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Research Article

The Influence of Different Guanxi
between Gift Giver and Recipient and
Appeal Mode on Gift Advertising Persuasion

Xiaoxue DONG, Shengdong LIN, Qionglin WU

Abstract

Gift giving plays a vital role in building, maintaining, and deepening
interpersonal relationships in China, which has created a huge gift market.
According to the differential mode of “association, guanxi includes emotional
relations, instrumental relations, afid- mixed relations. Three kinds of appeal
modes are used in Chinese TV. cémmercials: giver appeal, recipient appeal, and
giver-recipient appeal. Experiments are conducted to examine the effects of
different forms of guanxi and appeal modes on gift advertising persuasion.
Experiment 1 adopts.‘a between-subjects design and uses undergraduates as
subjects. The findings showed that the type of guanxi had a significant effect
on advertising evaluation, brand evaluation, and purchase intension. Ads that
targeted parents and friends were much better than those targeting bosses or
superiors. Experiment 2 adopts a between- and within-subject mixed design
and uses adults as subjects. The findings showed that both the guanxi type and
the appeal mode had significant effects on advertising persuasion. Furthermore,
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both independent variables had significant or marginally significant interactions.
The appeal mode with the presence of both sides was the best in evoking
emotions. Compared to instrumental motivation, the both-sides appeal was
much better than the one-side appeal in motivating emotional responses to the
ads. The theoretical and practical implications of the results are discussed.
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