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Anxiety in Gift Giving Behavior

ABSTRACT

Many people experience an anxious moment while choosing a gift, since they are not
familiar with recipients or for other reasons. The motivation and anxiety of givers may vary
according to the different situations and recipients. This study aims to develop a model of giver’s
anxiety in gift-giving based on Wooten’s expanded model of anxiety in gift-giving. Consumer
surveys are utilized for testing the proposed model.
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INTRODUCTION

Gift-giving has been studied in the field of psychology, anthropology and economics as well
as consumer research. The worldwide extension of gift markets has not only encouraged various
researches, but also permitted to marketers to develop and use practical tools. Belk (1976) in his
study of gift selection, proposed a model of balance in gift giving based on cognitive consistency
theories. He defined gift-giving as “The phenomenon of selecting an object or service “X” to present
as a gift to person “Y” on occasion “Z”. Most researchers have shown an interest in motivation and
situationsal variables in gift-giving behavior (Wolfinbargar, 1990; Wolfinbarger, Finley and Yale,
1993; Gehrt, 2002; Belk, 1975, 1982). However, while Wooten (2000) has argue that givers become
anxious when they are highly motivated but doubtful about success, little study has done to
explore the effect of anxiety in gift-purchasing behavior.

REVIEW OF PREVIOUS RESEARCHES

2.1 Gift giving in consumer behavior Gift giving

Belk (1979) classified functions of gift giving into four categories in his study of the gift
giving behavior: gift-giving as communication, gift-giving as social exchange, economic exchange,
and gift-giving as socializer. The result of two indicates that gift selections depend upon the giver’s
ideal self-concept, the nature of the occasion, and the giver’s relationship to the recipients.

Wolfinbarger (1990), in her study focusing on motivations and symbolism in gift giving
behavior, categorized motivations for gift-giving into three types: altruism, norms, and
self-interest. Another three motivations for gift-giving were suggested by Wolfinbarger and Yale in
1993: an experiential/ positive attitude towards giving, an obligated attitude, and a practical
attitude. The three attitudes of gift givers occur when the gift-giving is for the enjoyment of giving,
for the reciprocating or social norms, and for supplying practical assistance to the receiver,
respectively. Goodwin, Smith and Spiggle (1990), in their study of motivations in gift giving,
developed three distinct constructs: experiential/ positive, obligated, and practical motivations.
Sherry (1983) proposed a model of gift exchange process including gestation stage which consumer
researchers focus on, prestation stage which anthropologists place an emphasis, and
reformulation stage which interests both of the researchers. He suggests the important of a wide
view framework to describe the comprehension process of gift exchange. In his study, motivation
which is in the gestation stage may be categorized into altruistic and agonistic.

Banks, S.K. (1979), “Gift-Giving: A Review and Interactive Paradigm,” Advances Consumer Research, Vol. 6,
pp. 319-324.
Belk, Russell (1975), “Situational Variables and Consumer Behavior,” Journal of Consumer Research, Vol.2,
pp.157-164.
Belk, Russell (1976), “It’s the Thought that Counts: A Signed Diagraph Analysis of Gift-Giving,” Journal of
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Consumer Research, \Vol. 3, No. 3, pp. 155-162.

Belk, Russell W. (1979), “Gift-Giving Behavior,” Research in Marketing, Vol.2, pp.95-126.

Belk, Russell W. (1982), “Effect of Gift-Giving Involvement on Gift Selection Strategies,” Advances in
Consumer Research, Vol.9, pp.408-412.

Gehrt, Kenneth C. (2002), “Situational Influence in the International Marketplace: An Examination of
Japanese Gift- Giving,” Journal of Marketing Theory and Practice, Vol.10, No.1, pp. 11-22.

Lowes, John Turners and Gordon Wills, “Patterns of Gift Giving and Their Marketing implications,” British

Journal of Marketing
The purpose of this article is to evaluate what fragmentary evidence has been located on contemporary

gift giving, and to draw some tentative marketing conclusions.

A classification of gifts can be made according to the reciprocity commitments entailed in them. Pure
gifts; customary payments repaid irregularly and without strict equivalence, Payments for services rendered,
gifts returned in equivalent economic form, Exchange of material goofs against privileges, titles and
non-material assets, ceremonial barter with deferred payment, pure trade.

Sherry, John F., Jr. (1983), “Gift Giving in Anthropological Perspective,” Journal of Consumer Research, Vol.10,
No.2, pp.157-168.

