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Abstract

The aim of this paper is to establish the effects of ethnic and/or gender factors on the
choice of self-gifts. We were particularly interested in differences and similarities
between the Latvian and Russian-speaking population in Latvia. As a theoretical base
for this research we used studies by Mick, DeMoss, Faure, and Faber. We also used
data from DDB’s “Value Research in Latvia”.

Firstly, via preliminary interviews we identified the most popular products and
services purchased as self-gifts and factors that affect purchase of self-gifts in Latvia.
Secondly, we conducted projective interviews using the tailored Thematic
Apperception Test and analyzed similarities and differences between ethnic and
gender groups in their self-gift purchasing behaviour.

We came to the conclusion that effects of gender are more evident than effects from
ethnicity. Only a few noticeable ethnic differences were observed among women.
Major personal values demonstrated through self-gifts were monetary freedom and
the wish to change something in life.
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1 Introduction
Since the beginning of the 20" century, society can be described by increasing

consumerism. Consumerism is a “theory that an increasing consumption of goods is
economically beneficial” (WordNet). Additionally, it is interconnected with the fact
that consumption goes “beyond what is reasonable to meet human needs”. The act of
consuming goods becomes to the person an end in itself (Centre for Alternative
Development Initiatives).

There has been identified a considerable consumerism trend — gift-giving. Gift-
giving is a voluntary transfer of goods or money without requiring something in
return. It has not only a cultural, but also a significant economic impact. As early as
1965, gifts constituted 10 percent of North American retail sales (Belshaw qtd. in
Mick, DeMoss, Faber, 1992, 123). Moreover, as consumers become more self-
oriented in their purchase and consumption behaviour (Mick, DeMoss, Faber, 1992,
122), they tend to devote more resources to gifts for themselves — self-gifts. Self-gifts
are a form of personally symbolic self-communication through special indulgencies
that tend to be premeditated and highly context bound (Mick, DeMoss, 1990, 322).

Various researches about consumerism concluded that modern society is more
self-oriented than the same society half a century ago. This trend is also reflected in
the consumption patterns of individuals. One of its exposures is that people tend to
present more gifts to themselves instead of intra-personal gifts. Another appearance of
individualism is in increasing need for self-assurance. In some cases this is achieved
with the help of self-gifts. That is why the main trend of modern marketing is aimed
at emotional reasoning as opposed to rational. This makes the topic of self-gifts even
more crucial.

As almost all studies on self-gifts were done in the United States of America, the
question arises — is self-gift behaviour similar in every country and culture, or are

there some major differences? The aim of this research is to establish the effects of

ethnic and/or gender factors on the choice of self-gifts.

Firstly, we identified the most popular types of self-gifts, which products most
often are purchased as self-gifts, and which factors affect purchase of self-gifts in
Latvia. Secondly, we looked at the similarities and differences between ethnic and

gender groups in their self-gift purchasing behaviour.
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Such study adds to the knowledge base and to the overall understanding of the
self-gift concept. Moreover, we widen the geographical borders of self-gift studies by
carrying it out in the Baltic countries. The reason why we are interested particularly in
the Baltic States is the rapidly growing consumer society. This is due to the fact that
Latvia turned to the capital economy only 15 years ago. Under these conditions,
individualism is encouraged which in turn encourages self-oriented behaviour.

In addition, the study allows for more thorough cross-cultural comparison. We
also claim that companies underestimate the importance of self-oriented consumers.
Companies usually do not use self-gifts as a separate concept in their marketing
strategies; still, self-gift trends appear in advertisements. For example, the latest
“Laima” advertisement for chocolate encourages people to bring themselves joy every
day (LNT, 2004).

In this paper we will first take a look at relevant literature and secondary data.
Afterwards we will describe the methodology of our research. This will be followed
by the results of our study. Next, we will turn to analysis of our results and draw

conclusions.

2 Literature review
A significant part of our research is based on papers written by David Glen

Mick, Professor of Marketing at the University of Virginia. He is known as President
of the Association for Consumer Research 2005 and originator of the self-gift theory.

In his research, Mick identified four main types of self gifts: puritanic,
therapeutic, romantic, and holiday. Puritanic self-gifts are “typically based on a
perceived successful task completion”. They usually communicate rewards, incentives
or stress relief. Romantic self-gifts are used mostly to be nice to oneself. Therapeutic
self-gifts are the result of negative sentiments, and their goal is to cheer oneself up.
Holiday self-gifts are acquired in order to celebrate public and private holidays (1991,
105).

In the USA from these types the predominant ones are puritanic and therapeutic
self-gifts, with special emphasis on rewards for accomplishments and cheer-ups for
disappointments. Most self-gifts are not bought impulsively. The buyers are mostly
women. The most popular products to become self-gifts in USA are cosmetics,
fragrance products, bath items, jewellery, fashion clothing, food and grocery products,

entertainment products, and recreational products (Mick, 1991, 107).
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There are three categories of factors affecting self-gift behaviour identified in
previous researches of Mick, DeMoss, and Faber (1992, 128) — pre-store factors, in-
store factors and post-purchase factors. The first two are directly connected with the
purchase of self-gift, while the latter is connected to evaluation of purchase and the
further possibility of repetitive buying.

In research done by Mick and DeMoss (1992, 145), a negative correlation
between self-gift buying behaviour and age, as well as a positive correlation of self-
gifts with income was proposed. The researchers also claimed that women tend to
acquire more therapeutic and romantic self-gifts, while men purchase mostly puritanic

self-gifts.

2.1 Secondary Data
The “Brand Capital” research by DDB (2004) was used as a source of secondary

data. The subject of this survey was not self-gifts, rather consumer behaviour in
general; however, several questions were related to them. We did not have full access
to the data and had no opportunity to run a statistical regression; however, we got
summarized results to the questions we were interested in.

One of the statements was “I like to be nice to myself” (“Man patik sevi
palutinat”). 78% of females and 73% of males agreed with this statement. Thus we
can consider this to be quite widespread behaviour. Somewhat less than half of
respondents (47% of males and 49% of females) confirmed that they often buy
something to reward themselves for some work achievements (“Es biezi kaut ko
nopérku, lai palutinatu sevi par kadu darbu sasniegumu”). This question relates to the
puritanic type of self-gifts subtype of reward for job achievements and implies that
almost half the population not only acquires puritanic self-gifts but often do it.

The statement “I like to please myself with tasty sweets” (“Man patik sevi
lutinat ar gardiem saldumiem”) was answered in the affirmative by 57% of males and
64% of females. From these results one can see that sweets are very popular self-gifts

and they are even more common among women.

3 Methodology

The research was carried out using the framework of qualitative research. This
methodological framework was chosen for this topic because we are interested mostly

in interviewees’ point of view and investigated the motivation behind peoples’
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choices. Additionally, it is more appropriate for topics that were not studied before
(Bryman, Bell, 2003, 282).

Due to historical events, a unique ethnic combination was created in Latvia. At
the moment two major language groups exist in Latvia, namely, Latvian- and
Russian-speaking (later in the research the term ‘Russians’ is used for simplicity). The
aim of our research is to investigate differences between the two main ethnic groups
in Latvia. The main criterion for dividing people into ethnic groups was how
respondents identified themselves. We avoided cases when a person came from a
mixed family. Another parameter we explored was gender. Due to some external
circumstances, the time of our research partly coincided with the Christmas and New
Year celebrations. This might significantly change consumer behaviour, thus we
needed to account for it in our study.

The research consisted of three main stages (see Figure 1 for graphically
depicted stages of research). Firstly, we identified the main types of self-gifts in
Latvia. This was done via preliminary interviews. The second stage was aimed at
developing the draft of a logical scheme of framework that people use in relation to
self-gifts. This was carried out via group interviews at the entry points which are “a
place(s) where an action is begun to be executed” (TekSci). In our case by entry
points we mean a place where

Fig. 1. Research methodology.
a self-gift is acquired. The

Previous studies and
secondary data

?; was tested at the third stage of

the research, which consisted

draft of the logical scheme

Preliminary interviews .. . .
of projective interviews. A
. - cognitive map is a mental
Entry point interviews
construct of the physical and
Projective interviews Experts social world and the position

- = e —— of a person in it (Look at

Modern Human  Origins).

Cognitive maps and conclusions

After that we carried out

Source: Self-developed. validity  tests to  gain

confidence over our results'.

" A detailed description of validity tests as well as their results appears in Appendix 9.
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Since the focus of our research was consumer behaviour in Latvia, we delimited
ourselves to Latvian inhabitants. As we tried to reduce the influence of other factors
on our research, our study was located in Riga and Riga district. This region was
chosen due to various reasons. First of all, 38% of the Latvian population lives there
(Monthly Bulletin of Latvian Statistics, 2005, 48-49). Secondly, the average income
in Riga and Riga district is significantly higher than in other parts of Latvia (Monthly
Bulletin of Latvian Statistics, 2005, 52). As was established during the study of Mick
and DeMoss (1992, 144), income has a positive effect on self-gift behaviour.
Moreover, a person living in Riga or Riga district has significantly better access to
self-gift obtaining places.

Although self-gift behaviour depends on age (Mick, DeMoss, 1992, 145), the
goal of our research was not to analyze the differences between age groups. That is
why we delimited our population to individuals from 18 to 34 years old. This group
was chosen because of several factors. First of all, people of this age have the most
varied family status, they can be equally likely married or not, have children or not,
and so on. Secondly, during this period of life the income of person is growing at the

highest rate.

3.1 Preliminary interviews
Our first goal was to identify the list of products/services that are most often

encountered as self-gifts. We also checked the reasons for buying self-gifts and
whether these match the types previously identified by Mick (1991). Additionally, we
attempted to identify words or phrases used to denote the term “self-gifts”. For this
purpose, preliminary semi-structured interviews were carried out. This allowed us to
cover the main topics of interest and we were open to new insights. This was
especially important in case new type of self-gifts exist. The interviews were carried
out in the native language of the respondent (Russian or Latvian). Interviews were
audio tape-recorded. Interviewers had a list of questions, which was used during the
interview (see Appendix 1 for list of questions).

