities such as media and promotional event selection. PVs segmentation is included as one 

of the psychographic tools of segmentation (Tynan & Drayton, 1987). Since psychographic 

segmentation focuses on lifestyle, activities, interests, opinions, needs, and values (Tynan & 

Drayton, 1987), so the implication for marketing communication is directly relevant. 

Marketing managers are able to plan media exposure and promotional events more precisely 

and effectively when applying psychographic segmentation. For example, as found in the US 

study by Beatty et al. (1985), certain values dictated certain media preferences, leisure 

activities, and some behaviour such as GGB. Therefore the advantage of PVs segmentation as 

a means of psychographic segmentation is clearly a convenient tool for generating a 

successful marketing communication plan. From our findings in this study, we can draw a 

summary of relationships between each PV and the various dimensions of the GGB construct 

and restaurant preference, as outlined in Table 5.2. 
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Table 5.2: Summary of PVs, GGB and Restaurant Preference 

PV Corresponding GGB Dimension  Restaurant Preference 

Security (SC) -Perceived Behavioural Control (+PBC) 

-Anticipated Emotion (+AE) 

-Self-Identity toward Others (+SIO) 

Individuals with dominant SC 

values... 

-believed they can select the 

proper restaurant choice for their 

guest. 

-expected the guest will be 

perceived a positive feeling from 

this hosting dinner. 

-tended to select the restaurant 

which their guest preferred.  

Warm Relationship with 

Others (WR) 

-Attitude toward Behaviour (+AB) 

-Perceived Behavioural Control (+PBC) 

-Anticipated Emotion (+AE) 

-Self-Identity toward Others (+SIO) 

-Self-Identity toward Self (-SIS) 

Individuals with dominant WR 

values... 

-enjoyed selecting a restaurant 

for hosting a dinner. 

-believed they can select the 

proper restaurant choice for their 

guest. 

-expected the guest will be 

perceived a positive feeling from 

this hosting dinner. 

-tended to select the restaurant 

which is the most favourite of 

their guest only. 

-seemed not to select the 

restaurant from merely their 

preference. 

Sense of 

Accomplishment (SA) 

-Perceived Behavioural Control (+PBC) 

-Anticipated Emotion (+AE) 

Individuals with dominant SA 

values... 

-believed they can select the 

proper restaurant choice for their 

guest. 

-expected the guest will be 

perceived a positive feeling from 

this hosting dinner. 

Sense of Belonging (SB) -Self-Identity toward Others (-SIO) 

-Purchase-Decision Involvement (+PDI) 

-Symbolic of Gift (+SG) 

Individuals with dominant SB 

values... 

-seemed not to select the 

restaurant which they preferred. 

-devoted their time for searching 

and screening a lot of 

information about restaurant 

before choosing the appropriate 

restaurant. 

-tended to consider about 

meaning of restaurant such as 

personality and status when 

selecting a restaurant for their 

guest.  
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Being Well Respected 

(BR) 

-Perceived Behavioural Control (+PBC) 

-Anticipated Emotion (+AE) 

-Self-Identity toward Others (+SIO) 

-Self-Identity toward Self (-SIS) 

Individuals with dominant BR 

values... 

-believed they can select the 

proper restaurant choice for their 

guest. 

-expected the guest will be 

perceived a positive feeling from 

this hosting dinner. 

-tended to select the restaurant 

which is the most favourite of 

their guest only. 

-seemed not to select the 

restaurant from merely their 

preference. 

Excitement (EC) -Attitude toward Behaviour (+AB) 

-Subjective Norms (+SN) 

-Perceived Behavioural Control (+PBC) 

-Anticipated Emotion (+AE) 

-Self-Identity toward Self (+SIS) 

-Purchase-Decision Involvement (+PDI) 

-Symbolic of Gift (+SG) 

Individuals with dominant EC 

values... 

-enjoyed selecting a restaurant 

for hosting a dinner. 

-considered opinion from others 

in order to select a proper 

restaurant. 

-believed they can select the 

proper restaurant choice for their 

guest. 

-expected the guest will be 

perceived a positive feeling from 

this hosting dinner. 

-tended to select the restaurant 

which was aligned to their 

preference. 

-devoted their time for searching 

and screening a lot of 

information about restaurant 

before choosing the appropriate 

restaurant. 

-tended to consider about 

meaning of restaurant such as 

personality and status when 

selecting a restaurant for their 

guest. 

