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Abstract

This article presents, through a series of studies conducted in six countries, the

development, psychometric testing, and cross-cultural validation of an independent

measure of materialism motives involving three dimensions: needs for happiness,

social recognition, and distinctiveness. We demonstrate that materialism (beliefs

about the importance of money and material possessions in their life) influences life

satisfaction through the fulfillment of these three materialism motives. Furthermore,

and non-surprisingly, these three motives are also related to personal values. Theo-

retical and policy implications of this new measure are considered, and avenues for

future study presented.

1 | INTRODUCTION

Materialism is an important construct that has gained consider-

able attention due to its demonstrated impact on consumers'

quality of life. Indeed, many previous studies have shown that

materialism is negatively correlated with life satisfaction and sub-

jective well-being (Burroughs & Rindfeisch, 2002; Dittmar, Bond,

Hurst, & Kasser, 2014; Sirgy et al., 2012), while others (i.e., Shrum

et al., 2013) have indicated there may be occasions, such as in the

pursuit of self-esteem where materialism may be positively

related to well-being. Accordingly, because materialism can have

important well-being consequences, it is essential to understand

how materialism develops so that where appropriate it might be

prevented or at least curbed. To this end, researchers have identi-

fied several antecedents of materialism: peer and family commu-

nication about consumption (e.g., Churchill & Moschis, 1979),

family structure (e.g., Benmoyal-Bouzaglo & Moschis, 2010), tele-

vision viewership (e.g., Shrum, Burroughs, & Rindfleisch, 2005),

and advertising (e.g., Goldberg, Gorn, Peracchio, &

Bamossy, 2003).

Even though understanding how materialism develops and how it

affects life satisfaction is essential, it is also important to understand

the underlying motive(s) that explain why people become materialistic.

Indeed, based on values research Richins and Dawson (1992) have

suggested that materialistic people value material possessions more

highly than they do other goals in life. This still begs the question, why

is this so? That is, what motivates people to value material possessions

so highly? This study is guided by this question.

Richins and Dawson (1992, pp. 307), conceptualized materialism

as a value and proposed that materialistic people “value possessions

and their acquisition more highly than most other matters and activi-

ties in life.” Their measure, the Materialism Value Scale or MVS, cap-

tures this value through the dimension “acquisition centrality,” with

related beliefs including “happiness” and “success.” Acquisition central-

ity refers to the importance of possessions and their acquisition. In a

way, this dimension measures the extent to which people place signif-

icant emphasis on possessions and means to acquire possessions

(Richins & Dawson, 1992). That is, people high on acquisition central-

ity are more materialistic than people who are low on acquisition cen-

trality. The happiness dimension refers to the belief that possessions
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and their acquisition bring happiness to people's lives. The success

dimension refers to the notion that materialistic people “judge their

own and others' success by the number and quality of possessions

accumulated” (Richins & Dawson, 1992, p. 304). In other words,

according to Richins and Dawson (1992), people acquire possessions

in the pursuit of happiness, and to view themselves as successful and

to impress others by their success. Therefore, while acquisition central-

ity measures the level of materialism (i.e., how materialistic people

are), the happiness and success dimensions measure the reasons

(or motives) people value material possessions.

Based on the above, we believe the core meaning of materialism,

as reflected in the MVS, is confounded by considering both the level

of materialism and the motives behind materialism within the same

measure. Given the existence of a contrasting relationship between

materialism and well-being (Shrum et al., 2013), which in turn may be

explained by differing motives (Shrum et al., 2013; Srivastava, Locke, &

Bartol, 2001), the importance of developing a better understanding of

the motives behind materialism is warranted.

In addition, we believe it to be important to give independent

consideration to the motives behind materialism because doing so

should enable marketers and others (i.e., public policy officials) to

potentially address problems as well as opportunities related to con-

sumer materialism levels where relevant. Indeed, this would be partic-

ularly valuable in the situation of a negative association between

materialism and life satisfaction. Thus, while recognizing that Richins

and Dawson (1992) include motives in their measure, we believe that

renewed and further consideration is warranted.

Accordingly, this article builds on Richins and Dawson (1992) by

first, revisiting the underlying motives that may help explain the influ-

ence of materialism (high value placed on material possessions) on life

satisfaction; and second, based on our developed understanding, pre-

senting a dedicated measure of materialism motives, which we call the

measure of materialism motives (MMM). Like Richins and Dawson, we

conceptualize materialism as a value. In contrast to Richins and Daw-

son, however, we distinguish motives of materialism from the “state”

of materialism itself.

To explain the motives for materialism, we distinguish between

instrumental and terminal values, and consider materialism as an

instrumental value used to achieve some terminal values, or major life

goals (Csikszentmihalyi & Rochberg-Halton, 1981; Rokeach, 1973).

Instrumental materialism refers to using material possessions as a

means of fulfilling personal values and life goals (Rochberg-Halton,-

1986). We believe that it is important to understand these terminal

values, or motives to be materialistic, to better understand the rela-

tionship between materialism and life satisfaction, as well as to help

materialistic people find healthier ways to achieve their desired termi-

nal values.

