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A Research of the Spillover Effect of Gift Promotion --
Its Forming and Fluctuation
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Abstract

Recently, gift promotion is taken as an important issue for firms. Because the gift is
free, consumers tend to discount gift’s value. Does this discounting evaluation spill to other
products belonging to the same category of the gift so that these products also be devaluated
by consumers? The research is going to investigate whether the discounting perception
toward gift would spill to other products with the same brand of the gift, or spill to the same
product with other brand. In this study, we defined the phenomenon as a “spillover effect of
gift promotion.”

This research consists of two studies. Study one focuses on the forming of spillover
effect of gift promotion. Results were gift promotion caused negative spillover effect on
relative product with the gift. Study two further examines its fluctuating factors, including
an antecedent factor -- promotion depth of gift promotion, two consequent factors about
perceived value of spillover, and two moderating factors -- brand awareness and involvement
of gift. It was found that the spillover effect of gift promotion would show up on other-
brand-same-product of gift as well as other-product-same-brand of gift. As deeper the
promotion depth was, the stronger the spillover effect of gift promotion was. In addition,
brand awareness of gift did play a moderating role on the spillover effect, so did involvement
degree of gift.

Keywords: spillover effect, gift promotion, promotion depth, brand awareness, product
involvement