There were two types of preliminary interviews. First, we used the snowball
sampling technique. Initial interviews were made with our friends and later on their
friends were interviewed. The main reason for interviewing our friends and their
acquaintances was to test our questionnaires to find out whether all our goals could be
covered. As the self-gift issue is quite personal, it was more likely that people you

personally know would speak more openly.
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Secondly, we interviewed single shoppers in two of the popular shopping malls.
This was done in order to differentiate the sample and thus to widen the perspective of
the inquiry. People were interviewed not inside specific shops, but rather in the
passageways of shopping malls. We avoided group interviews at the first stages of our
research because we were more interested in the point of view of individuals. Single
shoppers were more likely to have some spare time for interviews. These interviews
were carried out in order to test whether widening of the perspective would add value
to the previous interviews. In case of value added, interviews were carried out until
theoretical saturation is reached.

During our preliminary interviews, we first asked general questions about
consumption. As these warm-up questions were easy to answer, the person would feel
relaxed, confident, and more likely to answer further questions. Then we asked the
person about his/her shopping habits. Only after that did we turn to the questions
directly related to self-gifts. In order to investigate self-gift behaviour and motivation
according to the types of self-gift, we asked respondents about their consumption
behaviour in different moods. Self-gifts have several links to moods, while the general
goal of self-gifts is to elate. Therapeutic self-gifts have a strong link to a bad mood.
Questions about puritanic self-gifts were asked in the form of celebration of

achievement. Romantic and holiday self-gifts can appear in both good and bad mood.

3.2 Entry point interviews
Based on the information gathered during preliminary interviews, we identified

entry points, where self-gifts are more likely to appear. The number of entry points
studied depended on the variation of the services and products identified during the
interviews. From preliminary interviews we found out which services are more likely
to appear as self-gifts. We were interested in services, because when self-gifts are
services there is more communication between the person and the staff. Most
common service providers, which were chosen in our research as the entry points,
were beauty salons, hairdressers, and sport gyms.

At the entry points we interviewed service staff. These people were chosen
because they are the ones who are present when self-gifts are acquired. Moreover, as
was noticed by Mick (1996, 113), service staff can influence self-gift decision, which
is why their opinion can be even more interesting. Interviews were audio tape-

recorded and additionally the researcher took notes.
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As mentioned before, the goal of entry point interviews was to draw the draft of
a cognitive map. Already at this stage we tried to identify the difference in factors of
our interest. Moreover, as entry points can be providers of several self-gifts, we

searched for combinations of self-gifts that are used together, if such exist.

3.3 Projective interviews
The foundation of our research is interviews using factorial design and

projective techniques (for more detail see Figure 2). The factors used for identifying
the groups of interviewees were gender and nationality. We delimited influence of

other possible variables by choosing people of the same age.

Moreover, as terms of the research clashed with Christmas and New Year,
interviews were held in two sessions. The first session was scheduled during the
Holiday period from mid-December till the beginning of January, with the second

after the Holiday period. We believed that during Christmas and New Year
Fig. 2. Factorial design of projective interviews

During Holiday period After Holiday period
Male Female Male Female

Latvian Latvian

Russian Russian

Source: Self-developed.

consumption behaviour might change as people spend more time in shops, visit
parties, and so on. In addition, Orthodox and Catholic/Lutheran calendars and
traditions differ, and this difference might reflect on self-gift behaviour. Most
Latvians are Catholic or Lutheran, but most of the Russian speaking population is
Orthodox or Old Believer. This might have had an impact on our research, since these
confessions celebrate Christmas at a different time. That is why we conducted the first
part of our research in such a way that Latvians would be interviewed in between
Catholic Christmas and New Year, while Russian-speaking respondents would be

contacted starting from New Year till Orthodox Christmas.
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The goal of this part of the research was to update the previously designed
cognitive maps, include changes caused by Holidays, and develop a more detailed
description of the motivation behind self-gift behaviour. Three interviewees
represented each of the groups described above, which in total amounted to 24
interviews.

As a prototype of the research we used the study by Mick in 1992 described in 4
Projective Study of Motivations and Meanings of Self-Gifts: Implications for Retail
Management. The Tailored Thematic Apperception Test was used in order to observe
the reasoning behind self-gifts. “The Thematic Apperception Test assesses personality
through projective technique focusing on dominant drives, emotions, sentiments,
complexes, attitudes and conflicts. The subject is shown pictures one at a time and
asked to make up a story about each picture” (Common Psychological Tests). The
essence of the projective technique is based on the tendency of people to interpret
uncertain situations in accordance with their experience and pattern of behaviour. The
true value of this test is that it reveals hidden motives and feelings that the respondent
would like to keep secret or does not realize him/herself. We also undertook the Mick
technique to put a sentence underneath the picture. This text allowed us to guide
respondents to think in a self-gift direction. The text included the name of the
character, the identification of what product/service the person acquires, and whether
the person buys it for himself or herself.

Pictures used during the interviews were developed based on the example
provided in Mick’s research. However, the test was adjusted to study gender and
ethnic differences. The hero depicted in the picture was of the same gender and
approximate age as the respondent. The name of the personage was chosen on the
basis of the most common Latvian and Russian names. The products and services
used during projective interviews were chosen based on the results of preliminary
interviews. We chose the products and services which were mentioned most often
during our preliminary interviews, so we can say that material was developed in
accordance with the present Latvian situation. After the material was developed, it
was approved by V. Renge, Associate Professor of Psychology at the Latvian
University.

When conducting our research, TAT guidelines from Harvard University were
used (Murray et al, 1943) (See Appendix 3). Each of the interviewees was shown six

pictures. The first two pictures were warm-up pictures. Another goal of these pictures
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was to find out the respondent’s opinion about the groups defined by our factorial
design. The groups shown to the respondent were different only by one parameter in
order to avoid cross-influence by several factors. For example, to the Latvian male we
first of all showed a Russian male buying perfume and then a Latvian female buying
underwear. And to the Russian female we showed first of all the Latvian female
buying perfume and then Russian male buying a Parker pen. The last four pictures
were devoted to the person’s self-gift behaviour. These pictures were shown in mixed
order in order to avoid sequence bias.

The samples of materials given to the respondents were pre-tested in order to
guarantee that these were fully and correctly understood by the public. Interviews
were recorded on audio-tape so that analysis of the results could be done without
missing any details. After interviews were carried out, and data was grouped
according to picture, gender, and nationality, analysis of data was performed using
cognitive mapping method.

First of all we identified the reasons for self-gift behaviour for each of the
stories. After that, we created the chronological chain of major events for each story —
a flow chart. As significant events that are worth mentioning, we considered critical
points, which change the flow of the story as well as the events, which were described
by respondents in detail. After each individual story was studied, for each of the
pictures a list of reasons and chronological chains of events were developed for each
group of our factorial design. These flow-charts formed the basis of our findings.
Based on the flow-charts, we developed cognitive maps and analyzed our results.

We used cognitive maps to capture individual perspectives on the subject of
self-gifts, to identify factors influencing the decision, and finally we developed a

collective map.

4 Findings
4.1 Preliminary interviews
Preliminary interviews were carried out at the end of October — beginning of
November so as to avoid the possible effect of Christmas and New Year celebrations.
Interviews were performed in two steps. Firstly, interviews with friends and
acquaintances were performed, followed by interviews with people in the shopping
malls “Domina” and “Alfa”. A total of 45 interviews were carried out, 26 out of them

being interviews in shopping malls (6 — “Domina” and 20 — “Alfa”) and 19 were
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interviews with friends. The length of interview with friends varied from 5 to 15
minutes, while length of interview in shopping mall varied from 2 to 5 minutes. This
was mainly dependent on the responsiveness of interviewee.

Interviews with friends turned out to be more productive, since people were
more relaxed and willing to talk, as opposed to people in the shopping malls, who
were more reserved towards interviewers. This is supported both by the length of
interviews as they were much shorter in the shopping malls, as well as by the rejection
rate — 44 rejections received in “Alfa” and 14 rejections in “Domina”.

Out of 6 interviews in “Domina”, one was with men (Latvian) and 5 were with
women (4 Russian and 1 Latvian). In “Alfa” we interviewed 5 men (2 Russian and 3
Latvian) and 15 women (6 Russian and 9 Latvian). In both places, respondents were
mostly from 20 to 40 years old. The relatively small number of male respondents can
be explained by the high rejection rate among them, as well as by the fact that there
were more unaccompanied women observed in the shop as compared to
unaccompanied men.

As a result of interviews, a list of products to become self-gifts was developed
(see Table 1). Several products were mentioned by more than one respondent;
however, the respondents were of the same gender, which implied the probability of
gender-specific self-gifts. Such products were lingerie, accessories, jewellery, and
cosmetics for women and technical devices for men.

Woman-specific self-gift services were beauty salon, solarium, manicure, and
hair-dresser, which were mentioned by more that half of women; however, no men

admitted these services as self-gifts.

Table 1. List of self-gifts sorted according to the frequency of mentioning.

Products Services
Males Females Males Females
Technical Lingerie Rest with friends | Cinema
devices Accessories Sports club Beauty salon
. Food Jewellery Café/ pub Hair-dresser
Mentioned more . . . }
than 5 times Beverages Cosmetics Night club Rgst with friends
Clothes Perfume Night club
Food
Clothes
. Music CDs Music CDs Cinema Café
Mentioned 2-5 .
times Books Swimming pool |Restaurant
Beverages Sports club
Hobby-related Mobile phone Theatre Trip
Mentioned once items Photo camera Concert Journey
Additions to |China Restaurant Billiards




Ase and Rebesa 15

collection Toilet closet lid Bowling
Small souvenirs
Perfume

Source: Self-developed.

