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 Gift promotion is one of new methods of advertising in which the enterprise gives gifts 

to its employee or customers. The goal of present study is to investigate the effect of 
consumer's attitude and overall evaluation from promotional gifts on purchase intention. 

The model used in this research used affective attitude, self-expression attitude, self-

presentation attitude, gift's nature, product's nature and the perceived fitness as the 
independent variables and overall evaluation and purchase intention of the customer as 

the dependent variables. The research application is applied and uses correlation 

method. Data are collected through survey method using questionnaire tool. The 
statistical population of this research is the customers of Irancell company in Isfahan 

city. For determining the sample volume, simple random sampling was used and 380 

acceptable samples were collected. The findings of this study show that: self-expression 
and affective attitudes have direct effect on customer purchase intention, i.e. as the 

amount of these attitudes increase the purchase intention in customers increase as well. 

It was also found that the variables of gift nature, product nature and perceived fit have 
a significant effect on customer overall evaluation; also, customer overall evaluation 

had a positive direct effect on purchase intention. 
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INTRODUCTION 

 

Regarding the present competitive market, finding a good place at the mind of consumer in a way that 

impacts significantly the purchase intention has a vital importance. Diverse factors affect customer purchase 

intention, among which the effect of two variables of attitude and customer overall evaluation of promotional 

gifts are investigated here. 

The attitude of a person has different dimensions which have different effects on customer purchase 

intention; in this study three attitudes are examined: affective, self-expression and self-presentation. The 

majority of service providing and product-based enterprises use advertising in order to declare their services and 

products to customers. Promotional gifts are one of the most common types of advertising. By using this 

method, the enterprises intend to: attract the attention of customers among their competitors, show their good 

faith, transfer their message to the customers, and generally, encourage customers to purchase their products or 

increase the purchase intention in them. Promotional gifts can include various goods or services such as: bags, 

pens, calendars, and other persuasive plans.  

 

Theoretical framework and research hypotheses: 

The important issue for a producer is to make their product successful in the market, and a product's success 

is attached to product's purchase. But what makes a customer to buy a certain brand or product? The answer to 

this question lies in the attitude and overall evaluation of the customers. 

In 1954,Allport defines attitudes as: "the basic footstone in the mansion of social psychology"; the 

definitions from this concept are considerably various and different but most of them emphasize on its 

relationship with obvious behavior. For example, Allport defines attitude "a position of mental and neural 
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structured preparation through experiences which has a dynamic directive effect on one's response to the 

subjects and situations related to these responses". Doob (1947) calls attitude an implied response which effects 

on following obvious responses. Green (1954) says that "the concept of attitude refers to a coordination or 

predictability of a response". Campbell (1963) calls attitude an "acquired behavioral preparation". Hence, 

attitude toward a brand is defined as the overall evaluation of customer from a brand which creates a basis for 

the customer behavior [15]. 

Purchase intention refers to consumer's tendency toward buying certain brand based on a routine procedure 

in the future, and resisting to its change [24]. Moreover, purchase intention of a specific product is identified as 

a good predictive of real behavior in purchasing the product [19]. This study examines the effects of customers' 

attitude and overall evaluation of promotional gifts through three variables of product nature, gift nature and 

perceived fitness between the gift and product in Irancell company of Isfahan city. The attitude-purchase 

intention relationship is extensively tested and studied in marketing researches and it is confirmed in the 

literature [20,12]. Three attitudes are examined here: self-expression attitude, self-presentation attitude and 

affective attitude. 

 

Self-expression attitude: 

One of the psychological needs of people is self-expression. This concept refers to expressing one's ideas, 

thoughts and beliefs to others. Self-expression helps people to know themselves better and may give them a 

better feeling because it reveals and expresses their identity and character and develops abilities of speech, 

expression of ideas, and fosters inventiveness. 

 

Self-presentation attitude: 

Edward Jones defines self-presentation attitude as: people attempt to control others' perception from their 

own personal characteristics. This is a process by which one transfers to others what is his/her main trait or 

character. Self-presentation is a type of imaginations management, i.e. it controls others' imagination form a 

social unit such as "individuals and organizations" [25]. When people try to achieve a certain thing such as: 

improvement or starting a relationship and having a good job interview, it finds great significance. 

 

Self-expression, and self-presentation attitudes and purchase intention: 

According to Wilcox et al (2009) a significant relationship exist between self-expression attitude and 

customer purchase intention [3]; also, park et al. (2008) found that self-presentation attitude among customers 

increases their tendency toward buying luxury goods [18]. Hence, the first and second hypotheses are proposed 

as follows: 

H1: self-expression attitude effects on customer purchase intention. 

H2: self-presentation attitude effects on customer purchase intention. 