It should be noted that when we refer to materialism motives, we

do not differentiate between intrinsic or extrinsic motives (Kasser &

Ryan, 1993). Even though materialism, by itself, is considered an

extrinsic motive (i.e., as a proxy to financial success) in the self-

determination and materialism literature (Kasser & Ahuvia, 2001;

Kasser & Ryan, 1993), motives to become materialistic may be either

intrinsic or extrinsic as people may value material possessions to “ful-

fill other values such as autonomy (e.g., entrepreneurship), practical

needs of life, enjoyment of art, and other values” (Carver &

Baird, 1998; Srivastava et al., 2001, p. 960). Accordingly, instead of

differentiating between intrinsic and extrinsic motives of materialism,

we consider these motives as major life goals, or terminal values, that

guide people's actions to acquire more material possessions.

In summary, the purpose of this article is threefold: First, to

develop a reliable and valid MMM that captures the terminal values

associated with materialism. The newly developed measure should

help policy makers identify the reasons for an individual's high level of

materialism, as well as allow for the classification of materialistic con-

sumers based on their underlying motives, and consequently, develop

policies to more effectively regulate materialism to enhance rather

than detract from life satisfaction.

Second, to cross-culturally validate the MMM. Beyond validation,

the results will allow marketers and policy makers to compare motives

of materialism across different countries, and accordingly, develop

appropriate materialism policies for each respective country. Further-

more, the MMM should help researchers develop and test theoretical

models explaining the various motives behind materialism in different

countries.

Third, to highlight the potential complementary nature of both

the MVS and MMM. Complementarity occurs having differentiated

between materialism and materialism motives. Indeed, if a measure of

materialism is sought, potentially Richins and Dawson's acquisition

centrality MVS subscale could fulfil this role. The MMM would then

complement the MVS subscale by identifying the main motives

behind being materialistic. In the following section, we unpack the

conceptual structure of materialism in greater detail.

2 | CONCEPTUAL DEVELOPMENT

Table 1 presents an overview of the various ways that materialism has

been operationalized in the literature (Dittmar et al., 2014). Most

materialism studies have defined materialism as beliefs placed on the

importance of money, possessions, or material goals. In this study, we

define materialism as “individual's long-term endorsement of value

and associated beliefs about the importance of money and material

possessions.” Our definition is closely related to “centrality value,” or

the centrality of material possessions and wealth in a person's life

(Richins & Dawson, 1992). Yet, it should be noted that an individual's

motives behind materialism are not a part of the materialism construct

itself. This is because individuals may possess a similar degree of

materialism based on different motives.

2.1 | Materialism motives

Values are considered as cognitions that are most abstract guiding

much of human behavior (Kahle, 1996; Rokeach, 1973). Values are

important because they transcend specific situations and affect all
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aspects of human life, including consumption behavior (Limon,

Kahle, & Orth, 2009; Shim & Eastlick, 1998). Rokeach (1973) differen-

tiated between terminal (i.e., end-states of existence) and instrumental

(i.e., modes of conduct) values. Terminal values are perceived as the

ultimate goals of life, or the major life motives, that are worth striving

for (Haller & Hadler, 2006; Rokeach, 1973). Instrumental values, on

the other hand, are “desirable modes of behavior that are instrumental

to the attainment of desirable end-states” (Rokeach, 1973, p. 48). In

other words, instrumental values define the ways, or paths, to attain

terminal values. As stated above, we conceptualize materialism as an

instrumental value used to attain desired higher-order terminal values.

People become materialistic and value material possessions because

they believe that these material possessions will help them achieve

identified terminal values. In other words, people are motivated to

accumulate material possessions in the hope of meeting their major

life goals (i.e., motives).

Researchers have studied several different motives of material-

ism. Some of these motives include happiness (e.g., Carver &

Baird, 1998; Clark & Micken, 2002; Richins & Dawson, 1992; Roberts,

Tanner, & Manolis, 2005), financial security (e.g., Richins &

Dawson, 1992; Srivastava et al., 2001), social recognition (e.g., Clark &

Micken, 2002; Richins & Dawson, 1992; Roberts et al., 2005), free-

dom (e.g., Srivastava et al., 2001), power over others (e.g., Srivastava

et al., 2001), uniqueness and distinctiveness (e.g., Snyder, 1992; Tian,

Bearden, & Hunter, 2001), success (e.g., Richins & Dawson, 1992),

and sense of belonging (e.g., Clark & Micken, 2002).

These motives can be classified in terms of values related to indi-

vidual self (need for distinctiveness, freedom, financial security),

values related to social self (social recognition, power over others,

sense of belongingness), and values related to an ultimate outcome

(happiness). Also, a thorough literature review suggests that distinc-

tiveness, social recognition, and happiness motives are common for

materialistic people. Instead of trying to capture all materialism

motives within one complex and lengthy measure, we opted to work

toward developing a parsimonious measure by focusing solely on

three of the above common motives of materialism: happiness, social

recognition, and distinctiveness (see Table 2).

