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Liiks uriin tiiketimindeki cesitliligi aciklamak:

Temel benlik degerlendirmesi bakis agisi

OZET

Bu tez, liiks {iriin tiiketim davranisini, onun c¢esitli formlarin1 detaylandirarak
kesfetmeyi ve bu formlar ile tiiketicilerin 6z degerlendirmelerindeki bireysel farkliliklar
ile 1lgili bir psikolojik kavram arasindaki iliskiyi incelemeyi amaglamaktadir. Bu amag
dogrultusunda, benlik saygisi, genellenmis 6z-yeterlik, i¢csel kontrol odagi ve nevrotikligi
kapsayan temel benlik degerlendirmesini igeren kavramsal bir model gelistirilmistir.
Ayrica, alt1 ayr1 liks iiriin tiiketim davranigi formu modele dahil edilerek iki genel baslik
altinda toplanmistir: gosterisci ve géze carpmayan tiikketim. Bu modeli gorgili olarak
sinamak icin iki ayr1 ¢alisma gergeklestirilmistir. Ilk olarak, gdéze carpmayan tiiketimi
Olgmek icin bilinen bir 6lgcek bulunmadigindan Slcek gelistirmek amaciyla bir pilot
calisma 263 katilimer ile online anket ydntemi aracihigiyla yiiriitiilmiistiir. Olgegin
gecerliligini smamak icin kesfedici ve dogrulayici faktdr analizleri kullanilmistir. Tkinci
olarak, yol analizi kullanilarak 6nerilen kapsamli model stnanmaistir. Belirli bir yas aralig:
ve gelir seviyesini hedefleyen amagli 6rnekleme ile veriler, 194 katilimcidan online anket
yontemi ile toplanmistir. Bu analizleri takiben, giivenilirligi ve gegerligi yliksek bir goze
carpmayan tiikketim 6lgegi elde edilmistir. Temel benlik degerlendirmesi ve liks {iriin
tikketimi davranisinin her bir formu arasinda istatistiksel olarak anlamli iliskiler tespit
edildi. Yazarm bilgisi dahilinde, literatiire yeni bir 6lcek kazandirmis olmanin yani sira

bu tez, temel benlik degerlendirmesi kavramini pazarlama alaninda ilk kez kullanmaistir.

Anahtar Kelimeler: Liiks; G6ze ¢arpmayan tiiketim; Gosterisci tiikketim; Temel benlik

degerlendirmesi; Markalagtirma.



Explaining variation in luxury goods consumption:

A core self-evaluation perspective

ABSTRACT

This dissertation aims to explore luxury goods consumption behavior by
elaborating its various forms and to examine the relationship between those forms and a
psychological concept regarding individual differences in consumers’ self-appraisals. In
line with this aim, a conceptual model was developed that includes core self-evaluation,
comprising of self-esteem, generalized self-efficacy, internal locus of control and
neuroticism. Six distinct forms of luxury goods consumption behavior were also included
in the model and were collected under two general titles: conspicuous and inconspicuous
consumption. To empirically test this model, two separate studies were done. Firstly, as
there is no known scale to measure inconspicuous consumption, a pilot study for scale
development was carried out with 263 respondents via an online survey method. Both
exploratory and confirmatory factor analyses were used to validate the scale. Secondly,
the proposed comprehensive model was tested using path analysis. With purposive
sampling that targets a certain age range and income level, data were collected from 194
subjects via an online survey method. Following these analyses, a reliable and valid
inconspicuous consumption scale was obtained. Statistically significant relationships
between core self-evaluation and each form of luxury goods consumption behavior were
detected. To the best of the author’s knowledge, along with having introduced a new scale
into the literature, this dissertation has used the concept of core self-evaluation in the field

of marketing for the first time.

Keywords: Luxury; Inconspicuous consumption; Conspicuous consumption; Core self-

evaluation; Branding.
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CHAPTER 1. INTRODUCTION

1.1 STATEMENT OF THE PROBLEM

Since its introduction, conspicuous consumption (CC) — “the purchase of
expensive goods to wastefully display wealth for the sake of higher social status” — has
been regarded as a critical concept for luxury literature (Veblen, 1899/1973). However,
‘luxury’ has recently transformed into ‘new luxury’ or ‘luxury for the masses’ which
involves affordability, mass-market proliferation, the divorce of status and class, and
availability in the mass market (Eckhardt et al., 2015; Taylor et al., 2009; Thomas, 2007).
The rise of knock-offs (e.g., Lin, 2011), and the emergence of less expensive luxury
products (Silverstein & Fiske, 2003b) have caused luxury products to no longer be a sign
of status or social class. Thus, the wealthy consumers, who want to protect their status,
have started to buy goods only they can recognize. These trends have led to arise in
popularity of the term ‘inconspicuous consumption’ (IC) — the purchase of brands with
subtle or not easily visible signals to most consumers (Berger & Ward, 2010). Despite
this shift, the literature of luxury goods consumption (LGC) is still dominantly around
conspicuous consumption. A deeper understanding of inconspicuous consumption is
necessary. Both empirical studies and the development of theoretical background is
required (Eckhardt et al., 2014). According to the author’s opinion, the lack of a scale

measuring inconspicuous consumption is the fundamental problem.

In addition, the wunderlying motivations to consume luxury products
inconspicuously are limited in the literature. Whereas, there are many references in the
conspicuous consumption literature, which emphasizes the importance of social
psychology in consumers’ buying preferences (Mason, 1984). Since the new luxury
attitudes of wealthy consumers have changed into consuming luxury products
inconspicuously moving away from conspicuous consumption, it is expected that the
contributions of social psychology would also provide a valuable insight into the concept
of inconspicuous consumption. Therefore, an effort examining the potential relationships

of social psychology concepts to inconspicuous consumption behavior is worth making.



Another void in the available literature is the comparison between CC and ICC.
The findings coming out from such a comparison would be valuable in the context of this
field of study. These results would light the way for the study of LGC in a broad
framework. Clarifying the dissimilarities between these two would considerably help
marketing practitioners to treat the related consumer segments accordingly. Hence, the

absence of such studies is a significant gap in the literature, which requires further input.

1.2 RESEARCH OBJECTIVES

In light of the limitations in the literature identified above, this thesis endeavors
to find answers to the issues concerning LGC. The main objective of this thesis is to
examine the relationships between core self-evaluation (CSE) and six determined forms
of LGC. To be more precise, this study fundamentally investigates whether there are
statistically significant connections between how consumers see and evaluate themselves
and their luxury consumption choices. To be able to empirically analyze the relationships
among these concepts, as a scale for inconspicuous consumption does not exist,
developing and testing an inconspicuous consumption scale is another noteworthy aim of
this thesis. Additionally, this thesis intends to understand the variety of luxury consumer

segments by examining the differences among luxury goods consumption forms.

1.3 SIGNIFICANCE OF THE STUDY

Firstly, this dissertation will contribute to the existing literature developed on the
field of LGC. In particular, since the focus is on privately consumed luxury goods
consumption, the widening gap in the inconspicuous consumption literature will be
attempted to be bridged by the findings of this study. To the best of the author’s
knowledge, this is the first time inconspicuous consumption will be empirically examined
by splitting it into four dimensions. Simultaneously, two dimensions of conspicuous
consumption (publicly consumed) will be also investigated to be able to analyze luxury

goods consumption from a broad perspective. Thus, the comparison of both aspects of



luxury goods consumption will be made in one model, which is another originality of this

dissertation.

Secondly, findings obtained by this study will add to the field of marketing since
this is the first known study that has used the concept of core self-evaluation, as far as is
known. This study has indicated that CSE, which was mainly originated from the study
of social psychology and became popular in organizational studies, can also be applied
into marketing discipline. It was determined that each four facets of CSE have already
been utilizing in marketing, separately. Consequently, it was felt that their combination
would also work. Confirmed with empiric data, this study has opened the way to use CSE

in potential marketing studies.

Thirdly, in developing the first known inconspicuous consumption scale, this
study has sought to solve one of the main problems blocking prospective empirical studies
regarding consuming inconspicuous luxury products. To be able to test any relationship
related to inconspicuous consumption, having a measurement tool was necessary.
Through the scale developed in this study, an essential resource was provided for

upcoming empirical studies in the inconspicuous luxury consumption literature.

Finally, from a managerial perspective, marketing practitioners can benefit from
the outcomes of this dissertation and their implications. By understanding the differences
among luxury consumers, they can plan more appropriate and targeted marketing
strategies. Moreover, the underlying reasons to consume luxury goods this thesis
discusses can also give valuable information to marketers in order to set right advertising

and communication strategies.

1.4 ORGANIZATION OF THE DISSERTATION

This thesis consists of four chapters. Next chapter (Chapter 2) reviews the
literature on luxury goods consumption and core self-evaluation related to the dissertation
topic. Additionally, a conceptual framework including the dissertation’s hypotheses is
presented in this chapter. An explanation of the methodology follows in Chapter 3 that

includes two main studies as scale development and comprehensive model test. Lastly,



Chapter 4 provides general discussion which includes on overview of the dissertation,

implications, future research, limitations and conclusions.



CHAPTER 2. LITERATURE REVIEW

2.1. DEFINING LUXURY AND CONTRASTING NEW LUXURY

The concept of ‘luxury’ has existed since ancient times and is derived from the
Latin word “luxus”, which refers to “soft or extravagant living, sumptuousness,
opulence” (from the Oxford Latin Dictionary in Dubois et al., 2005) or from the Latin
“luxuria”, which means “excess” or “extras of life” (Danziger, 2004). According to
Berry (1994), luxury is a term related to self-pleasure, wants and desires rather than the
satisfaction of the necessities. To be able to put an exact definition to luxury, scholars
note a lack of consensus within the literature (Atwal & Williams,2009; Fionda & Moore,
2009; Dubois & Laurent, 1996). From an economic perspective, the term of ‘luxury’ has
a high situational and intangible utility and low functional utility (Nueno & Quelch,
1998). According to brand scholars, luxury is categorized as the highest class of
prestigious brands (Vigneron & Johnson, 2004). The concept of ‘luxury brand or
product’ is mainly related to superior quality, expensiveness and rarity, yet some
scholars have tried to explain it in more detail. For example, Ghosh and Varshney (2013)
reviewed the wider literature and proposed the six critical dimensions of a luxury brand
or product as follows: “perceived premium quality, aesthetics, expensiveness, history,
perceived utility and perceived uniqueness or exclusivity”. Similarly, Phau and
Prendergast (2000, pp. 123-124) expressed luxury brands “evoke exclusivity, have a
well-known brand identity, enjoy high brand awareness and perceived quality, and retain
sales levels and customer loyalty”. Another key study (Dubois et al., 2001) structured
the construct of luxury brands with the six following facets: “excellent quality, high
price, scarcity and uniqueness, aesthetics and polysensuality, superfluousness, ancestral
heritage and personal history”. Some other researchers rather emphasize luxury brands’
nonfunctional value, which is defined as “factors other than the qualities inherent in the
commodity” (Leibenstein, 1950). For instance, Berthon et al. (2009) divided a luxury
product into three elements: the objective (material), the subjective (individual), and the
collective (social). While the objective element refers to “exquisite material,

craftsmanship, high functionality, and impressive performance”, the subjective element



refers to the customers’ “personal hedonic value”. Additionally, the collective element
means the value of a brand signal to others. Tynan et al. (2010) also identified luxury
brands with strong symbolic and emotional values, apart from rarity, exclusiveness,
prestige, and authenticity. Luxury products can also be regarded as markers of personal
and social identity (Vickers & Renand, 2003) alongside cultural beliefs (Seo et al.,
2015). In this regard, it can be said that luxury brands do not have only functional or
performance values such as quality and aesthetics but also possess emotional or

symbolic values such as signaling ability and premium image.

A traditional view in the marketing literature, which states that there is a strong
rapport between branding and conspicuousness, also supports the existence of symbolic
value of luxury brands. Veblen (1899/1973) has examined this relationship and defined
CC as the buying of expensive products to extravagantly display richness rather than the
satisfaction of more utilitarian necessities of consumers. In this view, the primary
objective of consumers is obtaining or sustaining a high social status. Consumers possess
a visible luxury brand to convey a message to others using the brand’s signaling power.
Since Veblen (1899) and Simmel (1904), a general opinion suggesting that luxury
consumption equates to conspicuous consumption has occurred in the marketing
literature. Yet, the acceptance of this tradition has started to weaken in recent years (e.g.
Eckhardt et al., 2015). Instead, the concept ‘new luxury’ (Taylor et al., 2009), also
known as ‘democratized luxury’ or ‘luxury for the masses’ (Danziger, 2004; Silverstein
& Fiske, 2003a; Thomas, 2007), has emerged. Luxury brands have evolved to be more
accessible in the mass market, which in turn result in losing the importance of status
symbols of well-known luxury brands. Accordingly, the traditional relationship of
conspicuous consumption to luxury consumption has been undermined and a shift from
conspicuousness to inconspicuousness has come into question. IC is defined as the
consumption of luxury brands whose “brand signals are subtle or not easily visible to
most consumers” (Berger & Ward, 2010; Wu et al., 2017). Inconspicuous consumers do
not overtly display their wealth and status. They desire that only their social group peers
can decipher the subtle signals in their consumption, while in the past, they were
signaling status to both lower status groups and other elites. As it is seen, this shift in the
luxury literature has changed the fundamental structure of luxury definitions. To

generalize by saying that luxury goods are rare, unique, exclusive or expensive has



gotten difficult. The following sections will strive to enlarge upon traditional and modern

approaches to luxury consumption mentioned above.

