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X &3} 7| (gift-giving) 3] -5©]
2H|Ae] AAA Aol v X= I g
v AHALE F4o

A

=z ¥ 3 A e &
olshed Ao Sk 42 shat uhaahy olstelAeyeti 42 stat s

£ AT Avxe AART AR G AEI] A3 AES Fave HAE T
ARl BATHEC] A ARl oW IS mAEA AHESIY o Yoyt &S]
5o F7IoF AERIC]l LA AAA A ojHd S A=A AT AT
12 2@A: A3ETE) x 2 AAN LAFE: LAELADY BAR HFol +
FE AL, AT 25 20ET7]: FH/APLA) x 2= APAN GAFE: AELA) x
20EFE: A LAY AR Aol FREAT. A7 A3, LA Al gA
YA A B AES Folof sk A&olA TF5AE o =2 BAE AdS T
PRPIAR AEF Aopg A do] EYAse A8l LA AEFVIE 7H LAk
g e @ o 52 AN 9SS BT A7AAE wReE AA FF
Aol sl =ostsict
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8]—7](g1ft -giving) 3PF& ALI A
fAsE 2a8 o
AANA AR ot 2] S
S 3chBelk, 1979; Caplow. 1982). 37
AES B AR BErd F48 Fo A
=3 e AR Alele] Ad(Gino & Flynn,
2011; Ward & Broniarczyk, 20113} X E3l= At
Y3 e A Afole] PABk 1976; Ruth,
Otnes, Brunel 1999)9]] F=-3f| 2t}
A 98 Bas Agsre Aug
& 98 BAe HEE HASHE A T
4% el Aoz e B
2 4N W AN ALK AASE B
o=

M| CKBerger & Heath, 2007, Escalas &

o

2> A oo

Bettman, 2005, Forehand et al, 2002, Sirgy

1982). oldl| we} LRAHES A Y] £FES
3 AN AAES B, m¥sH I
H AAN S 7L RIS 253 THBek,
1988; Fournier, 1998; McCracken, 1989). AH] Z]—
AEolgte AHstE JHE eRIAA A
112 romd Aae) AelgA g 44,
A& 4= ThBelk, 1979, Schwartz, 1967).

AT, AL A AR Ut TR
Gesbut B ARtel Folg Folat
geg dEe ol I
Ple 482 FUske 2u4e 3
= E}\]oﬂ W= Al A AS
1gal glol7lo] WAE 1%
JTHWard & Broniarczyk, 2011).
FHEA7)7] s A
dee @ SE glom,
W3 A4 A9 A

¢

o

% oo

=
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il
ol

LN e Y
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24
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o
tlo
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ofje
ful
fr
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o>
AC)

ro,
e
e

1-0

Al FtHWard & Broniarczyk, 2011). 7]& A
58 AHRY Aots el gl 2A
2o} 287} AQle] Aye] FAHT =
B AF Aol el Aol Aol 9%
= 7 &S U t®Belk, Bahn, Mayer,
1982; Levy, 1959). H<+9 A= Anvleh A
A3 AJole] BAE AEsste EATE A3
I AEE Aoto] H3xol 4HAL P Abolo
TAAJD A 2HS YwFe FAoH
(Aknin & Human, 2015; Chan & Mogilner, 2017).
oo we} B AFe HNES Fuve A
Atol ol aAe &mizte] HAY AR ohs)
T8} "‘ﬁiiﬂl} gt} 7hSoly AT &
= A HE=L e B9 s5Y A9
oA ﬁg—a— 3}* 33-?4& 9 t= Aotk

o Hy o

al n{l-l

Broniarczyk, 2011). 7§Q1-& 213 A A =4l
3 B12 | PUsL A el A7

W2 Rl ol A@ﬂa}% 62}01 slom
(Aron et al., 1991), #A7} I&F+=2 gols
AARG AR o W o}uh 23kt

(Gershoff & Johar, 2006; Lerouge & Warlop,
2000). 1HEZ g Ale]Ql it Apqlo]
WA v AdsE Rl del 4

& Burke, 2002). Jaiﬂi *HIZV} X138k BA
A= ERIS A AES Adsie g5
Aol U= EFQol vluste] An)z}F 7RQl

Ao o 2 d&S v = Y

o
ATE YABAE wsHA Y T34
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2 FE3 Clark & Millse] A7 (relationship
normy AE37] A3e] 2 g3te] 729
8 Setad g 2uAsh 429 3A)
7 GA e wkele AES Aol &
5 17 35H /}jgs—g Al Bk= Al

