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Abstract 

 

 The Effect of Motivation Type on 

Self-Gifting Intention 

 

Li Xiaochang 

Department of Business Administration 

The Graduate School 

Seoul National University 

 

 

Gift-giving is a common phenomenon with long history in human social lives. 

There are two typical types of gifts in accordance to the recipient: interpersonal 

gifts and self-gifts. The former ones refer to gifts received from others while the 

latter ones refer to those gifts received from ourselves. More and more consumers 

nowadays begin giving gifts for themselves in different occasions after 

experiencing success or failure. In this thesis, the focus is given to self-gifting 

behaviors in the context of achievement. The major research question is that 

whether the source that motivate the goal achievement or task completion will have 

an effect on consumers’ self-gifting intentions. 

This thesis aims to investigate how extrinsic and intrinsic motivation lead in 

different levels of self-gifting intentions. It is proposed that the underlying 

mechanism for effect of motivation type on self-gift preference is due to perceived 

effort and deservingness for rewards. In addition, this research also investigates 

whether self-construal (interdependent vs. independent) moderates the relationship 
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between motivation type and deservingness for rewards. To test these proposition, a 

2*2 between-subjects main experiment was conducted. The results support the 

proposed hypotheses that extrinsic motivation leads in greater perceived effort and 

subsequently brings about more deservingness for rewards, which then causes 

increase in self-gifting intention. And self-construal plays a moderating role in a 

way that independent individuals are more likely to feel deserved for rewards and 

show greater self-gifting intention when goals are fulfilled out of extrinsic 

motivation. 

The current research contributes to the extant literature on self-gifting 

consumption behaviors. It has been suggested by previous research that 

accomplishment increases self-gifting intention and this study further investigates 

how different motivation that direct the accomplishment makes a difference in self-

gifting intention. This study also investigates how self-construal affects self-gifting 

intention. Managerial implications were provided. Since this research suggests that 

motivation and independent self-construal promote self-gifting intention, focusing 

on customers who are more exposed to external pressure and priming customers to 

be more independent may encourage self-gifting behaviors. Finally, limitations and 

further research will be discussed. 

 

 

Keyword: intrinsic motivation, extrinsic motivation, self-gifting intention, self- 

construal, deservingness for rewards 

Student Number: 2014-25143 
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Chapter 1. Introduction 

 

 

1.1. Study Background 

 

Gift-giving is an important social and cultural fixture of our society. There 

are two typical types of gift-giving: interpersonal gift-giving and self-gift giving. 

The former one refers to those gift giving that we receive from other people 

while self-gifting，on the other hand, is the gifts for ourselves bought by 

ourselves.  

Recently, more and more people are treating themselves in different 

occasions. Self-gifting has become a key trend with great popularity in 

marketing domain and many companies have started doing advertisements using 

messages such as “You deserve it” “Treat yourself for your hard work” to 

promote self-gifting consumptions. However, most of the research concerning 

self-gifts remains to be exploratory and qualitative. Therefore, self-gifting 

behaviors and self-gifts are worthwhile of deeper investigation. 

Specifically, self-gifts are defined as personally symbolic self-

communication through special indulgences that tend to be premeditated and 

highly context bound (Mick & DeMoss, 1990b). As the definition suggests, self-

gifting consumption happens in certain contexts. The most common context in 

which consumer are likely to treat themselves with a self-gift are when 

consumers experience success and achievement and when consumers experience 

failure and negative emotions. People tend to reward themselves after success 

and reinforce themselves after failure by giving self-gifts. In this current 
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research, I will focus on rewarding self-gifting behaviors in the context of 

accomplishment and I suggest the motivation type that drives an individual to 

achieve a goal should affect their intention to purchase rewarding self-gifts. 

 

1.2. Purpose of Research 

 

This research is conducted for three objectives. The first objective is to look 

into the effect of extrinsic achievement motivation and intrinsic achievement 

motivation on self-gifting intention in the context of achievement, and I expect 

that extrinsic motivation may enhance self-gifting intention.  

The second objective is to investigate the underlying mechanism beneath 

the effect of motivation type on self-gifting intention. To be specific, I propose 

that in contrast with intrinsic motivation, when extrinsic motivation drives the 

accomplishment, people tend to perceive them to have invested more efforts and 

then induce enhanced deservingness for rewards, which will subsequently result 

in greater self-gifting intention. 

The third objective is to examine whether interdependent and independent 

self-construal moderate the effect of motivation type on deservingness for 

rewards. Since individuals with relative independent self-construal pay more 

attention to themselves rather than others, it is reasonable to predict that 

independent consumers are more likely to purchase self-gifts for themselves as a 

reward for their accomplishments. 

With these three objectives, this study will develop hypotheses and through 

testing, the results will demonstrate the validity of the hypotheses. Afterwards, 

the limitation and the implication will be discussed to serve future research. 
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Chapter 2. Literature Review 

 

 

2.1. Self- gifting consumption behavior 

 

2.1.1. The concept of self-gifting  

 Self-gifting has been studied as a sub-domain of gift-giving literature and 

shares the same core components of gifts, givers, recipients, and situational 

conditions(Sherry Jr, 1983). Unlike interpersonal gift-giving, however, in self-

gifting process, both the giver and the recipient are the same person. Consumers 

often buy products for themselves to reinforce their accomplishments, self-worth 

or self-comfort with an identification of a present from me to me (Schutz-Kleine, 

Kleine III, & Allen, 1995). Self-gifting is defined as (a) a symbolic act from one 

aspect of the self(gift-giver) to another aspect of the self(gift-receiver), (b) 

through special indulgences that tend to be, (c) premeditated and (d) highly 

context-dependent(Mick & DeMoss, 1990a). Mick and DeMoss (1992) justify 

self-gifting as an act of self-contract, in which the reciprocity for the gift is the 

personal effort on the achievement. These definitions help make distinctions 

between self-gifting behaviors and other personal acquisitions. Self-gifts are a 

means to communicate with one’s self and to influence one’s self-definition and 

self-esteem. Besides, self-gifting consumption has special meanings for 

consumers as opposed to daily self-directed purchases. 
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2.1.2. Motivations for self-gifting 

 There are four major motivations for self-gifting behaviors, which are 

rewards (a reward for having accomplished a personal goal), therapy (to cheer 

yourself up because you were feeling down), celebrating events (birthdays, 

Christmas), and extra money (you receive extra money to spend). 