2.1.1 | Happiness (materialistic to be happy)

Happiness, described as contentedness, is one of the terminal values

listed by Rokeach (1973). It is also included in the List of Values

(Kahle, 1996) as fun and enjoyment in life (i.e., leading a pleasurable,

happy life), and in Schwartz's Value Scale (Schwartz & Boehnke, 2004)

as hedonism (i.e., pleasure or sensuous gratification for oneself [plea-

sure, enjoying life, self-indulgent]). In fact, “research on life goals and

wishes confirmed that seeking happiness is a common desire” (King &

Napa, 1998, p. 157). Although happiness is the ultimate goal of life for

many people, the ways to achieve it, or desirable modes of behavior

(Rokeach, 1973) for the attainment of happiness, might differ among

people. For instance, while social relations (i.e., relations with family

and friends) might be the core source for some people's happiness,

money, or material living conditions might be the source of happiness

for others. Indeed, as discussed earlier, conceptualizations of material-

ism often refer to the belief that material possessions will bring

TABLE 1 Materialism: Conceptual definitions and operationalization

Conceptual definition Measures References

Personality traits and behaviors linked to

a materialist orientation

Possessiveness, non-generosity envy, or accumulating

goods.

Belk (1984)

Value of having money and possessions Value attached to having money and possessions Robak, Chiffriller, and Zappone (2007)

Tang (1992)

Beliefs related to money and wealth Beliefs related to money and wealth/status Mitchell and Mickel (1999)

Materialist values and beliefs The centrality of material possessions and wealth in a

person's life (centrality)

Beliefs that they are a good way to judge the success

of self and others (success)

Beliefs that their acquisition increases happiness

(happiness).

Richins and Dawson (1992)

Importance of having money and

possessions (absolute)

Importance of money, possessions, or financial success Nickerson, Schwarz, Diener, and

Kahneman (2003).

Kasser and Ryan (1993, 1996)

Importance of having money and

possessions (relative to other goals)

Strength of financial success compared to intrinsic

goals

Kasser and Ryan (1993, 1996)

Srivastava et al. (2001)

Importance of material goals (absolute) Importance of a set of material goals including money,

income, material possessions

Casas, González, Figuer, and

Coenders (2004).

Importance of material goals (relative to

other goals)

Strength of a set of material goals including financial

success, fame, and image, compared to intrinsic goals

Kasser and Ryan (1996)

Note: Adapted from Dittmar et al. (2014). The relationship between materialism and personal well-being: A meta-analysis. Journal of Personality and Social

Psychology, 107(5), 879.
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happiness in life (Richins & Dawson, 1992). In other words, materialis-

tic people think that they will be happier if they acquire more material

possessions. Several studies have provided empirical evidence for

considering happiness as the main motive behind obtaining material

possessions. Durgee, O'Connor, and Veryzer (1996), for instance,

showed that for some people “collecting” and “having a new car” are

among the means to express their happiness. Kahle, Gurel-Atay, Xie,

and Lee (2014) found that people who listed happiness as their most

important value tend to associate their perception of “success in life”

with materialistic consumption. Clark and Micken (2002) showed that

materialistic people from three countries (France, Australia, and Mex-

ico) place higher importance on the “fun and enjoyment in life” value

as compared to non-materialistic people from the same countries.

Based on past research, we concur that happiness is one of the termi-

nal values, or motives for becoming materialistic. Accordingly, it would

appear logical to include it in the MMM.

2.1.2 | Social recognition (materialistic to gain
social recognition)

Social recognition is another value frequently included in popular

value measures. Rokeach (1973) described it as respect and admira-

tion from others. Kahle (1996, p. 138) includes being well-respected

as one of nine core values and defines it as “to be admired by others

and to receive recognition.” The power dimension of the Schwartz

Value Scale (Schwartz & Boehnke, 2004) refers to social status and

prestige and is measured through four items: authority, social power,

wealth, and preserving one's public image. Like happiness (and other

terminal values), people may pursue different ways to gain social rec-

ognition from others. For some, it might be through being successful

at work or at school, while for others it might be by acquiring material

possessions (Braun & Wicklund, 1989; Eastman, Goldsmith, &

Flynn, 1999). The success dimension of the MVS suggests that “mate-

rialists tend to judge their own and others' success by the number and

quality of possessions accumulated” (Richins & Dawson, 1992,

p. 304). Packard (1959) argued that people buy products to signal a

superior level of status to themselves and others. Han, Nunes, and

Dreze (2010) demonstrated that people who possess a need to dem-

onstrate status, do so by using loud luxury products (to signal wealth)

or loud counterfeits (if they are not wealthy enough to afford true lux-

ury). A cross-cultural study conducted by Clark and Micken (2002) in

the United States, France, Australia, and Mexico revealed that being

well-respected, as a value, is more important to high materialists than

low materialists. Accordingly, in line with previous research, we pro-

pose that gaining social recognition is an important motive that drives

material acquisition; and thus, we include it in our new measure of

materialism motives.