2.2. TRADITIONAL CONSPICUOUS CONSUMPTION

The concept of CC originated by Veblen (1899) refers to those individuals who
emulate others at higher status levels in terms of their consumption patterns. Veblen’s
theory has arisen from the emergence of the ‘leisure class’ that intersected with the
industrial revolution in England during the eighteenth century. The members of this class
no longer had to work as they were able to use a surplus produced by the working class.
Together with the production of a surplus, the importance of the relationship between
accumulation of products and social status has increased. Individuals have possessed and
accumulated property to retain their “good name” (Veblen, 1899, p.29). Two ways were
designated to show off wealth and status: leisure activities and extravagant spending on
goods and services. Leisure class members waste their time and effort with leisure
activities and possess unnecessary objects to convey a status message to their
environment. However, Veblen also discussed that people were less informed regarding
leisure activities since society became more mobile. Thus, wastefully consuming goods
and services rose in importance. Veblen termed this kind of consumer behavior as
conspicuous consumption. According to this theory, individuals compare and rate persons
with respect to relative worth and value — “invidious comparison” (Veblen, 1899, p.194)
and strive to meet and exceed others’ monetary status—‘pecuniary emulation” (Veblen,
1899, p.17). Therefore, the satisfaction of a conspicuous consumer comes from how
strong the indication of wealth and purchasing power is for a commodity, rather than its
usage value. Consequently, a high price for goods and services becomes the most

important sign as well as value to display wealth (Mason, 1998).

The fact that luxury goods also have high prices has caused the appearance of a
relationship between LGC and CC. In the marketing literature, this relationship was so
strong that these two have been nearly synonymous up until now (e.g., Sundie et.al., 2011;
Mason, 1998). Nevertheless, the general acceptance was that conspicuous consumption

is one of the forms of LGC (e.g., Husic & Cicic, 2009; Vigneron & Johnson, 1999).



Individuals have several motivations to consume luxury goods and services; to impress
others by displaying wealth has been regarded as the most popular one among those
motivations. With the rise of counterfeits and cheaper luxury products, status signaling
ability of luxury goods has dramatically decreased. Therefore, this type of luxury goods
consumption has lost its importance. Instead, the other types of motivations, which have
been mentioned in the literature, have become more valuable for luxury consumers. The
two specific types among several types come to the forefront: snob consumption and
bandwagon consumption, which will be discussed in the next section (Leibenstein, 1950;

Corneo & Jeanne, 1997; Gierl & Huettl, 2010).

2.2.1. Bandwagon Consumption

Utilitarian perspective in economics (Marshall, 1890) originally assumes
consumption as a result of the law of supply and demand. According to economists,
consumer behaviors are independent of the effects of symbolism. Veblen (1899), in the
economics literature, was the first who propounded that individuals desire to imitate the
consumption decisions of other individuals in higher status levels to obtain and sustain
status. In this tradition, consumers increase demand when a luxury product’s price is
risen. Duesenberry (1949) supports this view by saying that consumers are affected by

the spending of their reference groups.

Leibenstein (1950) has strived to explain the nonfunctional effects on utility by
using economic terms and has suggested three types of effects named
“Veblen/conspicuous”, “snob” and “bandwagon”. He has coined the term “bandwagon
consumption” with the following definition: “the extent to which the demand for a
commodity is increased due to the fact that others are also consuming the same
commodity” (Leibenstein, 1950, p.189). Bandwagon consumption originally derives
from the need of conformity or the concern of social acceptance. It represents the desire
of being part of a group in higher status level. The effect of the consumption on others is
essential. Therefore, bandwagon consumers/bandwagoners purchase luxury products
because of their popularity in the market. They opt for fashionable products which are

used by celebrities or the majority of luxury consumers. By acting so, they seem to be

“one of the boys” (Leibenstein, 1950, p.189).



2.2.2. Snob Consumption

According to Leibenstein (1950, p.189), snob consumption is defined as “the
extent to which the demand for a consumer’s good is decreased owing to the fact that
others are also consuming the same commodity”. In contrast with bandwagon
consumption, the consumption of the majority affects purchasing decisions of certain
consumers negatively. This type of LGC occurs due to the need of uniqueness, i.e. the
need of being the only consumer of a product. It symbolizes “the desire of people to be
exclusive and different; to dissociate themselves from the common herd" (Leibenstein,
1950, p.189). The scarcity of supply is the fundamental motivation of snob
consumers/snobbers. Avoiding the use of popular brands is an indicator of privilege for

them. Therefore, they seek to attain hard-to-reach, rare and exclusive luxury products.

2.3 THE RISE OF INCONSPICUOUS CONSUMPTION

In the most general sense, luxury has referred to superior quality, expensiveness,
and exclusiveness as stated in the beginning of this chapter. However, the meaning of
luxury has recently changed after the proliferation of knock-offs (e.g. Lin, 2011), and
lower-priced luxury products (Silverstein & Fiske, 2003b). Today, people can access a
luxury car with a rental rather than purchase. By means of technology, a fine education,
which only a privileged group of people could acquire in the past, is now affordable for
many. Knockoffs and mass market versions of luxury goods have attained a place in the
market. Stemming from such changes, the concept of luxury has become related to
affordability and availability for the masses, which in turn induce ‘the death of class’

(Eckhardt et al., 2015; Pakulski & Waters, 1996).

Owning luxury products has lost its exclusivity for higher social classes. The
differences illustrating the hierarchical structure among the classes have been diluted. The
lifestyles of middle and upper classes have been resembling each other more than ever.
However, despite all these alterations, the need of higher social classes to differentiate
themselves from lower ones continues. They desire that the division of society based on

social and economic status should be protected and their existing social class should still



be private for elites. The response of luxury brands to this desire was to create
inconspicuous brands — in which “brand signals are subtle or not easily visible to most
consumers and consumers do not intend to display status overtly” (Berger & Ward, 2010;
Wu et al., 2017). Although some scholars define inconspicuous consumption as “the
routine consumption of ‘ordinary’ goods and services” (Shove & Warde, 2002; Smith,
2007), the dominant approach is that IC is somehow opposite of CC. According to
Eckhardt et al. (2015), indeed, “inconspicuousness is the new conspicuousness”, that is,
certain consumers utilize inconspicuousness as a tool to display status instead of
conspicuousness. However, inconspicuous brands differ from conspicuous ones in terms
of the way they display status. With their consumption, they prefer to convey a message
to their own social peers rather than to show off publicly. In this study, it is also accepted
that inconspicuous consumption is a practice of luxury brands to attract higher social

classes.

Inconspicuous products have quiet brand signals that are somewhat invisible to
the mainstream, but only observable to those with the requisite cultural capital to decipher
the underlying meaning (Berger & Ward, 2010). Their designs are refined and
sophisticated. In contrast, conspicuous products use vivid brand signals such as certain
colors, large logos, stereotyped motifs and patterns. To be able to understand this

difference, Shaghai Tang (http://www.shanghaitang.com/) and Shang Xia

(http://www.shang-xia.com/en) can be given as great examples. Shanghai Tang is a

conspicuous brand with its loud colors and traditional style the general public would
easily recognizes. On the contrary, Shanghai Xia represents an inconspicuous brand
owning subtle and modest brand markers only the very top of the elite class would
understand. Likewise, BMW and Mercedes are the conspicuous brands with easily
identifiable logos, but they will also release new car models to the Chinese market with
different brand names in a more subtle manner: Zhinuo and Denza, respectively
(Economist, 2013). These examples portray the existence of a current trend in luxury
market. Inconspicuously consuming luxury goods is on the rise. Therefore, the recent
studies including this dissertation eager to find out its mechanism. A recent research of
Wu et al. (2017) classifies various forms of IC. It has distinguished four main forms

entitling as ‘aesthetics and function seeking’, ‘avoidance’, ‘differentiation’ and ‘fantasy
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lifestyle’. Since it was determined to utilize this typology for this study’s model, the next

section will mention features of these forms.

2.3.1. Aesthetics and Function Seeking

Luxury products are generally known as quality, durable and well-designed
products. According to Wiedmann et al. (2009), LGC comprises both aesthetics and
functional appreciation. From the aspect of IC, Wu et al. (2017) defines ‘aesthetics and
function seeking’ as a form of IC where consumers buy luxury goods for their aesthetics
and function features with no intention to overtly display status. The primary objective of
aesthetics and function seeking consumers is to seek design and functional qualifications
while consuming luxury products. In this sense, they are assumed to be rational and
utilitarian in their consumption. These consumers not only attach importance to quality
of material and functionality, but also have aesthetic concerns. ‘Bling’ brand recognition
-brands with conspicuous visual indicators- is not an important factor for them. The
interview of Professor Xi at a Chinese university conducted by Wu et al. (2017) illustrates
this kind of consumption with the discourse of Professor Xi. While she was explaining
reasons for her consumption of a luxury chair, her responses demonstrate her health-

seeking and aesthetic concerns.

2.3.2. Avoidance

‘Avoidance’ is another form of inconspicuous consumption in which consumers
avoid CC because they feel guilty to be conspicuous consumers (Wu et al.,2017;
Seabrook, 2001). They reject ostentatious status symbols to avoid being labeled as
nouveau riche who possess a lot of luxury products to display their status. They consider
individuals as vulgar, irrational and overly consuming. According to the interview with
Mr. Luo (chief executive officer) in the research of Wu et al. (2017), he has described
such individuals as elites who gain ground upon the working class in an evil manner.
Avoidance consumers are critical of some rich individuals regarding the way they earn
money. Therefore, they do not want to be part of them. In particular, in times of economic

austerity, they avoid provoking envy and anger among the persons around them by
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preferring subtle products (Belk, 2011; Stacey, 2009). The Economist (2008) has noted a
decline in luxury-products-spending at the rate of 34% and has interpreted this as the
presence of guilty feelings to show off during the recession when the public feels poorer.

The concern of social acceptance or the need of conformity is part of this form.

2.3.3. Differentiation

Wu et al. (2017) defined the term ‘differentiation’ as a form of inconspicuous
consumption where consumers desire to differentiate themselves from CC of both lower
status consumers and the nouveaux riche who weaken brand images. Lower status
consumers might buy counterfeits and rent luxury. Nouveaux riche might have access to
any luxury product. Differentiation consumers seek a way they can prove that they belong
to none. Brooks (2001) expressed differentiation consumers as the educated elites and the
nouveaux riche as the moneyed elite. He stated that the moneyed elite purchase luxury
products the lower classes could never purchase like yachts, In contrast, the educated
elites prefer luxury products the working class could also purchase, but in an esoteric
form like heirloom potatoes from France. Thus, they can differentiate themselves from
both. The reason why they desire this differentiation is that they appreciate to be noticed
by only their own groups: intellectuals and nobility. To be able to do so, they utilize their
cultural capital - inside information allowing group members to decode in-group signs
that outsiders would not understand (McCracken, 1988). They select certain luxury

products with subtle signals, which enables them to attract the right persons’ attention.

2.3.4. Fantasy Lifestyle

‘Fantasy lifestyle’ is the last form suggested by Wu et al. (2007). This was
identified as a form of inconspicuous consumption in which consumers purchase luxury
products by imagining that they will use them one day in the future, but they do not have
the time or opportunity to actually end up using them. Fantasy lifestyle consumers are
high-income earners with less spare time. They easily afford luxury products but the items
they bought often are stored at their home as symbol of fantasized future use (Sullivan &

Gershuny, 2004). This form is related to ‘daydreaming’ concept of Campbell (1987),
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where the reality of consumption is associated with the fantasy of use. Even if this group
of consumers purchase a luxury product with ostentatious logos, motifs or patterns, the
intention is an imagined future use of products rather than show off. With the lack of an

overt display motivation, it distinguishes from conspicuous consumption.

2.4. CORE SELF-EVALUATION

Core Self-Evaluation Theory first originated in the studies of Edith Packer (1985,
1985/1986). She was the first scholar who defined “core evaluations”: a cluster of
subconscious thoughts or conclusions. In a more precise manner, she asserted that core
evaluations are bottom-line evaluations each individual holds subconsciously. According
to Packer (1985), these evaluations are associated with three core spheres of life: self,
reality (the world), and other people. In 1997, Judge et. al. broadened these ideas by
developing a theoretical model that clarifies dispositional impacts on job satisfaction. He
examined how the evaluations of job satisfaction are influenced by core evaluations,
which include both self-evaluation and external appraisals of the world and others. He
manifested the traits of CSE by complying with three criteria: evaluation focus,
fundamentality, and scope. Evaluation focus is the extent to that traits contain
assessments of the self rather than its descriptions; fundamentality is the extent to that
traits are focused on the self rather than being surface traits (Cattell, 1965), and scope
notes that traits are broad in scope (Allport, 1961). Self-esteem, generalized self-efficacy,
internal locus of control and nonneuroticism were designated as CSE traits. The following
studies also verified that these traits are strongly correlated (e.g., Judge & Bono, 2001a;
Judge et al., 2002), and they loaded on a higher order factor, CSE (e.g., Judge et al., 2000;
Judge et al., 1998). Below, these four fundamental traits are described and, the areas in

which core self-evaluation was applied are discussed.

Self-Esteem

There are various definitions of self-esteem. According to Rosenberg (1965),

“self-esteem is an overall appraisal of one’s self-worth”. Coopersmith defines it as “the
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approval of oneself and the degree to which one sees oneself as capable, significant,
successful, and worthy” (1967, pp. 4-5) and Harter (1990) identifies it as “the overall

value that one places on oneself as a person”.

Generalized Self-Efficacy

According to the definition of Bandura (1994), “self-efficacy is people's beliefs
about their capabilities to produce designated levels of performance that exercise
influence over events that affect their lives”. Judge et al. (1997) extended the construct to
a general level by defining generalized self-efficacy as “one's estimates of one's
capabilities to mobilize the motivation, cognitive resources, and courses of action needed
to exercise general control over events in one's life”. Similarly, Chen, Gully, and Eden
(2001) defined it as “an estimate of one’s ability to perform and cope successfully within

an extensive range of situations”.

Internal Locus of Control

The definition of internal locus of control by Rotter (1966) was as “the belief that
desired effects result from one’s own behavior rather than by fate or powerful others”. To
put it in another way, ones whose internal locus of control is high believe that they have

power on the events in their lives.