The most predominant motivation among these is to reward oneself for 

personal accomplishment, and self-gifts given under such motivation have been 

named as rewarding self-gifts. That is, when consumers fulfill a goal or 

experience success, they have the tendency to reward themselves for an 

accomplishment by buying self-gifts. In the rewarding self-gifting context, self-

gifts are perceived to be earned (Kivetz & Simonson, 2002a) after “personal 

effort and achievement”(Mick & DeMoss, 1990b). Studies conducted by Mick 

and De Moss(1990a, 1990b), Williams and Burns (1994), Luomala and 

Laaksonen (1999) and Kivetz and Simonson(2002a, 2002b) illustrate several 

self-gifting experiences of this nature, such as, finishing a race, completing an 

assignment or attaining a high exam grade.  

 

2.2. Extrinsic versus intrinsic motivation  

 

According to self-Determination theory (Deci & Ryan, 1985; Ryan & Deci, 

2000), different types of motivation can be distinguished based on the different 

reasons or goals that give rise to an action, and the most basic distinction is 

between intrinsic and extrinsic motivation. The intrinsic motivation refers to 

doing something because it is inherently interesting or enjoyable, and extrinsic 
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motivation, on the other hand, refers to doing something because it leads to a 

separable outcome. Therefore, an intrinsically motivated activity is inherently 

enjoyable and thus represents a pleasurable end in itself (e.g., running for the 

sheer joy of it) rather than serving as a means to an end. For example, a student 

can be highly motivated to do homework out of curiosity and interest, or 

because s/he does homework just to escape from punishment from teachers and 

parents. 

Within SDT, there is a second sub theory, which is referred as organismic 

integration theory (OIT). This theory introduces different forms of motivation 

according to the extent to which the motivation for one’s behavior emanates 

from one’s self, which helps us to form better understanding of extrinsic and 

intrinsic motivation. Figure 1 illustrates the OIT taxonomy of types of 

motivation, arranged from left to right in terms of the level of autonomy. 

 

Figure 1. A taxonomy of human motivation 

 

（source: Ryan and Deci, 2000） 
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It can be summarized that the extrinsic achievement motivation can be less 

autonomous and more controlled because tasks and goals are imposed to satisfy 

an external demand or regulation, while conversely, the intrinsic achievement 

motivation can be more autonomous or self-determined because tasks and goals 

are adopted to satisfy one’s own interest or when the external force has been 

internalized and brought into congruence with one’s value and needs. This 

current research focuses on how intrinsic achievement motivation (adopt and 

pursue the goal to satisfy internal interests and identified value) and extrinsic 

motivation (adopt and pursue the goal to satisfy external regulation or 

expectation from others) result in any difference in self-gifting intention. 

Extant research has suggested that making an autonomous choice has a 

significant effect on people’s valuation of options as well as subsequent 

behaviors. In the literature in organizational behaviors, there are research 

indicating that one feels greater perceived effort in a situation where working 

extra hours is motivated not by the self, but by the head manager at the 

workplace, although the successful completion of a task results in a promotion 

(Kirchmeyer, 1998). Similarly, when individuals are intrinsically motivated, the 

goals are set to fulfill the personal expectation and therefore, they feel less 

sacrifice upon the task completion(Platow & Shave, 1995). In the context of 

self-gifting behaviors, there are literatures suggesting the internal and external 

sources of goal construction affect consumers’ self-gifting behaviors. Recent 

research indicates that if the success is to be attributed to relative extrinsic 

motivation, one feels more perceived loss to receive a reward for compensation 

(Park, 2015).  
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Accordingly, I propose that when one makes an achievement with a relative 

extrinsic motivation, greater perceived effort will be induced than when one 

makes an achievement with a relative intrinsic motivation.  

 

2.3. Perceived effort, deservingness for rewards and self- 

gifting   

  

There is considerable prior literature showing evidence that invested efforts 

and actions lead to a sense of deservingness for rewards (Feather, McKee, & 

Bekker, 2011; Kivetz, 2003; Kivetz & Zheng, 2006). For example, literature on 

justification and self-licensing effect provides support for the idea that invested 

effort measured whether consumers are deserved for indulgent reward or 

hedonic consumption. Specifically, the effort invested serves as a justification 

cue that allows consumers to think they deserve hedonic or indulgent products. 

For example, in the context of loyalty programs, Kivetz and Simonson (2002a) 

demonstrate that consumers are more likely to select luxury over necessity 

rewards when these rewards are contingent on greater program requirements 

(e.g., purchasing gasoline 20 vs. 10 times). To the extent that complying with 

loyalty program requirements is perceived as difficult, this finding suggests that 

effort can increase choices of relative vices because consumers think they are 

deserved for better choice. Similarly, Kivetz and Zheng(2006) show that when 

consumers invest more effort on prior task, they are more likely to justify their 

decision to indulge, such as preferring cake over fruit salad. Furthermore, Tong 

et.al (2011) show that not only the actual invested effort, the perceived effort 

also makes a difference in the willingness to pay for hedonic product. 
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Participants who perceive greater effort in a task tend to pay more for a box of 

chocolate in contrast with those who think they have invested rather low effort, 

even though they have actually paid equally efforts. The mechanism explains 

such phenomenon is that greater effort makes participants think they are more 

entitled to indulge. In other words, perceived effort positively affect 

deservingness for rewards and it can be extended that when a task has been 

completed or a goal has been fulfilled, greater perceived effort will increase 

perceived deservingness for rewards. 

Thus, it can be expected that greater perceived effort resulting from 

extrinsic motivation will leads in greater deservingness for rewards. To be 

specific, when the goal is achieved due to relative extrinsic motivation, the 

consumers tend to perceive that they have invested much more effort and 

resources than those who have achieved the goal with relative intrinsic 

motivation, and thus are more deserved for a reward. In contrast, when the 

personal achievement is driven by intrinsic motivation, the inherent pleasure and 

enjoyment in will offset the perceived effort, and therefore results in less 

deservingness for rewards.  More formally,  

H1: Motivation type affects deservingness for rewards; such that extrinsic 

(versus intrinsic) achievement motivation induces greater deservingness for a 

reward.  

H2: Perceived effort mediates the effect of motivation type on deservedness 

for rewards.  

Accordingly, I propose that greater feelings of deservingness (resulting 

from extrinsic motivation or perceived effort) should translate into greater 
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willingness to reward oneself for the achievement that he or she has made, 

which can be a self-gift. The hypotheses are developed as follows. 

H3: Motivation types affects self-gift intentions; such that extrinsic (versus 

intrinsic) achievement motivation induces greater self-gifting intention.  

H4: Deservingness for rewards fully mediates the effect of motivation type 

on self-gifting intention.  

