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Figure 1 Results for Experiment 1
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The Effects of Product-Gift Fit on the Uncertainty Gift Promotion

WANG Qi,SUN Yan,ZHANG Xiachang,ZHOU Xiaoli
Economics and Management School, Beijing University of Posts and Telecommunications, Beijing 100876, China

Abstract : Internet technology are making the implementation of an uncertainty promotion strategy much more efficient and practi-
cal. In order to grab the essence of uncertain promotion, the paper proposes a grounded model that shows the relationships be-
tween salient variables characterizing consumers’ valuations. The model includes constructs related to the product attributes, the
gift forms and the relationship between the product and the gift. In particular, the paper studied that the interaction of product at-
tributes and gift forms influenced the promotion evaluation, especially analyzed the effect of uncertain gifts of high consistency
and uncertain gifts of low consistency on promotion evaluation based on perceived fit between products and gifts. Further, we elu-
cidated that consumers’ transaction value mediated interaction effect of gift forms and product attributes on the promotion evalua-
tion.

Two experimental studies were conducted and we tested five assumptions by simulating a seenario. Independent variables
were product attributes and gift forms, and dependent variable was promotion evaluation. In Experiment 1, the design was a 2
( product attributes ; utilitarian vs. hedonic) X3 ( gift forms; high fit A vs. high fit B vs. uncertain gifts of high consistency) be-
tween-subjects design. In Experiment 2, the design was a 2 ( product attributes; utilitarian vs. hedonic) x 3 ( gift forms; high fit
gifts vs. low fit gift vs. uncertain gifts of low consistency) between-subjects design. The paper demonstrated that the promotion e-
valuation of uncertain gifts of high consistency was better than that of high fit gifts in promoted hedonic goods, while the promo-
tion evaluations of uncertain gifts of high consistency and high fit gifts had no significant difference in promoted utilitarian goods.
The promotion evaluation of high fit gifts was better than that of uncertain gifts of low consistency in promoted utilitarian goods,
while the promotion evaluations of high fit gifts and uncertain gifts of low consistency had no significant difference in promoted he-
donic goods.

This research concludes with a discussion of these findings. From the perspective of product attributes and fit, the paper
reconciles the contradictory views regarding the variables determining the effectiveness of uncertainty promotions. Then it further
reveals the applicable conditions for uncertain gifts and certain gifts and enriches the application range of gift promotion.

Keywords ; uncertain promotion ; product-gift fit; product attributes ; gift forms

Received Date: April 3™, 2017 Accepted Date; October 19 | 2017

Funded Project: Supported by the National Natural Science Foundation of China(71372194,71371034)

Biography: WANG Qi, doctor in engineer, is an associate professor in the Economics and Management School at Beijing University of Posts and
Telecommunications. His research interest focuses on behavioral decision-making. His representative paper titled “Impact research of online re-
views' sentiment polarity presentation on consumer purchase decision™ was published in the Information Technology & People( lssue 3, 2017).
E-mail ; buptwangqi@ bupt. edu. cn

SUN Yan is a master degree candidate in the Economics and Management School at Beijing University of Posts and Telecommunications. Her re-
search interest focuses on gift promotion. E-mail; 350480395@ qq. com

ZHANG Xiaohang, doctor in engineering, is a professor in the Economies and Management School at Beijing University of Posts and Telecommuni-
cations. His research interests include business intelligence and social relationship network. His representative paper titled “ Exploring the sequen-
tial usage patterns of mobile Internet services based on Markov models” was published in the Electronic Commerce Research and Applications
(Issue C, 2016). E-mail; zhangxiachang@ bupt. edu. cn

ZHOU Xiaoli is a master degree candiate in the Economics and Management School at Beijing University of Posts and Telecommunications. Her re-

search interest focuses on responsive marketing. E-mail; 18911682266@ 189. com O