Neuroticism

Neuroticism is one of the Big Five traits. It is the tendency to feel insecure, guilty,
and timid (Eysenck, 1990), which is the opposite to the concept of emotional stability.
Neurotic people also tend to anxiety and see themselves as victims, and are not pleased

of themselves. As it is understood, it can be regarded as the negative pole of self-esteem.

2.4.1 The Applications of CSE

To introduce the term of ‘core evaluations’, Judge et al. (1997) drew from diverse
literatures such as philosophy (Rychlak, 1968), clinical psychology research (Cantor,
1990), personality theory (Smith, & Vetter, 1991), and social psychology (Markus, 1977).
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He tried to propose hypotheses about the relationship between dispositional factors and
job satisfaction. Thus, since its introduction, CSE has become a dominant construct in the
field of organizational studies. Judge et al. (1998), for instance, hypothesized that CSE
has direct and positive impacts on job and life satisfaction. They also asserted that there
is an indirect impact of CSE on job satisfaction and the results proved both. Judge and
Bono (2001) examined the relationships between the four CSE traits and job performance.
From the perspective of occupational stress, Lazarus and Folkman (1984) found that
employees whose CSE is high positively evaluate situations, suggesting that CSE may be
related to evaluations of the transactional stress model. Judge et. al. (1998) discussed that
Job characteristics are a critical factor which links CSE with job satisfaction, such that
individuals with high CSE satisfy with their jobs higher. The relationship of CSE with
engagement (Rich et al., 2010), popularity (Scott & Judge, 2009), and motivation (Gagné
& Deci, 2005) are some other investigations in that manner. Outside of the organizational
studies, topics like gerontology (Baker et al., 2011) and nursing (Almost et al., 2010)
were also examined by linking to CSE. However, up until now, there is no known study,
which relates to CSE in the field of marketing. To the best of the author’s knowledge, this
paper is the first article that discusses the potential effects of CSE on consumer behavior,

in particular, conspicuous-inconspicuous consumption.

Although CSE is not used in the context of consumer behavior as a whole, there
are many other marketing studies concerning self-esteem (e.g. Ferraro et al., 2005;
Taylor, 1974), internal locus of control (e.g., Antonetti & Maklan, 2014; Busseri et al.,
1998), generalized self-efficacy (e.g., Garlin & McGuiggan, 2002), and neuroticism (e.g.,
Mulyanegara et al., 2009; Fraj & Martinez, 2006). When examined the dimensions of
CSE in the scope of conspicuous consumption, in particular, a variety of studies indicate
that CC has been also linked to each traits of CSE. For instance, Troung and McColl
(2011) have examined the relationship between self-esteem and luxury goods
consumption motives which were classified as quality, CC and self-directed pleasure.
Similarly, Sivanathan and Pettit (2010) have analyzed the connection between low
income individuals lowered self-esteem and high-status goods consumption and detected
a positive correlation between them. The impact of internal locus of control on
conspicuous consumption was investigated and a significant relationship was not reported

by Kulsiri in 2012. In 2005, Mukhopadhyay and Johar asserted that self-efficacy has an
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impact on luxury purchase intention. Finally, neuroticism was used as a control variable
for a study that examines the connection between conspicuous consumption and

happiness (DeLeire & Kalil, 2010).

Research on the relations between ICC and each trait of CSE are quite scarce in
the literature. The study of Troung and McColl in 2011 was one of them. While they were
viewing the relationship between self-esteem and LGC motives, they described quality
and self-directed pleasure as inconspicuous consumption motives. According to their
results, self-esteem had a high correlation with self-directed pleasure (f=0.67) but a low
correlation with quality (f=0.02). The rareness of such studies may be due to the newly
emergence of the concept, ICC. The studies regarding the definition and scope of this
concept have just appeared in the marketing literature. The mechanism revealing its
antecedents needs a great amount of effort. Therefore, this research intends to propose a
meaningful conceptual model that may help to fill this gap. To be able to reach this goal,
it will introduce the concept of CSE as an influencing factor on both CC and ICC. Next
section will mention the hypotheses included in the proposed model and their underlying

logic.

2.5. IDENTIFIYING THE CONCEPTUAL FRAMEWORK

Conceptually, the traits of core self-evaluation show meaningful similarities. Self-
esteem is “the extent of that one sees oneself as capable, significant, successful, and
worthy” (Coopersmith, 1967, pp. 4-5). An apparent link exists between self-esteem and
generalized self-efficacy, “one’s estimate of one’s capabilities of performing, at a global
level across many contexts” (Judge et. al., 1997). Generalized self-efficacy is generally
considered as one of the two dimensions of self-esteem (Judge et al., 1998). Generalized
self-efficacy also bear a resemblance to locus of control. Individuals with high
generalized self-efficacy also feel control over their environment (internal locus of
control). Finally, it can be said that self-esteem and neuroticism have a close link.

Rosenberg (1965) suggested that neurosis may be an indicator of being low self-
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esteemed. Similarly, Eysenck (1990) claimed that high self-esteem is a marker of low
neuroticism. Furthermore, Judge et al. (2002) conducted a meta-analysis of the
connections among the traits by analyzing 127 articles. They found the following

correlations:

e Self-esteem—locus of control, p= 0.52.

e Seclf-esteem—emotional stability, p= 0.64.

e Seclf-esteem—generalized self-efficacy, p= 0.85.

e Locus of control-emotional stability, p= 0.40.

e Locus of control-generalized self-efficacy, p= 0.56.

¢ Emotional stability(nonneuroticism)—generalized self-efficacy, p= 0.62.

In addition, Judge et al. (1998) stated their belief that these dispositional measures
represent a common CSE factor by depending on two main explanations. First, the nature
of these traits, which presents global evaluations of people about themselves, unifies
them. Second, the previous research support that these traits perform a common factor.
For example, Judge et al. (1996) analyzed five studies and reached a conclusion that self-
esteem, self-efficacy, locus of control, and positive affectivity loaded on a common
factor. Eventhough this study did not involve neuroticism, Judge et al. (1998) expressed
their belief that it will also be an appropriate part of CSE since neuroticism is an opposite
side of self-esteem. Based on the studies mentioned above, this dissertation expects that
every single trait would load on the same factor. That’s why the relationship of each type
of LGC will be established with CSE as a whole.

Bandwagon consumption and snob consumption are two dominant types of
conspicuous consumption (Kastanakis & Balabanis, 2014). Therefore, they both are
supposed to act in a parallel manner. According to the literature about self-esteem’s
impact on conspicuous consumption, Rose et al. (1998), for example, mentioned that
consumers rather some specific products not only to charm others but also to increase
their own self-esteem. Moreover, Nguyen (2003) expresses that low self-esteemed
consumers are more likely to be materialistic. This idea is further corroborated by M’Saad
and Souiden in 2008 that self-esteem is negatively related to consumers’ brand
preferences with a symbolic value. Moreover, the most recent cross-cultural study of

Souiden and M’Saad (2011) also confirms these findings by saying the lower the self-
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esteem people have, the higher their CC is in the mass-marketed branded accessories.
Thus, a general agreement exists about that low self-esteemed consumers attribute higher
importance to CC. The construct of self-efficacy resembles self-esteem in the way it
affects conspicuous consumption. According to Lee and Shrum (2012), threats to self-
efficacy needs cause self-focused responses such as increased CC. For the other two
dimensions, which are internal locus of control and neuroticism, there are no known
studies whose findings suggest a significant relationship between them and CC. However,
it is an apparent fact that all traits have strong correlations among them. In other words,
conspicuous consumption’s negative relationship with self-esteem or generalized self-
efficacy will resemble its relationship with internal locus of control. Thus, the following

hypotheses are suggested:

Hypothesis la. Core self-evaluation will be negatively related to bandwagon
consumption.
Hypothesis 1b. Core self-evaluation will be negatively related to snob

consumption.

Inconspicuous consumption, another dependent variable, is a very recent concept,
especially in the luxury literature. As stated previously, Wu et al.’s article (2017) was
used for the definition and typology of IC. According to this article, there are four forms
of IC. The first is described as aesthetics and function seeking, which refers for the fact
that LGC comprehends both aesthetic and functional taste. Consumers mainly express
their strong preferences for design and functional features of a luxury product. Such kind
of'a tendency is rational and utilitarian. Furthermore, the concern of social acceptance or
the need of uniqueness is also not a consideration. Those who do not worry about others’
opinion and do not need to be different from some groups of people can be identified as
people with high self-esteem and generalized self-efficacy. Additionally, aesthetics and
function seeking may be claimed as an exact opposite of conspicuous consumption whose
primary objective is social status display. Since the literature suggests that a negative
relationship of CSE to CC exists, it was expected to see a reverse relationship for CSE

and aesthetics and function seeking. Thus, the related hypothesis is presented as follows:
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Hypothesis 2a. Core self-evaluation will be positively related to aesthetics and

function seeking.

The second form of IC is avoidance. In this form, consumers worry that people
think of them as an uncultured, irrational or overly consuming person if they use well-
known luxury products. They do not want to be labelled as nouveau riche. Due to its
similarity on the anxiety of social acceptance with bandwagon consumption, the
relationship of CSE with avoidance is expected to resemble the relationship of CSE with

bandwagon consumption. That’s why, the following hypothesis is suggested:

Hypothesis 2b. Core self-evaluation will be negatively related to avoidance.

Differentiation, the third form of IC, has several characteristics in common with
snob consumption type of CC. Snob consumers also strive to differentiate themselves
from the majority by avoiding popular brands. To be able to be exclusive, different and
unique, they seek to purchase rare luxury products. Although they do this in a conspicuous
way, the desire for differentiation from some group of people is similarly seen with this

form. Therefore, the following hypothesis is proposed:

Hypothesis 2c. Core self-evaluation will be negatively related to differentiation.

The last form of IC is designated as fantasy lifestyle. Sullivan and Gershuny
(2004) stated that this form may have some overlaps with CC although, in most instances,
it distinguishes itself from CC. For example, based on occasional rather than permanent
display, ostentatious products stored at home may be brought out to show to certain
guests; or based on talk rather than physical display, they may be talked about to others.
By taking these into consideration, fantasy lifestyle may have a relational similarity with
CC. Thus, the following hypothesis is formulated and proposed conceptual framework is
depicted in Figure 2.1. Apart from these relationships, two significant correlations among
endogenous factors are expected based on their similarities. The first is between

bandwagon consumption and avoidance. The second is between snob consumption and
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differentiation. Even if these correlations are not proposed as a hypothesis, they will be

included while the test process.

Hypothesis 2d. Core self-evaluation will be negatively related to fantasy lifestyle.

Conspicuous consumption forms
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Figure 2.1. Proposed Conceptual Framework
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CHAPTER 3. METHODOLOGY

3.1. STUDY 1: SCALE DEVELOPMENT

3.1.1. Domain Specification

According to the steps proposed by Churchill in 1979, the first step for developing
a measure is specifying the domain of the concept. That is, the researcher must first define
the concept, to state exactly what is inside the definition and what is outside (Churchill,
1979). This beginning provides the researcher a good framework to think clearly
regarding the content of the scale. For this research paper, the concept required to be
measured was inconspicuous consumption. This paper includes a scale development
study, with the aim not to develop a better measure of IC, but to propose the first known

measure in the literature.

It was imperative to consult the literature when determining the domain of the
concept. As discussed in Chapter 2, the inconspicuous consumption literature presents a
variety of definitions of this concept. After examining numerous definitions, the one
stated by Wu et al. (2017) was utilized as the definition of choice in the development of
this scale. One of several reasons why this particular definition was selected is that it
encapsulates widely varying definitions which might cause confusion. Kollat et al. (1970)
have expressed that the use of different definitions complicates to compare, synthesize,
and accumulate results as one of the current issues in consumer behavior field. Therefore,
they recommend finding the common points of the definitions of the same concept and
strengthening their unity. The article by Wu et al. (2017) is an excellent illustration at
combining the various aspects of definitions and at presenting a comprehensive one. In
addition, the dimensions included in the definition are distinct, clear and accurate and
they reflect cumulative information in the literature. The definition covers four main
forms of inconspicuous consumption mentioned in the literature, which would help this
study to propose a more universal and well-accepted scale. The last reason for choosing
this following definition is the fact that it is very recent. This definition, which is the

outcome of a broad spectrum of information from past to present is able to fit today’s
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understanding of inconspicuous consumption in the best manner. Thus, the following

definition was selected:

An individual’s behavior of seeking to buy luxury goods whose “brand signals are subtle,
or not easily visible, to most consumers and the overt display of social status is

sidestepped” (Wu et.al., 2017, p.491).

Once the concept was defined, the next step was to postulate the dimensionality
of the concept. According to the article of Wu et al. (2017), there are four fundamental
dimensions of IC: aesthetics and function seeking, avoidance, differentiation, and fantasy

lifestyle.

The scope of aesthetics and function seeking was identified as inconspicuous
consumers who appreciate both aesthetics and function without attaching importance to
the following of fashion or branding (Wu et al., 2007; Wiedmann et al., 2009). These
consumers would rather possess luxury goods just because of their design and functional

features than any kind of ‘bling’ brand recognition.

Avoidance, another dimension of inconspicuous consumption, is identified as
inconspicuous consumers who avoid luxury goods with clear identifiers since they refuse
status symbols and feel bad as if they are conspicuous consumers (Berger and Ward,
2010; Brooks, 2010; Davis, 2013; Weber, 2013). They describe conspicuous consumers

as vulgar, irrational and overly consuming nouveaux riche (Wu et al., 2017).

The dimension of differentiation covers inconspicuous consumers who desire to
disassociate from lower status consumers (Wu et al.,2017). They describe the lower status
consumers as not only the poor people who buy mass-market versions and knockoffs of
luxury brands, which undermines brand images, but also nouveaux riche who

conspicuously consume the luxury goods with obvious logo, brand monogram or label.