2.1.3 | Distinctiveness (materialistic to be unique)

Distinctiveness refers to the need to feel different from others

(Brewer, 1991). Being unique plays a significant role in identity forma-

tion. Although this need is not included in widely-used values scales

(e.g., Rokeach Value Scale, Rokeach, 1973), it has been acknowledged

as an important need, or value, in the psychology and marketing litera-

ture (e.g., Snyder, 1992; Tian et al., 2001).

Deviance regulation theory, for instance, suggests that people

tend to maintain their desired self-images by regulating the ways they

differ from other people (Blanton & Christie, 2003). Abosaq, Ramadan,

Baner, and Jin (2019) argues, based on the theory of uniqueness

developed by Snyder and Fromkin (1977), that when the need to see

oneself as different from other people is aroused, it competes with

other motives that may threaten the perception of perceived distinc-

tiveness. In marketing, consumers' need for uniqueness is defined as

“the trait of pursuing differentness relative to others through the

acquisition, utilization, and disposition of consumer goods for the pur-

pose of developing and enhancing one's self-image and social image”

(Tian et al., 2001, p. 52). Like other motives in life, the distinctiveness

motive can be satisfied through different modes of actions

(Rokeach, 1973), and some of these actions may be more or less

TABLE 2 Motives of materialism (importance on money and material possessions)

Motives for materialisma Personal values

Evaluation standard for

material life

Impact

on self References

Distinctiveness (material

possessions are key to my

unique identity)

Internal value (self-fulfillment, self-

respect, and a sense of

accomplishment)

Realistic and achievable

standard (economic

motivation)

Individual

self

Independent

self

Sirgy et al. (2013)

Social recognition (material

possessions signal my success

and status to others)

External value (sense of belonging,

being well-respected, security)

Realistic and achievable

standard (self-enhancement)

Social self

Inter-

dependent

self

Hudders and

Pandelaere (2012)

Sirgy et al. (2013)

Thyroff and

Kilbourne (2018)

Happiness

(material possessions will make

my life happy)

Interpersonal value

(excitement, warm relationships

with others, fun and enjoyment

in life)

Unrealistically high standard

(self-discrepancies)

Ideal self Dittmar et al. (2014)

Sirgy (1998)

aMotives for materialism: Material possessions are important to me for the following reasons.
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adaptive, or healthier, than others (Kahle, 1983). For instance, some

people may engage in high-risk leisure activities (e.g., skydiving,

climbing) to feel different from others (Celsi, Rose, & Leigh, 1993).

Material possessions can also be used as a point of differentiation.

Indeed, Tian, Bearden, and Hunter (2001, p. 50) suggested that “being

different from others or becoming distinctive among a larger group

often results from signals conveyed by the material objects that con-

sumers choose to display.” Snyder (1992) found that people who are

high in need for uniqueness are more likely to be attracted by scarce

products because the acquisition of scarce products is believed to

lead to proclaiming one's individuality or distinctiveness. Belk (1988,

p. 160) asserts that possessions are perceived as part of the self and a

reflection of a person's identity and suggests that “we are what we

have” as “we learn, define, and remind ourselves of who we are by

our possessions.” Accordingly, based on the literature, we propose

that an important motive for people to acquire material possessions is

to feel distinct from others. Consequently, we include the distinctive-

ness motive in our measure of materialism motives.

2.2 | The need for a measure of materialism
motives

Based on the preceding discussion concerning terminal versus instru-

mental values, we submit that materialism is an instrumental value

used to attain three terminal values, or major life motives. In other

words, materialistic people have (a) the motive to seek happiness and

the instrumental belief that having material possessions is key to hap-

piness; (b) the motive to seek social recognition by significant others

and the instrumental belief that having material possessions is key to

social recognition; and (c) the motive to seek distinctiveness

(i.e., develop an identity that sets the person apart from the crowd)

and the instrumental belief that having material possessions is key to

asserting one's distinctiveness. Thus, the major contribution of this

research is to make a clear distinction between materialism (the state

of materialism as measured by the centrality dimension of MVS) and

the motives underlying materialism (happiness, social recognition, and

distinctiveness) by demonstrating that the motives of materialism can

explain the impact of materialism on life satisfaction.

Existing measures of materialism do not fully capture these three

motives. Therefore, we set to develop a new, cross-culturally valid

and reliable measure to capture the three motives of materialism dis-

cussed above. Having explored above the relevant literature on mate-

rialism, motives of materialism, and in doing so supported the need

for a measure of materialism motives, the remainder of this article is

structured as follows: The next section examines the procedures used

to develop and refine our MMM. This is followed by a detailed pre-

sentation of all studies conducted across six countries. In doing so, we

highlight in turn why each was conducted. We then follow this

section with a detailed discussion of our findings and their meaning

both for the academy and practitioners. We close the article with con-

cluding thoughts, recognition of limitations and suggested avenues for

future research.

