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ABSTRACT
Giving a special gift with purchase has become one of the marketing tools relied heavily by stores in recent years. Besides, it is also
one of the most favorite and familiar activities to consumers. The study thus investigates and analyzes from two contexts —
utilitarian benefit and hedonic benefit, with the value perceived by consumers toward gift promaotion as the main perspective.
1.Under benefit congruency framework of promotion, from the aspect of the gift’ s value, the economic and function value
perceived by consumers toward business gifts have a significant influence on the attainment of utilitarian benefits; while the social
value perceived by consumers toward business gifts manipulates better the hedonic benefits. 2.Hedonic benefit has a significantly
greater influence on purchase intention than the utilitarian benefit the consumer attains, in other words, to gift promotion, the key
factor that influences the purchase intention is the hedonic nature of the benefits that the gift promotion delivers.
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