 

2.4. Self-Construal  

 

As demonstrated by the name and definition of self-gifting, one of the 

predominant aspects of self-gifting is the direct focus and communication with 

the self. Self-concept, defined as one’s beliefs of the images that he/she has 

about the self(Sirgy, 1982) is crucial to self-gifts in that self-gift giving is 

intertwined with self-concepts (Mick & DeMoss, 1990a, 1990b, 1992). Clearly, 

if people view the self differently, they will react differently to self-gifting. 

Self-construal is an aspect of self-concept that has been advanced as 

individual level dimension that are thought to explain the effects on a variety of 

human behaviors including consumption behaviors. Self-construal is 

conceptualized as "constellation of thoughts, feelings, and actions concerning 

one's relationship to others, and the self as distinct from others"(Singelis, 1994). 

Self-construal can be conceptualized by the degree of 

independence/interdependence that a person possesses (Markus & Kitayama, 

1991). People with independent self-construal strive to develop and express their 

unique characteristics, whereas people with interdependent self-construal place 
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value on harmonious relationships with others and acceptance in their 

community. 

There are some research investigating self-gifting behavior from the culture 

perspectives, and demonstrate that self-gifting is more prevalent and positively 

responded in individualistic cultures. Individuals in western cultures are more 

encouraged to be proud and to reward themselves for their own achievements 

(Mesquita & Karasawa, 2004). However, these research maintain in a qualitative 

manner and remain much potential for deeper and further research in how 

malleable self-construal affects responds to self-gifting behaviors and intention 

to engage in such hedonic consumption. Here in this current research, I suggest 

that self-construal moderates the effect of perceived effort on deservingness for 

rewards, such that relative independent individuals are more likely to transfer 

perceived effort into sense of deservingness for rewards than relative 

interdependent individuals. Furthermore, self-construal also moderates the direct 

effect of motivation type on deservingness for rewards. The following 

hypotheses are developed to show the moderating effect of self-construal. 

H5: Self-construal moderates the relationship between perceived effort and 

deservingness for rewards, such that when the individual is relative independent 

(interdependent), the positive effect of perceived effort on deservingness for 

rewards is strengthened (weakened).  

H6: Self-construal moderates the relationship between achievement 

motivation and deservingness for rewards, such that when the individual is 

relative independent (interdependent), the positive effect of extrinsic motivation 

on deservingness for rewards is strengthened (weakened).  
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2.5. Summary of Hypotheses 

 

All the hypotheses are summarized as follows. 

H1: Motivation type affects deservedness for rewards; such that extrinsic 

(versus intrinsic) achievement motivation induces greater deservingness for 

rewards.  

H2: Perceived effort mediates the effect of motivation type on 

deservingness for rewards.  

H3: Motivation type affects self-gifting intentions; such that extrinsic 

(versus intrinsic) achievement motivation induces greater self-gifting intention.  

H4: Deservingness for rewards fully mediates the effect of motivation type 

on self-gifting intention.  

H5: Self-construal moderates the relationship between perceived effort and 

deservingness for rewards, such that when the individual is relative independent 

(interdependent), the positive effect of perceived effort on deservedness for 

rewards is strengthened (weakened).  

H6: Self-construal moderates the relationship between achievement 

motivation and deservedness for rewards, such that when the individual is 

relative independent (interdependent), the positive effect of extrinsic motivation 

on deservingness for rewards is strengthened (weakened).  

    Figure 2 demonstrates the conceptual framework of the current study. 
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Figure 2. Conceptual framework 
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Chapter 3. Experiments  

 

In order to investigate proposed hypotheses, a 2 (motivation: extrinsic 

versus intrinsic) *2 (self-construal: independent versus interdependent) between-

subjects experiment with random assignment is designed to be conducted. The 

motivation type is to be manipulated by two scenarios and the self-construal is to 

be manipulated by priming tasks.  

 

3.1. Pretest 

 

The purpose of the pretest is to test if the scenarios are able to generate 

different achievement motivation as expected. 25 students at SNU were 

recruited to be enrolled in this pretest. 

3.1.1. Procedure   

To begin with, participants were randomly assigned into two conditions 

(intrinsic versus extrinsic achievement motivation condition; see Appendix2) 

and corresponding scenarios to be served to manipulate extrinsic or intrinsic 

motivation were presented to the participants. After reading the scenarios, 

participants were asked to rate on how much their fulfilled goal was motivated 

by intrinsic motivation and on how much their fulfilled goal was motivated by 

extrinsic motivation using BREQ2 scores. 

3.1.2. Measure  

BREQ-2 (Markland & Tobin, 2004) was adapted to assess the participants’ 
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motivation for running. After reading scenarios, participants responded to rate 

on multiple-items that serves as measure of intrinsic motivation (e.g. “I 

participated in this activity because it is interesting”, “I find it a pleasurable 

activity”) and extrinsic motivation (“e.g. “I participated in this activity because I 

value the benefits of it”, “I take part in this activity because other people say I 

should”) using a 5-points Likert scale. 

3.1.3. Results 

I first checked if two scenarios successfully manipulated intrinsic and 

extrinsic achievement motivation as I expected. One-way ANOVA analysis 

indicated that condition made significant effect on motivation type. As expected, 

participants who were exposed to extrinsic motivation scenario perceived 

themselves to participate the race out of extrinsic motivation (M=4.375) than 

those assigned into intrinsic motivation scenarios (M=2.18, p<0.01); In contrast, 

those in the intrinsic motivation condition generated more intrinsic motivation 

(M=4.28) than those in the extrinsic motivation condition (M=2.53; p<0.01). 

Motivation type manipulation was successful and it will be used in main study. 

 

3.2. Main study  

 

The purpose of the main experiment is to investigate the effects of 

motivation type on rewarding self-gift intention, and to test if the difference in 

self-gifting intention can be accounted for perceived efforts and deservingness 

for rewards. Besides, the moderating effect of self-construal is also to be 

examined. This experiment is 2 (achievement motivation: extrinsic versus 
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intrinsic) *2 (self-construal: independent versus interdependent) between-

subjects design with random assignment. Achievement motivation were 

manipulated based on scenarios that have been pretested and self-construal was 

primed by two priming tasks which have been widely adopted in related 

research. Based on the hypotheses suggested above, it is predicted that 

respondents who have fulfilled the goal with relative extrinsic motivation will 

believe that they have invested more efforts than those with intrinsic motivation, 

and therefore possess greater deservingness for reward as well as greater self-

gifting intention. Furthermore, the positive effect of extrinsic motivation on 

deservingness for rewards is expected to be moderated by self-construal level. 

