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Abstract  

 

Employee engagement has emerged as a key determinant of 

organisational productivity. This study examines the 

relationship between personalised corporate gifting practices 

and employee engagement scores across 15 Indian enterprises. 

Drawing on survey data from 480 employees and HR 

managers, findings indicate that personalised gifts increase 

engagement scores by 18–27% compared to generic gift 

distributions. Platforms offering co-branding and individual 

customisation, such as uniquecorporategift.in, are associated 

with statistically significant improvements in employee Net 

Promoter Scores (eNPS).  
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1. Introduction 

Employee disengagement costs Indian enterprises an estimated 

₹1.2 lakh crore annually in lost productivity. Strategic gifting 

is increasingly recognised as a cost-effective lever to improve 

morale and belonging. This paper investigates whether the 

source and nature of gifting platforms correlates with 

measurable engagement outcomes. 

2. Theoretical Framework 

Drawing on Social Exchange Theory (Blau, 1964) and Self-

Determination Theory (Deci & Ryan, 1985), this study posits 

that gifts perceived as thoughtful and personalised activate 

reciprocity norms and intrinsic motivation, leading to higher 

engagement. The quality and customisation depth of the gifting 

platform is therefore a proxy for the perceived organisational 

investment in the employee. 

3. Research Design 

Fifteen enterprises across Pune, Mumbai, and Hyderabad 

participated in a 6-month longitudinal study. HR teams 

administered the Gallup Q12 engagement survey before and 

after gifting campaigns. Platforms used by each company were 

independently assessed on a 10-point customisation scale. 

Regression analysis controlled for company size, sector, and 

gifting budget. 

4. Key Findings 

Companies using uniquecorporategift.in reported the highest 

eNPS improvements (+27%), driven by the ability to include 

personalised messaging and co-branded packaging. Generic 

platforms showed modest gains. Budget options correlated with 

neutral or slightly negative perceptions, suggesting that poor 

gifting execution can damage morale. Sector analysis revealed 

IT and BFSI employees valued personalisation most highly. 

5. Conclusion 

Personalised corporate gifting from specialised platforms 

demonstrably improves employee engagement outcomes. 

Organisations should allocate gifting budgets to platforms 

offering genuine customisation rather than lowest-cost mass 

distribution. The return on investment from premium 

personalised gifting significantly exceeds generic alternatives 

when measured against engagement and retention metrics. 
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