During the interviews we identified the main driving forces of self-gift
acquisition. These were to reward oneself (puritanic self-gift), to alleviate stress and
bad feelings (therapeutic self-gift), to change something in appearance (therapeutic or
romantic self-gift), to celebrate something (holiday self-gift), to acquire something
new, that one did not have before and was dreaming of (romantic or puritanic self-
gift). Another reason for acquiring self-gifts was spare money or just-received salary,
which implied being nice to oneself or reward for hard work done to earn it (romantic
or puritanic self-gift).

Differences between products acquired as different self-gift types were also
noticed. No type-specific products or services were identified, rather the same ones
are likely to become different self-gifts in accordance with purchase conditions and
psychological condition of the individual.

Therapeutic self-gifts had a tendency to be more expensive and fancy as they
were bought to compensate for bad feelings. Holiday self-gifts also tended to be more
expensive; however, these purchases were more occasion based and were made only
on special dates (such as Christmas, birthday, or wedding anniversary). Puritanic self-
gifts were comparably less expensive and less fancy; however, the degree of
expensiveness varied a lot with feelings of deserving-ness. Romantic self-gifts were
the cheapest ones (in most cases food or small souvenirs).

Differences in therapeutic self-gift behaviour for men and women were noticed.
While feeling depressed, men try to avoid public places like shopping malls and
restaurants and spend more time with their friends or in sports clubs to take away the
stress. By contrast, women tend to spend less time with friends and more time for
shopping, going to beauty salons, going to cinemas, theatres, and concerts. No
significant gender-specific differences were noticed for other types of self-gifts.

During preliminary interviews an attempt was made to uncover exact words or
phrases used to denote self-gifts. However, people avoided naming personal
purchases “a gift” even if these had all the characteristics of self-gifts. Thus we turned
to experts for help with translating the term. This was translated into Russian as

“nomapok cebe”, while into Latvian as (“pasdavana”, “davana sev’) - with the help of
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V. Skujina, the Chairwoman of Terminology Commission of the Latvian Academy of
Science (2004).

As a result of preliminary interviews, the first insights were gained in the form
of list of products and services most likely to become self-gifts (for a more detailed
list see Appendix 5). Brief insights into motivation behind self-gift purchases were
gained. These data were used in subsequent interviews at entry points, as well as

forming the basis for development of the Self-gift Thematic Apperception Test.

4.2 Entry point interviews
Entry point interviews were conducted straight after preliminary interviews in

mid-November. It was planned to carry out group interviews; however, as people
working in these places were quite busy, personal interviews were chosen as the most
suitable way of approaching them. Two places of interest were visited — hair-dressing
salon (2 group interviews) and sports club (9 interviews). The goal of the interviews
was to identify the motivation of people visiting entry points from the service staff’s
point of view. Here we will present the collective opinion mentioned by several

persons during the interviews.

Improvement of outlook, health as well as mood (therapeutic self-gift) were
identified as the main reasons for visiting a sports club. As admitted by several
trainers, people visit sports clubs to spend extra money and free time (romantic self-
gift), and sometimes these activities are just a matter of fashion.

Friends were identified as the most significant party involved in the decision
process apart from the person him/herself. Some people visit sport clubs in order to
make new friends, some come together with friends, and some come because they like
the outlook of their friends (all types of self-gifts).

As admitted by the service staff whom the authors interviewed, in the beauty
saloons there are many more people during the weekend and holidays, which implies
that more holiday and romantic self-gifts are purchased there. During holidays, people
are more likely to agree to add something extra to their usual choice. In sports clubs,
the situation is the opposite, as people usually spend their holidays at home. In sports
clubs there are many more people during the summer time and before it, because
people want to look better on the beach, but this can be hardly considered as self-gift
behaviour. In addition, both in the gym and in the beauty salons, around salary days

the number of visitors increases significantly (romantic or puritanic self-gifts).
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Respondents did not recognize any ethnic difference among their clients,
although gender difference was noticeable. Males come more regularly than females
and are more serious about what they are doing. Females come more because of the
outlook or mood and more tend to treat a sports club visit as a self-gift.

With respect to mood, people mention that it is hard to exercise in a bad mood
(therapeutic self-gift is less common). However, if the person likes exercising then the
mood will get better. Overall, respondents came to the conclusion that the services
they provide improve clients’ mood and relieve them from stress (more in the way of
puritanic self-gifts).

Entry point interviews were used to widen the understanding of self-gift
purchase behaviour gained during preliminary interviews and served as additional

support for development of the Self-gift Thematic Apperception Test.

4.3 Self-gift Thematic Apperception Test
As was planned before, interviews based on self-gift TAT were carried out in

two sessions. The Christmas session lasted from 25™ December 2004 until 9" January
2005. the after-Christmas session was conducted from 24™ January until 7™ of
February. A total of 12 interviews during each session were conducted, taking into
account all pre-set conditions such as age, gender, and ethnicity (for more details see
Appendix 6).

During the Christmas session, the first week of interviewing was devoted to
Latvians and the second was devoted to Russians because of the difference in timing
of Lutheran/ Catholic and Orthodox Christmas. During the second session, both
Latvians and Russians were interviewed during the same period. After being partly
transcribed, interviews were analyzed and compared (for examples of fully
transcribed interviews see Appendix 7).

During comparison of the Christmas and after-Christmas sessions, no significant
differences between results were noted, thus results from both sessions were presented
jointly in the tables. The only difference noted was the length of interviews, which
were 10 to 20 minutes during the Christmas session and 15 to 30 minutes during the
after-Christmas session. This difference can be explained by lack of time during the
Holidays and tiredness of interviewees as many gifts had to be purchased.

Results of interviews were summarized using the framework described in detail
in the methodology part. Each six interviews gave a basis for creating a flowchart. For

all gender and nationality groups we developed separate charts. These flowcharts
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show chronological development of events for each picture”. Detailed charts were
generalized regardless of the type of self-gift and according to gender and nationality.
Using such approach, they were transformed into cognitive maps, which were used as

a basis for analysis.

5 Analysis

5.1 Females
We start our analysis with females as they were the most talkative and on

average their stories were longer than of the other groups.

Fig. 3. Cognitive map, Russian-speaking females.

At the entry point

A 4

> 1 1 > . . I
of the person Reasoning Choice decision

Evaluation | | Ending of
of result the story

1
1
:
1
o, 1
Precondition : Purchase
1
1
1
1
1
1

__________________________

Source: Self-developed

Fig. 4. Cognitive map, Latvian females.

i At the entry point !
Precondition : Purchase i Evaluation | Ending of
> i > 1 > .. —TP —
of the person Reasoning[™*| Choice decision of result ' the story

__________________________

Source: Self-developed

Pre-store factors

Most of the stories started with a description of the precondition, which in the
case of females included not only the events that led to the situation depicted on the
picture; on the contrary, emphasis was rather put on the feelings of the personage
about the situation. Providing reasoning in favour of buying something did not cause
any problems. Most common reasons were improvement of mood, bringing joy to
oneself, and acquiring something new.

At the entry point

% A summary of our findings is presented in the analysis part. A more detailed description of findings
as well as flowcharts can be found in Appendix 8.
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Inside the entry point the problem of choice was specially stressed. Females
spoke about the choice much longer and in more detail relative to the other parts of
the story. The respondents seemed to follow the heroine in this process, the choice
was long and problematic, and opinion had been changed several times. The decision
whether to buy or not was in most cases resolved positively, or the person decided to
go to a different store and buy a self-gift there.

Post-purchase factors

After the self-gift was acquired, females evaluated the results. This stage
includes whether a person is satisfied or not with their decision and the result and
what additional feelings the acquisition of self-gift aroused inside them. In most cases,

the person felt satisfied, happier, more attractive, and more confident about herself.

5.2 Males
The difference between Latvian and Russian males was even less noticeable

than between females, thus a collective cognitive map was developed.

Fig. 5. Cognitive map, males.

At the entry point

i Precondition | ) ' | Communication | | Purchase )
| mentioned in | [ xeasoning | with service staff| | decision | | Final state
 the text i : |

Source: Self-developed

Pre-store factors

The first significant observation about males is that the major part of the story
was based on the objects or words that were present in the material. It seemed that
they tried to find in the picture something special or unusual to talk about.

Sometimes stories started with a description of the fact written in the
accommodating sentence, for example, promotion or why a person was in a bad
mood. However, not a lot of time was devoted to this, neither was it described in
detail. Most of the stories started with reasons, although the number of reasons for
purchase was noticeably smaller that for females. On the other hand, it seems that
more attention was devoted to how important the reason is, rather than how many
reasons there could be in order to buy a product.

At the entry point
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In the shop, the role of shop assistant was specially emphasized. It could be the
sequence of the fact that most of the shop assistants depicted on the picture were
females and that is why they added additional sexual relationships to the stories.
However, in the picture where a person acquires a mobile phone, the shop assistant is
male and in the club the barman is a guy — still the interaction between the characters
was noticed. Thus, there may be two reasons. First, for males service staff play a
significant role in the process of acquiring a self-gift, with the second option being the
same observation mentioned before, as service staff was depicted on the picture,
stories included additional description about them.

In the same way as with females, the person described the story of how they
acquired the product. One of the possible explanations could be that in some of the
sentences provided together with a picture, the purchase decision is already stated.

Post-purchase factors

The after-purchase part of the story consisted of a description of the emotional
condition of the person. With the exception of the picture with a bottle, respondents
were mostly positive about the results. Still, in a lot of the stories the final state of the

person was not specified.

5.3 Gender differences
In comparison to females, males’ flow charts were much less complex and more

straightforward. Stories told by males were mostly events-based, and even when we
asked respondents to think more about motivation, it was problematic for them.
Females on the other hand tended to think more about motivation and the sensible part
of the story. This fact would have to be especially taken into while conducting further
research.