Lastly, the concept of IC embraces the dimension of fantasy lifestyle. Sullivan
and Gershuny (2004, p.79) define this dimension as “an imagined future use of purchases
already been made”. In this form, the purchased products might remain in storage without
displaying social status. Buying an expensive dress to wear to parties but not using it due

to the busy work schedule may be a great example.
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Thus, this exercise results in four main dimensions of inconspicuous consumption
which are named: Aesthetics and Function Seeking; Avoidance; Differentiation; and
Fantasy Lifestyle. In the following section, the observable characteristics of each
dimension will be emphasized by treating inconspicuous consumption as a

multidimensional concept consisting of four dimensions.

3.1.2. Item Generation

The second step in the procedure suggested by Churchill in 1979 is generating
items that cover the domain as specified. Based on the related literature, observations and
the results of interviews done by Wu et al. (2017), 31 initial items were generated for the

inconspicuous consumption scale (please see Appendix D).

3.1.3. Interview Process

The third step is the interview process. After generating samples of items, the
structured interview method was applied with those specific items to collect first data.
Nine in-depth, face-to-face interviews were done with research assistants at Abdullah Gul
University and Social Sciences University of Ankara. Ethics committee approval
(Appendix A) and informed consent (Appendix B) were obtained for all data collection
processes. There were 3 main purposes of these in-depth interviews. First, it was aimed
to seek participants’ view about the dimensions. Participants were questioned about
which dimension of IC they felt closest to and why. Second, they were asked whether
there were other dimensions than those expressed in the literature that they felt close to.
While participants were expressing their thoughts and feelings regarding their
inconspicuous consumer behaviors, they stayed within the scope of the dimensions
mentioned, that is, their testimonies have corroborated that dissimilar elements do not
exist within the domain specified by the literature. Third, it was intended to find out how
the specified questions are understood and what kind of additional questions should be
prepared. If the interviewees answer to a question in another way where the question does
not exactly imply, this situation was accepted as a sign of misunderstanding. In addition,

common expressions not included in the scale can be great potential items to consider.
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As a result, in-dept interviews provided a vast source of valuable information to be able

to develop a quality measurement scale.

3.1.4. Item Refinement

The process of item refinement was designated as the fourth step. The purpose of
this step was to evaluate each items and their face and content validity. This was achieved
by the help of several marketing experts who evaluated the items. They were determined
on the basis of their expertise in research and education background - each expert had a

PhD in Marketing.

Academic experts have examined both Turkish and English versions of the scale.
According to their recommendations, some changes were made on several words and
item sorting. In addition, based on this expert panel review, 31 initial items were reduced
to 27 items based on redundancy, clarity, conciseness and readability (DeVellis, 2016;

Furr, 2011).

3.1.5. Pre-test Survey

After item refinement, the determined 27 items were considered as ready for a
pre-test survey. The purpose of piloting the survey was to validate the sample, to assess
the clarity of the questionnaire and to refine the items by eliminating those that do not
perform well. An online survey was conducted using Google Forms in the period of two
weeks in February 2019. 263 respondents from a vast variety of occupation groups
completed the survey. Participants older than 20 were targeted since they might have a
certain budget and the authority to make their own consumption decisions (48.61% in 20-
29 age group; 17.53% in 30-39 age group; 25.90% in 40-49 age group; 7.97% in 50-59
age group).

3.1.6. Analysis 1: Scale Development

First, exploratory factor analysis (EFA) was conducted as a part of the validity

study on the 27-item inconspicuous consumption scale, using the software Stata 13.0.
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Since it is theoretically known that the four factors of inconspicuous consumption are
correlated with each other, oblique rotation using the oblimin method was carried out
after this estimation. Following the analysis, confirmatory factor analysis (CFA) was
applied with the same software in order to confirm the theoretical structure obtained by
EFA. To examine the goodness-of-fit statistics, Ax?/Adf, root mean squared error of
approximation (RMSEA), Tucker-Lewis Index (TLI), and Comparative Fit Index (CFI)
were reported. Values between .05 and .08 are accepted appropriate for RMSEA,
although values lower than .05 indicate a strong model fit (Browen & Cudeck 1993). For
TLI and CFI, the acceptable cutoff is for the values exceeding .90. However, values
greater than .95 indicate better model fit (Hoyle 1995, Hu & Bentler 1999). Finally, to be
able to reveal the scale’ reliability, inter-item consistency was applied. According to
results obtained by these analyses, item reduction was implemented, and same analyses

were repeated for the reduced scale.

3.1.7. Results: Analysis 1

In order to reveal the structure validity of 27 item inconspicuous consumption
scale, exploratory factor analysis was conducted. Following this analysis, oblimin
rotation was selected as a postestimation technique. The results of these processes
indicated that 4 factors have an eigenvalue over 1.00 (see Table 3.1.). This was expected
according to the theoretical background in which IC, underlying latent factor, is
composed of 4 intercorrelated variables: aesthetics and function seeking, avoidance,
differentiation and fantasy lifestyle. To reveal construct validity of the scale, absolute
values of factor loadings greater than .30 were examined. The third item of aesthetics and
function seeking was excluded from the scale as it has a magnitude of factor loading
lower than .30. The third item of avoidance and the seventh item of differentiation were
also excluded since they had cross-loadings. It was determined that the third items of both
‘aesthetics and function seeking’ and ‘avoidance’ had a clarity and readability problem.
The seventh item of differentiation was similar to the fourth item of differentiation.
Therefore, due to the redundancy problem, it was sensible to drop that item, as well. After

the reduction of those three items, explained variance of 24 item scale (see Appendix C)
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with 4-factor was 40.7663 (see Table 3.1.). Discriminant validity of those four factors

was clearly revealed in Table 3.2.

Table 3.1. Eigenvalues and Percentages of Variance Explained by Inconspicuous Consumption Scale

Factors Eigenvalues Explained Variance Rate = Total Explained Variance Rate
Factor 1 4.4495 18.5396 18.5396
Factor 2 2.7679 11.5329 30.0725
Factor 3 1.3931 5.8046 35.8771
Factor 4 1.1734 4.8892 40.7663

Table 3.2. Factor Loadings of Inconspicuous Consumption Scale Items

No Item Factor 1 Factor 2 Factor 3 Factor 4
1 Aesthetics and function seeking 1 .6362

2 Aesthetics and function seeking 2 4737

3 Aesthetics and function seeking 4 .5916

4 Aesthetics and function seeking 5 4693

5 Aesthetics and function seeking 6* .3043

6 Aesthetics and function seeking 7 4117

7 Avoidance 1 .5853

8 Avoidance 2 7379

9 Avoidance 4 .5895

10 Avoidance 5 .6953

11 Avoidance 6 .6347

12 Avoidance 7 .6023

13 Avoidance 8 S115

14 Avoidance 9 4317

15 Differentiation 1 .6793

16 Differentiation 2 .3689

17 Differentiation 3 .6802

18 Differentiation 4* .3633

19 Differentiation 5 .6993

20 Differentiation 6 .6549

21 Fantasy lifestyle 1 .8687
22 Fantasy lifestyle 2 .8990
23 Fantasy lifestyle 3* 4398
24 Fantasy lifestyle 4 .6695

(1) *Reverse scored items

According to the results of EFA, it is apparent that the scale has four-factor
structure. However, since this will be the first known scale for the concept of
inconspicuous consumption, CFA was also utilized to verify the previous results. It was
aimed to benefit the significance testing of each coefficients and fit statistics provided by
CFA. With this method, it was attempted to test whether our data fit our understanding

of four-factor model of inconspicuous consumption.
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CFA was carried out with 263 respondents, the same data used in EFA. Based on
the rule of 10, saying that at least 10 cases should exist for each item (e.g. Everitt, 1975;
Kunce, Cook, & Miller, 1975), this sample size was considered enough for the 24-item
scale.

Four measurement models from single-factor to four-factor were compared. To
attain better model fit, modifications guided by theory were applied for each model. First
modification was for items 7, 8 and 9 of avoidance. They were particularly generated to
represent the tendency where inconspicuous consumers do not show off to avoid the
crimes arising from envy and greediness (Wu et al.,2017). Therefore, the correlations
among these three items were assigned. Second modification was for items 1, 4 and 5 of
differentiation. These items seem similar but have nuances which required emphasis.
Nevertheless, establishing correlations among them due to their similarities is justified.
Last modification is between the fifth and the sixth items of aesthetics and function
seeking. These items represent completely opposite views. The sixth item is a reverse
scored item. Since, particularly, these two have strongly negative correlations, it was
considered appropriate to link up between them. After using these modifications as base,
four different models were set up. As shown in Table 3.3., four-factor model was found
as a statistically significantly better model fit than the others. Fit indices for the four-
factor model had also satisfactory values. Thus, it was verified that the four-factor scale
of inconspicuous consumption with 24 items is ready to use for the following
comprehensive model test.

Finally, the reliability findings of inconspicuous consumption scale were reported
as follows: Cronbach alpha of aesthetics and function seeking is .67; Cronbach alpha of
avoidance is .84; Cronbach alpha of differentiation is .77; and Cronbach alpha of fantasy

lifestyle is .82.

Table 3.3. The Goodness-of-fit Indices for Inconspicuous Consumption Scale

x? df. Ax*/Ad.f. TLI CFI RMSEA
1-factor model 1257.989 245 0.488 0.423 0.125
2-factor model 756.011 244 501.978* 0.741 0.707 0.089
3-factor model 587.698 242 84.157* 0.825 0.801 0.074
4-factor model 407.076 239 60.207* 0.915 0.902 0.052

(1) TLI, Tucker-Lewis Index; CFI, Comparative Fit Index; RMSEA, root mean squared error of
approximation.
(2) *p<0.01.
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3.2. STUDY 2: COMPREHENSIVE MODEL TEST

3.2.1. Sample and Data Collection Procedure

Data was obtained by utilizing a survey from a sample of 194 subjects with a
purposive sampling method. Google Forms was used to apply the survey in the period of
three weeks in March 2019. A broad range of occupation groups completed the survey.
Participants’ age ranged from 20 to 59 since this age group might have a certain budget
and the authority to make their own consumption decisions. (41.75% in 20-29 age group;
42.27% in 30-39 age group; 12.37% in 40-49 age group; 3.61% in 50-59 age group). In
addition, this study aimed to conduct the survey on subjects with income levels greater
than TL2,000, minimum wage in Turkey (28.80% in TL2,000-4,999 income level,
32.61% in TL5,000-7,999 income level; 20.65% in TL8,000-10,999 income level;
17.94% in TL11,000-20,000). With 194 subjects, the minimum sample size of 150
suggested by Anderson and Gerbing (1998) and Holbert and Stephenson (2002) was

achieved for the following structural equation modelling (SEM) analyses.

3.2.2. Measurement of Variable

3.2.2.1. Inconspicuous Consumption

As explained in detail above, inconspicuous consumption scale was developed by
the author (see Appendix C). It comprises of four dimensions: aesthetics and function
seeking, avoidance, differentiation and fantasy lifestyle. Responses were anchored on a
S5-point scale ranging from l=strongly disagree to S5=strongly agree. Higher scores

represent closeness to be an inconspicuous consumer.

3.2.2.2. Conspicuous Consumption

This study discusses conspicuous consumption with two types: snob and
bandwagon consumption. Therefore, conspicuous consumption was measured using snob

and bandwagon consumption scales developed by Kastakanis and Balabanis in 2014.
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They both have three-items with 5-point Likert-type scales (I=strongly disagree;
S=strongly agree). Higher scores reflect stronger tendency to be a conspicuous consumer.
The reliabilities of original snob and bandwagon consumption scales were reported as .84
and .85, respectively. For the Turkish version of the scale, as any trustworthy translation
does not exist, the method of back-translation was used (Brislin, 1970). According to this
method, the document was translated into Turkish by an academic expert. Later on, a
linguist and a native English speaker translated it back into the original language with no
knowledge of the original source content and the two were compared. The aim of the
back-translation method was to find out if the translation is grammatically correct, the
meaning is clear, the correct message is conveyed, with no omissions or additions. Both

the Turkish version and the original one are located in Appendix C.

3.2.2.3. Core Self-Evaluation

Judge et al. (1997) were the first scholars who designated self-esteem, generalized
self-efficacy, internal locus of control and neuroticism as core self-evaluation traits. Since
this paper was grounded according to these four traits, the measures of each traits were

also determined based on the study of Judge et al. in 1998.
Self-esteem

Self-esteem was measured using the 10-item Rosenberg’s (1965) Self-Esteem
Scale (see Appendix C). The scale ranged from 1 (strongly disagree) to 5 (strongly agree),
with high scores representing a greater degree of self-esteem than low scores. Rosenberg
(1965) reports .90 as a satisfactory internal consistency coefficient for the self-esteem
scale. The Turkish version of this scale was provided by Cuhadaroglu (1986) with the

internal reliability estimate of .75.
Generalized Self-Efficacy

This component was measured using 8-item Generalized Self-Efficacy Scale
developed by Judge et al. in 1998 (see Appendix C). It was asked respondents to use a 1
(strongly disagree) to 5 (strongly agree) scale. Higher scores indicate the belief of
possessing higher generalized self-efficacy. The internal reliability coefficient was

reported as .90 by Judge et al. (1998). Since any Turkish translation of this scale does not
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exist, back-translation method was conducted by the author (Brislin,1970). Like in snob
and bandwagon consumption scales, the original scale was translated into Turkish and
translated back into English without seeing the original one. Thereafter, the Turkish
version was refined according to the comparison between the original source and the

translation.
Internal Locus of Control

Internal locus of control was measured with the 8-item scale developed by
Levenson (1981) (see Appendix C). Participants rated their agreement with each item
using a 5-point Likert-type scale (1=Strongly disagree; 5=Strongly agree). Higher scores
reflect higher levels of internal locus of control. The internal consistency coefficient was
reported as .87. The Turkish version was procured by Kiral (2015) with a satisfactory
reliability estimate of .77.

Neuroticism

The 12-item Eysenck Personality Inventory Neuroticism Scale (Eysenck &
Eysenck, 1968) was used for this component (see Appendix C). The same 0 (strongly
disagree) to 5 (strongly agree) scale as the other measures was used. Higher scores denote
higher levels of neuroticism. The reported reliability of this scale was .93. Topgu’s
Turkish translation of this scale (1982), which was conducted on a sample of 1092
respondents, was utilized for this study. Topgu (1982) reported .53 as an internal

consistency coefficient.