 

Affective attitude and purchase intention: 

Affective attitude refers to complicated mental states such as beliefs, feelings, values and tendencies toward 

certain types of practice, feeling or emotions which associate with something. Emotional responses toward an 

issue, product or service are reprehensive of affective component of an attitude. Since the products are evaluated 

based on a specific situational framework, affective reactions of people toward a product can change by 

changing the situation. Moreover, due to Motivational methods, character, past experience, reference groups and 

distinctive physical condition of people their evaluation from similar beliefs are different [14].  

In a research conducted by Batra and Homer in 2004, it was shown that affective attitude has a positive 

impact on purchase intention of luxury brands [4]. Hence, third hypothesis is proposed as follows: 

H3: affective attitude effects on customer purchase intention. 

 

Promotional Gifts: 

Gift is a product or service which is provided for free or in a very low cost in return of purchasing one or 

more products [11]. It is used as a tool for commercial advertising, sales promotion and marketing relations 

[10]. Gift promotion can vary from an advertising packet to the very expensive watches or even cars. The best 

promotion gifts are those gifts which can be seen more and better. For example a desk item or a hand watch, are 

among the most seen promotion gifts. The large size or expensiveness of a promotion gift is not a good reason 

for its effectiveness. For example even a small pen can be more effective and useful than an expensive bag. 

Promotional gifts are used for a) influencing on the attitudes and purchase intentions of potential customers and 

b) retention or increasing purchase by the current customers [5]. Furthermore, enterprises may use gifts for 

appreciating the purchase done in the past by their current customers [3]. Giving a gift on a regular basis is 

proved to improve customer loyalty [13]. Hence, promotional gifts have the potential capability to be used as 

sustainable commercial investment [3]. 
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Customer overall evaluation from promotional gifts: 

Some of main concepts help sales representatives to justify customers' evaluation. In a customer's point of 

view, a product has a collection of features. Consumers have different views on the features and important 

things and pay attention to the features which are related to their specific needs. The consumers, regarding their 

own demands and unique needs, give different levels of importance to various features of a product. The 

evaluation of brand, product or service by a customer depends on their perception from them. Promotional gifts 

are one of the tools which can positively effect on consumer evaluation. Moreover, Wilkie (1986) defines 

attitude as "customer overall evaluation of brand" [6]. Accordingly, overall evaluation can also be regarded as 

customer attitude. 

 

Customer overall evaluation of promotion gifts and purchase intention: 

Vaidyantan in 2000 demonstrated that the attitude toward advertising has a strong effect on purchase 

intention [7]. Hence, the fourth hypothesis is suggested as follows: 

H4: customer overall evolution from promotion gifts effects on purchase intention. 

 

Perceived fit: 

It refers to the degree of similarity between parent brand and the developed product. The findings of 

research show that increasing the fitness between parent brand and the developed product increases its chance of 

being accepted by the customers [16] and hence the chance of success for the enterprise [21]. Moreover, 

perceived fit indicates the degree of consumer's perception from a new product in relation to its mother brand 

name [1]. Another definition refers to the logical relationship between the product and gift, which in one of the 

most important variables affecting consumer overall evaluation. Some research currents evaluated the effects of 

perceived fit in marketing and found that perceived fit has a significant effect on customer's response to the 

advertisement [7]. In another research, it was determined that developing brand name associated with high 

perceived fit make consumers to have a better overall evaluation [8]. Moreover, Montaner et al. (2011) 

concluded that when the fitness between advertised product and gift is great, consumer's overall evaluation form 

promotional gifts become better [17]. Hence, the fifth hypothesis is formed as follows: 

H5: the perceived fit between gift and product has effects on consumer overall evaluation. 

 

Product nature and consumer overall evaluation: 

Various types of products are used for sales advertising. The product groups which were examined by the 

previous research mostly include entertaining products vs. utility products [7]. Entertaining products in the first 

place are used for meeting affective needs while utility products are useful [22]. Also, utility products are 

evaluated in terms of their utility and function but entertaining products are mostly related to personal 

experience; hence, they are evaluated in terms of providing entertainment and enjoyment [17]. Some scholars 

showed that non-monetary advertising are useful for two types of utility and entertaining products [9]. While 

other researchers showed that advertisements are generally more effective on increasing the sales of entertaining 

products compared to utility products [26]. Also, other researches indicate that when customers buy entertaining 

goods non-monetary goods can be more effective than price discounts because customers show less sensitivity 

to the prices when buying entertaining products [23]. In another research done by Montaner et al. [11], it was 

identified that the advertised product nature had no significant effect on customer general evaluation. As a 

result, the sixth hypothesis is formed as follows: 

H6: product nature has effects on customer overall evaluation. 