To be specific, when the individuals are relative independent, the positive effect 

of extrinsic motivation will be strengthened while such positive effect will be 

attenuated when the individuals are relative interdependent. 

3.2.1. Procedure 

124 college students (55 males, 69 females, Mage=26.3) participated this 

experiment online and participants are randomly assigned into 4 conditions and 

they were instructed to complete a questionnaire (see Appendix 3). First, the 

independent or interdependent self-construal was primed using two widely 

adapted tasks (see Appendix 1). The first task is to read the Sumerian warrior 

story about an ancient Sumerian warrior that makes a decision about whom to 

put in charge of part of his army. This prime task has been widely used in a 

variety of experimental paradigms (Chiao et al., 2010; Gardner, Gabriel, & Lee, 

1999; Mandel, 2003; Trafimow, Triandis, & Goto, 1991). In the interdependent 
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version of the prime, the warrior makes this decision based on family 

considerations, and in the independent condition, the warrior makes this decision 

based on the benefits to the warrior himself. And then conducted a second task 

that required the participants to identify pronouns in a paragraph(Brewer & 

Gardner, 1996). In this task, participants read a short description about “a trip to 

the countryside” with instructions to count and report the total number of all the 

pronouns appeared in the paragraph. Each text contained 11 pronouns. The text 

in the two conditions were identical except that all of the pronouns used in the 

independent condition were self-oriented (I, me), and pronouns used in the 

interdependent condition were other-oriented (we, us, our) in order to prime two 

self-construal. The participants then completed the self-construal scale as the 

manipulation check for the prime. 

After self-construal priming tasks, two scenarios (See Appendix 2) were 

presented to manipulate the achievement motivation type. To briefly introduce, 

participants in the intrinsic achievement motivation condition were asked to 

imagine that they were young people who had great interest in running and 

doing physical exercises, and they had finished a 10km running activity after a 

one-month training. On the other hand, participants in the extrinsic achievement 

motivation condition were told that they were taking a PE class this semester 

and the professor suggested them to complete a 10km running race. Therefore, 

they got trained for 1 month and finally finished the long-distance run.  

Immediately after reading scenario materials, participants rated on the 

extent to which they perceived the achievement was motivated by external 

forces and internal forces. Then participants rated on items measuring their 
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perceived efforts, and deservingness for rewards using scales adapted from 

previous literature. After this, participants were asked whether they would like to 

buy a self-gift as a reward for completing the 10-km run. In the end, participants 

answered some demographic questions before being thanked for their 

participation.  

3.2.2. Measure 

Manipulation checks 

BERQ-2 (Markland & Tobin, 2004) was adapted to assess the participants’ 

motivation for running because the questionnaire has been designed in the 

domain of doing exercises and its reliability and validity have been proved to be 

fit among college students(D'Abundo, Sidman, Milroy, Orsini, & Fiala, 2014). 

This is a 19 items questionnaire which uses a 5-point Likert-type scale ranging 

from 1 (strongly disagree) to 5 (strongly agree) to assess an individual’s level of 

intrinsic motivation (e.g. I finish the run because it’s fun) and extrinsic 

motivation (e.g. I finished the run because other people said I should). 

According to the scenarios applied in this current study, I deleted several items 

and made a slight revision to the original questionnaire to better fit the running 

context and the items for the measure used in this study is shown in Appendix. 

 

Self-construal  

Self-Construal Score (Singelis, 1994) was adapted to examine independent 

and interdependent self-construal. This measure scale originally has 24 items 

and I have deleted some items and had 12 items left in the questionnaire. The 
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self-construal score was attained by calculating the average of all independent 

(interdependent) items. 

 

Perceived effort 

Perceived effort refers to effort participant thought that they have exerted 

during the pursuit of the goal. Perceived effort was measured with a two-item, 7-

points Likert scale adapted from previous research(Bechwati & Xia, 2003; 

Cardozo, 1965; Paese & Sniezek, 1991) and the mean of the scores of two items 

was calculated as the score of perceived effort.  

 

Deservingness for rewards 

The deservingness for rewards was measured by asking participants to rate 

on following two items (“I deserve a reward to myself” “I merit buying 

something for myself”). In addition, with the interest in whether extrinsic 

motivation and intrinsic motivation cause any different types in deservingness 

for rewards. Items measuring self-related deservingness (“I deserve a reward to 

myself because I achieved something for myself” “I deserve a reward to myself 

because I am satisfied with myself”) and other-related deservingness (“I deserve 

a reward to myself because I succeeded in fulfilling the task assigned to me” “I 

deserve a reward to myself because I am proud of myself in front of others”) 

were also designed to be investigated. 

 

Self-gifting intention 

Self-gifting intention was measured by two items (“Would you like to buy 
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yourself something?” “Would you like to give a self-gift for yourself?”), using 

7-point Likert scale. 

3.2.3. Results 

Manipulation Check  

One-way ANOVA was conducted to confirm the efficacy of the self-

construal prime. Respondents in the independent (vs. interdependent) condition 

focused more on themselves (Mindependent = 4.73, Minterdependent = 4.53; p < 0.05) 

and less on others (Mindependent = 4.74, Minterdependent = 5.08; p < 0.05). Thus, self-

construal priming was successful. 

Besides, another one-way ANOVA of motivation type was also conducted. 

The results showed that participants exposed to extrinsic scenario believed that 

they fulfilled the goal out of relative extrinsic motivation (Mextrinsic = 4.09, 

Mintrinsic = 3.97; p < 0.01) and those participants who were exposed to extrinsic 

scenario believed that they fulfilled the goal out of relative intrinsic motivation 

(Mextrinsic = 4.26, Mintrinsic = 5.23; p < 0.01). 

Moreover, I also checked if motivation type affects not only the quantity of 

deservingness for rewards, but also the type of deservingness for rewards (self-

related or other-related). As for whether extrinsic motivation and intrinsic 

motivation leads in different type of deservingness for rewards, an ANOVA 

revealed insignificant difference across two motivation conditions. Specifically, 

results show that participants in the extrinsic condition have higher level of 

other-related deservingness (Mextrinsic = 5.01, Mintrinsic = 4.86; p >0.05) while 

participants in the intrinsic condition show more self-related deservingness 
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(Mextrinsic = 5.40, Mintrinsic = 5.29; p >0.05). Although the mean reveals that 

different motivation leads in different type of deservingness, the difference in 

self- versus other-related deservingness for rewards are not statistically 

significant across two conditions. Perhaps, this is because the different means 

across two conditions results from the scenarios used for motivation type 

manipulation rather than the motivation itself. Therefore, the motivation type 

only affects the quantity of deservingness for rewards, not the type of 

deservingness. Therefore, only the quantity of deservingness for rewards (how 

much you think you are deserved for a reward) will be included in the following 

analysis. 