}XWW el v

A ARl vAE
2 oatal ol gl
(1990)¢] A7l waw, LA 5715 7}
Z AR olgERl F71E JHAAL W Ab
Ze 7w = A 2l
g5 5718 7H
S allof sh7]el MESEY] Ass Apilo] sfof
st dojuh Ao R o7t oFAQl F7
hyA

l

£ 7H RIS AdESVIE FE #AE £E
dof & B717} flomg AEsy] dAAE o
coeta =8S 9 549 Aotk #AAE O
THE S HEY gioz Hesing
dusy 2 Aad 4E wE AT A
A3l= 7Z8ko] dThHeeler, Francis, Okechuku,
& Reid, 1979).

N QTE WMoz B Avt 4ga)
AFL Bal e ALae AU wAS
FASAL 4lo] sh= AR E71E 7R A
AEE ANS) AARE O ol WY +

4=317| (gift-giving) AS0| A8IXte| FHld 2IZ0| OIxle G0l tigt AT 0= AH|XE SH22

Fade WS A

SR
) 63%@ 5719 A0z ol

Basad. 4% D94 A4
|34 e AESH] 38
vs. AP35k e
vs. kAol FAE el mA
F@Hoz Asnag 9.
Wl £ojel HEEAL Afo]E
Amazon Mechanical turk(Mturk)ol|A] 2R EH w]=-
anAE o 2ol AREAE 5

of

B e
>

o,

o

i—l‘,
L =
> i
= 0
_lZi %

48

o 2 ot ox r2 o
X
o

of
.
ot

-

i
o
r2 %ﬂ

oll
-

M= AfobE A M L7t

Ao ol&s} Aol g olge] mhew
vl AN RS AASE AF TE
BA=E HEaAY ddee Agel ok
= LZ]PQOE O]z]ﬂ“ X—]E_E 130 %jl— 1
3} Q1R Y %] o] E(consistency theory) =
N FREHE FotnAsle AT
%3} o] Z(cognitive dissonance theory) & 2% 3
4sl0] TF 284 BFE olshshe o 3
Belebl Heso] Ak LulAe) A7
% AE EE HAS olAge] B UAE
£ Qudez ojsd e 384 st
39%9 HrlZ o]ojFtHKamins & Gupta,
1994; Sirgy, 1985). A|Foju} B9 74 o]
=9 A 7S Aol ?37;55]7101]
ALl zel o A7E gAE AH] Bl A o]
A3 dEAo] anlate] HEE, wEE, 7
T e e mE F dd= Aol

=% A THEricksen, 1996; Jamal, 2007; Grubb
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S=glefstelA]s AL 0

o

& Grathwhl, 1967, Mehta, 1999, Sirgy, 1997).
Qo] g 8L Hz FALS 3
= A% F"HE UehdthSwann, 1990). T
Yol Aol td 47 Aol U
W% 12 ALV AFES AARoE
A7) AehE FAsT b Agte] Al o

gt ZAlel sl o ofEstAl Han, Al
Ao}e oIl AHRE ¢ sdsiA Bt
ofgigh A7) gl Wid 9 Ao
g Aolx sAFl Ar)H, AL olsfat
' ABE AFsaa e AL Tt
Aol tigk Qg Aola AR ReH A

A &l BgHolgtal & & 3tk

B, d9AdS e AlEe ARE
of el gk &S 2 Hal 2" F
Tog Qs Azt e RAA S A4
dspAl "ok dBde A2 dAE ofsist
I BAE AAske TE B¥ol 7] W
o d¥dEs wEske AL AAT AdeE
A H .

AESHe Abgo] AES Agshs Ao
gk AEE AvlA Ao FAAHE ndH
& F IE2 e =TEA 9FS dih
A LAl i ArEEe A" dae
ME PAE0] X]-/\_,] HARS gHe=

MNES }\-]Eﬂ ].‘—

atAE el 9

FalAel Book 478 5477 98 A
Ale] AA| Ao |

dEg ol & Agel BS ole BslA
3]-oq:L B 7 2.5
tho] ozt gAY
Zo] 818 % tHWard & Broniarczyk, 2011).