3 | SCALE DEVELOPMENT

To develop an adequate measure to capture three dimensions of

materialism motives, procedures described by Churchill (1979),

DeVellis (1991), and Hinkin (1995) were followed. These procedures

consisted of seven separate data collection episodes involving

453 university students and 1,994 adult respondents from six coun-

tries. Table 3 provides an overview of these data collection episodes

and the remaining sections report the results. IBM SPSS Statistics and

LISREL programs were used to analyze the data in all procedures. Ini-

tial descriptive analyses revealed some variables with high skewness

and kurtosis. Because the maximum-likelihood method inflates Chi-

square results and can lead to the rejection of true models when the

variables are highly non-normal (West, Finch, & Curran, 1995), the

Satorra-Bentler corrected Chi-square (Satorra, 2000) was used in all

analyses. Also, it should be noted that cases were removed from fur-

ther analyses when the number of missing values was large (exceeding

5%). Pairwise deletion was used for missing values less than 5%. The

data that support the findings of this study are available from the

corresponding author upon reasonable request.

3.1 | Item generation: Study 1

The item generation process was guided by our theoretical conceptu-

alization of the motives of materialism. More specifically, 75 items

were generated to reflect the three motives of materialism discussed

above to represent the initial item pool. As suggested by previous

researchers (e.g., Churchill, 1979), we reviewed the relevant literature

streams (e.g., materialism, values, quality of life) and previously

established scales (Belk, 1984; Eastman et al., 1999; Goldberg

et al., 2003; Mowen & Spears, 1999; Richins & Dawson, 1992; Tian

et al., 2001; Ward & Wackman, 1971) while generating our items.

Because mixed-worded items create problems in cross-cultural set-

tings (Wong, Rindfleisch, & Burroughs, 2003), we restricted the item

pool to positively worded items. Items with possible wording prob-

lems were eliminated in the initial screening, leaving 60 items

reflecting 20 items for each of the three dimensions. Of these

60 items, 34 were developed by the authors of this article, 16 were

modified from previously developed scales, and 10 were adopted

from previously developed scales. Using a common respondent deb-

riefing technique, five adults were recruited and asked to examine

these remaining items to reveal any wording and other face validity

problems. Based on their feedback, some items were further refined

such that they more aptly reflected our proposed motives as intended.

All items were measured using 5-point Likert-type scales (strongly dis-

agree/strongly agree).

3.2 | Scale purification: Study 2 and Study 3

The purpose of the second and third studies was to purify the scale

by conducting exploratory factor analysis and reliability analysis.
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Study 2 was used to assess the factor structure of all 60 items and

Study 3 was used to assess the factor structure of the items retained

from Study 2. Overall, these two studies helped to decrease the num-

ber of items included in our scale by evaluating “the performance of

the individual items so that appropriate ones can be identified to con-

stitute the scale” (DeVellis, 1991, p. 80).

Study 2 involved a survey administered to 153 college students

enrolled in a marketing class at a major United States university. Ages

ranged from 19 to 37, with a mean rounded age of 21. Because three

participants failed to respond to many items (i.e., missing values),

these three cases were removed from the data set (final n = 150).

Before conducting an exploratory factor analysis, consistent with

recognized practice (Hair, Black, Babin, & Anderson, 2009), it was

decided to retain the items that (a) have a factor loading of 0.40 or

better; (b) do not cross load at greater than 0.30; (c) have communality

greater than 0.50 after extraction; and (d) have a corrected item-to-

total correlation above 0.50. Next, the responses to the 60 materialism

items were subjected to principal-axis factor analysis (oblique rota-

tion). Items that satisfied the above initial criteria were retained, leav-

ing seven items for happiness, six items for social recognition, and

10 items for distinctiveness. The reliability of these remaining items

was 0.873, 0.839, 0.930, respectively and 0.947 for the materialism

motives scale as a whole.

To refine the scale further, data were collected from another stu-

dent sample in the same university (Study 3). One hundred and

seventy-seven participants (n = 177) responded to the items retained

from Study 2, but again three cases were removed from subsequent

analysis for the same missing values reason. The age of remaining

respondents ranged from 19 to 32, with a mean age of 21. Items rep-

resenting each dimension were subjected to separate principal-axis fac-

tor analysis with oblique rotation. In other words, three separate factor

analyses were conducted. One-factor solutions were obtained with

eigenvalues equal to 4.454, 4.064, and 6.665 for happiness, social rec-

ognition, and distinctiveness, respectively. Items that had factor load-

ings less than 0.40, communalities (after extraction) less than 0.50, and

corrected item-to-total correlations less than 0.50 were removed. As a

result, a nine-item scale (three items per motive) was obtained. At this

final stage, only one of the remaining items reflected an item modified

from an existing scale (Eastman et al., 1999). The remaining eight items

were originally developed by the authors of this article.