 

Gift nature and consumer overall evaluation: 

Gifts can be divided to three categories: 

a) General gifts vs. personal gifts 

b) Product gift vs. money gifts (such as gift credit cards) 

c) Entertaining gifts vs. utility gifts 

General gifts are a group of gifts which are usually sent for customers while personal gifts are based on 

customers' preference, needs and other factors such as customer loyalty [5]. The focus of this study is on the 

third category i.e. entertaining gifts vs. utility gifts. In a study done by Palazon, it was identified that 

entertaining gifts are more effective on overall evaluation compared to utility gifts [7]. Moreover, Buil et al 

concluded that using entertaining gifts has a positive effect on consumer overall evaluation from promotion gifts 

[7]. Hence, the seventh hypothesis is formed as follows: 

H7: gift nature has effects on consumer overall evaluation.  
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Research conceptual model: 

Research conceptual model is presented in figure 1.  

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1: Research conceptual model 

 

Methodology: 

Since the goal of this study is to find the relationship between variables which influence on consumer 

overall evaluation in a multivariate model, so this research is correlational and the effects of variables on each 

other are analyzed based on research goal. It is a descriptive study regarding the methods of data collection or 

research design which describes the features of sample and then generalizes these features to statistical 

population. Hence, regarding the goals and nature of subject and the administrative tools the research is a 

descriptive survey study and data collection tool is questionnaires.  

The statistical population of this research includes the customers of Irancell company in Isfahan city. Using 

simple random sampling, 380 acceptable questionnaires were collected. LISREL software was used for data 

analysis. Data analysis is a multi-stage process in which the data collected from statistical sample (population) 

are summarized, codified, categorized and processed so that the ground for establishing various types of analysis 

and identifying their relationship.  

In this research, for questionnaire reliability, Cronbach's alpha coefficient was estimated. 

 
Table 1: the reliability of the questionnaire items 

Variable Question number N Cronbach's alpha 

SP (self-presentation) 1-3 3 0.9291 

SE (Self-expression) 4-6 3 0.814 

A (Affective) 7-9 3 0.899 

PF (perceived fit) 10-12 3 0.838 

PI (purchase intention) 13-15 3 0.895 

PN (product nature) 16-18 3 0.735 

GN (gift nature) 19-21 3 0.776 

OE (overall evaluation) 22-24 3 0.863 

Total items 1-24 24 0.955 

 

Regarding the fact that the minimum score for questionnaire reliability is 0.70, it is observed that 

Cronbach's alpha coefficient is higher and acceptable.  

 

The research findings: 

First, the descriptive statistics of data are examined and analyzed. The descriptive findings are summarized 

in table 2. 
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Table 2: demographic characteristics 

variables Group N Percentage 

gender 
Male 226 59.5 

Female 154 40.5 

Marital status 
Single 247 65 

Married 133 35 

age 

Under 25 184 48.4 

26-35 164 43.2 

36-45 27 7.1 

46-55 5 1.3 

Level of education 

Associate degree 81 21.3 

Bachelor's degree 147 38.7 

Master's degree 146 38.4 

Ph.D. degree 6 1.6 

Total 380 100 

 

Path analysis method by structural equation models were conducted using LISREL statistical software 

which is explained in the following. 

 

Measurement models of research variables: 

Measurement equations are provided equal to the observed variables number. Each equation includes the 

path coefficient between observed variables and latent variables, measurement error of observed variables, with 

its significance tests based on t-statistics and the value of R
2
, i.e. the coefficient of determination or the 

proportion of variance explained by the latent variable. 

 
Table 3: confirmatory factor analysis of the variables 

Latent variables 
Observed 

variables 
Standard coefficient t-statistics 

Coefficient of 

determination 

Error 

 

Self-presentation 

Q1 0.88 21.66 0.78 0.053 

Q2 0.93 23.39 0.86 0.051 

Q3 0.90 22.37 0.81 0.052 

Self-expression 

Q4 0.85 19.95 0.72 0.055 

Q5 0.86 20.34 0.74 0.054 

Q6 0.66 14.01 0.44 0.076 

Affective 

Q7 0.86 20.65 0.74 0.048 

Q8 0.88 21.53 0.78 0.048 

Q9 0.85 20.19 0.72 0.050 

perceived fit 

Q10 0.81 18.14 0.65 0.053 

Q11 0.81 18.24 0.66 0.051 

Q12 0.77 16.84 0.59 0.050 

product nature 

Q16 0.67 13.61 0.45 0.056 

Q17 0.72 14.81 0.52 0.052 

Q18 0.67 13.57 0.45 0.054 

Gift  nature 

Q19 0.69 14.50 0.48 0.058 

Q20 0.74 15.79 0.55 0.055 

Q21 0.76 16.39 0.58 0.055 

purchase intention 

Q13 0.81 - 0.65 - 

Q14 0.85 19.56 0.73 0.052 

Q15 0.91 21.69 0.84 0.055 

overall evaluation 

Q22 0.89 - 0.79 - 

Q23 0.77 18.49 0.59 0.049 

Q24 0.81 20.23 0.65 0.047 

 

All of the variables have a t-statistics higher than 1.96, their coefficient of determination was suitable, none 

of the items are not removed from the model and the model is tested. 