o7 1

AR M=-AtobFd Al H

Slaio olxle

LA7F Ao

olF et M=
A o|tt.
gl 7+ #AE 3
Tk Clark & Mills(1979)2] nE#AA 9} 3507
ol txFoltt. F IA FIFL WA
WolA Fate E23 s zolE HQl
o ABIAE AAH 84 FeA WA=
ALBlA Qo] TS F= Aol7t AtHdark
& Mills, 1993). W 3FA= Aol Al A7}
FAHH a9g9] gEs SHtaat §t
, el Al vk Aol itk HE#F ok
ﬂ—(Aggarwal 2004; Clark & Mills, 1993). %k
S W #A el 9
2 AgoA =S 2
Tl d8sthe
< B%TM githe o7k A
742 tHClark & Mills, 1979). LEjA] T2 A}
Al =S AT o]Fel o] EHTS
=3, Y A9 F435te] vl
ATHClarck, 1984). WA ] TF
Aol Al e see Al
o} Aalo] zrotok & RAZRS =7]A gt}
(Clark & Mills, 1979). 1HE=Z WA &
A AEE7)E BA Lol|A] Zolol & oA
PFoZ 1Fate] A AAAH IAeHA

re MBS S0k & A% A ATl 1

rlo

rol 4 o iﬁ o ] rulru
2
Fi
%0
r

U}L offt
[o ol

o O . o

[

e]

)

I ogk N

1°)

=2 r e
2 o &

- 156 -



OA 324 %S Aot uddA AgELS
Aol AFd Zgo] tlsle] 1o HZ=3t
HAL AFLE W 3HF FE I

(Aggarwal, 2004). TE 9} 22 tiAtol o 5)ed
@B AdEo] o A o]eje e
S A7) A 28 FE AT ek
(Aggarwal, 2004). °|5& 534 A3} Bgs
A% 3}7) LIH—‘?«(Belk 2005; Mcgraw & Tetlock,
2005) AE9} Aale] FAA G o)
2 ogw WA 98 Aoleku o

dFs aA o 22
4474] 2o ‘11 %L%‘i IS ohA o

o ”EHH‘OETH H]S2gh SEs whd
&4 PErhCark & Mills, 1979). 12/E
Aol B{lgh Zg vk AnEs F7
THClark, 1984). FE @A Y& AISES
FHZA BAS 9 X33l (Clark, Mills, &
Powell, 1986) Atiwtzl 7Hgzow wH3tt

N
=
2L oo O Mo ook g

(Clark & Mills, 1993).

B d7e AEs 123 Fse AE 3
Azt HAE ety #AE A &
At et AES ske M A 3
AR Aol mAE Gl tE Zo=E o
gtk g BAIS vRPHARE SsaAlA
= A B0 el gzt gzt A
23 #AS skt she BEel si7dl
Qg W99 AANT RIS Aze)

$123517| (gift-giving) AS0| AIxte] HAld 2IZ0 Olxle Fo| it A7 0l AH|KE SHo=2

PEo HAE PP N BAG I o
S °F o gt

7Hd 1. &HIRE ARRle] A GA)8)
A e AES T uf . X 27 vlE)
FEIAs. wEBADANA T F=& AN S
Yol LA Zlolth

g ¥

AT Chet & A &4

2742} 28‘351g 21]945}1 % 172
Al AT AY dies #E A7)
AellA 4o FHA B

& A7 2@ BT X 2=
AEAY QARE: GAEDAD ol

o A4 3 AAZ AYHRET B

F he AF 204 A EEEIH
A3 =zt
FrtAes 2o AEEA 3l
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S=glefstelA]s AL 0

SFSAT.

Ay xE

FAATFAI AN Lo W3 HIE 9
3 7o) ME F7] AU S AREte] A
Attt A wsdA e} FFHA
T 7 AUEE 5 5F 3]’93,1—4'(Aggarwal
2004). WBA ZAAXNE 71t ¢
Alexst AFERBA Sle 42 A
BA ZHANAME 73
b 3T 474101] ]
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2
X
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1
K-
N

= AFE BA 2HS @
CHClark & Wilson, 1961). 2%
A IR e I e e P =
lo] ddd Ay 7o dEe A
AA ole} 2 FAE D1
A FEY 179 olgS AEAl 7]

g
2

BN i
o
2
o o,
El

fo 4 o

2 1N

=

@

ﬂi‘N

fo ox do [ M orU
)

> oo A
ol
o
}:1

A

fr
0,
k
£
o

% 3% [o

ZHANA= AE
El(“California Golden

A AU ANGD A

(“Stanford Cardinals”)S S 3l+=
AU 0 E AAska Atrto] S5k
%23 BM2E Aol Agae Ae
AL A= o|mAE A AA AT
(Ward & Broniarczyk, 2011).