3.3 | Psychometric properties of the scale: Study 4

To assess the psychometric properties of the final 9-item scale, we

examined the dimensionality of the scale and its internal consistency

TABLE 3 Overview of studies

Study

number Study name Purpose of the study Characteristics of samples

Data analysis

method used

Study 1 Item generation Identifying wording and face validity

problems regarding the initial item

pool

• Convenience sampling

• US adult sample

• N = 5

Not applicable

Study 2 Scale purification Assessing the factor structure of all

items generated in Study 1

• Convenience sampling

• US student sample

• N = 153

• Exploratory factor

analysis

• Reliability analysis

Study 3 Scale purification Assessing the factor structure of

items retained in Study 2

• Convenience sampling

• US student sample

• N = 177

• Exploratory factor

analysis

• Reliability analysis

Study 4 Psychometric

properties of the

scale

Assessing the dimensionality and

internal consistency (i.e.,

convergent validity, divergent

validity, and reliability) of the scale

• Stratified sampling followed by

systematic random sampling

• US adult sample

• N = 163

• Confirmatory factor

analysis

• Reliability analysis

Study 5 Cross-cultural

validation

Assessing the measurement

invariance of the MMM across

countries to make cross-country

comparisons possible

Assessing the psychometric

properties of the MMM across

countries

• Stratified sampling followed by

systematic random sampling

• Cross-cultural adult sample

• N = 128 (Australia)

• N = 301 (Bosnia-Herzegovina)

• N = 149 (Egypt)

• N = 148 (Korea)

• N = 150 (Turkey)

• Measurement

invariance across

countries

• Confirmatory factor

analysis

• Reliability analysis

Study 6 Social desirability bias Assessing if the MMM is susceptible

to social desirability bias

• Convenience sampling

• US student sample

• N = 123

• Correlations

Study 7 Nomological validity Assessing the relationship between

the MMM and other related

constructs to see if the MMM

behaves as expected

• US national quota sampling

• US adult sample

• N = 950

• Correlations
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through convergent validity, reliability, and divergent validity. For

this study, data were collected from an adult sample in a large US

city. A stratified sampling technique was used to collect data by

dividing the city into neighborhoods based on income levels

(i.e., high, medium, and low income). After selecting two sample

neighborhoods from each category, systematic random sampling

was used to recruit participants. Sixty-one, 50, and 52 questionnaires

were collected from low, medium, and high-income neighborhoods,

respectively. Of the 163 respondents, 78 (47.9%) were male,

84 (51.5%) were female, and gender was not identified for one

respondent. The average rounded age was 39.

To determine the dimensionality of the materialism motives

scale, confirmatory factor analyses were conducted to compare

four models: a one-dimensional model for which all nine items

retained from Study 3 were loaded on a single materialism

motives factor (Model 1); a 3-dimensional uncorrelated, first-

order model in which each item was loaded on its corresponding

motive (three items per motive) where the dimensions were

uncorrelated with each other (Model 2); a similar three-dimen-

sional, first-order model in which the dimensions were allowed to

correlate with each other (Model 3); and a second-order factor

model with one higher order factor (materialism motives) that

comprised of all three first-order factors (happiness, social recog-

nition, and distinctiveness; Model 4).

As can be seen in Table 4, the correlated three first-order factor

model (Model 3) and the second-order model (Model 4) provided

the best fit to the data, while Model 1 and Model 2 did not fit the

data well with significant Chi-square values and unacceptable

values for other goodness-of-fit statistics (Hu & Bentler, 1999).

Because Model 3 and Model 4 were essentially equivalent models,

the Chi-square values and other goodness-of-fit statistics were the

same. However, the target coefficient (Marsh & Hocevar, 1985)

value of 1.0 (calculated by dividing the Chi-square of the first-

order model by the Chi-square of the second-order model) indi-

cated that the second-order model explained all the covariance

among the first-order factors. Moreover, loadings from the

second-order factor (i.e., materialism motives) to first-order factors

were significant at the .001 level. Furthermore, the second-order

model is consistent with the conceptual definition of materialism

motives as discussed above. Therefore, Model 4 was preferred

over Model 3.

Table 5 presents the nine-item MMM scale and a summary of test

results for convergent validity and scale reliability. Convergent validity

exists when AVE exceeds 0.50 and composite reliability of a factor

exceeds 0.60 (Fornell & Larcker, 1981). As Table 5 shows, both AVE

and composite reliability values met the required criteria for conver-

gent validity. Moreover, all first-order and second-order factor load-

ings were significant at the .001 level. Coefficient Alphas were also

higher than 0.80 for first-order factors and the second-order material-

ism motives factor (0.86). Corrected item-to-total correlations ranged

from 0.637 to 0.770 for happiness, from 0.719 to 0.802 for social rec-

ognition, and from 0.697 to 0.849 for distinctiveness. All these results

suggest that convergent validity (internal consistency) is present for

the MMM.

