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Abstract

Purpose — A lot of preceeding studies have focused on the
pains that might be felt in spending money, that is an important
role in getting psychological safety. Money and social resources
can be all for consumers, and they are likely to form a sub-
stituting relationship with one another. Being motivated by the
idea that spending money for others can come with joy if one's
objective is accomplished by social support, this paper aimed to
explore the mediating role of the perceived money importance
and gratitude in the relationship between social support and
pleasure in spending for other-gift.

Research Design, Data, and Methodology — In this empirical
study, the experimental group is expected to receive social sup-
port while the control group is composed of those who are usu-
ally indulged in reminiscences of their sweethearts. From the
college students, 160 experiment participants were selected and
80 participants of them were assigned to control group as well
as to experimental group respectively at random. Empirical study
for each of the two groups was performed respectively by
means of questionnaire survey. Experimental group data and
control group data were combined together to be used for test-
ing hypotheses. Linear structural equation model in Amos was
used to verify the hypotheses, and Bootstrap was also used to
examine whether there were the mediating roles of the per-
ceived money importance and gratitude or not.

Results — From the empirical study, following conclusions
could be drawn: First, social support of others makes one per-
ceive the importance of money less; Second, social support of
others makes one perceive gratitude to others; Third, less per-
ceived importance of money and gratitude to others can make
one feel pleasure in spending for other-gift; and Fourth, less
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perceived importance of money and gratitude to others can par-
tially mediate the effect of social support from others on the
pleasure in spending for other-gift.

Conclusions — The outcomes of this study might offer theoret-
ic and managerial implications as follow: Even though many
hitherto studies have asserted that spending money usually
comes with pains, this study discovered that social support
might reduce perceived the importance of money but make
others feel gratitude and, thus, one would feel joy in spending
money to buy gift for others, and made a contribution to the
progress of the theory of pleasure in spending for other-gift.
This paper also made contributions toward the development of
emotion marketing theory by showing that the effect of social
support on the pleasure in spending for other-gift could be parti-
ally mediated by the perceived the importance of money and
gratitude to others.

Based on the above conclusions, it may be affirmed that
marketers should help consumers perceive the importance of
money less, and help feel gratitude to others by pointing up the
support of others to consumers in an attempt to accelerate
spending for other-gift.

Keywords : Gratitude, Perceived Money Importance, Pleasure
in Spending for Other-Gift, Social Support.
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<Table 1> The Differences of Each Construct between Experimental and Control Group

Mean
Construct - F(degree of freedom) P
Experimental Group Control Group

Social Support 5.9500 2.6042 225.128(1, 158) .000

Money Importance 2.5042 4.7958 100.276(1, 158) .000

Gratitude 6.3812 3.4375 202.984(1, 158) .000

Pleasure in Spending for Other-gift 6.0958 3.2375 188.236(1, 158) .000

<Table 2> Results of Testing Hypotheses
Path Estimate SE CR P Results
H1 Social Support — Money Importance -.504 .059 | -8.529 | .000 | accepted
H2 Social Support — Gratitude .820 .039 | 20.995 | .000 | accepted
H3 Gratitude — Pleasure in Spending for Other-gift .546 .068 | 8.041 .000 | accepted
H4 Money Importance — Pleasure in Spending for Other-gift -178 .050 | -3.546 | .000 | accepted
Direct Path Social Support — Pleasure in Spending for Other-gift 237 .069 3.458 .000
Pleasure in Spending X ?=167.182(df=39, p<.05),
for Other-gift R?=.839. GFI=.859, CFI=.963, TLI=.948
IF1=.963, RFI=.933, NFI=.952
<Table 3> Results of analyzing indirect effects
Path Stande?rc_jlzed Lower bound | Upper bound P
coefficient
Social support — Gratitude — Pleasure in spending for other-gift 519 204 672 .019
(direct path: Social support — Pleasure in spending for Other-gift) (.342) ' ’ (.000)
Social support — Perceived importance of money 123 034
— Pleasure in spending for other-gift(direct path: Social support ('737) .025 .289 ('000)
— Pleasure in spending for Other-gift) ’ '
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