3.2.3. Research Design

In this research, it was preferred to use a non-experimental design that lacks the
control group and random assignment. Due to several reasons originated from the nature
of research, non-experimental design, in some cases, may be the sole option rather than
experimental and quasi-experimental designs. The first cause is that the research question
may be related to only one variable or may not be a causal relationship between variables.
Another reason is that the manipulation of independent variable or randomly assigning
subjects is not possible even if the research question is regarding a causal relationship. In

this research, there are two distinct group of variables as dependent and independent. Our
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research question is relational, such that ‘Are there correlations between core self-
evaluation and luxury goods consumption types?’ The main reason why it is necessary to
implement a non-experimental design is that our independent variable, core self-
evaluation, cannot be adapted into a treatment. CSE represents the fundamental appraisals
(Judge et al., 1997). Since it is one’s estimate or belief, it is measurable and comparable
with the other variables only at one time. Therefore, the survey method was conducted

for the measurement of each variable while collecting cross-sectional data.

3.2.4. Analysis 2: Comprehensive Model Test

SEM with maximum likelihood (ML) estimation was conducted using the
software Stata 13.0 for both measurement and structural models. As suggested by
Anderson and Gerbing (1988), after analyzing measurement models, the proposed
structural model was investigated, which is called two-step analytic procedure. Based on
the study of Kishton and Widaman (1994), item parceling for IC was applied on the basis
of internal-consistency approach, such that items are ranked based on their item-test
correlations and the highest scored ones are grouped with the lowest scored ones. For
CSE, each dimension was represented with one composite item, thus, CSE was composed
of 4 indicators. For the structural model, path analysis was employed. A fit index higher
than .90 for TLI and CFI, lower than .08 for RMSEA, and lower than 3 for x*/df were
considered acceptable for a good fit between the proposed model and data. Finally, the

reliability of the scale was assessed with Cronbach’s alpha for each sub-scale.

3.2.5. Results: Analysis 2

For CSE and IC types, item parceling was chosen to apply for several reasons.
First, parcels are advocated to be more reliable than individual items (Cattell & Burdsal,
1975; Kishton & Widaman, 1994). Second, item parceling is associated with the higher
levels of communality (Little et al., 2002). Third, parceling provides more continuous and
normal distributions than individual items, which helps to accord with normal theory-
based estimation methods like this study’s estimation method, Maximum Likelihood

(Bandalos, 2002; Nasser & Wisenbaker, 2003). Fourth, less parameter compared to
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sample size is said to result in more stability and power for SEM analyses (e.g.,
MacCallum, Widaman, Zhang, & Hong, 1999; Marsh, Hau, Balla, & Grayson, 1998). In
this study, if all 68 items had been used in the model, the subject-to-item ratio would have
been 2.85, which is far below the suggested ratio of 10:1 (Nunnally, 1978). By employing
item parceling, this ratio increased to 8.82. Fifth, the use of parceling enhances the model
fit (Bandalos, 2002; Holbert & Stephenson, 2002). Finally, parcels reduce idiosyncrasies
arising from individual items; increase the parsimony of the model; and simplify the
parameters’ interpretation (Marsh & O’Neil, 1984; MacCallum et al., 1999). Based on
these numerous advantages of item parceling mentioned above, each latent factor except
CC was collapsed to a particular number of parcels. The following paragraph discusses
how the number of parcels per latent factor was determined in consideration of the

previous studies.

According to Little et al. (2002), the better model fit effect of item parceling is
associated with the reduced number of parameters. Therefore, it is anticipated that the
fewer parcels are used, the better model fit is obtained (Matsunaga, 2008). In 2002,
Bandalos has supported this assertion by expressing that both the 1- parcel and the 3-
parcel models resulted in better model fit than the 6-parcel model in terms of CFI and
RMSEA. Likewise, in 2004, Rogers and Schmitt reported that the 3-parcel model
improves model fit better than the 4-parcel did. In addition, the 4-parcel model yielded
better fit than the 6-parcel model did. Based on those findings, a model with as few parcels
as possible was intended to conduct for this dissertation. When determining the number
of parcels for CSE, the recommendation of Judge et al. (1998) was taken into
consideration. According to their view, CSE should be treated as a common factor.
Therefore, in this study, each dimension (self-esteem, generalized self-efficacy, internal
locus of control and neuroticism) was collapsed into one indicator and these four
indicators load on a common factor, CSE. While deciding on proper number of parcels
for IC, the recommendation of three parcels per factor (Matsunaga, 2008) was taken into
account. Matsunaga (2008) stated that the 1-parcel model may inflate estimated path
coefficients with regard to parameter estimation, especially when some correlated errors
exist. Similarly, Bandalos (2002) noted that if several parcels are used, shared variances
(1.e., correlated errors) would disappear; hence, estimation bias may be overcome. The 3-

parcel model is an optimal balance between the idea of avoiding 1-parcel model to be
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protected from estimation bias and the idea of minimizing the number of parcels for the
sake of better model fit. By taking those suggestions into consideration, each dimension
of IC was parceled into 3. Since both types of CC have already consisted of 3 items, any

parceling was not found necessary for it.

Before analyzing the proposed structural model, the measurement models of CC,
IC and CSE were firstly examined. To attain a better model fit, one covariance between
the error variances of the first and the third items of bandwagon consumption was allowed
for the measurement model of CC types by using modification indices. In addition, for
the measurement model of IC types, one covariance between the error terms of the first
and the second items of differentiation was implemented. There was no need for any
modification for the measurement model of CSE. As reported in Table 3.4., each model

has satisfactory fit indices according to the results of CFA.

Table 3.4. The Goodness-of-fit Indices for the Measurement Models

Model x2 df  x¥df TLI CFI RMSEA
The measurement model of CC types 9.221 7 1.317 0.994 0.997 0.041
The measurement model of IC types 108.100 52  2.079* 0.935 0.949 0.075
The measurement model of CSE 3303 2 1.652 0.986 0.995 0.058
(1) TLI, Tucker-Lewis Index; CFI, Comparative Fit Index; RMSEA, root mean squared error of
approximation.

(2) *p<0.01.

Descriptive statistics, inter-scale correlations and the reliability results of
each scale were presented in Table 3.5. With the sample of Study 2, Cronbach alpha for
IC scale was reported as .84, and Cronbach alpha for CC was reported as .90. As a general
result of these two studies, the scale developed for IC was tested twice and the internal

consistency results of both were satisfactory.

Table 3.5. Descriptive Statistics, Correlation Matrix and Cronbach Alphas

Mean SD 1 2 3 4 5 6 7
1 Aesthetics and function seeking 4.36  0.54 (0.73)
2 Avoidance 3.14 0.92 0.14 (0.88)
3 Differentiation 259 085 -0.21 043 (0.82)
4 Fantasy lifestyle 1.96 0.87 -0.19 0.11 024 (0.86)
5 Bandwagon consumption 245 1.06 -0.40 -0.11 032 0.12 (0.89)
6 Snob consumption 2,58 121 -0.28 -0.10 046 0.21 0.62 (0.90)
7 Core self-evaluation 372 052 015 -0.21 -0.25 -0.20 -0.16 -0.21 (0.92)

(1) All correlations are statistically significant at p < 0.01.
(2) Values in parentheses are Cronbach alphas.
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The goodness-of-fit indices of the proposed structural model, for whom path
analysis was employed, was reported in Table 3.6. The fit statistics obtained by this model
had satisfactory values. Therefore, there was no need for additional modification other
than those for the measurement models. Table 3.7. presents the coefficients of the
relationships which were examined in the structural model. According to those results,
all hypotheses were supported. The coefficients obtained accorded with the theoretical
background and conceptual framework presented in Chapter 2. Figure 3.1. also visualizes

the results of these supported hypotheses.

Table 3.6. The Goodness-of-fit Indices for the Proposed Structural Model

Model x2 df  x¥df TLI CFI RMSEA
The proposed structural model 338.825 197 1.720% 0.928 0.939 0.061
(1) TLI, Tucker-Lewis Index; CFI, Comparative Fit Index; RMSEA, root mean squared error of
approximation.

(2) *p<0.01.

Table 3.7. Structural Coefficient Estimates from the Structural Model

Relationship ML estimate Hypothesis

supported
Hla. CSE=== Bandwagon consumption -.243%* Yes
Hl1b. CSE=== Snob consumption - 458%** Yes
H2a. CSE==m Aesthetics and function seeking .164%** Yes
H2b. CSE === Avoidance =401 %%* Yes
H2c. CSE == Differentiation - 31 8FH*E Yes
H2d. CSE == Fantasy lifestyle -.363** Yes

(1) *p < 0.1, **p < 0.05, ***p < 0.01, ****p < 0.001.

Conspicuous consumption forms
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Self-esteem
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self-efficacy

Internal
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control

Neuroticism
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(-.243%)

(-.458***
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Snob
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Inconspicuous consumption forms

Aesthetics
and function
seeking

(.164%**)

(-.401%*%)

Avoidance

(-.318%***)

Differentiation

(-.363**)

Fantasy
lifestyle

Figure 3.1. Structural Coefficient Estimates from the Structural Model

(1) *p < 0.1, **p < 0.05, ***p < 0.01, ****p < 0.001.
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CHAPTER 4. GENERAL DISCUSSION

4.1 OVERVIEW OF THE DISSERTATION

This dissertation’s fundamental aim was to explore luxury goods consumption
behavior. To achieve this purpose, this study examined the relationships between CSE
and six defined forms of luxury goods consumption. Two of these forms belonged to
conspicuous consumption and the other four represented inconspicuous consumption - a
phenomenon which has gained prominence in recent years. To be able to test these
relationships, developing a scale for the concept of IC, which did not exist before, was
another considerable aim of this dissertation. The reason why CSE was chosen as an
independent variable was to understand the roles of how consumers see and evaluate

themselves on their luxury consumption decisions.

It was surprising to find a lack of interest in the luxury literature towards the
concept of IC compared to CC. IC products have already been described more precious
and higher priced than CC products (Han et al., 2010), therefore, it is reasonable to have
a wider research for less recognizable luxury goods. To broaden research in any field, the
existence of a measure is the initial condition. Thus, the absence of empirical studies
related to IC may be explained by a lack of such a measure. In addition, studies
investigating the motives to consume luxury products inconspicuously are limited in the
literature. Particularly, it would be a valuable effort to discuss this concept from the
perspective of social psychology since there have been many references in the CC
literature, which have emphasized the importance of social psychology in consumers’

buying preferences (Mason, 1984).

The initial contribution of this dissertation was to extend the literature of luxury
goods consumption by comparing conspicuous consumption with inconspicuous
consumption in one conceptual model. Moreover, to test this model empirically enabled
the emergence of the first known empirical study for the concept of IC. A valid and
reliable scale was required to measure IC, thus, the development of an IC scale was
another valuable contribution of this dissertation. In addition, this paper has used the

concept of CSE in the field of marketing for the first time, as far as is known. Since each
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facet of CSE has already been used in marketing, it was felt that their combination can
also be applied into marketing discipline. Thus, this study facilitated the use of CSE in

future marketing researches.

This dissertation was formed by two main studies. The first was scale
development study whose findings allowed the obtaining of a valid and reliable IC scale.
Thus, all required measures were provided for the comprehensive model test, which is
the second study of this dissertation. For this second phase, a conceptual model was
developed and the accuracy of six hypotheses were tested. Findings from this study
demonstrated that core self-evaluation is a factor affecting consumers’ purchase decisions
of luxury brands. Every single relationship of CSE to LGC forms was supported with the
data of this research. While the highest effect of CSE was observed on snob consumption
(-.458, p<.01), its lowest effect was on aesthetics and function seeking (.164, p<.05).
Another relationship of CSE, whose coefficient is lower than .30, was to bandwagon
consumption with the rate of -.243 (p<.1). Apart from these two relationships, the other
four had relatively strong relationships. It was detected that people who are more likely
to evaluate themselves positively have less tendency to consume luxury goods in the
frame of the forms of avoidance (-.401, p<.01), differentiation (-.318, p<.001), and
fantasy lifestyle (-.363, p<.05). The following section will discuss which theoretical and

managerial implications can be revealed by these findings.

4.2 IMPLICATIONS

Several theoretical implications are evident from the current study. First, the fact
that core self-evaluation, a concept originated from social psychology, is also feasible in
marketing discipline was proven with the results of this dissertation. The applicability of
social psychology to marketing has always been a known fact. There have been many
studies separately observing the effects of self-esteem, generalized self-efficacy, internal
locus of control and neuroticism on marketing concepts. Now, it was understood that the
combination of these concepts, named core self-evaluation, can also be used in marketing

studies. Each trait of CSE has a distinct scope and identifies various facets of CSE. That’s
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why, they can sometimes be more meaningful on an individual basis. However, in some
cases, their synthesis can carry a more comprehensive and appropriate sense. To deduce
how individuals see and evaluate themselves from various aspects is a valuable source of
information, especially for understanding of consumer behavior. Second, this study’s
findings indicated that CSE can explain some effects on particular luxury goods
consumption forms. Individuals who define themselves with high self-esteem,
generalized self-efficacy, internal locus of control and low neuroticism tend to avoid all
LGC forms mentioned except aesthetics and function seeking. Therefore, for example, it
can be said that more rational and utilitarian consumers have more positive self-appraisal.

Such findings pave the way for potential research in luxury literature.