Next, to establish discriminant validity of the first-order fac-

tors, three separate analyses were conducted. First, sequential

model comparisons were conducted by fixing the PHI element (cor-

relation between any two first-order factors) to unity (1.0). To

compare these different models, Chi-square difference tests were

conducted. When the correlation between happiness and social

recognition was constrained to 1 (meaning that these two con-

structs were perfectly correlated and they were not discriminant),

the Chi-square difference was significant at the .001 level [Δχ2(1,

N = 163) = 15.29]. Similarly, Chi-square tests were significant at

the .001 level when the correlation between happiness and distinc-

tiveness was constrained to unity [Δχ2(1, N = 163) = 19.19] and

when the correlation between social recognition and distinctive-

ness was constrained to unity [Δχ2(1, N = 163) = 15.27]. These

Chi-square difference tests revealed that the unconstrained model

was superior in all cases. Second, the AVE for each construct was

greater than the squared correlation (ranging from 0.102 to 0.302)

between that construct and any other two constructs (Fornell &

Larcker, 1981). Finally, none of the construct correlations were

within two standard errors of unity (Anderson & Gerbing, 1988).

All these findings provide evidence for the discriminant validity of

the first-order constructs.

3.4 | Cross-cultural validation: Study 5

Most measures presented in the consumer research literature

seem to have been developed in the United States. However,

TABLE 4 Study 4: Comparison of
competing models

Model tested χ2 df p CFI GFI SRMR RMSEA (CI) CAIC

Model 1 264.19 27 .001 0.80 0.64 0.150 0.23 (0.21–0.26) 373.88

Model 2 76.63 27 .001 0.96 0.86 0.270 0.11 (0.079–0.13) 186.32

Model 3 17.98 24 .804 1.00 0.96 0.042 0.0 (0.0–0.042) 145.94

Model 4 17.98 24 .804 1.00 0.96 0.042 0.0 (0.0–0.042) 145.94

Note: Model 1, one-dimensional model; Model 2, three-dimensional uncorrelated, first-order model;

Model 3, three-dimensional correlated, first-order model; Model 4, second-order model;

CFI, Comparative Fit Index; GFI, Goodness of Fit Index; SRMR, standardized root mean square residual;

RMSEA (CI), Root Mean Square Error of Approximation (Confidence Interval); CAIC, consistent version of

Akaike's Information Criterion; N = 163.
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many of these measures have been used in other countries, and

the results are assumed to be comparable with the results in the

United States (Cheung & Rensvold, 1999; Steenkamp &

Baumgartner, 1998). When developing a new measure, cultural

differences, and translation issues make it important to assess the

structure of the measure and its reliability and validity across dif-

ferent cultures. Accordingly, we collected data from five countries

with divergence in language, ethnicity, and religion (Australia,

Bosnia-Herzegovina, Egypt, Korea, and Turkey) to evaluate the

measurement invariance and establish the psychometric proper-

ties of the MMM across these countries.

The survey questionnaire (that included the MMM along with

other measures) was translated to local languages and then back

translated to English by bilingual speakers in each country. Then, the

same data collection method used in the US adult sample (Study 4)

(stratified sampling) was employed to collect data from low, medium,

and high-income urban neighborhoods in a key city in each of the

specified countries. Sample size, income level, age, and gender

TABLE 5 Study 4: First-order loadings and summary of convergent validity analyses

Happiness Social recognition Distinctiveness

λx CR CA SMR AVE λx CR CA SMR AVE λx CR CA SMR AVE

Summary of tests 0.46a 0.83 0.82 0.63 0.89a 0.88 0.87 0.72 0.69† 0.90 0.89 0.74

Having luxury items is

important to a happy

life.

0.70 0.50

To me, it is important

to have expensive

homes, cars, clothes,

and other things.

Having these

expensive items

makes me happy.

0.95 0.89

Material possessions

are important

because they

contribute a lot to

my happiness.

0.71 0.50

I love to buy new

products that affect

status and prestige.

0.84 0.71

I like to own expensive

things more than

most people because

this is a sign of

success.

0.89 0.80

I feel good when I buy

expensive things.

People think me of as

a success.

0.81 0.65

I enjoy owning

expensive things that

make people think of

me as unique and

different.

0.73 0.53

I usually buy expensive

products and brands

to make me feel

unique and different.

0.91 0.83

I usually buy expensive

things that make me

look distinctive.

0.93 0.87

Note: λx = Completely standardized first-order loading; CR = composite reliability; CA = coefficient alpha; SMR = squared multiple correlation;

AVE = average variance extracted
†Completely standardized second-order loading.
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distribution for each country are shown in Table 6. These results

reveal desirable variance as expected.

3.4.1 | Testing for measurement invariance

To assess whether the MMM can be used to measure the same attri-

bute in other countries, that is, to assess measurement invariance, we

followed the framework suggested by Steenkamp and Baumgartner

(1998). First, a baseline model was estimated by running second-order

confirmatory factor analyses for each country separately. Table 7

shows that the model fit the data well for each country (Hu &

Bentler, 1999).

