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Gift-giving often occurs on happy, celebratory occasions. The selected

gift conveys the giver’s thoughts and affections toward the receiver (Belk, 1996). At

the same time, gift-giving also reflects the giver’s self-concept and certain of the

giver’s characteristics, such as gender, education, and personality traits (Belk, 1977).

Moreover, when we considered that the gift could be regarded as a tool of self-

presentation in a gift-giving situation (Wolfinbarger, 1990), the personality traits,

especially Narcissism, would be an important dimension to investigate further

worthily. Narcissism is conceptualized as a dark personality trait of entitled self-

importance (Krizan & Herlache, 2018), and narcissistic individuals are ego-focused,

with a high need for expressiveness and self-presentation. Gift-giving situations

provide a stage on which narcissistic individuals can express and present themselves.

Besides, past gift-giving research did not take attention on the workplace. Hence, the

present study’s central purpose was to explore how male and female narcissists

perform their different gift-giving behaviors after controlling for the effects of other

dark personality traits—Machiavellianism and psychopathy.
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The Regression Analysis Summary for predicting gift-giving behavior

Importance Amount Effort Brand orientation

b SE

95% CI

[LLCI, ULCI] b SE

95% CI

[LLCI, ULCI] b SE

95% CI

[LLCI, ULCI] b SE

95% CI

[LLCI, ULCI]

Constant 3.178*** 0.366 [2.458, 3.897] 2.926*** 0.301 [2.335, 3.518] 3.241*** 0.293 [2.664, 3.818] 3.708*** 0.387 [2.948, 4.469]

Age -0.006 0.007 [-0.020, 0.009] -0.005 0.006 [-0.017, 0.007] 0.002 0.006 [-0.009, 0.014] -0.005 0.008 [-0.020, 0.010]

Seniority -0.001 0.008 [-0.017, 0.015] -0.005 0.007 [-0.018, 0.008] -0.005 0.007 [-0.017, 0.008] -0.004 0.009 [-0.021, 0.013]

Machiavellianism 0.159* 0.071 [0.019, 0.299] 0.084 0.058 [-0.031, 0.198] 0.072 0.057 [-0.040, 0.184] 0.185* 0.075 [0.037, 0.333]

Psychopathy -0.008 0.072 [-0.149, 0.133] 0.079 0.059 [-0.037, 0.195] -0.022 0.058 [-0.135, 0.091] -0.191* 0.076 [-0.340, -0.041]

Narcissism 0.295* 0.115 [0.069, 0.521] 0.129 0.095 [-0.057, 0.315] 0.087 0.092 [-0.094, 0.269] 0.252* 0.122 [0.012, 0.491]

Gender -0.326*** 0.088 [-0.499, -0.153] -0.274*** 0.072 [-0.417, -0.132] -0.147* 0.071 [-0.286, -0.009] -0.233* 0.093 [-0.416, -0.050]

Narcissism x 

gender
0.251 0.149 [-0.043, 0.545] 0.325** 0.123 [0.083, 0.566] 0.237* 0.120 [0.002, 0.473] 0.170 0.158 [-0.141, 0.480]

F(df1, df2); R2 F(7,366)=8.100***; .134 F(7,366)=8.515***; .140 F(7,366)=3.17*; 057 F(7,366)=3.64***; .082

*p < .05, ** p < .01, ***p <.001. The coding of Gender: 1 = male and 0 = female. The moderation tests analyzed by the PROCESS version 3.5.3. (Model 1 with 5,000 

Bootstraps) for SPSS (Hayes, 2018)

Participants and procedure

N = 378 Taiwanese from a diverse range of occupations (167 male, 211 female)

Age range from 21.00 to 61.67 (mean = 33.19, SD = 7.80)

Measure
• The Short Dark Triad (Jones & Paulhus, 2014)

6 point Likert scale ranging from 1 (very not true of me) to 6 (very true of me)

Narcissism (α = .75; e.g. “I insist on getting the respect I deserve.”) 

Machiavellianism (α = .74; e.g. “You should wait for the right time to get back at people.”) 

Psychopathy (α = .75; e.g. “Payback needs to be quick and nasty.”)

• The Gift-Giving Behavior Inventory ( adapted from Qian, Razzaque, & Keng, 2007)

6 point Likert scale ranging from 1 (strongly disagree) to 6 (strongly agree)

* Four gift-giving scenarios in the workplace: (1) supervisor retirement, (2) employee 

resignation, (3) holiday, and (4) business trip.                                                                      

In all scenarios, participants were asked to imagine they are the subordinate who 

would give a gift to the supervisor that takes care of them all the time.

Importance of gift-giving
(3 items, α = .90; e.g. “In the interpersonal interactions of the workplace, it is important to give my supervisor retirement gifts.”) 

Amount spent for the gift
(3 items, α = .81; e.g. “When buying retirement gifts for my supervisor, I spend more money.”)

Gift-selection effort
(3 items, α = .77; e.g. “I will not buy my supervisor‘s retirement gift until the last minute.” - reverse code)

Brand orientation of gift 
(3 items, α = .91; e.g. “When selecting the retirement gift for my supervisor, I will look for products from well-known 

brands or stores.”)

* The selecting effort for gift-giving

Male, b = 0.344**

Female, b = 0.087
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* Gender difference:  Compare to males, females considered gift-giving to supervisors more important and devoted more effort to 

choose the appropriate gift; moreover, females set higher budgets and selected well-known brands as gifts.

* Narcissism difference: Compared with low-narcissistic individuals, high-narcissistic individuals tended to believe that giving gifts to supervisors 

was important and selected well-known brands as gifts.

* The interaction between gender and Narcissism:
* The amount and spend of gifts
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Male, b = 0.453**

Female, b = 0.129

High-narcissistic males, when selecting a gift for a 

supervisor, tended to put in a great deal of effort 

and spent a similar amount to females.
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Even in the workplace, as past research, female

employees value gift-giving and have willing to

spend more effort and a higher budget to select the

most appropriate product as a gift. Moreover, the

high-narcissistic males might present themselves

through gift-giving communication and tend to put in

more effort and budget generously in gift-giving.