These insights into the luxury goods consumption forms, from a managerial
perspective, help brand practitioners discover different types of luxury consumer
segments. After dividing consumers into two main groups as conspicuous and
inconspicuous, practitioners can designate two types of groups for CC and four types of
groups for IC. Each group may differ in the products they desire and the messages they
respond to. With the help of this segmentation, brand managers can develop the most
proper strategies specifically to each group. For this segmentation strategies, this study
presented several scales which brand managers can use to their benefit. Additionally, if
brand managers have information of how their target market sees and assesses
themselves, this can be used as a clue regarding which type of luxury consumer they are
close to. For instance, if their target market has high CSE scores, this group of consumers
is most likely to place importance on aesthetic and functional appreciation. Based on this,
brand managers can decide on more inconspicuous branding with emphasis on design and
functionality features. Thus, it is obvious that recognizing consumers and understanding
mechanisms of their preferences would contribute to the effectiveness of branding

strategies, and this study’s attempt would be helpful in that manner.
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4.3 FUTURE RESEARCH AND LIMITATONS

While it was proven that the concept of CSE can be applied to marketing, it will
be critical to conduct further marketing research using CSE. The effects of CSE on luxury
goods consumption forms were examined in this study. For upcoming studies, it would
be interesting to view the influence of CSE on other luxury literature concepts such as
materialism, status consumption, narcissism, life satisfaction and well-being. In addition,
other marketing concepts CSE can be applied to should be investigated. In particular,

consumer behavior concepts are expected to be relevant.

The conventional understanding of luxury goods consumption, which has been
attached to conspicuousness, has been recently diluted. Instead, IC is on the rise. Due to
the popularity of IC and the scarcity of research about it, the research enlightening
mechanisms of IC would be more meaningful and valuable. With the help of the IC scale

developed by this study, a variety of empirical research should be conducted.

The limitations that need to be improved for future research can be listed as
follows. First, this research applied purposive sampling method for both studies. To get
higher external validity, to be representative of entire population and to generalize
findings, future research should use random sampling methods. Second, sample size was
263 subjects for Study 1, and 194 subjects for Study 2. Although these numbers were
considered enough to reach significant results for this study, having a larger sample is
always better to increase precision and confidence of the results. The higher a sample
size, the higher a significance level of results. Thus, future research should use sample
size as large as possible to make better inferences about a population from a sample.
Third, data were collected via an online survey method. To obtain higher response rate
and quality data, following studies should ideally collect data face-to-face. Last, since the
subjects of this research were all Turkish people, the generalizability of the results is
unlikely. Cultural differences are very important for this study’s topic and Turkey is
known with a dominant collectivist culture. It is recommended that researchers should
replicate this study with a cross-cultural research including both individualist and

collectivist societies.
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4.4 CONCLUSIONS

This present study has aimed to explore luxury goods consumption behavior by
dividing it into two fundamental types: conspicuous and inconspicuous consumption.
After the designation of the forms under each type, the relationship between these forms
and the concept of core self-evaluation was examined in order to understand potential
antecedents of LGC. Before the study investigating this relationship, a scale development
study for the measure of inconspicuous consumption was necessary. Thus, this paper
included sequential two studies. Following these studies, a valid and reliable
inconspicuous consumption scale was presented. Each proposed hypothesis was
supported. It was found that core self-evaluation has an impact upon six different forms
of LGC. Thus, it was proven that core self-evaluation is an applicable concept in
marketing discipline. With these findings, this study contributed to both luxury goods
consumption literature and marketing literature in general, by elaborating its various
forms and including core self-evaluation, a new concept for marketing field, in the

proposed conceptual model, respectively.
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Appendix A: Ethics Committee Approval







Appendix B: Informed Consent Form

Bilgilendirilmis Onam Formu
Degerli Katilime,

Bu calisma, Abdullah Giil Universitesi [AGU] Isletme Boliimii Arastirma Gorevlisi
Ozlem Ozrendeci tarafindan, Ankara Sosyal Bilimler Universitesi isletme Yiiksek
Lisans Programi bitirme tezi kapsaminda yapilmaktadir. Caligmanin amaci, goze
carpmayan liiks tiiketim 6lgegi gelistirmektir. Bu ¢alismaya katilmak tamamen
goniilliiliik esasina dayanmaktadir. Calismanin amacina ulagmasi i¢in sizden beklenen,
biitiin sorular1 eksiksiz, kimsenin baskis1 veya telkini altinda olmadan, size en uygun
gelen cevaplari ictenlikle verecek sekilde cevaplamanizdir. Bu formu okuyup
onaylamaniz, arastirmaya katilmay1 kabul ettiginiz anlamina gelecektir. Ancak,

calismaya katilmama veya katildiktan sonra herhangi bir anda ¢alismay1 birakma

hakkma da sahipsiniz. Bu ¢alismadan elde edilecek bilgiler tamamen arastirma amaci

ile kullanilacak olup kisisel bilgileriniz gizli tutulacaktir; ancak verileriniz yayim

amaci ile kullanilabilir.

Calismanin sonunda, bu calismayla ilgili sorularmiz cevaplanacaktir. Katiliminiz i¢in
simdiden tesekkiir ederiz. Calisma hakkinda daha fazla bilgi almak i¢cin AGU Isletme
Boliimii arastirma gorevlisi Ozlem Ozrendeci (Oda: B225; Tel: 03522248800; E-posta:

ozlem.ozrendeci@agu.edu.tr) ile iletisim kurabilirsiniz.

Bu ¢calismaya tamamen goniillii olarak katiltyorum ve istedigim zaman yarida
kesebilecegimi biliyorum. Verdigim bilgilerin bilimsel amagh yayimlarda
kullanilmasini kabul ediyorum. (Formu doldurup imzaladiktan sonra uygulayiciya geri

veriniz).

Isim Soyad Tarih -=-=/==s/-=-- Imza
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Appendix C: Variable Measurement

Variables

Measures

Dependent Variable
Bandwagon Consumption

(Kastanakis & Balabanis, 2014)

Siirii Tiiketimi (Turkish
Version)

(Back Translation by Daryl
York)

Summative index of responses to the
following statements (Cronbach’s alpha
=0.89)

How likely it
purchase/use them,
money is no object”.

is that you would
“assuming that

1. The luxury products that I
would like to purchase/use are
worn by many celebrities.

2. I would like to purchase/use a
popular and currently very

fashionable product  that
everyone would approve of its
choice.

3. I would like to purchase/use
luxury products recognized and
chosen by many people as a
symbol of achievement.

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)

“Hi¢ bir maddi kaygimiz olmadigini
varsayarak™, liikks tirlin satin alirken

asagidaki ifadelere katilim
derecelerinizi belirtiniz.
1. Bir ¢ok {inli tarafindan

kullanilan liiks bir {irlinii satin
almak isterim.

2. Herkesin onayladigi, popiiler
ve su an ¢ok moda olan liiks bir
iriinii satin almak isterim.

3. Bir c¢ok insan tarafindan
basarinin  sembolii  olarak
secilen ve tanmnan liikks bir
iriinii satin almak isterim.

(1: Kesinlikle Katilmiyorum,
2: Katilmiyorum, 3: Ortadayim,
4: Katiliyorum, 5: Kesinlikle
Katiliyorum)
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Appendix C (continued)

Variables

Measure

Dependent Variable
Snob Consumption

(Kastanakis & Balabanis, 2014)

Ziippe Tiiketimi (Turkish
Version)

(Back Translation by Daryl
York)

Summative index of responses to the
following statements (Cronbach’s alpha
=0.90)

How likely it is that you would
purchase/use them, “assuming that
money is no object”.

1. I would like to purchase/use
luxury products that only a few
people own.

2. I would like to purchase/use
luxury products that is of
limited production.

3. I'would like to purchase/use
luxury products recognized by
a small circle of people.

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)

“Hic¢ bir maddi kaygimiz olmadigini
varsayarak™, liikks Uriin satin alirken
asagidaki ifadelere katilim
derecelerinizi belirtiniz.

1. Sadece birkag insanin
sahip oldugu liiks bir
urinii satin almak isterim.

2. Sinirh Giretimi olan liiks
bir iriinii satin almak
isterim.

3. Kiigtk bir grup insan
tarafindan taninan liiks bir
urini satin almak isterim.

(1: Kesinlikle Katilmiyorum,
2: Katilmiyorum, 3: Ortadayim,
4: Katiliyorum, 5: Kesinlikle
Katiliyorum)
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Appendix C (continued)

Variables

Measure

Dependent Variable

Inconspicuous Consumption-
Function

(Bayat, 2019)

Summative index of responses to the
following statements (Cronbach’s alpha

= 0.73)

How likely it is that you would
purchase/use them, “assuming that

money

1.

1s no object”.

A luxury product’s durability is
more  important than  its
popularity.

I place emphasis on quality over
prestige when considering the
purchase of a luxury product.
While buying a luxury product,
my aim is obtaining quality
rather than following the trend.

I will prefer a luxury product
with design features I appreciate,
even if it is not currently very
fashionable.

A luxury product’s displaying
my status is more important than
its function and performance. (1)
I would not consider purchasing
a luxury product preferred by
many people but that does not
meet my quality standards.

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)
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Appendix C (continued)

Variables

Measure

Dependent Variable

Goze Carpmayan Tuketim-
Fonksiyon (Turkish Version)

(Bayat, 2019)

“Hi¢ bir maddi kaygimiz olmadigini
varsayarak™, liikks tirlin satin alirken
asagidaki ifadelere katilim
derecelerinizi belirtiniz.

1.

Liikks bir {riiniin dayanikh
olmas1 popiiler olmasindan
daha 6nemlidir.

Liiks iirtinlerde kaliteye
prestijden daha fazla Onem
veririm.

Likks bir iiriin satin alirken
amacim moday1 takip etmekten
ziyade kaliteye ulasmak olur.
Liks bir {riiniin tasarim
ozelliklerini begeniyorsam, su
an ¢ok moda olmasa da tercih
ederim.

. Liks bir Urdnin statimu

gostermesi, islevi ve
performansindan daha
onceliklidir. (r)

Cogu insan tarafindan tercih
edilen fakat benim kalite
standartlarimi1  karsilamayan
liks bir {riinii satin almay
diistinmem.

(1: Kesinlikle Katilmiyorum,
2: Katilmiyorum, 3: Ortadayim,
4: Katiliyorum, 5: Kesinlikle
Katiliyorum)
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Appendix C (continued)

Variables

Measure

Dependent Variable

Inconspicuous Consumption-
Avoidance

(Bayat, 2019)

Summative index of responses to the
following statements (Cronbach’s alpha =

0.88)

How likely it is that you would
purchase/use them, “assuming that money
is no object”.

1.

I do not want people to think that I
am showing off so I prefer less
conspicuous luxury products.
People may think of me as irrational
and overly consuming if T use luxury
products with conspicuous logos.

I prefer luxury products with
unflashy symbols because I do not
want to be labeled as a nouveau
riche.

When purchasing a luxury product,
I prefer purchasing more modest-
looking products because 1 feel
discomfort in seeming like a
conspicuous consumer.

If T use well-known luxury products,
I worry that people will think of me
as an uncultured person.

I do not want to become the target of
crime by showing off my luxury
product.

By displaying my luxury product, I
do not want to provoke envy and
anger in times of economic
austerity.

I do not want to show off my luxury
product in order to avoid the crimes
that arise from envy and greed such
as theft.

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)
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Appendix C (continued)

Variables

Measure

Goze Carpmayan Tuketim-
Kacinma (Turkish Version)

(Bayat, 2019)

“Hi¢ bir maddi kayginiz olmadigini
varsayarak”, liiks irin satin alirken
asagidaki ifadelere katilim derecelerinizi
belirtiniz.

1.

(1:

Hakkimda gdosteris yaptigimin
diisiniilmesini istemem; o yiizden
daha az dikkat ¢eken liiks iiriinleri
tercih ederim.

Dikkat c¢eken logosu olan liiks
driinleri  kullanirsam  insanlar
mantiksiz ve asir1 tiiketen biri
oldugumu diisiinebilir.

Gosterissiz sembolleri olan
likks {irtinleri tercih ederim
¢linkii sonradan gorme gibi
etiketlenmek istemem.

Liiks bir iirtin satin alirken daha
miitevazi goriinen liikks {iriinleri
tercih ederim ¢linkii gdsterisgi bir
tiiketici gibi gbziikkmekten
rahatsizlik duyarim.

Herkesce bilinen liikks
rinleri kullanirsam
insanlarin  gorgiisiiz  biri

oldugumu diisiinmelerinden
kaygilanirim.

Liiks driiniimii  gdstererek
suc¢a hedef olmak istemem.
Ekonomik zorluklarin oldugu
zamanlarda likks irinimi
gostererek kiskanglik ve ofkeye
neden olmak istemem.

Kiskanglik ve aggozliliikten
kaynaklanan hirsizlik gibi
suglardan kaginmak igin liikks

drtiiniimii gbstermek
istemem.
Kesinlikle  Katilmiyorum,

2: Katilmiyorum, 3: Ortadayim,

4.

Katillyorum, 5: Kesinlikle

Katiliyorum)
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Appendix C (continued)

Variables

Measure

Dependent Variable

Inconspicuous Consumption-
Differentiation

(Bayat, 2019)

Summative index of responses to the
following statements (Cronbach’s alpha

=0.82)

How likely it is that you would
purchase/use them, “assuming that
money is no object”.

I.

I prefer luxury products people
belonging to a specific cultural
level can know.

I prefer luxury brands of esoteric
nature over well-known others.

I prefer unpopular luxury
products to distinguish myself
from those who use counterfeits.
It does not matter which group
of people use the products that |
use. (1)

I prefer luxury products
including brand symbols people
in a specific intellectual level
can only recognize.

I prefer less known luxury
products in order to differentiate
myself from nouveau-riches
who use popular luxury
products.

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)
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Appendix C (continued)

Variables

Measure

Goze Carpmayan Tuketim-
Farklilasma (Turkish Version)

(Bayat, 2019)

“Hic¢ bir maddi kayginmiz olmadigini
varsayarak™, liikks Uriin satin alirken
asagidaki ifadelere katilim
derecelerinizi belirtiniz.

1.

Belirli bir kiiltiirel

seviyedeki insanlarin

bildigi liiks tirtinleri tercih
ederim.

Bilinen liiks markalardan
ziyade kiiciik bir ziimreye
hitap eden liiks tirlinlere
yOnelirim.