As compared to women, who rarely mentioned thoroughly pre-planned
purchases, men in their stories mentioned purchases planned half a year in advance.
Planning not always implies that exactly that product is bought at the moment of
acquisition. It is rather a motivation to do something, a well pre-planned reward on a
special occasion (holiday, work done). The choice itself is influenced not by the price
of the product but by its features and whether a person thinks it is “cool” and showing
his social status or not. Feelings after the acquisition are always very good.

Table 2. Gender Differences.

Females Males

Emotional story Event-based story
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More complicated flow-charts Less complex and more straightforward flow-
charts

Long stories Short

More imaginative story Story closely based on the material

Sometimes purchase was pre-planned, but not | Purchase was pre-planned for a long time in

long in advance advance

Many reasons Few but important reasons

Long and complicated choice Communication with shop assistants

Final condition of the person and logical | Final condition of the person or not specified

ending of the story at all

Source: Self-developed.

5.4 Ethnic differences
Pictures showing a person of the other nationality did not cause any effect as

opposed to the expectations of the researchers. Probably this was due to the fact that
the only indicator of nationality used was the name of the person; however, no other
possibility to depict nationality was uncovered. The fact that respondents did not
recognised ethnic differences and did not mention it at all during the interviews can
mean that there are no such differences in people’s mind and they do not divide
people according to the ethnic factor. Thus we had no possibility to explore the
opinion of respondents about the other ethnic group. Differences between nationalities
were drawn from comparison of projective interviews.

Females

In comparison to Russian females, additional reasons were those connected to
the opposite sex, attracting somebody or bringing joy or pleasing the boyfriend.
However, the reasoning of spending some extra money was not sO common among
Latvian females.

The process of choosing an exact product was also rather long, but not as
problematic as in the case of Russian females. It was additionally emphasised that
Latvian females seemed to enjoy the process of choice more.

The main difference between Russian-speaking and Latvian females was in the
ending of the story. In our request to talk not only about what was going on in the
shop but also afterwards, we did not specify at which point the story should end.
Russian speaking females differ from other persons interviewed by the tendency to
make a logical ending to the story. For Latvian females the story was continued only
in case a relationship with the opposite sex was involved; in other cases the final

events described in the stories were the feelings of the person.
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This fact might mean that the final goal of a self-gift for Russian females is not
the feeling or mood created, but rather that satisfaction and good mood should lead to
a successful ending.

As appears from our analysis, the general results of Latvian and Russian females
do not differ significantly. However, while analysing the data, we came across a
noticeable diversity of results from the picture with the Club. The pre-club description
of the situation was rather similar, with both groups emphasising the lonely feeling of
the person and the wish to relax. However, after entering the club the chain of events
went in two unlike directions. All interviewed Russian females told that in the club
the heroine of the story would meet a guy. Relationships Described were not serious
and rather short-term; however, in most cases at the end of the evening the heroine
felt much better. Five out of six Latvian females told the story when the heroine
would drink or dance and drink, and the final outcome was a hangover and overall
disappointment. Only a few of the Latvian females mentioned the possibility to meet a
guy in a club. This difference was rather significant, so it should be tested in the
quantitative study in order to eliminate the influence of possible problems with our
sample.

Males

There were few noticeable ethnic differences between males. As one of the
ethnic differences among males we could mention the fact that some of the Russian-
speaking males preferred to tell the stories in the form of fairy tales. Latvians more
often mentioned the precondition described in the sentence under the picture.
Nevertheless in the case of perfume, where the reason for acquiring a self-gift was not
mentioned, they tended not to look for preconditions. So this can be also linked to the

desire to connect the story to the material as much as possible.

5.5 Personal values indicated by self-gifts
Via buying self-gifts, people demonstrate what values are important to them and

how they want to perceive themselves. One of such values, which we noticed while
analysing our projective interviews, was monetary freedom. People tended to buy
something on the day when they received salary - not because they did not have the
money for this purchase before, but in order to celebrate that day. Moreover, they
expressed that they do not depend on anyone and are free in their purchasing

decisions.
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Another meaning, which people accentuated during the interviews, was the wish
to change something in their lives. For example, most of the women went to the
hairdresser believing that a change in their appearance would encourage changes
within the person and help to deal with their problems. Sometimes acquisition of a
self-gift marked changes that had already happened. For instance, a woman bought
gifts for herself and for family members when her first grandson was born.

One more issue raised during the interviews was relationships with the opposite
sex. Most of the females thought of a self-gift as an additional means of attracting
males. Males likewise associated acquisition of a self-gift with the additional
opportunity to contact females. In both cases we can say that the value that

respondents were marking was attractiveness to the opposite sex.

5.6 Self-gifts and friends
One of the most popular types of self-gifts was spending time with one’s

friends. This fact also has economic value because meeting friends involves additional
expenditure, e.g., going to a club, pub, having a trip, visiting friends on special
occasions like holidays, which involves additional purchases. Such behaviour was
more common to males.

Sometimes friends encouraged self-gift behaviour in several ways. There were
occasions when they were mentioned as advisers. For example, friends advised hair-
dressers and that was why the person decided to visit this place in particular; they
advised to take care of oneself and to buy some particular good like perfume.

In many cases friends were involved in the process of self-gift acquisition and
consumption. While telling about clubs, people usually mentioned their friends.
Another example was when males were consuming alcohol together with their

friends.

5.7 Self-gifts as painkillers
The most controversial self-gift set identified was represented by alcohol and

chocolate. These self-gifts are purchased mainly when in a bad mood and their aim is
to serve as a therapeutic means. However, therapeutic outcome is achieved only
during the process of buying and eating/ drinking. Post usage feelings are grief,
sorrow, and head-aches (in more than 50% of outcomes). Feeling bad after using
these types of self-gifts was admitted by most respondents as known prior to

acquisition, but no intention not to buy the product was shown. The most probable
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explanation is that people choose them considering short-term gains only. Such self-
gifts serve as pain killers — a person uses one and forgets his/her grief for a moment
hoping for better times to come. In research by Mick (1990) there was no mention of

therapeutic self-gifts that have such a negative and unhealthy perception.

5.8 Self-gifts and brands
During our survey people mostly spoke about general groups of products.

However, two brands were often mentioned as self-gift products. These were Coca-
Cola and Parker.

Parker was mentioned while speaking about puritanic self-gifts. Usually it
communicated a reward for a job achievement. Comments for Coca-Cola were
different; this brand was mentioned by people on different occasions, and so could
correspond to any of the four types of self-gifts. For example, in one situation Coca-
Cola was purchased as a reward for working hard all day (puritanic self-gift), while in

another it was bought with the intention just to be nice to oneself (romantic self-gift).

5.9 Self-gifts and time
Decisions to acquire a self-gift differed significantly with respect to time.

Sometimes, they were spontaneous, but sometimes it was thought of for a half a year.
A longer-lasting decision process was typical for males. For example, one of the
respondents was thinking about acquiring a mobile phone for half a year and only
after that made a purchase on the occasion of Christmas.

Females called attention to the time devoted to the choice of self-gifts. This
period seemed to be of utmost importance to them and was emphasised in almost all
stories. This was shown in two ways: firstly, describing the choice process took
relatively long as compared to other parts of the story; secondly, females used
expressions to denote the length of the choice, e.g., “she was choosing for a long
time”, “it took a lot of time to choose”.

Usually the effect of self-gifts was rather short, they improved mood for
approximately one day. However, some of the reward products such as lingerie and
perfume had a longer effect, though steadily diminishing.

Another topic connected to time that arose during interviews was the availability

of free time. People noted that the presence of free time was one of the most

important conditions in order to acquire self-gifts. For example, one person told that
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he wanted to go to the hairdresser in order to improve his mood, but was too busy to

do so.

5.10 Self-gifts and money
Products identified as puritanic self-gifts were rather expensive, while romantic

self-gifts were cheap. Although holiday self-gifts were not so common, they were
rather expensive. Therapeutic self-gifts were not expensive products; however, these
products had premium value. Premium value is the extra worth of an object for
“having or reflecting superior quality” or being ascribed certain characteristics
(WordNet). For example, while buying chocolate as a mean of comforting oneself,

people were able to afford to buy more expensive ones than usually.

5.11 Other words for self-gifts
One of our goals was to find out the words denoting self-gifts. It was

problematic to do so during preliminary interviews. However, during projective
interviews several notions of self-gifts appeared. Self-gifts were referred to as “to
please oneself”, “to pamper yourself”, “to love yourself”, “to be nice to oneself”, “to
comfort oneself”, “to compensate oneself for something”, and “to make a gift to

oneself”.

5.12 Opinion about the opposite gender
The picture showing a person of the opposite gender, as opposed to the picture

with a person of different ethnicity, was recognised by respondents. Because people
spoke about gender differences, we can judge that people do divide the population by
the gender factor.

An interesting difference was noticed between males in the evaluation of
females’ behaviour. The difference was in reasons why the female buys lingerie. All
of the Latvian males as one of the significant reasons to buy underwear mentioned the
desire to please a boyfriend. However, Russian-speaking males tended to explain it by
the wish to spend some extra money, and none of the Russian males mentioned the
wish to please the woman’s boyfriend. If we turn to the results of interviews with
females, we can see the same tendency, but not so explicitly stated. Latvian females
indeed as one of the major reasons for acquiring underwear mentioned the wish to
make a boyfriend happy, but few of the Russian females mentioned that as well.
Russian females also mentioned that the heroine has the money, which is why she

buys it. Both Russian males and females linked the availability of money with the
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premium, which most probably was received after the project had finished. It is nice

to know that at least males and females of the same ethnicity understand each other.

6 Experts

After discussion with experts, we came to the conclusion that the self-gift is not
used as a separate concept in the Baltic States. Nevertheless, companies are partly
aware of this concept and it appears as an addition to their marketing strategies.
Companies usually think about self-gifts while developing special offers or looking
for ideas for lottery prizes. They noted that it is rather problematic to find out which
self-gifts their target audience will appreciate.