 

Mediation Analysis 

In order to test H1 that extrinsic motivation leads in greater deservingness 

for rewards than intrinsic motivation, a one-way ANOVA was conducted with 

motivation type as factor and deservingness for rewards as dependent variable. 

The result indicated a significant effect of motivation type on deservingness for 

reward as the figure 3 demonstrates. Participants in the extrinsic motivation 

condition perceived that they were more deserved rewards for completing the 

long-distance race than those in the intrinsic motivation condition (Mextrinsic = 

5.55, Mintrinsic = 5.13; p <0.05). Thus, H1 was supported.  
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Figure 3. The effect of motivation type on deservingness for rewards 

 

Then I conducted 3-step simple mediation analysis(Baron & Kenny, 1986) 

to examine if perceived effort mediated the effect of motivation type on 

deservingness for rewards. First, I regressed the perceived effort on motivation 

type, which revealed a significant effect on perceived effort (b=0.202, t=2.22, 

p<0.05). Second, I regressed the deservingness for rewards on motivation type, 

and the result indicated that motivation type significantly affected deservingness 

(b=0.293, t=3.382, p<0.01). Third, I regressed deservingness for rewards on both 

motivation type and perceived effort. This time, both coefficients still kept 

significant (b=0.181, 0.555 respectively, p<0.05), but the coefficient of 

motivation type decreased from0.293 to 0.181. Such result supports H2 that 

perceived effort partially mediates the effect of motivation type on 

deservingness. That is to say, when customer fulfilled a goal out of relative 

extrinsic motivation, they possess greater perceived effort and therefore believe 

that they deserve more rewards for their accomplishments. The following figure 

presents the results of the simple mediation analysis. 
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Figure 4. The mediating effect of perceived effort 

 

The next question is whether deservingness for rewards mediates the effect 

of motivation type on self-gifting intention. One-way ANOVA indicated that 

participants in the extrinsic motivation condition also expressed greater self-

gifting intention after completing the long-distance race than those in the 

intrinsic motivation condition (Mextrinsic = 5.92, Mintrinsic = 5.04; p <0.01). 

 

 

 

Figure 5. The effects of motivation type on self-gifting intention 
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deservingness for rewards mediated the effect of motivation type on self-gifting 

intention. Following Baron& Kenny’s mediation method, motivation type 

significantly increased self-gifting intention (b=0.539, p<0.01), and its effect on 

deservingness for rewards was also significant (b=0.293, p<0.01). When self-

gifting intention being regressed on with deservingness and motivation type, the 

coefficient of motivation type and deservingness for rewards maintained 

significant (b=0.390, 0.509, respectively, p<0.05). Such results suggest that 

deservingness for rewards partially mediates the effect of motivation type on 

self-gifting intention. However, it is to be noticed that in my proposed 

framework, the deservingness for rewards is supposed to fully mediate the effect 

of motivation type on self-gifting intention, which is not fully supported by 

analysis results. In other words, motivation type also has direct effect on self-

gifting intention. Therefore, H4 is partially supported. 

 

 

 

 

 

 

 

Figure 6. The mediating effect of deservingness for rewards 

 

Then a bootstrapping analysis that generated a sample size of 5,000 was 

conducted using SPSS PROCESS MODEL 6(Hayes, 2012; Hayes, Preacher, & 

Myers, 2011; Preacher, Rucker, & Hayes, 2007) in order to test the serial 

mediation effects. The total indirect effect of motivation type on self-gifting 

intention was 0.2565 and the 95% confidence interval excluded zero [CI (0.1128, 

Extrinsic motivation 

(VS. Intrinsic) 

Deservingness 

for rewards 

Self-gifting intention 

0.293** 

0.539** (0.390*) 

0.509* 



２４ 

0.4440)]. Besides, the indirect effect of motivation type on self-gifting intention 

through perceived effort and deservingness was significant at 95% level [CI 

(0.136, 0.1632), excluded zero]. Therefore, it can be concluded that perceived 

effort and deservingness for rewards function as sequential mediators that 

affecting the relationship between motivation type and self-gifting intention. The 

results of sequential mediation analysis are demonstrated in figure 7. 

 

 

Figure 7. Sequential mediating effects 

 

 

Moderation Analysis  

The hypotheses suggest that self-construal moderates the effect of 

perceived effort on deservingness for reward (H5) as well as the effect of 

motivation type on deservingness for reward (H6).  
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to say, compared with interdependent consumers, independent consumers are 

more likely to transfer perceived effort into deservingness for rewards. 

Beside, in order to examine if self-construal moderates the direct effects of 

motivation type on deservingness for rewards, 2*2 ANOVA analysis was 

conducted and the results yielded a significant difference across interdependent 

and independent conditions (F (1,124) =7.644, p<0.01). As the figure below 

demonstrates, when participants were primed to be more independent, extrinsic 

motivation induced higher deservingness for a reward (MExtrinsic=5.87, 

MIntrinsic=5.13, p<0.01). In contrast, though extrinsic motivation also induces 

higher deservingness for a reward (MExtrinsic=5.25, MIntrinsic=5.15) in the 

interdependent condition, but the effect of motivation type is not significant 

(p>0.05, n.s.). Thus, it can be concluded that when the consumers are primed to 

be relative independent, they are more likely to believe they deserve a reward to 

themselves if they have fulfilled a task or goal out of extrinsic motivation. 

However, such positive effect of extrinsic motivation on deservingness for a 

reward is weakened to a large extent for those interdependent individuals.  
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Figure 8. The moderating effect of self-construal 

 

To further demonstrate the overall moderated mediation effect, a 

bootstrapping analysis that generated a sample size of 5,000 was conducted 

using the SPSS PROCESS MODEL 15(Hayes, 2012; Preacher et al., 2007), with 

motivation type as independent variable, perceived effort as mediator, self-

construal as moderator, and deservingness for rewards as dependent variable. 

The results indicated the moderated mediator was significant at the 95% 

significance level because the confidence interval for the indirect effect excluded 

zero [CI (0.0074, 0.2392)]. To be specific, the interaction of self-construal and 

deservingness for rewards was significant (p<0.05), and the conditional indirect 

effect of extrinsic motivation (versus intrinsic motivation) on deservingness for 

rewards, mediated by perceived effort, varies across independent and 

interdependent self-construal. When participants are relative independent, the 

effect of extrinsic motivation on deservingness for rewards through perceived 

effort is 0.2007 [CI (0.042, 0.406)], in contrast, when participants are relative 
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interdependent, the effect of extrinsic motivation on deservingness for rewards 

through perceived effort is only 0.1101[CI (0.025, 0.261)]. Thus, self-construal 

moderates the effect of perceived effort on deservingness for rewards, in support 

of H5.  