-Also it is possible that the 

selected restaurant might be the 

most popular restaurant in the 

town or „talk of the town‟ in 

order to perceive feeling of 

excitement.  
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5.4 LIMITATIONS AND FUTURE RESEARCH 

Like other exploratory survey-based studies, this study contains a numbers of limitations. The 

first and the most important limitation is that the lack of well-defined GGB measurement 

scales from the extant literature (Beatty, Yoon, Grunert, & Helgeson, 1996; Larsen & Watson, 

2001) might limit the efficacy of the model. In particular, the GGB construct has not been 

explored, so the scales had to be developed from related research literature, such as TPB. 

Consequently, due to the conceptual compatibility between GGB and TPB, the practical 

compatibility might need to be validated.  Second, the use of convenience sampling may lead 

to sample bias, which prompts caution in generalising of the result to the wider population. 

Third, the generalisation of the model might be limited because this study examined a specific 

context: the occasion-hosting dinner; the intangible gift-dinner at a restaurant; and the giver 

and recipient nexus in close relationships. Specifically, this study was conducted within 

Australia, so the generalisation of the results may be limited to Australian cultural contexts. 

GGB may differ from country to country because of cultural influences (Beatty, Kahle, & 

Homer, 1991; Beatty, Kahle, Utsey, & Keown, 1993; Beatty et al., 1996; Fischer & Arnold, 

1990). In particular, social norms or rituals such as the norm of „hosting dinner at a restaurant‟ 

might be interpreted differently from country to country. In some countries, the norm may be 

to host such a dinner at home rather than a restaurant. In addition, the hosting dinner might 

not be seen as a gift but merely as an ordinary social event in some countries. Nevertheless, 

the results from this study can be reasonably expected to be consistent with GGB in any 

Western country due to the European-dominated settlement pattern in Australia (ABS, 2009).   

Therefore, to validate this model, further research in other GGB contexts and countries is 

required. 

Additionally, Reynold and Jolly (1980) pointed out that the PVs obtained from Likert Scales 

showed lower reliability than those obtained by the ranking or paired comparison approach. 
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However, although the PVs used in this study were assessed with Likert scales, the reliability 

of the PVs construct was extremely high (as shown in CR values in table 4.3).  Lastly, since 

the purpose of this study is to identify the GGB construct and examine the relationship 

between PVs and the GGB construct, a number of variables, such as moderator or mediator, 

should be included for further testing in this model. 

5.5 CONCLUDING COMMENT 

The primary aim of this study was to develop and validate the GGB construct. Through 

rigorous explorative and confirmatory approaches, a multi-dimensional GGB construct was 

successfully developed with the following dimensions: attitude toward behaviour, subjective 

norm, perceived behavioural control, anticipated emotion, self-identity toward others, self-

identity toward self, purchase-decision involvement, and symbolic of gift. This study also 

explored the relationship between personal values and the GGB construct. Analysis of 

structural model of such relationships demonstrates that a variety of different relationships 

exist between each of the dimensions of PVs and each of the dimensions of GGB. This newly 

developed GGB construct will assist researchers in better understanding the behaviour of 

consumers when purchasing gifts. Marketers will also benefit from the insights that such a 

multi-dimensional model can provide when formulating their marketing strategies to better 

attract consumers who are selecting and purchasing gifts for close friends and relatives.  
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HOW CONSUMERS CHOOSE  

A RESTAURANT FOR HOSTING DINNER 
  

 

Explanatory Statement 
 

 
My name is Anny Peeraya Lekkumporn and I am conducting a research project towards a Doctorate of 
Business Administration (DBA) at Monash University with Dr. Yelena Tsarenko, a senior lecturer in the 

Department of Marketing, Faculty of Business and Economics, Monash University. I will be producing a 

thesis which is the equivalent of a 60,000 page book. 
 

The aim of this project is to specify all influential dimensions of Gift-Giving Behaviour in the context of 

choosing a restaurant for hosting dinner and to examine how personal values determine each dimension of 

Gift-Giving Behaviour. 
 

The web-based questionnaire may take time approximately between 20-30 minutes to complete. 

 
Participating in this study is completely voluntary-you are under no obligation to consent to participation. If 

you do decide to participate, you may withdraw at any stage. 

 
The data which is collected in this survey is confidential. Storage of the data collected will adhere to 

university regulation and will be kept secure on university premises on a PC for 5 years. A report of the 

study may be submitted for publication, but individual participants will not be identifiable in such a report. 