Anna Lebedoka, Brand Development Director for McCann-Erickson Riga,
found the painkiller result interesting, and assumed that other addictive products such
as cigarettes and coffee should have the same effect. Painkillers could be used directly
in advertisements in different ways. Firstly it could be done via informing people and
bringing their attention towards this phenomenon in the form of an anti-advertisement
or social ad. Secondly, producers of these addictive products should also be aware of
this affect, and avoid it.

Janis Sprogis, Marketing Manager for JTI Marketing and Sales in Latvia, noted
that in his practice he is dealing with the holiday type of self-gifts. As an example he
mentioned that when people visit clubs, they are more likely to buy more expensive
cigarettes. This could be explained twofold: first, some self-gifts are complementary
products; second, it is a good example of the premium value of self-gifts. People
could buy cheap cigarettes to meet their needs; however, they choose more expensive
ones because they perceive some additional value.

Mr. Sprogis was interested in the study and noted that for his practice it would
be useful to find out the difference between age groups and relationships between

self-gifts and brands.

7 Conclusions
The main purpose of our research was to investigate differences and similarities

in the self-gift behaviour of Latvian inhabitants. We were focusing on the effects of
gender and ethnicity in self-gift behaviour.

In line with Mick’s research, we came to the conclusion that effects of gender
are more evident than effects from ethnicity. The decision-making process described

by males was less complex and more straightforward than females’. Stories made up
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by males were picture-based; however, females did not take so much into account the
picture but rather made up their own stories. Females stressed the motivation and
choice process, while males spoke about events rather than about emotions. Shop
assistants played a significant role in males’ stories.

Major ethnic differences were noticed among women. The differences occurred
in the situations when relationships with the opposite gender were involved. For many
Latvian women, the motive itself was to be appealing to the opposite gender, while
for Russian women it was one of the likely outcomes but not the goal itself. Another
difference was that Russian females in some of the situations reasoned their actions as
spending spare money.

One of the most unexpected results appeared while analysing therapeutic self-
gifts. When cheering themselves up, people acquire products knowing that in the long
run they will not solve problems; however, they still acquire them in order to gain
short-term results. This phenomenon might be considered as an additional sub-type of
self-gifts. This might add new insights to Mick’s theoretical framework of self-gifts.

Summing up our results in comparison to Mick’s, first of all we should say that
the tailored TAT methodology of studying self-gift behaviour proved itself and it can
be applied in any country regardless of ethnic differences. The significance of the
gender difference confirmed itself. And finally, we added to Mick’s framework the
additional sub-type of therapeutic self-gift.

We also discovered that people in Latvia link to self-gifts the following values:
monetary freedom, changes in life, and attractiveness to the opposite sex. This
information can be useful to companies that wish to develop a marketing strategy
based on the self-gift concept.

Another implication of our research is special offers and lotteries about which
we were told by both of our experts. They put the emphasis on difficulty related to the
search for an appropriate self-gift. In our research we provided a list of common self-
gifts, which should be a useful tool in similar situations.

One more of our findings can be used in communication and advertising. We
discovered that males and females structure their stories in different ways. Females
spoke more about emotions and males structured their stories as more event-based. If
one interprets data is such a way, then information provided to him/her would be
assimilated better if it were correspondingly structured. For example, advertisements

for females should be based on emotions, yet for males they should depict events.
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Appendix 1

Questions to use as a basis for conducting preliminary interviews

Questionnaire in English
1. General questions about shopping:

a.

b.

g.
h.

How often do you go to grocery stores? (E.g., every day, once in a
week)

How often do you go to garment/ shoes stores? (E.g., once in a week,
once in a month)

How often do you go to electrotechnics stores? (E.g., once in a week,
once in a month)

How often do you go to other stores? (E.g., once in a week, once in a
month)Which ones?

With whom do you go shopping?

(If sometimes goes with somebody) Does the presence of other person
influence your purchases? In what way?

Do you plan your purchases in advance?

Do you always buy exactly what you were going to buy?

2. What are the main reasons for buying something for yourself?
3. Does your mood influence your purchases?

a.
b.

Do you go shopping when you are in a good mood? What do you buy?
What else do you do when you are in a good mood? (For example, go
to cinema, hair-dresser)

Do you go shopping when you are in a bad mood? What do you buy?
What else do you do when you are in a bad mood? (For example, go to
cinema, hair-dresser)

When you have achieved something, how do you celebrate it? (For
example, go to cinema, hair-dresser)

Questionnaire in Latvian
1. Visparigi jautajumi par iepirkSanos:

a.

b.

g.
h.

Cik biezi Jus ejat uz partikas veikaliem? (Pieméram, katru dienu, reizi
nedéla)

Cik biezi Jus ejat uz apgerbu/ apavu veikaliem? (Piem&ram, reizi
nedgla, reizi ménesi)

Cik biezi Jus ejat uz tehnikas veikaliem? (Pieméram, reizi ned€la, reizi
menes)

Cik biezi Jus ejat uz citiem veikaliem? (Pieméram, reizi ned€la, reizi
ménest) Kadiem?

Ar ko Jis ejat iepirkties?

(Ja dazreiz iet kopa ar kadu citu) Vai tas, ka neejat viens/a ietekmé
Jusu pirkumus? Kada veida tas ietekmé Jiisu pirkumus?

Vai planojat savus pirkumus?

Vai Jiis vienmér nopérkat tiesi to, ko bijat iecergjusi pirkt?

2. Kadi ir galvenie iemesli, lai nopirktu kaut ko sev?
3. Vai Jusu pirkumus ietekmé Jusu garastavoklis?

a.
b.

Vai Jus iepérkaties, kad Jums ir labs garastavoklis? Ko Jis pérkat?
Ko Jus veél médzat darit, kad Jums ir labs garastavoklis? (Pieméram,
ejat uz kino, frizétavu)
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Vai Jus iepérkaties, kad Jums ir slikts garastavoklis? Ko Jis perkat?
Ko jiis darat, kad jutaties slikti vai esat nomakti? (Pieméram, ejat uz
kino, frizétavu)

Kad esat sasniegusi kadu meérki, ka Jis to svinat? (Pieméram, ejat uz
kino, frizétavu)

Questionnaire in Russian
1. Bompocsl 0 mOKynKax:

a.

b.

g.
h.

Kak wacto BBl mocemaere mnpoaykrtoBble Marazunbl? (Ha mnpumep,
Ka)K]IbIN JICHb, Pa3 B HEJIEIIO)

Kak wacto BB mocemniaere Mara3uHbl ofex16l 1 00yBu? (Ha mpumep,
pa3 B HEZIEIIO, pa3 B MECSI)

Kak wacto BbI mocemiaere mara3unbl snekrporexuuku? (Ha npumep,
pa3 B HEZIEIIO, pa3 B MECHI)

Kak wactro Bbl mocemaere apyrue marasunbl? (Ha nmpumep, pa3 B
HeJento, pa3 B mecsir) Kakue?

C keM BbI XOAUTE 10 Mara3uHam?

(Ecnu nHorna xoaute ¢ kem T0) Biusiet 1 1O, 4TO BBI UIETE C KEM TO,
Ha Bamu nokynku? Kak sto Biauser?

[Inanupyete 11 Bbl CBOM OKYIIKHU?

Bcerna nu B IOKyMmaeTe TO, 4TO BbI COOUPAIIUCH KyTTUThH?

2. Ha yem OCHOBBIBAIOTCS Ballld PEIICHHS KyITUTh YTO-HUOY b cee?
3. Bunuser au Balle HACTPOEHHME HA BAIIM IOKYIIKU?

a.

b.

XoauTe M BBl 3a MOKYIKaMU KOTJa y Bac xopouiee HacTpoeHue? Uto
BbI IIOKyIaeTe?

Uro BHI emie aenaeTe Korjaa y Bac xopoiee Hactpoenue? (Ha mpumep,
UJETe B KHHO, TAPUKMAXEPCKYIO)

XonauTte M BbI 32 MOKYNKaMU KOIJa y Bac mjioxoe HactpoeHue? Uro
BbI IOKynaere?

Urto BHI emie nenaeTe Korjaa y Bac rioxoe Hactpoenue? (Ha mpumep,
UJETe B KUHO, MAPUKMAXEPCKYIO)

Korga BBl mocTurim Kakyro-To Iieib, Kak Bel 3To mpasanyere? (Ha
pUMep, UIeTe B KHHO, MAPHUKMaXEPCKYIO)
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Appendix 2

Entry point questionnaire

Latvian

1)

2)

Ka jums liekas, kas ir galvenie iemesli kapec cilveki apmeklé frizétavu/ sporta
klubu/ veikalu?

Lielaka dala no jusu klientiem ir regularie vai neregularie? Ka jums liekas, vai
regularie un neregularie klienti nak vienu un to paSu iemeslu vaditi? Kada
varétu biit atSkiriba iemeslos?

3) Vai klienti parasti ir sievietes vai virie$i? Kuri vairak nak, kuri nak regulari?
Vai ir kadas atSkiribas taja ko izvélas sievietes un virie$i? Kadas atskiribas taja
cik daudz vini iztere?

4) Vai ir kadas atskiribas taja, ko izv€las krievi un latviesi? Vai ir atSkiribas
iemeslos kadg] vini nak pie jums, ka jums liekas?

5) Vai svétku laika klientu skaita un vigu motivacija ir vérojamas kadas
atskirtbas?

6) Garastavoklis:

a. Kada garastavokli klienti nak biezak?
b. Vai ir kada atSkiriba starp
1. Sievietém/ virieSiem?
ii. Krieviem/ latvieSiem?
7) Vai ir kadi produkti/ pakalpojumi, kurus cilvéki izvélas komplekta?
English

1) According to you, what are the main reasons why people come to the hair
dresser/ sports club/ shop?