Wolfinbargar, M. F (1990) “Motivations and Symbolism in Gift-Giving Behavior,” Advances in Consumer
Research, Vol.17, pp.699-706

Wolfinbarger, Mary Finley and Laura J. Yale (1993), “Three Motivations for International Gift-Giving:
Experiential, Obligated and Practical Motivations,” Advances in Consumer Research, Vol.20, pp. 520-526.

2.2 Anxiety in gift giving Gift giving anxiety
Vreeland (1998) gift gift
Otnes, et al. (1992) gift “difficult recipients”
difficult “difficult recipients”  gift
3 givers 6 difficult recipients
easy recipients gift Otnes, et al., 1992

McGrath, Mary Ann and John F. Sherry, Jr. Mary and Sidney J. Levy (1993), “Giving Woice to the Gift: The Use
of Projective Technigues to Recover Lost Meanings,” Journal of Consumer psychology, Vol.2, No.2
ppl71-191.

Otnes Cele, Tina M. Lowrey and Young Chan Kim (1992), “Ho, Ho, Woe: Christmas Shopping for “Difficult”
People,” Advances in Consumer Research, Vol. 19, pp. 482-487.

Otnes Cele, Tina M. Lowrey and Young Chan Kim (1993), “Gift Selection for Easy and Difficult Recipients: A
Social Roles Interpretation,” Journal of Consumer Research, Vol.20, No.2, pp229-244.

Sherry, John F., Jr. Mary Ann McGrath and Sidney J. Levy (1992), “The Deposition of the Gift and Many
Unhappy Returns,” Journal of Retailing, Vol. 68, No. 1, pp.40-65.

Sherry, John F., Jr. Mary Ann McGrath and Sidney J. Levy (1993), “ The Dark Side of the Gift,” Journal of
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Business Research, \ol.28, pp225-244.

Vreeland, Leslie (1998), “Tick, Tick, Tick, ...,” Psychology Today, December, pp. 38-41.

SOCIAL ANXIETY MODEL AND WOOTEN'S GIFTING ANXIETY MODEL

3.1 Social anxiety SA

Social anxiety
Schlenker and Leary, 1982; Leary, 1983

Leary and Schlenker (1981)  shyness social anxiety shyness
2 Social anxiety
2 Schlenker and Leary, 1982;
Leary and Kowalski, 1995  Leary and Kowalski Social anxiety
SA=M (1-p)
SA  social anxiety M p
Social anxiety M p
Social anxiety

Leary, Mark R. and Narry R. Schlenker (1981), “The Social Psyhology of Shyness: A Self-Presentation
Model,” in Tedeschi. James T. ed., Impression Management Theory and Social Psychological Research,
New York: Academic Press, pp. 335-356.

“Shyness is conceptualized as a state of social anxiety arising in contingent interactions in which people are

motivated to impress others but doubt their ability to project images of themselves that will produce satisfactory

reactions from them.”

“Antecedents of shyness: the motivation to make a favorable impression; and doubts about one’s ability to

project images that produce satisfactory reactions from others.”

Schlenker. Barry R. and Mark R. Leary (1982), “Social Anxiety and Self-Presentation: A
Conceptualization and Model,” Psychological Bulletin, Vol.92, No.3, pp.641-669.

“Social anxiety will be defined as anxiety resulting from the prospect or presence of personal evaluation in real

or imagined social situations.”

“Self-presentation is the attempt to control images of self before real or imagined audience.”

“Social anxiety arises when people are motivated to make a preferred impression on real or imagined audiences

but doubt they will do so.”

Leary, Mark R. and Robin M. Kowalski (1995), Social Anxiety, New York: The Guilford Press.

“Social anxiety is a function of two factors: the motivation to make a desired impression and the subjective
probability of doing so.”

SA=M (1-p)
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SA the level of social anxiety

M the level of motivation to make a desired motivation
p the subjective probability of making the impression the individual deisres

Leary, Mark R. (1983), “The Conceptual Distinctions are Important: Another Look at Communication
Apprehension and related Constructs,” Human Communication Research, Vol.10, No.2, pp.305-312.
“Social anxiety—anxiety resulting from the prospect or presence of interpersonal evaluation in real or imagined

social settings.”

3.2 Wooten  gifting anxiety

SA

gift giver Wooten  SA
Anxiety in gift giving

David B. Wooten (2000), “Qualitative Steps toward an Expanded Model of Anxiety in Gift-Giving,”
Journal of Consumer Research, 27(1), 84-95.