=2
o
Ir
riu)

[ *

AR

M ZAb

AE-APAY LAF3
93 IAES e

AY 2ol 43

A=Aty
ol r 7] 9|3
AP AT (Ward &
tod AE-Apolg A A

OP

HAA =
AR HALE A A8
Broniarczyk, 2011)& %3l
AT AL , Al A g
Qoh} YAAE B 78 A v F
S A}8-3FtH(“wearing the T-shirt reflects

who I am.”,

ol

=2 9T
= E‘l
= =

o

“wearing the T-shirt is consistent
with how I see myself”, “people similar to me

wear the T-shirt in casual situations”, “people

wearing the T-shirt are very much like me”). A&
VA4 WA 2A3 B 249 247}
dee lAEe] AR Al A
AoAART A B BAAG EE e
Aoz thaA AZsEA HAsug v
(Cronbach’s Alpha =.88). ¥X] Alyg] oo &F
" e ANE e diste] Aobd
A4 GAM=535, SD=115F EIX|HT}
(M=221, SD=163) © =A A3 A=

VERETH«(170)=12.105, p<.001). AE-z}o}F
ARG ELA AU LM A AAE B
A R(M=5.26, SD=124)5 YX|BTHM=242,
SD=2.15) ¥ A A7 AR L}E}‘;ﬁ:‘r
(#(170)=-10.131, p<.001). o] XE-z}o}A A
4 dAFEe] =g Y= &7%540133 Al
Abgith.
#A

718 e ArhAkE
el o7k AT 2 A 2
371 flal AP AALE AAlskath AT

al T

(Aggarwal, 2004)E =+

- 158 -



= A

A5 (“Alex is like a colleague.”, Alex is
like a business partner.”, “Alex is like a really
close friend.”, “Alex is like a family member.”), ¥
Aol e Wk Be 78 Ansg Ae
I THCronbach’s Alpha =.96). 71 A3} w3l
z39 HEe A3 AEs e AR
ol FAE FEBAM=2.11, SD=176HTt
WEAAM=577, SD=99)Z © AzsAct
(t(69)=10.639, p<.001). FEHAE Y=
AUE S g2 tAEe AR dES
e Abe] BAE AEAA M =2.00,
SD=144)Rt} FFAAM=6.22, SD=8DZ A
21 THI69)=-15.272, p<.001). o]= TZ3}

AT AL ool elxgt
2 248 AT

O

ESTES
=

AAA AEL A8 AF(Breakwell, 1986)=

g-gsto] GAA Adel dhsiA 44 2
AFE-TH“Buying the T-shirt for Alex as a gift

” <

makes me feel displeased with who I am.”, “makes
me feel less like the person I want to be.”,
“makes me feel discouraged with who I am.”,
“makes me form a less positive attitude toward
myself.”). W] T3 tial 74 H=1H-Hd
FolaA 2he, 7H-S Behold SHels

Z 3} tHCronbach’s Alpha =.94).

AT 1 A%

S AYAY AR FG #

=3l |(gift-giving) &S0 ABIXR] AIE SIF0 0Xl= Fefol gt M7 0= AHAE sS4z

Aol 443 24EgEA Fs] Sl
2A44AE AN Ao AY-E A
R0 BATY 24T B BE A

-

29 FAR RS SRt AE-Ao}
AN AR 2APE BN 2 9N

AU Qe g3
A|(M=5.56, SD=1.17)5 =YX ETHM=2.34,
sD=171) B =A AA o= Yeut
(#(170)=14.206, p<.001). WFH, HE-}o}AH| A
YA AU E ¢ RS AolHA
A BEUXM=537, SD=1.28)5 YX|M=251,
SD=202Htt B #A AR AR Yy
THK(170)=-11.165, p<.001).

AR 2AHA 4 23, wgks
AlgE| e d9E ES Al A
S e A #AE T EAAM=1.89,
SD=148) Rt} WTAAM=5.95, SD=1.02)Z
Q1 21 5} A tH#(170)=20.887, p<.001). & A
AU E ¢ WHAES AR dEs
Bhe AN BAE wnBFHAM=1.63,
SD=141)Et FF5HAAM=6.07, SD=1.02)Z
MRS Eia= SS —% 21&%@(&170):-23.438,

2 7hEe] AokgAy o

Al Aol o

ret
AT
rz
A
1x
[N
it}

71 A A Al
AN AFEY s
olr 7] 95 o] °JvEr HEAS AAEATE 1
A% AL Al dg AE-AobFAA
UAFE T BAFHY ol dFEAE
A Z FoetA VERETHEA, 170)=11.14,
p<.001). FAZFOE, HNE-ZolHAAo] BY