 

Confirming the model: 

As it is observed, 
2

 value on degree of freedom is 1.35 and lower than 3, which is a suitable value. The 

lower value of this index shows the little difference between research conceptual model and research observed 

data. Moreover, the value of RMSEA is 0.03 and lower than 0.08. in addition to 
2

, as the value of RMSEA 

decreases, the model has a good fitness and indices (NFI – NNFI – IFI – CFI – GFI – AGFI) value are more 

than 0.9 So, the research model has a good fitness and confirmed.  
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Table 4: fitness indices 

Indices Reported value 

Chi-square 308.27 

Degree of freedom 229 

Chi-square divided by Degree of freedom 35.1 

RMSEA 0.03 

GFI 0.92 

AGFI 0.90 

NFI 0.97 

NNFI 0.99 

IFI 0.99 

CFI 0.99 

 

Structural model of path analysis: 

After conducting confirmatory factor analysis, research hypotheses are tested here using structural analyses. 

In order to test the hypotheses structural equation modeling are used. Structural model of this research is shown 

in the standard mode, in figure 2. 

 

 
Fig. 2: Structural model 

 

Table 5 represents that the coefficient of determination is estimated for consumer purchase intention as 0.90 

and also, variables of self-expression attitude, self-presentation attitude and affective attitude and overall 

evaluation altogether explain 90% of changes in the consumer purchase intention. Regarding the value of 

standard coefficient and t-statistics it can be said that the variables affective attitude (0.43), consumer overall 

evaluation (0.33), and self-expression attitude (0.18) had been most effective on consumer purchase intention, 

respectively; while self-presentation variable had no significant effect. Furthermore, for overall evaluation, the 

coefficient of determination was found to be 0.88 and shows that perceived gift, gift nature and product nature 

could eventually explain 88% of change in the consumer overall evaluation. Regarding the standard coefficient 

and t-statistics it can be said that research variables of perceived fit (0.43), nature gift, (0.30) and product nature 

(0.29) had the highest effect on overall evaluation of consumers. 

 
Table 5: a summary of standard coefficients, coefficient of determination, t-statistics, and hypotheses results 

Paths Standard coefficient t-statistics 
coefficient of 

determination 
result 

SE attitude consumer purchase 

intention 
0.18 2.81 

0.90 

Accepted 

SP attitude consumer purchase 

intention 
0.13 1.51 Rejected 

Affective attitude consumer 

purchase intention 
0.43 6.00 Accepted 

Consumer overall evaluation  

consumer purchase intention 
0.33 8.38 Accepted 

Perceived fit consumer overall 

evaluation 
0.43 6.68 

0.88 

Accepted 

Product nature consumer overall 

evaluation 
0.29 3.19 Accepted 

Gift nature consumer overall 0.30 2.98 Accepted 
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evaluation 

Results of testing the research hypothesis: 

Based on confirming the first hypothesis indicating a relationship between SE and PI, it can be said that 

self-expression attitude has a positive direct effect on purchase intention while regarding the second hypothesis, 

self-presentation attitude has no significant effect on purchase intention; also, testing the third hypothesis 

confirmed the relationship between A and PI, and the fourth hypothesis confirmed the relationship between OE 

and PI variables; hence, it can be said that affective attitude and overall evaluation has significant effect on 

purchase intention; or in other words, by increasing the amount of affective attitude  and consumer overall 

evaluation from gift promotion, their purchase intentions increase as well. Based on confirming the fifth 

hypothesis, i.e. confirming the relationship between PF and OE, it can be concluded that perceived fit between 

gift promotion and product has a significant positive effect on overall evaluation; it means that as the level of 

perceived fit between product and gift is higher, consumer overall evaluation is better. Regarding the sixth and 

seventh hypotheses in which the relationship between PN and GN are confirmed, the finding shows that: the 

product nature and gift nature variables have a positive direct effect on consumer overall evaluation. 

 

Discussion and Conclusion: 

The findings of this research show that when the level of self-expression and affective attitudes are high, 

consumer purchase intention increases too. Also, other findings show that as the gift nature and product nature 

are more entertaining and the preserved fit between gift and product is more, consumer overall evaluation 

becomes better, as a result the purchase intention is increased. 
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