“The social-anxiety model adopted here posits that people become anxious when are motivated to make desired

impressions but are doubtful of success....Psychologists have identified and tested antecedents of this model in a

variety of contexts....However the model has not been used to explore the seemingly paradoxical emotions felt

by gift donors.”

Wooten SA=M (1-p) M p 5

M impression motivation
evaluative salience
interpersonal stakes
p impression efficacy
degree of uncertainty
perceived self-presentational demand
perceived self-presentational resource

1) critical incident surveys of undergraduate students 49 66
2) semi-structured interviews of nonstudent adults 6 14
12 2

Influence: a quality of recipients to be able and willing to bestow valued rewards upon givers.
/ / / /
Collectivity: the extent to which multiple participants/ audience size




2008/07/14
Selectivity: having limited wants and unappreciative, with careful inspection.

Perfectionism: propensity of givers to set extremely high standards themselves and be displeased with
anything less.

Importance: special occasion that it is perceived as being important to the recipients.

Interpersonal

stakes

Reaction

Motivation

Evaluative

Salience

Selectivity (R) v

Perfectionism (G)

Importance (S) Perceived

Gifting Demands

Affluence (R) Giving

Anxiety

Unfamiliarity (R)

Dissimilarity (R)

Gifting Capacity

Perceived

(©)

Confidence (G)

NOTE: All effects are positive unless otherwise noted. The letters G, R, and S denote characteristics of givers,
recipients and situations, respectively. G,R,S givers,

Gifting Resources

recipients and situations
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Formality: degree to which events are rigidly ceremonious.

/
Affluence recipients’ material prosperity.
Mutuality: the expectation that a gifting situations will involve simultaneous reciprocity.
Novelty: situations that a new to givers or rarely encountered by them.
Unfamiliarity a lack of knowledge about recipients’ tastes, wants, or needs.
Dissimilarity: major difference between giver and recipients on salient dimensions.

Gifting capacity quality of possessing the necessary means to succeed as givers.

Confidence self-assurance

Gift-giving  anxiety

gifting anxiety recipients, situations, and the givers themselves
Formality, perfectionism
Gifting anxiety  social anxiety

Gifting demand giver  motivation
Giver motivated
discouraged

impression efficacy degree of uncertainty perceived self-presentational
demand perceived self-presentational resource  impression efficacy

gifting anxiety

NEW MODEL
4.1 Social anxiety
Wooten  anxiety in gift giving Leary and Schlenker (1981)
SA giver  anxiety SA

Gifting anxiety  giver gift



1 gifting motivation
2 gifting efficacy

42 M p

Wooten M p

gifting demand

difficult

difficult recipients

difficult recipients
difficult situations
difficult recipients
difficult situations

o o1 b~ W

4.3

Wooten

Wooten
unfamiliarity, dissimilarity
mutuality
difficult recipients

difficult situations

gifting anxiety
gifting anxiety

giver  efficacy

motivation
difficult recipients  difficult situations
giver
gift

giver  motivation

motivation
motivation
gifting efficacy
gifting efficacy

giver
givers, recipients  situations
giver  anxiety
recipients

situations

perceived recipients limitations  Gift

perceived imbalance

7 Influence

8 Selectivity
9 Affluence
10 Limitation
11 Imbalance
12 Unfamiliarity
13 Dissimilarity

difficult recipient
difficult recipient
difficult recipient
difficult recipient
difficult recipient
difficult recipient
difficult recipient
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motivation
gifting efficacy
giver
recipients situations
gifting efficacy
anxiety 13

recipients  situations

influence, selectivity, affluence,
importance, formality, collectivity, novelty

Otnes (1992)

gift
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14 Importance difficult recipient
15 Formality  difficult situation
16 Novelty difficult situation
17 influence difficult situation
4.4 Giver
giver
2 giver
giver motivation efficacy anxiety
1992 giver
giver gift
motivation efficacy anxiety
10
4
1
2
3
4
5
6
7
8
9
10
1992 e e
39 3
giver social anxiety
Wooten,Leary
1 other-directedness
2
3 (perfectionism)
4 self-consciousness
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18 Giver Motivation
Giver Giver Motivation
19 Giver Gifting efficacy
Giver Giver Gifting efficacy
20 Giver Anxiety
Influence
+
Selectivity
+
Affluence +
. + Difficult Gifting
Limitation o
+ recipients motivation
Imbalance +
+
Unfamiliarity
Gifting
Dissimilarity anxiety
Importance +
+ Difficult Gifting
Formality situations efficacy
+
Collectivity
+
Novelty
Giver
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