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WAk, BEE S0 LRk, WK S 1F ALY
A AR o 7% TR E AL R M RS 1
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MG AL IRz E A SO E T — BT R
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LW REE s AL Se IR 4, AR HE AR 3C R Y 1 1

( Chan & Mogilner, 2017; Weinberger et al., 2025) , K
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AL IR AEAE A 2 . n, XAl 2 d Aol

X SEFARRIR T | AL B % (Kupor et al., 2017) ,
FAGEBR BN KR E (Haltman et al., 2024) ,
Al R WLk AL B B4R AL e R 4ED (Aknin &
Human, 2015) ; JUEUALEEEAAR ALY, (A34L
FEM Tk AR LY (Goodman & Lim, 2018) ;
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#AL) (Givi & Galak, 2022) ; REWHLE A BIEIAL
Yo DAL, EEALAE J0H 0 T B LA AL
AR X R R EENE (Gino & Flynn, 2011; Ward &
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o, BEALEUR, S EE SR, e P R
FUALY) (Liu et al., 2022; Lalwani & Shavitt, 2013) .
MALIIAE R AL BRIl o .
# 3 v B AR S AR AL R 2 18 (Park et al.,
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FER A LU ENR SN . Ak —45 0, RALETTRES
BN SE 55— S 5 (AL ks AR R 04 R L4
DABIECALE REvER AR B AR W SEAL Y R R A .
w, HB—ICEEA R F R 20050 RS B 30000,
AL AT RE S R S5 55— SUFU AL R A 3000T 1k
BUMENE, XFEMALY Sl s AR, HEFE
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BRI Horgilid, 2ALE S AR A UL
X AL A e

VIHEAGE B30, 3241 FBCRL 3 ALY Ja 1 1 5
HEMEARR (FFRF, 2020) . EALEELLALDRIM
5, AL W S ALY TR BLEY O 7 (Flynn &
Adams, 2009 ) . BN, REALEWETREE SN,
A— 05 SR AY A i A BRI (Liu et al.,
2022; Teigen et al., 2005) . YA L 2 ) i - A% 3 O 3
RIALY, HXHRE B, WA 28 F T
ALY . B REAALYIAE (Chan & Mogilner,
2017; Fuchs et al., 2015; Givi & Galak, 2017) . HTH
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TR, 20 TWALE XY ORI (Epley,
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TEAH L ISR E L2 4. Fik, BExlgmn
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MR NPE (0=03) , a6 k08, E20F
BRSNS 20K . FAGE 1 Credamo &
sRo164 0k, Hrh B8 A, whE138 A, FIER N
30.04% (SD=8.88%') . RHHEEH AT, A=
hfate, sy hikalE . RALE R, WoLE =4l
AR B MR AN AR AL e

22 MRSHE

Wi, HakpEENL BB LT, AL . &AL
H—RMA TR TR /N RE
AT, WilER S A a—FRE S R 1L ALY .
IAEAS W e R LR e, S T P i el A /N TR Bk 11
2, " WAL A RS . MGRIVE A H
T, /INRHESEATR—E BAL . allAE T A B
PR TR, X R AR AR B A

ZIG, BT BBGRS R R RT A A R B
AR 1500G, B 1500T; B SmBIRM 13000, Tk
%, BHr EiEkEI5000,

Hik, &0 THOTRE A HEMBA B =%
YeE” BALY . RALE SR TR IR et
W S35k TR AP i i v A BB — R A ALk 28/ Nek e liaL
BEM T RBERIRE NSRRI ALY, R
gsh? 7 pesh, RALE—REESME T RO e A
T AT H I AR AR AL, fRERE
TS, ZIRTESRALE SR T2

FJa, $alEE M AERE .

https://doi.org/10.35534/pc.0709181



BNBINE: EALBEREUILEXSBNILIEVREIEE

- 1118 -

20259 R
ETBEIH

23 BR5IME

RO IR, AL B A WAL X s
AL RS, AT 22.229% 135 4L BE8R A SE H: A7 AL
Y, WHHEREILMHLE RS AR, H59.72% 1R
BHUNEMALYEREM A OBl x° (1, N=144) =
2093, p< 0001, ¢ =038, FHEENRE, HILE . AL
E—RBEAFTAZ R FEER, FERFAD
VERALF I B IRAFIS , SRALEE BRI ALY 09 AT R
BN (4028%) , x> (1, N=144) =2093, p=0019,
¢ =020, FFH, RERALE SRR T BRI
TUHALE ST AL A RLE, x* (1, N=144) =20.93,
p =002, $=0.19, {HIEHHX—HN w2 AR5, a0
EFR

80.00%
70.00%

S 59.72%
3 60.00%

i,g 50.00%
§ 40.28%
= 40.00%
g
Ee] 30.00% 22.22%
i
& 20.00%
10.00%
0.00%

EALHE PALH - WAL#E
1 AERETEFENILEILLS]

Figure 1 The proportion of premium-priced gifts chosen

under different roles
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The Thoughtfulness Premium: Gift-Givers Underestimate
Recipients’ Gratification for Premium-priced Gifts
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Abstracts: Commodity prices in the market are dynamic, occasionally leading to premium pricing. Yet prior research
has not examined attitudes toward purchasing or receiving such markup-priced items as gifts. Do individuals prefer
to give or receive premium-priced gifts, and do these gifts elicit heightened gratitude? Our experimental study reveals
that gift-givers systematically underestimate recipients’ gratification for premium-priced gifts, consequently favoring
regularly priced alternatives at equivalent cost. Recipients, however, report significantly stronger gratitude when
receiving premium-priced gifts. Prompting givers to contemplate their own preferences as recipients substantially
mitigates this misprediction. This research advances misprediction literature in gift-giving contexts, clarifies the roles of
motivated reasoning in such biases, and provides actionable strategies for selecting more satisfying gifts.

Key words: Misprediction; Gift-giving; Price premium; Gratification
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