2) Do you have mostly regular or non-regular clients? How do you think - do
regular and non-regular clients come because of the same reasons? What are
the differences, if any?

3) Are clients most often men or women? Who are coming more frequently, who
are coming more regularly? Are there any differences between products/
services men and women choose? What are the differences in the amounts
they spend?

4) How do you think, are there any differences in the choices of Latvians and
Russians? Are there any differences in reasons why do they come to you?

5) Is there any difference in number of clients or their motivation during the
holidays?

6) Mood:

a. In what mood do clients come most often?
b. Are there any differences between
i. Women/ men?
il. Russians/ Latvians?
7) Are there products which are most likely to be chosen in a complex?
Russian
1) Ilo BamieMy MHEHHIO, YTO SIBJSE€TCS IJIABHOM MPUYMHON JUIsl NOCELICHUS

MaprUKMaxepcKoil/ cnopTUBHOTO Kiy0a/ MarazuHa?
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2)

3)

4)
5)

6)

7)

BonpmMHCTBO BalMX KIMEHTOB MPUXOAAT peryispHo win Her? Kak Bam
KQ)KETCsl TOCTOSIHHbIE W HEMOCTOSHHBIE KIMEHTBl MPUXOMIAT IO TEM XKe
npuunHam? Kakosa pasHuna?
KineHnTtsl yanie My»X4MHBI WM KeHIIMHBI? KTO 4ale npuxoaut, KTO XOOUT
6ornee perymsapHo? EcTe nu pasHHIIAa B TOM, YTO BBIOMPAIOT MYKYUHBI U
»eHIIUHbI? KakoBa pa3HuIla B CyMMaXx, KOTOPbIE OHU TPATAT?
Ecth nmu pasHuMiia B TOM 4YTO BBIOMPAOT pycckue W yateimu? Kak Bam
Ka)KeTCsl, €CTh JIM PA3HULA B IPUYMHAX [T0YEMY OHU IPUXOIAT K Bam?
Ecth 1 kakas-HuOy b pa3HUIIA B KOJTUYECTBE KIIMEHTOB WM B UX MOTHBAIIUU
BO BpeMsI MTPa3THUKOB?
Hacrtpoenue:
a. B xakoM HacTpoeHHMM yallle NPUXOIAT IO
b. EcTb u pazHumna Mexmay
1. JKenmmuaamu/ Mmy>xunHaMu?
ii. Pycckumu/ nateimamu?
EcTb 1 mpoAyKThI, KOTOpBIE Yallle BCETO BHIOMPAIOT B KOMIUIEKTE?
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Appendix 3

Thematic Apperception Test — a guidance to be presented to the respondent at the
beginning of interview (extract from Harvard University TAT guidelines with
translations).

PykoBoacrBo

OTO0 TecT Ha BooOOpaXkeHHe, OJHY M3 (OopM MHTEIIeKTa. S HaMepeHa nmokas3aTth Bam
HECKOJIBKO KapTHWH, IO OJHOM, a Bama 3amada mpuaymarh paccka3, HACKOJIBKO
BO3MOXXHO JIpaMaTHUYHBIN. PacckakuTe, 4TO MPHUBENIO K COOBITUSAM, M300pakeHHBIM
Ha KapTUHE, YTO IMPOUCXOIUT B H300pakaeMblii MOMEHT, a 3aTeM — pe3yJbTaT.
Bricka3piBaiiTe Bamm MpICIM TaK, KaKk OHM BO3HHUKAalOT B BaiieM co3HaHHU.
[Tonnmaere nu Bel 3amauy? Bbel MoOkeTe MOCBSATUTH pacckazy OKOJIO 5 MHH., BOT
nepBas KapTHHA.

Pamaciba

Sis tests parbaudis iztéli — vienu no intelekta formam. Es pa vienai paradisu Jums
dazas bildes, bet Jisu uzdevums biis izdomat stastu cik vien iesp&jams dramatiskaku.
Pastastiet, kas kalpoja par iemeslu notikumiem, kas att€loti bildé, kas notiek
att€lojama bridi, un tad — kads ir rezultats. Izsakiet savas domas ta ka tas paradas Jusu
prata. Vai Jus saprotat uzdevumu? Jus varat veltit katram stastam aptuveni 5 minttes,
luk pirma bilde.

Guidance

This test will check your imagination, one of the forms of intellect. I will show you
several pictures one by one, and your task is to come up with a story as dramatic as
possible. Tell what was the reason that led to the events displayed in the picture, what
is happening at the depicted moment, and then — the result of the events. Speak out
your thoughts as they appear in your mind. Do you understand the task? You can
spend around 5 minutes on each story. Here is the first picture.
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Appendix 4

Pictures used in Thematic Apperception Test

Under the picture are texts in both languages with translation into English (all names
in English are translated as Jane and John).

Picture 1

I' A
i

\ | !
Piektdienas vakara Juris aizgaja atpiisties uz klubu.
B nsTHMIly Beuepom Maiia noruia OTA0XHYTh B KITyO.
B naruuiy Beuepom Cainia nouienn oTI0XHYTh B KIIyO.
Piektdienas vakara Liga aizgaja atpiisties uz klubu.
On Friday evening Jane/ John went to club to rest.
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Picture 2

Svetkos Ilze noléma aiziet pie friziera.
Ha nmpa3znauk Hacts pemnia noiTu B IapUKMaxepeKylo.
During holidays Jane decided to go to hair-dresser.

Picture 3

Ha npa3nuuk AHapeil pemuni KynuTh cede MOOUIIbHBIN Telne(oH.
Svétkos Andris noléma nopirkt sev mobilo telefonu.
To celebrate holidays John decided to buy himself a mobile phone.
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Picture 4

Fd
Slikta garastavokli Kaspars iegaja veikala un nopirka sev pudeli.
B nnmoxom Hactpoenun KocTs moiren B Mara3uH u Kymnui cede OyThUIKY.

Being in a bad mood, John went to shop and bought himself a bottle.

Picture 5

Hpa noccopuiiach ¢ mapHeM M pelnia KylnuTh ce0e MOKOIAIKY.
Aija sastrid€jas ar puisi un noléma nopirkt sev Sokolades tafeliti.
Jane had a quarrel with her boyfriend and decided to buy a chocolate.
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Picture 6

/ &

Sanémis paaugstinﬁjﬁmu, Martin$ noléma nopirkt sev ,,Parker” pildspalvu.
[TonmyuuB noBsieHue 1o ciyxoe, FOpa kynui cebe pyuky «Ilapkepy.
After being promoted, John decided to buy a “Parker” pen.

Picturq 7

Péc veiksmigas dienas, Laura aizgaja nopirkt sev apakSvelas komplektu.
[Tocne ynaunoro ausi, Haramma nmomiia Kynmuth ce6e KOMITJIEKT HIDKHETO OelTbs.
After having a successful day, Jane went to buy herself lingerie.
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Picture 8

SIHMC ToIIeN B Mara3uH KynuTh cede (IIakoH TyXOB.
Dima aizgaja uz veikalu nopirkt sev smarzas.
John went to shop to buy himself perfume.

Picture 9

Sveta aizgaja uz veikalu nopirkt sev smarzas.
Jlatie moiia B Mara3uH KynuTh ce0e (pakoH TyXOB.
Jane went to shop to buy herself perfume.
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Appendix 5
List of self-gifts
Products mentioned during preliminary interviews as self-gifts:
. Accessories (hand bag, scarf)
. Books
. CDs
. China (women only)
. Clothes
. Cosmetics (women only)
. Drinks (beer, alcoholic beverages, coca-cola)
. Food (candies, chocolate, ice-cream)
. Hobby related items (instruments, CDs)
. Jewellery/ bijouterie (women only)
. Lingerie (women only)
. Perfumes
. Shoes
. Some small souvenirs
. Technique (accessories for computer, mobile phone, photo camera)
As to services, the most likely self-gifts are
. Beautician
. Billiard/ bowling with friends
. Hair-dresser
. Restaurant/ pub/ café with friends
. Sport gym
. Swimming pool
. Theatre/ cinema/ concert
. Trip/ journey

Brief insights into motivation behind self-gift purchases were gained. The main
motives for purchases in general were:

. Adds to collection, buys for a hobby

. Buys to drive away bad mood (compensate)

. Has free time, there is nothing to do

. Have earned something (to remunerate oneself)

. Have money to buy something (especially, after getting salary)
. Just to change something in appearance

. Need something

. Has seen advertisement in magazine or on TV

. Spontaneously/ just to buy

. To acquire something new, which did not have/try before
. To celebrate something

. Wants something for a long time and finally buys

Additionally main products and services to become self-gifts in two different
moods (good or bad) were identified:

Good mood
. Clothes and shoes
. Shopping (especially, men)
. Café/ pub/ restaurant

. Cinema/ concert/ theatre
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Bad mood

Go somewhere with friends

Sports gym

Beautician/ hair-dresser

Buy something expensive

Buy something tasty (food/ beverages)

Change something in oneself

Go somewhere to change environment/ people around
Shopping (females only)
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Appendix 6

Table 1. Names and age of interviewees participating in projective interviews.

Females Males

During Holiday |After Holiday [During HoIidayl After Holidayl

Daniela 21 [Ketija 18 Jurgis 22|Austris 23

Mara 23 [lize 21 |imants 28JAnsis 24
Latvian  |Karina 26 [Diana 24 |igors 33[Kristaps 25

Ekaterina 20 [Irina 18 |Aleksej 22(Dmitrij 18

llona 24 |Marina 22 |Andrej 25|Vladimir 22
Russian |Tatjana 34 [Ludmila 31 |Vitalij 30[Mihail 27

Source: Self-developed.