Herkesce taninan liiks
drtinlerin sahtelerini kullanan
insanlardan farklilagsmak i¢in
pek bilinmedik liiks tiriinleri
tercih ederim.

Benim kullandigim

irtinleri bagka hangi grup
insanin kullandiginin bir
onemi yoktur. (r)

Belirli bir entelektiiel
seviyedeki insanlarin anladigi
marka sembolleri igeren liiks
tirtinleri tercih ederim.
Popiiler liiks tirtinleri kullanan
sonradan gérme insanlardan
farklilagsmak i¢in pek
bilinmedik liiks tiriinleri tercih
ederim.

(1: Kesinlikle Katilmiyorum,
2:Katilmiyorum, 3: Ortadayim,
4: Katiliyorum, 5: Kesinlikle
Katiliyorum)

61

Continued



Appendix C (continued)

Variables

Measure

Dependent Variable

Inconspicuous Consumption-
Fantasy Lifestyle

(Bayat, 2019)

Summative index of responses to the
following statements (Cronbach’s alpha

= 0.86)

How likely it is that you would
purchase/use them, “assuming that
money is no object”.

I.

I purchase some luxury products
by imagining that I will use
them one day in the future but I
usually do not have the time or
opportunity to actually do so.
Although I do not need them

now, I purchase some luxury
products imagining that I will in
the future, but I usually do not
end up using them.

I only purchase luxury products
I plan to use right away. (r)

I purchase many of my luxury
products not to use immediately
but to use one day.

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)
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Appendix C (continued)

Variables

Measure

Goze Carpmayan Tuketim-
Fantazi Gelecek (Turkish
Version)

(Bayat, 2019)

“Hic¢ bir maddi kayginmiz olmadigini
varsayarak™, liikks Uriin satin alirken

asagidaki ifadelere katilim

derecelerinizi belirtiniz.

1.

Gelecekte bir giin
kullanacagimi hayal
ederek baz liiks iirtinler
satin alirrm ama genellikle
gercekten kullanmak i¢in
zaman veya firsat
bulamam.

Su an ihtiyacim olmadigi
halde gelecekte
kullanmay1 hayal ettigim
i¢in baz1 liiks iirtinler satin
alinm ama genellikle bir
tiirlii sira ona gelmez.
Sadece hemen kullanmay1
planladigim liiks triinleri
satin alirim. ()

Aldigim liiks tirtinlerin pek

c¢ogunu hemen kullanmak igin

degil giiniin birinde belki
kullanirim diye alirim.

(1: Kesinlikle Katilmiyorum,

2: Katilmiyorum, 3: Ortadayim,
4: Katiliyorum, 5: Kesinlikle
Katiliyorum)
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Appendix C (continued)

Variables

Measure

Independent Variable
Self-esteem

(Rosenberg, 1965)

Summative index of responses to the
following statements (Cronbach’s alpha
=0.84)

1. I feel that I am a person of worth,
at least on an equal basis with
others.

2. 1 feel that I have a number of
good qualities.

3. All in all, I am inclined to feel
that [ am a failure. (r)

4. I am able to do things as well as
most other people.

5. I feel that I do not have much to
be proud of. (1)

6. I take a positive attitude toward
myself.

7. On the whole, I am satisfied with
myself.

8. I wish I could have more respect
for myself. (1)

9. I certainly feel useless at times.
(1)

10. At times I think I am no good at
all. (r)

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)
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Appendix C (continued)

Variables Measure

Benlik Saygisi (Turkish Version) 1. Kendimi en az diger insanlar
. kadar degerli buluyorum.

Guhadaroglu (1986) 2 Ban ol Seelliklerim
oldugunu diistiniiyorum.

3. Genelde kendimi basarisiz bir
kisi olarak gérme egilimindeyim.
(1)

4. Ben de diger insanlarin
bircogunun yapabildigi kadar
birseyler yapabilirim.

5. Kendimde gurur duyacak fazla
birsey bulamiyorum. (r)

6. Kendime karsi olumlu bir tutum
icindeyim.

7. Genel olarak kendimden
memnunum.

8. Kendime kars1 daha fazla saygi
duyabilmeyi isterdim. (r)

9. Bazen kesinlikle kendimin bir ige
yaramadigmni diisiiniiyorum. (r)

10. Bazen kendimin hi¢ de yeterli bir
insan olmadigimi diistiniiyorum.

(r)

(1: Kesinlikle Katilmiyorum,
2: Katilmiyorum, 3: Ortadayim,
4: Katiliyorum, 5: Kesinlikle
Katiliyorum)

Continued
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Appendix C (continued)

Variables

Measure

Independent Variable
Generalized Self-efficacy
(Judge, Locke, et al., 1997)

Genel Ozyeterlilik (Turkish
Version)

(Back Translation by Daryl
York)

Summative index of responses to the
following statements (Cronbach’s alpha

=0.88)
1.

2.
3.

I am strong enough to overcome
life’s struggles.

At root, I am a weak person. (1)
I can handle the situations that
life brings.

I wusually feel that I am an
unsuccessful person. (1)

I often feel that there is nothing
that I can do well. (r)

I feel competent to deal
effectively with the real world.

I often feel like a failure. (r)

I usually feel I can handle the
typical problems that come up in
life.

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)

I.

2.
3.

Hayatin zorluklarinin tistesinden
gelmek i¢in yeterince glicliiylim.
Temelde zayif bir insanim. (r)
Hayatin getirdigi  durumlarla
basa ¢ikabilirim.

Genellikle basarisiz bir insan
oldugumu hissederim. (r)

. lyi yapabilecegim hi¢ bir seyin

olmadigini sik sik hissederim. (r)
Gergek diinyayla etkin sekilde
bas etmede chil hissederim.
Kendimi sik sik basarisiz biri
gibi hissederim. (r)

Genellikle hayatta ortaya ¢ikan
tipik sorunlar1 idare
edebildildigimi hissederim.

(1: Kesinlikle Katilmiyorum,

2: Katilmiyorum, 3: Ortadayim,
4: Katiliyorum, 5: Kesinlikle
Katiliyorum)

66

Continued



Appendix C (continued)

Variables

Measure

Independent Variable

Internal Locus of Control

(Judge, Locke, et al., 1997)

I¢sel Kontrol Odagi (Turkish

Version)

(Kiral, 2015)

67

Summative index of responses to the
following statements (Cronbach’s alpha

= 0.68)
1.

2.

Whether or not I get to be a leader
depends mostly on my ability.
When I make plans, I am almost
certain to make them work.

When | get what [ want, it’s usually
because I’'m lucky. (r)

I have often found that what is going
to happen will happen. (r)

I can pretty much determine what
will happen in my life.

I am usually able to protect my
personal interests.

When | get what [ want, it’s usually
because I worked hard for it.

My life is determined by my own
actions.

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)

1.

2.

Lider olup olamayacagim
yeteneklerime baglhidir.

Bir takim planlar yaparsam eger, bu
planlarin yiirliyeceginden
eminimdir.

Istediklerimi genelde sans eseri elde
ederim.

Yasadiklarim olacak seylerin 6niine
gecemeyecegimi gosterdi.
Yasamimda ne olacagin1 kendim
belirleyebilirim.

Kisisel ilgi alanlarima iligkin
calismalar1 devam ettirmek benim
elimdedir.

Istediklerimi siki ¢alismam sonucu
elde ederim.
Yasamim kendi
tarafindan belirlenir.

eylemlerim

(1: Kesinlikle Katilmiyorum,

2: Katilmiyorum, 3: Ortadayim,
4: Katiliyorum, 5: Kesinlikle
Katiliyorum)




Appendix C (continued)

Variables Measure
Independent Variable Summative index of responses to the
following statements (Cronbach’s alpha =
Neuroticism 0.91)
(Eysenck & Eysenck, 1968) 1. My feelings are easily hurt.
2. I’m a nervous person.
3. I’m a worrier.
4. Iam often tense or “high strung.”
5. I often suffer from “nerves.”
6. 1 am often troubled by feelings of
guilt.
7. My mood often goes up and down.
8. Sometimes I feel miserable for no
reason.
9. Iam an irritable person.
10. I often feel fed up.
11. 1T often worry too long after an
embarrassing experience.
12. I often feel lonely.

Norotisizm (Turkish Version)

(Topgu, 1982)

(1: Strongly Disagree, 2: Disagree, 3:
Undecided, 4: Agree, 5: Strongly Agree)

Al e

10.
11.

12.

Cabuk kirilip glicenirim.

Sinirli bir insanimdir.

Kaygili bir insanimdir.

Gergin ya da sinirli bir insanimdir.
Sinirlerimden sikayet¢iyimdir.
Sugluluk duygusundan sik sik
huzursuzluk duyarim.

Moralim sik sik bir diizelip bir
bozulur.

Hi¢ sebepsiz  kendimi  moral
bakimindan “gok k&tii” hissettigim
olur.

Cabuk heyecanlanan, sinirlenen,
duyarli bir insanimdir.

Sik sik bikkinlik (usang) duyarim.
Beni zor durumda birakan bir olayin
iizerinden uzun bir siire gegtigi
halde hala kaygilanmaya devam
ederim.

Sik sik kendimi yalniz hissederim.

(1: Kesinlikle Katilmiyorum, 2:
Katilmiyorum, 3: Ortadayim, 4.
Katiliyorum, 5: Kesinlikle Katiliyorum)

(1) (r): reverse scored items
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Appendix D: Initial Items for the Inconspicuous Consumption Scale
Aesthetics and function seeking

1. I would like to purchase a luxury product, but this does not mean that I follow the
fashion.

2. A luxury product’s being durable is more important than its being popular.

3. If a luxury product is popular, I prefer it even if it does not reflect my aesthetic
pleasure. (r)

4. I please emphasis on quality over prestige when considering the purchase of a luxury
product.

5. If I appreciate the design features of a luxury product, I prefer it even if it is not
currently very fashionable.

6. A luxury product’s displaying status is more important than its function and
performance. (1)

7. When purchasing a luxury product, I place emphasize on flashy over that it makes
my life easier. (1)

8. I do not consider purchasing a luxury product preferred by many people unless it
meets my quality standards.

9. When purchasing a luxury product, its displaying status is more important than its
material quality. (1)

10. Quality assurance of a luxury product is more important than its popularity.
Avoidance

1. I do not want people to think that I show off so I prefer less conspicuous luxury
products.

2. If T use luxury products with conspicuous logos, people can think of me as an
irrational overconsumed person.

3. I prefer luxury products that are easily recognizable by people around me. (1)

4. 1 prefer luxury products with unflashy symbols because I do not want to be labeled as
a nouveau riche.

5. When purchasing a luxury product, I prefer more modest-looking ones because I feel
discomfort as if | seem a conspicuous consumer.

6. If I use well-known luxury products, I worry that people think of me as an uncultured
person.

7. I prefer to purchase a luxury product with a impressing logo. (r)
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8. By displaying my luxury product, I do not want to provoke envy and anger in times
of economic austerity.

9. In order to avoid the crimes that arise from envy and greediness such as a robber, I do
not want to show my luxury product.

10. Showing my luxury product, I do not want to become the target of crime.
Differentiation
1. I prefer luxury products people in a specific cultural can know.

2. I prefer luxury products including brand symbols people in a specific intellectual
level can understand.

3. I prefer unfamiliar luxury products to distinguish myself from those who use
counterfeits.

4. It does not matter which group of people use the products that I use. (r)
5. I prefer esoterical luxury brands rather than well-known luxury brands.

6. I prefer unknown luxury products in order to differentiate myself from nouveau-
riches who use popular luxury products.

7. It 1s not that important that many people consume the luxury product I use. (r)
Fantasy Lifestyle

1. I purchase some luxury products by imagining that I will use one day in the future but
I usually cannot have time or opportunity to actually use them.

2. Although I do not need now, I purchase some luxury products since I imagine using
them in the future but it is not somehow its turn.

3. I only purchase luxury products I plan to use instantly. (1)

4. I purchase many of my luxury products not to use immediately but, perhaps, to use
one day.

Note: “r” represents reverse scored items.
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Appendix E: Pilot Study Questionnaire for the Inconspicuous Consumption Scale
(in Turkish)

GOZE CARPMAYAN LUKS TUKETIM ANKETI

Degerli Katilimet,

Bu anketin amaci, géze carpmayan liiks tiiketim kavrama dlcek gelistirmektir. Bu calismaya katilmak
tamamen goniilliiliik esasina dayanmaktadir. Ankette yer alan ifadelerin dogru veya yanhis cevabi yoktur. Giivenilir
sonuglara ulagsmak i¢in ankette yazilmis ifadeleri ictenlikle ve ciddiyetle cevaplamamz énem arz etmektedir. Bu
caligmadan elde edilecek veriler tamamen aragtirma amaci ile kullanilacak olup kisisel bilgileriniz gizli tutulacaktir.

Zamaminizi ayirarak caligmaya yapacagimiz énemli katkilardan dolay: simdiden tesekkiir ederiz.

Béliim I: Bu boéliimde gosteris amaci giitmeyen liks tiketimle ilgili baz1 ifadeler bulunmaktadir. “Hi¢ bir maddi
kaygimz olmadigim varsayarak”, likks iirtin satin alirken asagidaki ifadelere katilim derecelerinizi. liitfen besli

olgege gore belirtiniz. (Yanitlar i¢in ayrilan kutulara ¢arp: seklinde igaretleyiniz.)

Sorular

Kesinlikle
Katilmiyorum
Katilmiyorum
Ortadayim
Katiliyorum
Kesinlikle
Katiliyorum

1. Liiks bir iiriiniin dayanikli olmasi popiiler olmasindan daha énemlidir.

2. Liiks iiriinlerde kaliteye prestijden daha fazla 6nem veririm.

3. Liiks bir iiriin popiilerse, estetik zevkimi yansitmasa da tercih ederim.

4, Liiks bir iiriin satin alirken amacim moday1 takip etmekten ziyade kaliteye
ulagmak olur.

