=
v'. G
| ' :
. 4 9 .'a.
) - :.‘._,'t'., v

CILTF T MTENCHULT
BHEEREIMIZTITE

Impacts of Effort and Outcomes on Self-gifting Behavior
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Recently, self-gifting behavior has been focused on by many researchers and practitioners.
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7 ) LOOKEZE Model Development
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The more efforts people make, the more willing they are to purchase self-gifts.

I made it!
So I wanna buy cakes!
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Happiness of success attenuates self-gifting intention, while sadness of failure enhances it.
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7 ) LOOKEZE Model Development
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The more efforts people make, the stronger emotions toward outcomes are.
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(Faure & Mick, 1993)
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Emotions toward outcomes affectively result in self-gifting.

I wanna go shopping!!!
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3. BI=EF )L Proposed Model

RIhDIHE In case of success
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Q\E ] 4, DATHEER Results
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All four effects were

LDIZE In case of failure discovered.
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Notes: y*=66.73, y*/d.f.=2.30, GFI=0.93, AGFI=0.87, RMSEA=0.09, n=184, ?is significant in 1% level, "*is not significant in 10% level.

Structural Equation Modeling(SEM) was used to test the proposed model.




"“5 FITBN S &= Theoretical Implications
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In case of success, individual purchases self-gifts Happiness of success reduces amount of recovery, whereas
in exchange for personal effort, sadness of failure increases amount of recovery.

whereas he/she doesn’t in case of failure.
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There is self-gifting which is caused
by emotions aroused by outcomes.
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The greater personal effort are, the greater both happiness
of success and sadness of failure are.
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The results showed the different process of self-gifting in case of success and failure.
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Current ads for self-gifting The problems of current ads
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Currently, there are few ads
promoting self-gifting in case of
failure.
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Moods have significant influences on self-gift purchase likelihood regardless of outcomes.
Therefore, companies should appeal to consumers who are in reward /therapeutic mood.