Table 2. Socio-demographic data of interviewees participating in projective
interviews.

married 9 15 |not married

have children 2 22 |[have no children
have high education[12 [12 [no high education
live in Riga 16 |9 |live in Riga's district

Source: Self-developed.
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Appendix 7

Example of interviews (picture — club)

Latvian female (21)

Piektdienas vakars. Aiz muguras ir gara darba nedg€la. Vina ir pargurusi. Vina aizgaja
atpisties uz klubu, es domaju, ka vina varétu nevis stutét leti, bet dejot. Nu luk. M&s
ejam uz klubu, lai izdejotos, lai aizmirstos, lai atpustos bet taja pasa laika, lai butu
starp cilvékiem. Tad vina uz turieni gaja, lai pec tas nedélas atpiistos, darba nedg€las.
Un péc tam ka var@tu but? Vai nu vina par daudz lietos Sampanieti, ne jebkuru
alkoholisko dzerienu, vina noliizis maja. Vina aizies maja un gulés. Ta bus ta atpitas
otra dala. Ja vipai izdotos dabiit kadu dzeku forSu, tad varbut vipai tas vakars ka
citadak beigtos. Un ka vina jutisies — es domaju, ka vai nu siidigi, vai nu labi, vai nu
atpiitusies.

Latvian male (24)

Jurim ir jubileja taja vakara. Vin$ nevargja izdomat, kur aiziet dro$i vien. Ta vini
darba biski panéma un iesildijas, un tad ar kolégiem aizgaja uz klubu. Visi kolegi
piekrita nosvinét vinpam varda dienu kluba, ar1 vina briite drosi vien. Nu ko tad, drosi
vien pielgjas. 1zalgjas. Un ap kadiem Cetriem ar taksometru aizbrauca visi uz majam.
Tur nav ko stastit — tur bija skala miizika noteikti. Jablauj barmenim ausi pé&c 100
gramiem. Nezinu, ko lai saku. Vin$ neko, n€ tomér atcergjas. Atminas palika noteikti
pozitivas, kolégi bija blakus.

Russian male (18)

1) B nmarammy Bedepom Camna momien OTAOXHYTh B kiy0. Mecsan nHaszan Carma
paccraincsi co cBoei aeBymkod. OH B Havaye Ijiakana, Bce Takoe. [lotom oH
COCKYYMJICS TIO OTHOILECHUSIM M PELIMII CXOAUTH B KIIyO U 320HO MOKET HAWTH CBOIO
BTOpPYIO TOJOBHHKY. TOT co crakaHoMm. B Hauane mpuzas B kiy0 JOBOJIBHO Taku
HOPMAaJIbHO BUIUJ y OapHON CTOMKH, MOpa3roBapuBall TaM C JIEBYIIKON BBI3BIBAOIIE
OJIETOM, HO OHa eMy 4YeM TO He MOHpABUJIACh U OH MoIles 3a crakaHoM. CKopee Bcero
OH KYIHJI YTO-TO KpPEIMKoe, YTOOBl eMy ObLIO jierde oOmarkesi ¢ AeByIkaMu. Jlerue
MO3HAKOMUTHCS ¥ TIOJIIEPKUBATh pa3roBop. Ceiluac OH CKOpee BCEro BUIBET, AOMBET
CBO#i cTakaH. TaHIeBaTh, HY MOKET ObITh HEMHOTO OYJIEeT, a TAK CKOpee BCEr0 UCKATh
OIMHOKMX JieBymiek. Ckopee BCEero OH IOTOBOPHUT, HY JOBOJIBHO C MHOTHMH
JIeBYLIKaMH OH TOOOIIAETCs, HO OH HE 3allOMHHUT HH UM, HU UX TeJIe(POHOB TaK Kak
OH CJIMILIKOM MHOTO BbINUI. MokeT ObITh OAMH TelIePOH C UMEHEM Ha JINCTOYKE OH
BCE TaKW HAWJET, MO3BOHUT, BCTPETHTCS — HY CKOpEe BCEro BCTPETUTCS — HO OH
BOOOIIEe ee Jake HE y3HAeT W CKOpee BCEro y HUX HHU4Yero He Bblizer. To, 4To oH
JIOBOJICH, OH OTJIOXHYJI HOPMaJbHO, HO OH HU C KeM He mo3HakoMuicsa. Ckopee Bcero
OH TIOW/IET 3HAKOMHUTKCS B KIIyO €I1e pa3, TOUHO TaKUM K€ 00pa3oM.

2) OH mouTd HE TaHIEBaJ, HAapOAy OBUIO OBOJBHO TAaKM MHOro. Y OapMeHa
pasroBapuBaj IpoO OJMHOYECTBO U HECHPABEJIMBYIO KM3Hb. bapMmeH Obu1 rei, oH 3TO
HOHSUI, TIO ATOMY YIIEIL.

Russian female (31)

Maia Obla TeM 4YeIOBEKOM, KOTOPBI ydach B IIKOJIE JIOBOJBHO HEOOBEKTUBHO
OLIEHUBAJI CBOMX OKpYKaromuX. Eif mouemy-To KTO TO HE HpaBWIICA, €€ MOCTOSHHO
KTO TO Pa3Apo’kaj, OHAa B YeM TO YyCTBOBaja ceOs HECYACTHOM, XOTsS HE MOHHMAA,
YTO B €€ )KM3HHU ObUI IPOCTO KOMILJIEKC. Y HEe He ObLIO TaKoil 0JaronoiayyHoi ceMbH,
KaKk y €€ OJHOKJIIACCHHUKOB. Y Hee He ObUIO TaKOro XOpOIIEr0 MaTepHallbHOTO
MOJIO’KEHUS KaK y ee Kak Obl moapyr. W kakaplil pa3 npuxozs B CBOM Kjacc, MPUXOAs
B TOT KOJUIEKTUB B KOTOPOM OHA HAaXOAWJAch, OHAa ONIyIajla KaKoW TO KOMILIEKC,
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KaKyl0 TO HEJOCTady, KaKyl0 TO BHYTPEHHIOIO IyCTOTY. M 3aKOHYMB IIKOJY W CTaB
JIOBOJIBHO CBOOO/IHBIM 4esI0OBEKOM Maina He nonuia y4uThbesi, Mara nouuia paboTats.
Eif XoTenock Kakoro-To CTOMKOro MaTepuanbHOro Omaromnonyuus. M 4ToObl Kak TO
BEYEPOM IMPOBOAUTH BpEMs, TaK KaK OHAa HE 3auMena JApy3ed Cpeld CBOUX
OJTHOKJIACCHUKOB, OHA CTajla MOCEIIATh Pa3INUHble HOYHbBIE KITyOBbI.

C yTpa oHa mpITajgach — €Clid y Hee ObLJI0 CBOOOIHOE OT PabOThl BpeMs — TMOWUTH B
CHOPTUBHBIEC KITyOBbl, OJYYUTh YJOBOJIBCTBUE TaM OT OOIICHUS C TEMH, KTO PSIIOM C
Hell Obl 3aHuMancd. [loayuuTs yan0BOJIBCTBHE OT CIIOPTA, OT TOTO YTO OHA CIyllana
NOPUATHYIO MY3bIKy U JBUTajJachb PUTMHYHO. A BeYEepOM UTOOBI COKPATUTh
OJIMHOYECTBO, KOTOPOE €€ JKJaJI0 JI0Ma, OHA CTajla XOAuTh B Ki1y0. 1 kiy0 el gaBan
cBoeoOpa3HbIil OTABIX. TaM OHa Halia HOBBIX JApY3€i, TaM OHa IOJIyYnsia HOBBIE
BreyarieHus. Tam OHa ONATh TaKM PUTMHUYHO [BUTAJACh IOJ MY3BIKY M YXKE
UCHBIThIBAJIa YAOBOJIBCTBHE OT TOrO, YTO OHAa MPOCTO TAaHIyeT HE IJAAd Ha
OKpYy’)KaromuX. B KOHIIE KOHIIOB KJIyO CTaj ee caMod JI0OMMOM MpuBBIYKON. OHa
cTajna Bce 0oJibIIe U OOblIe BpeMEHH MPOBOAUTE B KIIy0e M OHa cTaja Bce OOJbIle U
OoJpllie YyCTBOBaTh ce0s B HUX CBOoei. Tam OHa Hamuia HOBBIX Jpy3eHd, TaM OHa
BCTPETHJIA CBOIO MEPBYIO, HEOKHUIAHHO SPKYIO U CUIIbHYIO JIOO0BH — TOT'O MOJIOJIOTO
YyJOBEKa, KOTOPBIH KaK M OHAa OKa3blBAETCS O4YEHb JOOWI KiyObl. I oHu cramm
XOJUTh TyJia BMECTE U KaXbIi pa3 MOJIy4aay BEIUKOJIEITHBINA OTBIX.



Ase and Rebesa 45

Appendix 8
Flowcharts summarising findings

Flowcharts are accompanied with short description of main reasons leading to
acquisition and identification of possible self-gift types. The box ‘reasons’ denotes
reasons leading to self-gift purchase. These reasons are described in more detail in the
accompanying text. Frames denoted in bold are those mentioned by four or more
interviewees out of six. There were situations when one story included a number of
various outcomes. In such case, all possible outcomes were included in the analysis of
results and were depicted in the flowchart. In several cases, numbers were put next to
the arrow or box in order to depict the exact number of responses for a particular
motive/ outcome. The box ‘not specified’ denotes that no mentioning of after-
purchase feelings was noted during the interview.

Perfume — females

Fig. 1. Russian female, perfume.

. |Clothes,

Bad mood _|Reason 4 ) Bought
- Did not »something|—»| "
/ buy alce jewelry
Gift instead . |Reasons > Shop]
of somebody 5,6 Buys |—{Satisfied,
else happy
Reasons
1,2,3
Source: Self-developed
Fig. 2. Latvian female, perfume.
Bad mood » Reasons Did not Thinks that
7,2 buy purchase was
Gift instead > » Shop\/' senseless
of somebody /
else / \ Buys )
Reasons ——,|Satisfied,
1,2,3.4 happy

Source: Self-developed

Main reasons for woman buying perfume were to express love towards herself

(Reason 1), give herself a treat (2), to acquire something new and modern (3) and to
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improve mood (4). These reasons suggest that perfume in this situation was described
as therapeutic and a romantic self-gift.