{0,
~
>,

{

5
fo
©
off
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: ﬁH|X} . EFE

o

1. ME-XoFEMY AX|FHL BATH ME MM ol ohEt 2AMEMAD}
Sl AHr &= F n p
AR A - HE GAFH 1 12.487"" 069 <.001
A T 1 4.319" 025 039
A} HANAA-AE A5 X BATH 1 11.144™ 062 001
o7} ol tAl ZUTHE(L, 170)=.844 p=.360).
35 oo 240 A=t Aeg Aol ELAT el A
& YAt AE FaAete] #A 3EH
@ 25 " . AY W7t aBBAY Wik e AAA 9
n 2 173 o] WAtk 7M1 AAEHAY FAA
© 15 .D el o BAEA vk ¥ 2o AN
‘ Ak
2%k =R<TP
2 1. AN g H%J ME-XJOIHAA x|
TEL A 4FAE Jei= o471 o
A B TEEAM=340004 ngxx AT 1M B3] sl BAA 9
M=20900 B e A4 NG BAT ol P AEALYAY INFHS B
(F(1, 170)=13.845, p<.00D) (ZF 1 Fan. ¥k 9 7ro] 45288 AFath 1 2o
H, AdE-AetgAlgol AR B, TEdAl A L & ko] HAA Aol g HE-A)
M=173)9} nFBAM=2.04) BATHE] 2 obFAY YAFIFF BAFHY oIz
T 2. NEST|, MERE, ME-XOIHEMM-ME X7 mE HHY Ufol oist 242AZ0
Sl AHr &= F 7 P
AEF7 1 13.034™ 043 <.001
AE-AogAd IAH3 1 15.882"™" 052 <.001
AERFY 1 4213 014 041
AEE7] X AE-APgAY A/ 1 12,553 042 <.001
AE Aol G dAFE X HERFH 1 17.536™ 057 <.001
AEF7) X AEFE 1.823 .006 178
ABF7) X A HAG-AE A X AEFY 1 5.285" 018 022
p<.05, “p<.01, Tp<.001
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2l - ey [ 2o |(gift-giving) &S0| A8Ixte] FalY 2ol 0jxl= B st A7 0j= AHIXE S4e=

g0l BARCE foldRh BEWANAS  BAZ FEHL A4 AT 484 9
AEd7] ARl AePgAl ol BELAT A AbeT FEol7] fEodBek, 1979), dES
B QMY B oS GRS A8 T AR D FasA vl 09
Aol ¥ 2 d&FS A F 3ide AL & dFE2 Y AES7IE AEs] Al
o138 4= Yk ogekS A= % % 8+ Th(Babin, Gonzalez,

o yoprl B A= o3 A¥E vy o & Watts, 2007; Othman, Ong, Teng, 2005;
2 WA ’\*%3}7] BE F719 AU Sherry, 1983). AAZ thge] MAPAFEo] A
o= ogfstd HESE] F7lo wel AAA B PAEo] Ze odd F716 taEiA A
Al vA= °§6§E—:3°] 05 o2 odst A THGoodwin et al, 1990; Sherry, 1983;
1 o]E FolstuAt It} XMEFE AFEo] Ward & Broniarczyk, 2016; Wolfinbarger & Yale,
AESH7] AFE 9F Ev AR AR 1993). dlE E9, Sherry(1983)= A&7 4%
A=Al wt AdEe] AeiEnt oflet  oN 719 FeAS X oeHE F7I
QS GG o s L UL S F SIS ol 3
sl Bahe Aol i ARl 248

wY, @ ATE NF P94 HEEA)E ﬁ‘rs}ﬁit £71% walul, v Al A3

ojgo] 27aHe HEFA FFE 1A 3 o
oz dPguth AL A6l g A F b AESHE ARe AFe Yol A

= )