5. Liiks bir tirtiniin tasarim 6zelliklerini begeniyorsam, su an cok moda olmasa da
tercih ederim.

6. Liiks bir iiriin{in statiimii gbstermest, islevi ve performansindan daha
dnceliklidir.

7. Cogu insan tarafindan tercih edilen fakat benim kalite standartlarimi
karsilamayan liiks bir {iriinii satin almay: diisinmem.

8. Hakkimda gdsteris yaptigimin diistintilmesini istemem o yiizden daha az dikkat
ceken liiks tirtinleri tercih ederim.

9. Dikkat geken logosu olan liiks tiriinleri kullanirsam insanlar mantiksiz ve agir1
titketen biri oldugumu diigiinebilir.

10. Cevremdeki insanlar tarafindan kolaylikla taninan liiks iirtinleri tercih ederim.

11. Gosterigsiz sembolleri olan liiks tiriinleri tercih ederim ¢iinkii sonradan gérme
gibi etiketlenmek istemem.

12. Liiks bir tirtin satin alirken daha miitevazi goriinen liiks tiriinleri tercih ederim
ctinkii gosterigci bir titketici gibi géziitkmekten rahatsizlik duyarim.

13. Herkes¢e bilinen liiks iiriinleri kullanirsam insanlarin gérgiisiiz biri oldugumu
diisiinmelerinden kaygilanirim.

Liitfen sayfay: ¢eviriniz.
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Sorular

Kesinlikle
Katilmiyorum
Katilmiyorum
Ortadayim

Katiliyorum

Kesinlikle

Katihiyorum

14. Liiks tirtinlimii gostererek suca hedef olmak istemem.

15. Ekonomik zorluklarmn oldugu zamanlarda liiks iiriiniimii gostererek
kiskanclik ve éfkeye neden olmak istemem.

16. Kiskanclik ve aggézliiliikten kaynaklanan hirsizlik gibi suglardan kacinmak
icin liiks {irtintimii géstermek istemem.

17. Belirli bir kiiltiirel seviyedeki insanlarin bildigi liks tiriinleri tercih ederim.

18. Bilindik liiks markalardan ziyade kiigiik bir ziimreye hitap eden liiks iiriinlere
yénelirim.

19. Herkesce taninan liiks iiriinlerin sahtelerini kullanan insanlardan farklilasmak
igin pek bilinmedik liiks iiriinleri tercih ederim.

20. Benim kullandigim triinleri bagka hangi grup insanin kullandigmmn bir 6nemi
yoktur.

21. Belirli bir entelektiiel seviyedeki insanlarin anladigi marka sembolleri iceren
liiks tirtinleri tercih ederim.

22, Popiiler liikks tirtinleri kullanan sonradan gérme insanlardan farklilasmak icin
pek bilinmedik liiks iiriinleri tercih ederim.

23. Benim kullandigim liiks iiriinii cogu insanin tiilketmesi énemli degildir.

24. Gelecekte bir giin kullanacagimi hayal ederek baz liiks iiriinler satin alirim
ama genellikle gercekten kullanmak icin zaman veya firsat bulamam.

25. Su an ihtivacim olmadigi halde gelecekte kullanmayi hayal ettigim icin bazi
liiks tirtinler satin alirim ama genellikle bir tiirli sira ona gelmez.

26. Sadece hemen kullanmay1 planladigim liiks iiriinleri satin alirim.

27. Aldigium liiks tiriinlerin pek ¢cogunu hemen kullanmak icin degil giiniin birinde
belki kullaurim dive alirum.

Béliim II:

Demografik Bilgiler

Cinsiyetiniz a. Kadin b. Erkek

Yasimz ..............

Medeni durumunuz a.Evli b. Bekar

Cocuk Sayiniz .................

Egitim durumunuz a.Lisevealtn b.Onlisans c.Lisans d. Yiiksek Lisans e. Doktora

Mesleginiz (Emekli iseniz nereden oldugunuzu belirtiniz.) ........ccoc........

Ailenizin aylik gelir seviyesi (TL) ....cccecoeeee..

Babanizin egitim durumu a.Lisevealtt b.Onlisans c. Lisans d. Yiiksek Lisans e. Doktora

Babanizin meslegi (Emekli veya vefat etti ise 6nceki meslegini belirtiniz.) ....................

Vakit ayirdigimiz icin tesekkiir ederiz.
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Appendix F: Research Questionnaire Form for Comprehensive Model Test

TEMEL BENLIK DEGERLENDIRMESI VE LUKS TUKETIM ANKETI

Degerli Katilimei,

Bu anket, tiketim davraniglan ile ilgili bilimsel bir arastirmaya veri saglamaktadir. Bu ¢alismaya katilmak

tamamen gontllilitkk esasina dayanmaktadir. Ankette yer alan ifadelerin dogru veya yanlis cevabi yoktur. Givenilir

sonuclara ulagmak icin ankette yazilmig ifadeler: ictenlikle cevaplamaniz 6nem arz etmektedir. Bu ¢alismadan elde

edilecek veriler tamamen aragtirma amaci ile kullanilacak olup kisisel bilgileriniz gizli tutulacaktir Zamanimzi

ayirarak ¢aligmaya yapacaginiz dnemli katkilardan dolayi gimdiden tegekkiirederiz.

Bélim I: Bu bélimde liks titketim ile ilgili bazi ifadeler bulunmaktadir. “Hi¢ bir maddi kaygimiz olmadigimi

varsayarak”, laks GrGn satin alirken agagidaki ifadelere katilim derecelerinizi, litfen begli Slgege gore belirtiniz.

(1: Kesinlikle Katilmiyorum, 2: Katilmiyorum, 3: Ne Katiliyorum Ne Katilmiyorum, 4: Katiliyorum,

5: Kesinlikle Katiliyorum)

(Yanitlar i¢in ayrilan kutulara ¢arpi seklinde isaretleyiniz.)

Sorular

Kesinlikle

Katilmiyvorum

Ne Katilliyorum
Ne Katilmiyorum
Kesinlikle
Katilivorum

Katilmiyvorum
Katiliyorum

1. Liiks bir iiriiniin dayanikli olmasi popiiler olmasindan daha énemlidir.

2. Liiks trtinlerde kaliteye prestijden daha fazla dnem veririm.

3. Luks bir tiriin satin alirken amacim moday: takip etmekten ziyade kaliteye
ulagmak olur.

4. Liiks bir tiriintin tasarim Szelliklerini begeniyorsam, §u an ¢ok moda olmasa da
tercih ederim.

5. Luks bir tiriintin statimu gostermesi, 15levi ve performansindan daha
onceliklidir.

6. Cogu insan tarafindan tercih edilen fakat benim kalite standartlarimi
kargilamayan ltks bir Girtinti satin almay: diginmem.

7. Hakkimda gdsterig vaptigimin diisinillmesini istemem; o yiizden daha az dikkat
ceken lilks tiriinleri tercih ederim.

8. Dikkat ¢eken logosu olan luks tirtinleri kullanirsam insanlar mantiksiz ve asiri
tiketen biri oldugumu dustnebilir.

9. Gosterigsiz sembolleri olan liks tiriinleri tercih ederim ¢tinkii sonradan gorme
gibi etiketlenmek 1stemem._

10. Liiks bir tirtin satin alirken daha mutevazi gorinen litks tirtinleri tercih ederim
¢linki gosterigel bir tiketic: gibi goztikmekten rahatsizlik duyarim.

11. Herkesce bilinen luks tGrunleri kullanirsam insanlarin gorgiistiz biri oldugumu
dugiinmelerinden kaygilanirim.
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12. Liiks tirintimii gdstererek suca hedef olmak istemem.
13. Ekonomik zorluklarin oldugu zamanlarda liks Girintimu gostererek
kiskanglik ve 6fkeye neden olmak istemem.
14. Kiskanglik ve aggozlilikten kaynaklanan hirsizlik gibi suglardan kaginmak
igin luks triiniimi gostermek istemem.
15. Belirli bir kiilttirel seviyedeki insanlarin bildigi liiks Grinleri tercih ederim.
16. Bilinen liks markalardan ziyade kiguk bir zimreye hitap eden luks Grunlere
yonelirim.
17. Herkesge taninan litks tiriinlerin sahtelerini kullanan insanlardan farklilagmak
i¢in pek bilinmedik liks Grtinleri tercih ederim.
18. Benim kullandigim trtinleri baska hangi grup insanin kullandiginin bir dnemi
yoktur.
19. Belirli bir entelektiiel seviyedeki insanlarin anladig: marka sembolleri igeren
liks trinleri tercih ederim.
20. Popiler luks Girinleri kullanan sonradan gérme insanlardan farklilagsmak icin
pek bilinmedik luks Grtinleri tercih ederim.
21. Gelecekte bir giin kullanacagimi hayal ederek bazi liks Griinler satin alirim
ama genellikle gergekten kullanmak i¢in zaman veya firsat bulamam.
22. Su an ihtiyacim olmadigi halde gelecekte kullanmayi hayal ettigim i¢in bazi
luks triinler satin alirim ama genellikle bir tirli sira ona gelmez.
23. Sadece hemen kullanmayi planladigim liks Griinleri satin alirim.
24. Aldigim liks tiriinlerin pek gogunu hemen kullanmak i¢in degil giiniin birinde
belki kullanirim diye alirim.
Béliim IT1:
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1. Bir ¢cok iinlii tarafindan kullanilan liiks bir Girfinii satin almak isterim_

2. Herkesin onayladigy, popiiler ve su an ¢ok moda olan liks bir Griini satin almak
isterim.

3. Bir ¢ok insan tarafindan bagarinin sembolii olarak secgilen ve taninan liks bir
Griini satin almak isterim_

4. Sadece birkac insamn sahip oldugu litks bir GiriinG satin almak isterim.

5. Smirh tiretimi olan litks bir iriinG satin almak isterim._

6. Kiigiik bir grup insan tarafindan tanmnan litks bir tirtini satin almak isterim.
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Béliim ITI: Bu béliimde kendinizle ilgili bazi ifadeler bulunmaktadir. Asagidaki ifadelere katilim derecelerinizi,

litfen begli 6lgege gbre belirtiniz.

(1: Kesinlikle Katilmiyorum, 2: Katilmiyorum, 3: Ne Katiliyorum Ne Katilmiyorum, 4: Katiliyorum, 5: Kesinlikle

Katiliyorum)

Sorular

Kesinlikle

Katilmivorum

Katilmiyorum

Ne Katilivorum

Ne Katilmiyorum

Katiliyorum

Kesinlikle

Katilivorum

1. Kendimi en az diger insanlar kadar degerli buluyorum.

2. Bazi olumlu dzelliklerim oldugunu dugtiniiyorum.

3. Genelde kendimi bagarisiz bir kigi olarak gérme egilimindeyim.

4. Ben de diger insanlarin birgogunun yapabildigi kadar bir seyler yapabilirim.

5. Kendimde gurur duyacak fazla bir sey bulamiyorum.

6. Kendime kargt olumlu bir tutum i¢indeyim.

7. Genel olarak kendimden memnunum_

8. Kendime karg: daha fazla sayg: duyabilmeyi isterdim.

9. Bazen kesinlikle kendimin bir 1ge yaramadigim diginityorum.

10. Bazen kendimin hig¢ de yeterli bir insan olmadigimi digintGyorum.

11. Hayatin zorluklarinin iistesinden gelmek i¢in yeterince giigliyiim.

12. Temelde zayif bir insanim.

13. Hayatin getirdigi durumlarla basa ¢ikabilirim.

14. Genellikle bagarisiz bir insan oldugumu hissederim.

15. Iyi yapabilecegim hi¢ bir seyin olmadigini sik sik hissederim_

16. Gergek dinyayla etkin gekilde bag etmede ehil hissederim.

17. Kendimi sik sik bagarisiz biri gibi hissederim.

18. Genellikle hayatta ortaya ¢ikan tipik sorunlar idare edebildildigimi
hissederim.

19. Lider olup olamayacagim yeteneklerime baglidir.

20. Bir takim planlar yaparsam eger, bu planlarin yuriiyeceginden eminimdir.

21. Istediklerimi genelde sans eseri elde ederim.

22. Yagadiklarim olacak geylerin oniine gegemeyecegimi gosterdi.
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23, Yagamimda ne olacagim kendim belirleyebilirim.

24. Kigisel ilgi alanlarima iligkin ¢aligmalar: devam ettirmek benim elimdedir.

25, Istediklerimi siki galigmam sonucu elde ederim.

26. Yagamum kendi eylemlerim tarafindan belirlenir.

27. Cabuk kirilip giicenirim.

28. Sinirli bir insanimdir.

29. Kaygil bir insanimdar.

30. Gergin ya da sinirli bir insanimdar.

31. Sinirlerimden sikdyetciyimdir.

32. Sugluluk duygusundan sik sik huzursuzluk duyarim.

33. Moralim sik sik bir diizelip bir bozulur.

34. Hig sebepsiz kendimi moral bakimindan “gok koti™ hissettigim olur.

35. Cabuk heyecanlanan, sinirlenen, duyarli bir insanimdir.

36. Sik sik bikkinlik (usang) duyarim.

37. Beni zor durumda birakan bir olayin tizerinden uzun bir siire gectigi halde hala
kaygilanmaya devam ederim.

38. Sik sik kendimi yalniz hissederim.

Boliim I'V:

Demografik Bilgiler

Cinsiyetiniz a. Kadin b. Erkek

Yaginiz

Medeni durumunuz a. Evli b. Bekar

Cocuk Sayiz

Egitim durumunuz a. Lisevealti b Onlisans c.Lisans d. Yuksek lisans e. Doktora

Mesleginiz (Emekli iseniz nereden oldugunuzu belirtiniz.)

Ailenizin aylik gelir seviyesi (TL) ...

Babamizin egitim durumu a Lisevealts b.Onlisans c.Lisans d. Yiiksek Lisans e. Doktora

Babamizin meslegi (Emekli veya vefat etti ise 6neeki meslegini belirtiniz) ...

Vakit ayirdigimiz icin tesekkiir ederiz.
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