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Abstract This study presents product marketing strategy for mobile gift—giving by recognizing how
consumers’ propensity of conspicuous consumption and level of impression management affect the
choice between hedonic goods and utilitarian goods. Data were collected through an online survey, and
logistic regression analysis was performed using SPSS 23.0. The result of this study showed that people
with high propensity of conspicuous consumption chose hedonic goods more than utilitarian goods in
mobile gift—giving regardless of the level of impression management. On the other hand, those who
with low propensity of conspicuous consumption chose utilitarian goods more than hedonic goods
when the level of impression management was low, while these was no difference in choice between
hedonic and utilitarian goods when the level of impression management was high. This study proposes
to advertise in consideration of consumers propensity of conspicuous consumption and impression
management in marketing mobile gift products, especially for hedonic goods. Advertisements can
appeal to consumers by using the desire to recognition or show off. Furthermore, further research can
be conducted in consideration of other factors affecting gift behavior and expanding the age group.
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Table 1. Characteristics of the analyzed samples

Concept Group N(%)
Male 94(54.7)
Gender
Female 78(45.3)
20—24 124(72.1)
25-29 21(12.2)
Age
30—34 18(10.5)
35 and over 9(5.2)
Yes 121(70.3)
Mobile gift experience
No 51(29.7)
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