 
If you would like to be informed of the aggregate research finding, please contact: 

 

Anny Peeraya Lekkumporn, DBA Candidate 
Faculty of Business and Economics 

Department of Marketing 

Building S, Caulfield 

Tel: +61 3 990 31243 
Email: Peeraya.Lekkumporn@Buseco.Monash.edu.au 

 

If you would like to contact the researchers about any aspect of this study, please contact the chief 
investigator: 

 

Dr.Yelena Tsarenko, Senior Lecturer 
Faculty of Business and Economics 

Department of Marketing 

Building S, Caulfield 

Tel: +61 3 990 32354 
Email: Yelena.Tsarenko@Buseco.Monash.edu.au 

 

If you have a complaint concerning the manner in which this research is being conducted, please contact: 
 

Human Ethics Officer Standing Committee on Ethics in Research Involving Humans (SCERH) 

Building 3D, Research Office 
Monash University VIC 3800 

Tel: +61 3 990 52052 Fax: +61 3 990 51420 

Email: SCERH@Adm.Monash.edu.au 

 

mailto:Peeraya.Lekkumporn@Buseco.Monash.edu.au
mailto:Yelena.Tsarenko@Buseco.Monash.edu.au
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HOW CONSUMERS CHOOSE  

A RESTAURANT FOR HOSTING DINNER 

 

(SCREENING QUESTION) 

 

1. What is your employment status? 

       

     Full-time 

     Part-time 

     Casual 

     Student 

     Unemployed 

     Independent income 

 

 

(If the respondents choose “Student” or “Unemployed”, they are terminated from this survey)  
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HOW CONSUMERS CHOOSE  

A RESTAURANT FOR HOSTING DINNER 

 

When responding to the following questions, please imagine yourself in the following situation. 

 

Situation: A person who has close relationship with you (a family member or close friend) is 

visiting from interstate. You are planning to take him/her out for dinner during his/her visit and thus 

you will need to select a restaurant for hosting this dinner. As a host, you will be responsible for all 

expenses of this dinner including transportation. 

 

PART 1 

 

This section aims to apprehend the process you go though when choosing a restaurant for hosting 

dinner. 

 

Section 1: 

 

1. How do you feel about choosing a restaurant for hosting dinner? 

Unhappy   1 2 3 4 5 6 7 Happy 

Negative   1 2 3 4 5 6 7 Positive 

Enthusiastic  1 2 3 4 5 6 7 Reluctant  

Unimportant   1 2 3 4 5 6 7 Important 

Useful   1 2 3 4 5 6 7 Useless  

Excited  1 2 3 4 5 6 7 Bored  

Unpleasant   1 2 3 4 5 6 7 Pleasant 

 

Section 2: 

 

2.To what extent you agree/disagree with the following statements:                                                                                                                 

                            Strongly            Strongly 

                 Disagree               Agree 

People who are important to me choose the restaurant for hosting 

dinner in the same way as me.  

1 2 3 4 5 6 7 

The people in my life whose opinions I value consider the same 

criteria as I do in choosing a restaurant for hosting dinner.  

1 2 3 4 5 6 7 

Many people like me choose the restaurant for hosting dinner in the 

same way as me. 

1 2 3 4 5 6 7 

Most people who are important to me would approve my choice of 

restaurant. 

1 2 3 4 5 6 7 

It is expected of me that I choose such a restaurant for hosting dinner.  1 2 3 4 5 6 7 

 

Section 3: 

                                                               Difficult                 Easy  

3. For me to choose a restaurant for hosting dinner would be...  1 2 3 4 5 6 7 
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                 Strongly               Strongly 

                  Disagree                 Agree 

4.I am confident in choosing the right restaurant to satisfy the 

preferences of my guest. 

1 2 3 4 5 6 7 

5.If I wanted to, I could choose the most appropriate restaurant for 

hosting dinner for my guest. 

1 2 3 4 5 6 7 

6. I feel that I have control over the choice of restaurant for hosting 

dinner. 

1 2 3 4 5 6 7 

7.It is mostly up to me to choose a restaurant for hosting dinner. 1 2 3 4 5 6 7 

8.I am always made the decision for others in choosing a restaurant. 1 2 3 4 5 6 7 

 

 

Section 4: 

 

9.To what extent you perceive yourself as... 

 

                      

                                   Very Low                   Neutral                Very Great        

Ingratiating                                                    1 2 3 4 5 6 7    

Socially Dependable       1 2 3 4 5 6 7    

Easygoing                              1 2 3 4 5 6 7    

Traditional         1 2 3 4 5 6 7    

Fashionable/Trendy       1 2 3 4 5 6 7    

Egocentric        1 2 3 4 5 6 7    

Pretentious           1 2 3 4 5 6 7    

Altruistic        1 2 3 4 5 6 7    

Respectful                   1 2 3 4 5 6 7    

Generous/kind       1 2 3 4 5 6 7    

Show Off      1 2 3 4 5 6 7    

Conscientious                                        1 2 3 4 5 6 7    

 

Section 5: 

 

10. To what extent you perceive your guest would feel the following emotion about your restaurant 

selection:  