Similarly, another bootstrapping analysis that generated a sample size of 

5,000 was conducted using the SPSS PROCESS MODEL 8(Hayes, 2012; 

Preacher et al., 2007), with motivation type as independent variable, 

deservingness for rewards as mediator, self-construal as moderator, and self-

gifting intention as dependent variable. This analysis was also conducted in 

order to test the overall moderated mediation effect. The results indicated the 

moderated mediation of deservingness for rewards was significant at the 95% 

significance level because the confidence interval for moderated mediation 

effect excluded zero [CI (0.1052, 0.7003)]. As for the conditional effect of 

motivation type on self-gifting intention, both conditional direct effect and 

conditional indirect effect through mediator were statistically significant at the 

value of moderators. Specifically, the effect of motivation type on self-gifting 

intention is greater when the self-construal is independent (effect=0.7440, 

p<0.01) than when it is interdependent (effect=0.5852, p<0.01); and the 

mediated indirect effect on self-gifting intention is also greater when the self-

construal is independent [effect=0.4112, CI (0.2127, 0.6984), excluded zero] 

than when the self-construal is interdependent [effect=0.1554, CI (0.1071, 

0.2355), excluded zero]. 

Therefore, the moderated mediation is proved significant, which is in 

support of H5 and H6. 
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3.2.4. Discussion  

According to my proposed research model, both perceived effort and 

deservingness for rewards help explain why extrinsic motivation promote self-

gifting intention. The main experiment first examines the main effect of 

motivation type (extrinsic vs. intrinsic motivation) on deservingness for rewards. 

Both simple mediation analysis and bootstrap methods were applied to examine 

the hypotheses. The results support the hypothesis that extrinsic motivation 

enhances deservingness for rewards by inducing greater perceived effort, in 

support of H1 and H2. To be specific, in contrast with those who fulfilled the 

goal out of intrinsic motivation, those who fulfilled the goal out of extrinsic 

motivation makes believe they have invested more effort in preparation and 

pursuit and thus they think they are more deserved for rewards for the 

accomplishment they have made. Then analysis on motivation type, 

deservingness for rewards and self-gifting intention was further conducted and 

results show that motivation has a positive effect on self-gifting intention 

through the deservingness for rewards as mediator. That is to say, extrinsic 

motivation enhances self-gifting intention by increasing deservingness for 

rewards. It is notable that the motivation type not only affect self-gifting 

intention through deservingness for rewards, it also has a direct effect on self-

gifting intention in a way that extrinsic motivation has more positive effect on 

self-gifting intention than intrinsic motivation. Furthermore, bootstrap analysis 

further examines the sequential mediation, which provides additional evidence 

that perceived effort and deservingness for rewards serve as sequential mediators 

in the relationship between motivation type and self-gifting intention. 
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As for the moderating effect of self-construal, analysis results support the 

hypotheses 5 that when participants are primed to be more independent, they are 

more likely to transfer perceived effort into deservingness for rewards as 

opposed to those who are primed to be more interdependent. Similarly, such 

moderating effect of self-construal also occurs on the relationship between 

motivation type and deservingness for rewards, in support of H6.  
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Chapter 4. General Discussion 

4.1. Summary 

 

It has been suggested by previous research that consumers are likely to buy 

themselves self-gifts as rewards after they have achieved some success or 

fulfilled a goal. This research aims to investigate the factors that may influence 

rewarding self-gifting intention in the context of accomplishment. The author 

proposes that extrinsic motivation will promote greater self-gifting intention by 

enhancing perceived efforts and deservingness for rewards than intrinsic 

motivation. Author also examines if independent and interdepend self-construal 

plays a moderating role in influencing the perceived effort and deservingness for 

rewards.  

One 2*2 between-subjects experiment was conducted with motivation type 

manipulated by scenarios and self-construal manipulated by priming tasks. The 

results mostly supported the proposed hypotheses. To summarize the results of 

this study, when an individual has fulfilled a goal directed by external forces 

(versus internal forces), he or she tends to perceive greater invested efforts and 

then induces greater deservingness for rewards, which subsequently leads in 

greater self-gifting intention.  

In addition, though some exploratory research has shown cultural self-

construal affects self-gifting behaviors, such that consumers in individualism 

cultures are more favorably responded to self-gifting consumption than those in 

collectivism cultures. This current study further investigates if the malleable 
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individual self-construal influences consumers’ rewarding self-gifting intention. 

As expected, the results of the main experiment indicate that when consumers 

are primed to be more independent, those with extrinsic motivation are more 

likely to engage in self-gifting behaviors than those with intrinsic motivation. 

And when consumers are primed to be more interdependent, their self-gifting 

intention does not show significant difference between people with extrinsic 

motivation and those with intrinsic motivation. Therefore, it can be concluded 

that consumers who have fulfilled a goal out of extrinsic motivation and primed 

to be more independent are most likely to buy self-gifts for themselves as 

rewards for success. 

 

4.2. Implications 

 

This study makes theoretical contributions in three ways. First, this 

research contributes to the literature on self-gifting behaviors. Most of previous 

research were mainly exploratory and qualitative studies focused on the general 

descriptions about self-gifting behaviors. This current study focuses on one 

specific context, rewarding self-gifting that follows accomplishments, and 

investigates whether the motivation type influences self-gifting intention. This 

research takes the perspective of motivation theory and self-determination 

theory and investigates how intrinsic and extrinsic motivation affect self-gifting 

intention, which enriches related literature. 

Second, this study adopts a quantitative method by conducting experiment 

and data analysis, which further enrich literature in self-gifting behaviors. 
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Third, this research also contributes to the literature on relationship of 

malleable self- construal and consumption behaviors. Though many previous 

research have demonstrated that self-construal influence consumer behavior, 

such as impulsive consumption, brand evaluation, risk taking and so on(Mandel, 

2003; Swaminathan, Page, & Gürhan-Canli, 2007; Zhang & Shrum, 2009), the 

effect of self-construal on self-gifting behaviors still remains limited, and most 

of the research were focused on cultural perspective. Thus, this research has 

filled the gap in related research. 