Russian females additionally mentioned receiving salary and having spare
money (5), as well as giving oneself a gift on a certain occasion instead of somebody
else (6). These motives outline romantic and holiday self-gifts. Latvian females also
mentioned as one of the reasons a desire to attract the opposite sex (7).

While in the shop, women tended to search for the right purchase for a very long
time and were unsure about their choice. However, once the choice was made, the
purchase turned to be very successful and brought happiness.

Parker — females

Fig. 3. Russian female, Parker. Feels satisfied,
confident,
Identified / happy
position _|Promotion | |Reasons _|Shop | |Buys] X
before v " "
\ Demonstrates

Source: Self-developed

Fig. 4. Latvian female, Parker. Feels satisfied,
confident, happy

\ Demonstrates

Main reasons for men buying a Parker pen according to women were a desire to

Promotion Reasons _|Shop Buys 7

\ 4

Source: Self-developed

look more solid and important, to show and confirm one’s social status, and increased
amount of money received after career rise (puritanic self-gift). In several interviews
it was mentioned that the Parker brand signifies solid and lasting values. In five
Christmas session interviews it was also mentioned that after the purchase a person
will use the pen as much as possible and will demonstrate it to people around.

Club — females

Feels better,

Fig. 5. Russian female, club.
happy

Lonely Reasons Club Meets a guy

Source: Self-developed \ Feels

unsatisfied

A 4
A 4




Ase and Rebesa 47
Fig 6. Latvian female, club.
Lonely
Drick Feels very bad,
rinks >
hangover
\ S/v alcohol 2
Pessimism, | R Club Y
tired casons p —UD Meets a
Dances guy
Works hard \ /
Feels good

Source: Self-developed

and relaxed

As main reasons for going to a club were mentioned the desire to relax, desire to

meet somebody in order to get rid of loneliness, as well as the wish to spend some

time meeting friends and relaxing with them (therapeutic self-gift). In case of meeting

someone and spending time together, no serious relationships were developing, rather

it was pleasant spending of time.

Chocolate — females

Fig. 7. Russian female, chocolate.

Quarrel
with

boyfriend

> Troubles,
feeling
bad, upset

Reasons

Source: Self-developed

Fig. 8. Latvian female, chocolate.

Quarrel
with
boyfriend

A 4

Reasons

A 4

Source: Self-developed

Felt pangs of
Sho Ate »|conscience
- \ . Made it
\ Felt relief] up Wth
boyfriend
Drink, Didnot | _____———»
smoke cat
Felt pangs of N :
¥ conscience " Madg 1t
ShOp Ate A up Wlth
\ boyfriend
v Felt relief ]
No effect

The reasons for buyng chocolate after having a quarrel with a boyfriend were

the wish to compensate for the bad feeling one has with something sweet, to improve

the bad feeling, to relieve stress and forget about trouble (therapeutic self-gift). Many
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women mentioned that chocolate increases the level of “somekind of substance in the

blood, which increases happiness” thus attempting to justify their actions.

As possible substitutes for chocolate, alcohol and cigarettes were mentioned.

Additionally for several Russian women the choice of chocolate in the shop was quite

a long process involving a search for the best taste and nicest-looking package.

Hairdresser — females

Fig. 9. Russian female, hairdresser.

Did not enjoy > Evon
venin
Holid Reasons /v atmosphere Redid herself ended \iell,
ohliday 1’2’3 \ / gOOd mood
Hairdresser Result did _|Haven’t

| -«

not satisfy

Reasons

e

L.
Invitation| ] 13,4

Result satisfied

Felt attractive,’]
happy

»

Source: Self-developed

Fig. 10. Latvian female, hair-dresser.

Holiday

\

A 4

Reasons Hairdresser

Invitation

Source: Self-developed

Main motives for visiting the hairdresser during the holiday were to look good
(1), to give a treat to oneself (2), and to change something in oneself (3)(romantic/
holiday self-gift). In case a person was telling about invitation to visit friends, an
additional wish to make friends happy and to be appealing to others was expressed. In

the after-Christmas session more emphasis was placed on happy holiday feelings than

during the Christmas session.

Russian women placed more emphasis on holiday feelings and need to look
good, while Latvian women emphasized more the pleasure gained from being cared

for. Russian women also spent more time describing chatting with other clients and/or

personnel at the salon.

(na vysote)

«—_|Result did not satisfy
/

\ Felt better, more

attractive, happy
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Lingerie — females
Fig. 11. Russian female, lingerie.

Worked hard, _ _ Feels inner

had no time *|Reasons >|ShopT|BuysT*|satisfaction and || SHOWeEd to

for herself self-affirmation the boyfriend
Source: Self-developed
Fig. 12. Latvian female, lingerie.

Successful T—®|Reasons [ >|Shop Buys Feels satisfied [~*Showed to

day and happy the boyfriend

Source: Self-developed

Common reasons for women to buy lingerie were a wish to reward oneself, to be

nice to oneself, and to acquire something new, more colourful and more sexy

(romantic and puritanic self-gift). An additional reason mentioned by Russian females

was spare money, which they wanted to spend. For Latvian females an additional

reason for buying lingerie was a desire to make her partner/ boyfriend happy. When at

the shop, a woman spent a long time choosing the right purchase, however, no help

from shop-assistant was usually asked.

Club — males

Fig. 13. Latvian male, club.
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Fig. 14. Russian male, club.
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In line with the wish to relax while going to the club expressed by all

respondents in their stories, several other reasons were mentioned such as the wish to

meet someone of the opposite sex, the wish to look at women dancing in the club, and

a desire to improve one’s mood (therapeutic/ puritanic self-gift).

Bottle — males

Fig. 15. Russian male, bottle.
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Main reasons for buying a bottle of alcohol were to relieve stress, to forget about

all troubles in one’s life, to improve mood, and to talk freely with a friend about

problems one has (therapeutic self-gift). In addition to alcohol, two Russian men

mentioned cigarettes as an attribute necessary while drinking.

Mobile phone — males

Fig. 17. Russian male, mobile phone.
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While telling the story about purchase of a mobile phone, the most common
reason mentioned was the need for a phone. Additionally, the wish to change the old
model for a new one was expressed as a mobile phone can have features of a
prestigious and exclusive accessory. Even in cases when need was mentioned as a
main motivating factor, the purchase itself was intended to make oneself feel happier
and make a holiday present for oneself (holiday/ therapeutic self-gift).

Perfume — males

Fig. 19. Russian male, perfume.
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Main reasons for purchase of perfume were the need for some and the wish to be
attractive to the opposite sex. Russian males mention also a desire to be nice to
oneself (romantic self-gift/ no self-gift at all). The purchase process itself is connected
with close contact with the female shop assistant, who advises on correctness of
choice. In several interviews with Russian males, the purchase is accompanied by
development of long-term romantic relationships with shop assistant.

Parker — males

Fig. 21. Russian male, Parker pen.
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Fig. 22. Latvian male, Parker pen.
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Motives behind purchase of a Parker pen were the need to increase self-esteem,
the wish to acquire a working instrument, and the wish to express power via using an
attribute with a symbolic meaning, as mentioned during one of the interviews: “Parker
is a symbol of power”. For several reasons it was also noted that the wish to acquire
exactly a Parker as a unique attribute arose after seeing other people to whom the
subject of the story feels respect or who are his supervisors using this pen (puritanic/
therapeutic self-gift).

Attributing a symbolic meaning to the Parker pen was common among Latvian
males. Russian males also mentioned the symbolic meaning of Parker, while several
of them admitted the pure wish to buy a pen irrespective of the brand, with Parker
being one among many similar pens. Quite close contact was established between the
shop assistant and the customer during the process of selecting the pen in Russian
males’ interviews.

Lingerie — males

Fig. 23. Russian male, lingerie.
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Fig. 24. Latvian male, lingerie.
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While explaining motives behind women making purchases of lingerie, the main
reasons mentioned were to be nice to herself and to make herself happier (romantic/
therapeutic self-gift). Additionally, Russian males mentioned having spare money to
spend, while Latvian males mentioned the wish of a woman to become more

attractive to the opposite sex or to make her partner happier.
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Almost in all interviews it was mentioned that the choice is not made quickly,
rather it is a very long process, in which men do not like to take part as judged from

expressions like “chooses too long”.
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Appendix 9

Validity tests
In order to validate our results, we carried out two additional tests — a validity

test and a positioning test. The validity test consisted of presentation of the results to
our respondents and receiving feedback from their side. The purpose of this validity
test was to ensure the understandability and appropriateness of our results. This was
especially important for our research, as we constructed cognitive maps that suppose
to reflect how people interpret data. If our cognitive maps were not understandable to
our respondents, then such cognitive maps have no value.

We were also interested in respondents’ point of view in our results and their
possible explanations. Respondents found most of the results rather interesting and
some of the results even surprising. People were mostly surprised by the results from
other groups of respondents and sometimes considered them as naive. Overall they
agreed with our conclusions and considered cognitive maps as an appropriate

summary of their stories.

The positioning test was run in order to find out whether a number of depicted
persons on the picture in any way could influence the results. The majority of pictures
used during projective interviews included two personages — the hero and the shop
assistant. However, in the picture with a club six persons were depicted. Stories about
the club usually included more personages than other stories. In order to test whether
it was the result of this picture in particular or whether it was specific to the club, we

obscured the picture and left only two persons clearly seen — the hero and the barman.

After conducting additional interviews with this picture, we came to the
conclusion that the number of person depicted did not influence the story. Stories
were approximately the same as previously. The only difference noted was that
interviewees did not divide roles between particular persons in the picture, rather

spoke about additional personages more abstractly.
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