o
pas
o
il
tlo
QL
)
fd
g
HiL)
et
vl
O

U
o AgAel U As7k @A & oAb 94 AdE B 98 48 I
(Voss, Spangenberg & Grohmann, 2003), AH]z} Sta, A2 HAES D e HES F= 7
o] A F71E M B dewe AR o] ok
of tigk ofg=t dAel EHE‘} S el B A7e AEs7] ARl AL, oF
= 7 e HFA AFS S W ddiE A $71E RSl AE 9] A4 9
o2 WEEsl 2 0% o4l ¥ 4 Utk Wl HAE 9l ol dnung Bk
A, AR AEe) AFol A BAL AL HEEANE AT 26AES BE
92U AS 23l 284 e BA AR EE AT B Aktel B %A
4980 2 99e A 4 A8 AeE AL ARSE HES 59 Goodvin e al,
a3 W, A8 AT AEE e 1990), ol Sheny(1983)9] oJEH 7|9k= 3
AR Aol W wAALY BAT Aol Aok 5 e AR WA e, S
wAHA @) Eel 4B AAAS A IS AP HES deln il 4% 9
e WRT 1540l ATkBerger & Heah, ASE ARS WE AP BLE obsin
200, 278 d3a2a ok geby, oleid 57
2 b 2MAES HE FAANA AEE
H2 delxte =7 Age Ades] 98] =g wako] ohie)
NES B HEL 7 Aol e AR
AZs7le Fe A Be AR Abolel dvhg 2 a1 QleA] HolFaug Aile] A
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S2AE[SEIR]: AH[A} - BT

AHe neAFen =
5715 714 AeE
FHsbrlol A A
o] STHWolfinbarger & Yale, 1993).

A, o]l AEETIE TR bl
2 4% wge 48 e g2 AE g
2N HES FHI THWolfinbarger &
Yale, 1993). o]&2 U& AHdE9 7Idiy o
R ABS F)E S Ao we
Aol BeEgto g Bl Qlofuat sk 53

E R ERRE
we A}EHM WA

e
NES Heshe A

==

SES EEREE L)
Tenbrunsel & Wade-Benzoni(1998)2] ATLol| A
A AP Ho|1 FAHo|H =zl ut

b ?:ﬂ- Bazerman,

2 Exog At} oA Atans 9y
2A% F7o 240 RFoA Yk 1
AgAE B5A FAoln FHA

e
o
mlo

AATET. olsh o] AFeE
]-o]l‘:— q—oktﬂ- /\H]x]. A}sl & o]]}\j iﬂ]

4

o 2

o 1 fd O (B2 & N
f

]
Aok A&Ael g dsrk ed = 3l
S-S X oJFTH(Voss, Spangenberg & Grohmann,
2003)
Ne 2o mew Angse e
A AFL AN 479 APe ERE
FHoZ A8l o] THMaimaran &

Simonson, 2011). AH|A}EL
27 A0 wHT 42
N SErEe AL Pt Aol slo
(Maimaran & Simonson, 2011; Whitley, Trudel, &
Kurt, 2018).

W, 2EAES Aol w3aka 247

UL

S =7a A W HES 2 ] S8 o
Agsel dem §A AES sk
w3ty Sl (Baumeister, 1982), o]+ 1E
Tofell e gEtelr] Golsta Wl
Be JPsAel oA W olthBohm &
Pfister, 1996). ¢37]o] dNFEHE AZL FH=H4
A AARY= &HIAe] FAEe =HuliA
e 484 AAL AW Aol kY
(Berger & Heath, 2007).

YRR AEEQ AeEsrlE 7 anA

9% o no o Be
o) et S ol5o
25HA] &= A=A A
01;‘<]o]-l1 ME 48] A
e A4 AFS FIY ROk we
B ATE gt 2 HES Adsd

7H2 2. AB1A7F Ap2le] AR X8t
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This study conducted two experimental studies to examine the gift-giving situations. In study 1, the
identity threat according to the relationship norms and identity-congruence, has been verified. this study
was conducted with a 2(relationship norm: exchange/communal) x2(identity-congruence: contrary/verifying)
factorial design. The experiment results revealed significant two way interaction at the relationship
norms and identity-congruence. This study demonstrated that for a gift giving situation which is
identity-inconsistent, communal norm is more positive than exchange norm. However, the effect of the
relationship norms and identity-congruence on satisfaction is insignificant. Study 2 examined the effect of
gift-giving motive, gift-type and identity-congruence, this study was conducted with a 2(gift-giving motive:
voluntary/obligatory) x2(identity-congruence:contrary/verifying) x2(gift-type: hedonic/utilitarian) factorial
design. The experiment results revealed significant three way interaction of gift-giving motive,
identity-congruence and gift-type. for a gift giving situation which is identity-inconsistent, giving the
hedonic product(versus utilitarian product) and voluntary (versus obligatory) motive led to higher identity

threat. This study helps develop a better understanding of consumer behavior in gift-giving situations.

Key words : Gift-giving, relationship norms, identity-congruence, identity threat, gift-giving motive, gift-type
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