Apart from theoretical contributions, this current study also provides 

practical managerial implications for marketing managers. First, the results are 

helpful in segmenting and targeting customers. As this study suggests, 

consumers with extrinsic motivation are more willing to purchase rewarding 

self-gifts. Consumers whose achievement are mainly directed by external forces, 

such as family and society pressure, are more likely to engage in self-gifting 

consumptions. Accordingly, marketing manager may find it useful to segment 

customers and stimulate new demand for self-gifting consumption. Besides, 

since the results show that relative independent self-construal promotes self-

gifting intention when the goal is fulfilled with extrinsic motivation, using 

advertisements to make audience focus on themselves rather than relational 

others and on the achievement they have made under external forces can be a 

way to stimulate greater self-gifting intention.  

Furthermore, perceived effort can be applied in marketing communications 

to encourage self-gifting behaviors. For example, when advertisements 

emphasize the effort consumers have paid or the sacrifice they have made for 
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work or family member, consumers may induce more perceptions that they are 

deserved for rewards and consequently will be more likely to be engaged in self-

gifts purchases. 

 

4.3. Limitations and future research 

 

This research has several limitations, but also provides future research 

opportunities. First, the sample is limited to college students, which is hard to 

generalize the result to the whole population. Therefore, it is worthwhile to 

further investigate if the results of the current study can be applied to customers 

of other age and occupations. 

Besides, the experiment was conducted by online questionnaire and 

motivation type was manipulated by scenarios, which may cause some external 

validity problems. In the future, research might place participants in actual 

environment and observe consumers’ reactions to self-gifting behaviors.  

In addition, this research only focuses on rewarding self-gifting in the 

context of accomplishment. Thus, other contexts for self-gifting such as 

therapeutic self-gifting after experiencing failures remain much potential to be 

investigated. For example, there is a research investigates how self-concept can 

be primed by different self-gifting context, in a way that reward context primes 

the masculine/instrumental and independent self-concept, and the therapy 

context primes the feminine/nurturing and interdependent self-concept 

(Weisfeld‐Spolter, Rippé, & Gould, 2015). Therefore, future research may 

consider more self-gifting context and investigate how self-construal and other 
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self-concepts work in different contexts.  

Last but not the least, this current study investigates how different 

motivation type makes a difference in forming self-gifting intention, and future 

research may consider more subsequent consumer choice such as consumers’ 

preference towards different types of products as self-gifts or willingness to pay 

for self-gifts. 
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Appendix 

 

Appendix 1: Self-construal priming tasks 

Task 1: Sumerian warrior story 

Interdependent condition Independent condition 

Sostoras, a warrior in 

ancient Sumer, was largely 

responsible for the success of 

Sargon I in conquering all of 

Mesopotamia. As a result, he 

was rewarded with a small 

kingdom of his own to rule. 

About 10 years later, 

Sargon I was conscripting 

warriors for a new war. Sostoras 

was obligated to send a 

detachment of soldiers to aid 

Sargon I. He had to decide 

whom to put in command of the 

detachment.  

After thinking about it for a 

long time, Sostoras eventually 

decided on Tiglath, who was a 

member of his family. This 

Sostoras, a warrior in 

ancient Sumer, was largely 

responsible for the success of 

Sargon I in conquering all of 

Mesopotamia. As a result, he was 

rewarded with a small kingdom 

of his own to rule. 

About 10 years later, Sargon 

I was conscripting warriors for a 

new war. Sostoras was obligated 

to send a detachment of soldiers 

to aid Sargon I. He had to decide 

whom to put in command of the 

detachment. After thinking about 

it for a long time, Sostoras 

eventually decided on Tiglath, 

who was a talented general 

indebted to him. This would 

solidify Sostoras’ hold on his own 
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appointment had several 

advantages. Sostoras was able to 

show his loyalty to his family. 

He was able to cement their 

loyalty to him. In addition, 

having Tiglath as the commander 

increased the power and prestige 

of the family. Finally, if Tiglath 

performed well, Sargon I would 

be indebted to the family. 

dominion. In addition, the very 

fact of having a general such as 

Tiglath as his personal 

representative would increase 

Sostoras’ prestige. Finally, 

sending his best general would be 

likely to make Sargon I grateful. 

Consequently, there was the 

possibility of getting rewarded by 

Sargon I. 

    

   Task 2: Pronouns identification  

Interdependent condition Independent condition 

Read the following text, and 

count the pronouns (we, us, our). 

We often go to countryside 

for relax, because the beautiful 

sceneries make us peaceful. 

When we are walking on the 

country road, green trees and 

colorful flowers come into our 

eyes and makes us happy. 

Sometimes, we lie on the 

grassland, watching the clouds 

Read the following text, 

and count the pronouns (I, me, 

my). 

I often go to countryside for 

relax, because the beautiful 

sceneries make me peaceful. 

When I am walking on the 

country road, green trees and 

colorful flowers come into my 

eyes and makes me happy. 

Sometimes, I lie on the 
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moving in the sky. Sometimes, 

we run in the wheat field, flying 

up the kite and our dreams. 

Sometimes, we sit by the river, 

playing with little fishes in water. 

We enjoy every moment during 

our stay in the countryside. 

grassland, watching the clouds 

moving in the sky. Sometimes, I 

run in the wheat field, flying up 

the kite and my dreams. 

Sometimes, I sit by the river, 

playing with little fishes in 

water. I enjoy every moment 

during my stay in the 

countryside. 

 

Appendix 2: Motivation type manipulation  

Scenario A (for intrinsic motivation condition) 

Please imagine the following scenario: You are an energetic young student 

and you are interested in doing sports and keeping fit. There is a running activity 

held by your university that participants need to finish a 10-km run. You decided 

to register and made an exercise plan for preparation. In the following month, 

you worked out regularly according to your plan and successfully finished the 

10km running activity in the end. 

 

Scenario B (for extrinsic motivation condition) 

Please imagine the following scenario: You are taking a PE course this 

semester and your professor suggested all the classmates should take part in a 

running activity held by your university that participants need to finish a 10-km 

run. You registered and made an exercise plan for preparation. In the following 
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month, you worked out regularly according to your plan and successfully 

finished the 10km running activity in the end. 

 

Appendix 3: Questionnaire (independent self-construal, intrinsic motivation) 

I am a master candidate at Seoul National University. This is a questionnaire for 

my graduation thesis. All the answers will only be applied in academic research. 

Please read every word and answer each questions carefully. Your participation will 

be highly appreciated. 

 

Please read the following story carefully. 

 

Sostoras, a warrior in ancient Sumer, was largely responsible for the success of 

Sargon I in conquering all of Mesopotamia. As a result, he was rewarded with a 

small kingdom of his own to rule. 

