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Identifying key themes and export 
opportunities related to gift-giving  

Gift-giving is an important social behaviour 
that facilitates the development of 
relationships and encourages reciprocal 
behaviours from others. Beyond its utility 
value, a gift also carries symbolic, social and 
cultural meanings. For instance, a gift may be 
chosen to symbolise the giver’s identity, the 
recipient’s identity, their relationship, or 
broader cultural traditions. Gift giving is also 
heavily influenced by the social and cultural 
systems of each society. Therefore, when 
considering how export products could be 
framed as potential gifts, companies will need 
to consider potential differences in gift-giving 
behaviours and the symbolic meanings of 
their products across different countries. 

Cross-national differences in gift-giving 

Research have identified some basic cultural 
dimensions that may lead to cross-national 
differences in gift-giving. For example, 
consumers in individualistic cultures like 
Australia have been described as more 
promotion-focused; emphasising 
independence, self-interest, and the positive 
distinction of the self from others. In 
comparison, consumers in collectivist cultures 
such as China tend to be described as more 
prevention-focused, emphasising harmony, 
the avoidance of negative social outcomes, 
and the importance of maintaining face. 
These dimensions likely also influence in the 
kinds of products that are viewed as suitable 
gifts for different relationships and occasions. 

What do the data say? 

A recent study of over 14,000 consumers from 
Australia and China assessed their 
preferences across a range of product 
categories and product attributes (this data 
has been compiled in a Concept Database).   

 

 

In this flyer, we explore consumers’ preferred 
occasion of use for six potential gift products; 
wine, chocolate, tea, cheese, ice-cream and 
beefi. In the dataset, the ‘occasion’ attribute 
had the following six levels that consumers 
could choose from (short labels were not 
displayed). These choices were also 
interdependent, so preferences are relative: 

• Home alone: “Something I would have by 
myself at home” 

• Share family: “Something I would share 
with friends and family” 

• Share out: “Something I would share 
when I am out with friends and family” 

• At festival: “Something I would have for a 
special occasion like a festival” 

• Celebration: “Something I would have for 
a special celebration” 

• Partner gift: “something I would give to 
my partner to show how much I care” 

Relative importance of occasion 

Overall, occasion was considered of relatively 
low importance when compared to other 
product attributes, such as the uniqueness of 
the product, type of packaging or ingredients. 
For Australian consumers, the importance of 
occasion across the six products ranged from 
4.12% (wine) to 7.94% (chocolate). For 
Chinese consumers, the importance of 
occasion across the six products ranged from 
to 8.78% (beef) to 13.04% (cheese). 

Occasion preferences for specific products 

In the following figures, the right side of the 
figure represents a higher relative preference, 
and the left side represents a lower relative 
preference. For wine, although both groups 
had a similar preference for sharing wine 
when out with friends and family; Australian 
consumers had a comparatively higher 
relative preference for giving wine as a gift to 
their partner and having wine at a festival, 
whereas Chinese consumers had a 
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comparatively higher relative preference for 
sharing wine with friends and family.  

Figure 1. Relative preferences for wine  

 

For tea, Australian consumers had a 
comparatively higher relative preference for 
sharing tea with friends and family, whereas 
Chinese consumers had a comparatively 
higher relative preference for giving tea as a 
gift for their partner.  

Figure 2. Relative preferences for tea 

 

For chocolate, Australian consumers had a 
comparatively higher relative preference for 
using chocolate to celebrate a special 
occasion, whereas Chinese consumers had a 
comparatively higher relative preference for 
sharing chocolate when out with friends and 
family.  

 

Figure 3. Relative preferences for 
chocolate 

 

For cheese, Australian consumers had a 
comparatively higher relative preference for 
having cheese for a special celebration and 
sharing with friends and family, whereas 
Chinese consumers had a comparatively 
higher relative preference for sharing cheese 
when out with friends and family.  