                                             Extremely                                                Extremely 

                                                                               Unlikely                    Not Sure                   Likely 

Excited                           1 2 3 4 5 6 7    

Delighted                1 2 3 4 5 6 7    

Happy                            1 2 3 4 5 6 7    

Satisfied                                                            1 2 3 4 5 6 7    

Proud                 1 2 3 4 5 6 7    

Gratitude                1 2 3 4 5 6 7    

Impressed                1 2 3 4 5 6 7    
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Section 6: 

 

11.To what extent you describe yourself according to the following statements: 

      Extremely                                                 Extremely 

                                                                                Unlikely                    Not sure                    Likely                        

Self-Respect      1 2 3 4 5 6 7    

Security                            1 2 3 4 5 6 7    

Warm Relationships with Others              1 2 3 4 5 6 7    

Sense of Accomplishment    1 2 3 4 5 6 7    

Self-Fulfilment                                      1 2 3 4 5 6 7    

Sense of Belonging                                1 2 3 4 5 6 7    

Being Well Respected                                      1 2 3 4 5 6 7    

Fun and Enjoyment in Life                               1 2 3 4 5 6 7    

Excitement                                                        1 2 3 4 5 6 7    

 

Section 7: 

 

12.To what extent you agree/disagree with the following statements: 

                                                                                                               Strongly                      Strongly 

                                                                                                                Disagree   Not Sure       Agree 

I choose the restaurant which I like. 

I choose the restaurant which I think my guest may like. 

I choose the restaurant which both I and my guest may like. 

I choose the restaurant which reflects my personality and status. 

I choose the restaurant which reflects my guest‟s personality and 

status. 

I choose the restaurant which reflects my feeling toward the guest. 

 

Section 8: 

 

13.To what extent do you agree / disagree with the following statements 

                                                                                                                Strongly                    Strongly 

                                                                                                                Disagree   Not Sure      Agree 

I am determined to make the best choice of restaurant for hosting 

dinner. 

1 2 3 4 5 6 7 

I collect a lot of information about restaurants before making a final 

choice. 

1 2 3 4 5 6 7 

I consider the preference of my guest when I choose a restaurant. 1 2 3 4 5 6 7 

I express my creative side when I choose a restaurant. 1 2 3 4 5 6 7 

Choosing a restaurant is a way of communicating my feelings. 1 2 3 4 5 6 7 

Choosing a restaurant is more like a pleasure than a chore to me. 1 2 3 4 5 6 7 

 

 

 

 

 

 

 

 

 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 
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Section 9: 

 

14.Please indicate to what extent you agree/disagree with the following statements: 

                                                                                                                Strongly                     Strongly 

    Disagree    Not Sure     Agree                                                                                                                       

The amount of time I spend comparing restaurants is worth  

the effort. 

It does not matter if I make the wrong choice of restaurant.  

I search for more information about restaurants than what was  

provided by media. 

A restaurant's advertisement is important for my choice. 

I really have to do research on the restaurants in order to find  

out what is good and bad about them. 

I think restaurants are all alike.  

I put a lot of time and effort into my choice of restaurant.  

I am very knowledgeable about restaurants compared to the rest of 

the population.  

I am too concerned about choosing a restaurant.  

I know what is important in selecting the best restaurant for my 

guest.  

I rely heavily on the restaurant guide books to select which 

restaurant to go to.  

I can really tell about the person by the type of restaurant they go to.  

Choosing the right restaurant can help me to attain the type of life I 

strive for. 

I choose a restaurant very carefully. 

I know where to get information about restaurants.  

It is important to initially check out the restaurant before deciding to 

go there.  

About going to a particular restaurant expresses who I am as a 

person.  

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

       

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

       

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

       

1 2 3 4 5 6 7 

       

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

       

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

       

1 2 3 4 5 6 7 
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PART 2 

 

1. What is your gender? 

 

 Male     Female 

 

2. How old are you? 

 

24 and Under 35 to 44 55 to 64  

25 to 34  45 to 54 65 and Over 

 

3. What is your approximate annual household income? 

 

Less than $20,000    $41,000 to $60,000 $91,000 to $100,000     More than $150,000 

$20,000 to $40,000 $61,000 to $90,000 $110,000 to $150,000    

 

4. What is your relationship status? 

 

Single        De-facto     Married 

  

5. How many children do you have in your household? 

 

None     1-2              3-5              more than 6 

 

6. What is your highest education level? 

 

Secondary School   Diploma / TAFE     Undergraduate Postgraduate 

   

7.What is your nationality?  

 

Australian  Other, please specify……………………. 

 

8.What is your country of birth? 

                              

     Australia              Other, please specify……………………. 

 

9.On average, how often do you dine-out per average month? 

 

None             1-2              3-4               5-6             More than 6 

 

 

Thank you very much. 

 

 