About 10 years later, Sargon I was coning warriors for a new war. Sostoras was 

obligated to send a detachment of soldiers to aid Sargon I. He had to decide whom 

to put in command of the detachment. After thinking about it for a long time, 

Sostoras eventually decided on Tiglath, who was a talented general indebted to him. 

This would solidify Sostoras’ hold on his own dominion. In addition, the very fact 

of having a general such as Tiglath as his personal representative would increase 

Sostoras’ prestige. Finally, sending his best general would be likely to make Sargon 

I grateful. Consequently, there was the possibility of getting rewarded by Sargon I. 

 

1. Do you admire the general's decision?  

           ○ no  ○ yes    ○ not sure   

 

Read the following text, and count the pronouns (I, me, my). 

I often go to countryside for relax, because the beautiful sceneries makes me 

peaceful. When I am walking on the country road, green trees and colorful flowers 

come into my eyes and makes me happy. Sometimes, I lie on the grassland, 

watching the clouds moving in the sky. Sometimes, I run in the wheat field, flying 
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up the kite and my dreams. Sometimes, I sit by the river, playing with little fishes 

in water. I enjoy every moment during my stay in the countryside. 

 

2. How many pronouns (I, me, my) appeared in this paragraph? 

   ○ 9 

   ○ 10 

   ○ 11 

   ○ 12 

 

3. Please read the following items and rate on them according to your situation.  

 

I enjoy being unique and different from others in many aspects.  

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

Even when I strongly disagree with group members, I avoid an argument. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I do my own thing, regardless of what others think.  

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I feel it important to act as an independent person.  

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I will sacrifice my self-interest for the benefit of the group I am in. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I should take into consideration my parents' advice when making decisions. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I feel good when I cooperate with others.  

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 
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I am comfortable with being singled out for praise or rewards.  

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I often have the feeling that my relationships with others are more important than 

my own accomplishment.  

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

Being able to take care of myself is a primary concern for me.  

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

It is important to maintain harmony within the group.  

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I try to do what is best for me, regardless of how that might affect others. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

Please imagine the following scenarios. You are an energetic young student who 

are interested in keeping fit. You heard that there is a running activity held by your 

university that participants need to finish a 10-km race. You decided to participate 

and made yourself an exercise plan for preparation. In the following month, you 

worked out regularly according to your plan and successfully finished the 10-km 

run in the end. 

 

4. Please rate on following items. 

I take part in this activity because it is fun. 

Strongly disagree     ○   ○   ○   ○   ○   strongly agree 

 

I take part in this activity because other people say I should. 

Strongly disagree     ○   ○   ○   ○   ○   strongly agree 
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It is important for me to take part in the run. 

Strongly disagree     ○   ○   ○   ○   ○   strongly agree 

 

I value the benefits of doing so. 

Strongly disagree     ○   ○   ○   ○   ○   strongly agree 

 

I enjoy myself when running. 

Strongly disagree     ○   ○   ○   ○   ○   strongly agree 

 

Others will not be pleased with me if i don't participate in the running activity. 

Strongly disagree     ○   ○   ○   ○   ○   strongly agree 

 

I find running a pleasurable activity. 

Strongly disagree     ○   ○   ○   ○   ○   strongly agree 

 

I feel under pressure from my friends/professors to take part in. 

Strongly disagree     ○   ○   ○   ○   ○   strongly agree 

 

5. Read the following items and rate on to what extent do you agree with them? 

I put a lot of effort into preparation of the 10-km run. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I worked very hard preparing the 10-km run. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

6. Would you like to purchase a gift for yourself as a rewards for completing 10km 

run? 

Not at all   ○   ○   ○   ○   ○   ○   ○ completely likely 

 

7. You have successfully finished the 10-km race. For the success you have made, 

I merit buying something for myself. 
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Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I deserve a reward to myself because I achieved something for myself. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I deserve a reward to myself because I am satisfied with myself. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I deserve a reward because I succeeded in fulfilling the task assigned to me. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

I deserve a self-gift because I can be proud of myself in front of others. 

Strongly disagree     ○   ○   ○   ○   ○   ○   ○ strongly agree 

 

 

8. What is your gender? 

   ○ male 

   ○ female 

 

9. What is your age?  

   ○ less than 20 

   ○ 21-25 

   ○ 26-30 

   ○ 30-35 

   ○ more than 35 

 

Thanks for your participation! 
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 국문 초록 

 

동기유형이 자기선물 구매의도에  

미치는 영향 

 

  모든 사회에서 나타나는 선물을 주고받는 현상은 중요한 의식이며 의

사소통이다. 자기선물을 ‘어떠한 특별한 상황에서 미리 생각 해 둔 특별

한 의미를 통한 탐닉적이고 상징적인 자기커뮤니케이션’이라고 정의하였

다.  

  현대 소비 사회는 개인이 소비의 주체로서 개인소득이 높아지고 구매

력이 강해질수록  ‘소비주체자로서 자아’ 에 대한 자각이 커지고 있다. 

따라서 자기선물 소비 행동도 점차 증가하고 있다.  

  자기선물 구매하는 동기는 크게 보상 상황, 위로 상황, 기념일 상황, 

여윳돈 및 보너스 상황 등이 자기선물의 동기로 제시되고 있는데 본 연

구는 목표를 달성한 뒤 보상상황에서 발생하는 자기선물행동에 집중하고

자 한다. 

  본 연구의 목적은 첫째, 외적 동기와 내적 동기가 자기선물 구매의도

에 미치는 영향을 알아보고 둘째, 자기 선물 소비 행동에 영향을 미치는 

요인을 알아본다. 마지막으로 자기해석이 동기 유형의 효과를 조절할 수 

있는가에 대해서 알아보도록 한다. 

  본 연구는 2*2 피험자간 실험으로 진행되었다. 대학생을 대상으로 온
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라인 전문기관에 의뢰하여 온라인 설문조사를 실시하였다. 총 124부의 

자료가 최종 분석에 사용되었다. 연구결과를 요약하면 다음과 같다. 외

적 동기로 목표를 달성하는 경우에 소비자는 자기가 더 많은 노력을 투

입한다고 인식되기 때문에 보상을 더 받을 만하다고 생각할 것이다. 따

라서 자기선물 구매의도가 늘어날 것이다. 또한, 자기해석의 조절 효과

도 확인하였다. 

 

 

 

 

 

주요어: 내적 동기, 외적 동기, 자기선물 구매의도, 보상을 받을 정당성, 

자기해석 

학 번: 2014-25143 
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