Figure 4. Relative preferences for cheese 

 

For ice-cream, Australian consumers had a 
comparatively higher relative preference for 
having ice-cream at home alone and at a 
festival, whereas Chinese consumers had a 
comparatively higher relative preference for 
sharing ice-cream with friends and family and 
giving ice-cream as a gift to their partner.  
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Figure 5. Relative preferences for ice-
cream 

 

For beef, Australian consumers expressed a 
high relative preference for sharing beef with 
friends and family. Although Chinese 
consumers also had a high relative preference 
for sharing beef with friends and family, this 
preference seemed weaker than for the 
Australian consumers.  

Figure 6. Relative preferences for beef 

 

Correlations with consumer status-seeking  

We explored correlations between the 
relative occasion of use preferences and 
individual difference measures, such as 
consumer status-seeking behaviour. In 
general, Australian consumers who reported a 
tendency to buy high-status products also 
expressed a higher relative preference for 
consuming products like wine (.19**) and 

cheese (.18**) at home alone (this could 
perhaps imply more of a ‘connoisseur’ 
approach to the consumption of these 
products). There were no significant 
correlations between consumer status-
seeking and relative occasion preferences for 
the Chinese consumers.  

The role of packaging concept variations 

Because packaging is often an important 
element of gift exchanges, we also compared 
the relative preferences for different product 
packaging concepts between Australian and 
Chinese consumers (e.g., preferences for 
whether the ‘chocolate’ product is a bar or as 
a box of chocolates). As an example, when 
indicating their preferences for wine, 
Australian consumers expressed similarly high 
relative preferences for all shapes and sizes of 
bottled wine (but low preferences for 
pouches or casks of wine), whereas Chinese 
consumers expressed a higher relative 
preference for a standard wine bottle with a 
cork.  Each of the products had a unique set of 
packaging concepts, so please contact the 
researchers if you are interested in finding out 
more about a specific product (contact details 
are provided at the end of the flyer). 

Review of potential export opportunities 

Segmentation strategy 

• The findings from the conjoint data 
can be used to effectively identify and 
apply specific psychographic and 
behavioural variables as a basis of 
consumer segmentation, with 
implications for product positioning 
strategies. 

Product development 

• The findings show that different 
products may carry different symbolic 
meanings as gifts across countries and 
occasions. There may be potential for 
innovative Australian products and 
packaging concepts to be adapted for 
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existing gifting behaviours and 
occasions in China. 

• In China, given the higher preference 
for sharing various products with 
friends and family, it may be useful to 
tailor food products as potential gifts 
for family gifting situations (e.g., 
sharing large packages of food 
between extended family members). 

Some important questions to ask when 
thinking about framing products as gifts: 

• What are the symbolic connotations 
of my product for consumers from 
different cultural backgrounds? 

i The dataset also contained the following 
products: coffee, yoghurt, milk drinks, baby 
formula, capsicum, pumpkin, tomato, banana, 
melon, grains, olive-oil, pork.  
If you would like to find out more about the 
Concept Database, please contact Hollis Ashman 
(hollis.ashman@unimelb.edu.au), Evan Bittner 
(ebittner@student.unimelb.edu.au), or Colette 

• Who are the likely givers and 
recipients of the gift, and what 
motivations would the giver like the 
gift to express? 

• How might various personalization, 
packaging or price attributes shift 
perceptions of my product as a 
suitable gift for an occasion?  

• Is there some demographic factor or 
individual difference which might 
affect perceptions of my product as a 
gift (e.g. age, status-seeking)? 

 

Day (colette.day@unimelb.edu.au). If you would 
like to find out more about this research in 
general, please contact Prof. Yoshi Kashima 
(ykashima@unimelb.edu.au), Prof. Angela 
Paladino (a.paladino@unimelb.edu.au), Dr Maddie 
Judge (madeline.judge@unimelb.edu.au) or Dr 
Julian Fernando (julianwf@unimelb.edu.au). 

                                                             