After establishing baseline models, and again following

Steenkamp and Baumgartner (1998, pp. 82), a series of nested tests

were conducted at increasingly more stringent levels to: “explore the

basic structure of the construct cross-nationally, make quantitative

comparisons of means across countries, and examine structural rela-

tionships with other constructs cross-nationally.” To determine if the

models were invariant across different countries, Chi-square differ-

ence tests were conducted (see Table 8). Because Chi-square differ-

ence tests, similar to Chi-square tests, tend to result in significant

p-values due to large sample size effects (Cheung & Rensvold, 1999;

French & Finch, 2006), four other goodness-of-fit statistics

(i.e., RMSEA, CAIC, CFI, and NNFI) suggested by Steenkamp and

Baumgartner (1998) were also considered for model comparison.

The result of the configural invariance test provided support for

the same pattern of fixed and free elements across countries. The Chi

square was not significant [χ2(144) = 131.14, p = .771] and other

goodness-of-fit statistics suggested a perfect fit (RMSEA = 0.0,

CFI = 1.00, NNFI = 1.0). All first-order and second-order factor load-

ings were significant at the .01 level in all countries. Fifty three out of

54 within-country completely standardized first-order factor loadings

were greater than 0.70 (the factor loading in the case of the exception

was 0.62). Out of 18 second-order factor loadings, 16 of them had

(within country) completely standardized factor loadings greater than

0.60 (the minimum was 0.46). All these results suggest that the mate-

rialism motives scale can be conceptualized in the same way across

these six countries.

Researchers typically compare countries based on their mean

scores on focal constructs. To conduct mean comparisons across

countries, metric and scalar invariance (at least partial) is required

(Steenkamp & Baumgartner, 1998). To test for metric invariance, fac-

tor loadings are constrained to be the same across countries. In the

first step, first-order factor loadings were fixed. Even though CFI and

NNFI were still 1.0 and RMSEA was acceptable, the Chi-square

TABLE 6 Study 5: Descriptive statistics for each country

Australia (N = 128)

Bosnia and

Herzegovina (N = 301) Egypt (N = 149) Korea (N = 148) Turkey (N = 150)

Gender

Men (%) 57 (44.5) 120 (39.9) 54 (36.2) 31 (20.9) 72 (48)

Women (%) 70 (54.7) 180 (59.8) 95 (63.8) 117 (70.1) 76 (50.7)

Missing (%) 1 (0.80) 1 (0.30) NA NA 2 (1.3)

Age

Range 18–81 18–84 18–65 20–61 18–67

Mean 39.36 36.36 33.44 49.31 35.05

Income Level

Low (%) 31 (24.2) 101 (33.6) 49 (32.9) 49 (33.1) 50 (33.3)

Medium (%) 36 (28.1) 100 (33.2) 50 (33.6) 48 (32.4) 50 (33.3)

High (%) 61 (47.7) 100 (33.2) 50 (33.6) 51 (34.5) (33.3)

TABLE 7 Study 4 and Study 5: Goodness of fit results for each country

Country χ2 df p CFI GFI SRMR RMSEA (CI) PCLOSE

USA 17.98 24 .804 1.00 0.96 0.042 0.0 (0.0–0.042) 0.97

Australia 26.30 24 .338 1.00 0.91 0.032 0.030 (0.0–0.086) 0.66

Bosnia and Herzegovina 25.16 24 .400 1.00 0.97 0.018 0.013 (0.0–0.049) 0.96

Egypt 25.13 24 .399 1.00 0.95 0.021 0.018 (0.0–0.070) 0.80

Korea 33.57 24 .093 0.99 0.94 0.046 0.053 (0.0–0.092) 0.42

Turkey 30.49 24 169 1.00 0.94 0.043 0.046 (0.0–0.091) 0.51

Abbreviations: CFI, Comparative Fit Index; GFI, Goodness of Fit Index; PCLOSE, p-value for test of close fit (RMSEA <0.05); RMSEA (CI), root mean square

error of approximation (confidence interval); SRMR, standardized root mean square residual.

598 GUREL-ATAY ET AL.



difference test was significant. The model CAIC was also less than the

model CAIC for the configural model. Accordingly, full first-order met-

ric invariance was not supported. Inspection of modification indices

(MI) revealed that two of the loadings (one from Australia, one from

Bosnia-Herzegovina) had high MI values (MI = 15.75 and MI = 16.79,

respectively). After relaxing the constraints on these two parameters,

the model for the partial first-order metric invariance resulted in a bet-

ter overall fit (see Table 8). Next, second-order factor loadings were

constrained to be the same across countries. The Chi-square statistic

increased significantly, CFI and NNFI decreased slightly, and RMSEA

increased by 0.015; thus, suggesting that full second-order metric

invariance was not supported. After examining the MIs, it was decided

to relax two second-order loadings for Egypt (MIs were 33.49 and

28.64). The partial second-order metric invariance resulted in lower

CAIC and RMSEA values and higher CFI and NNFI values.

Because partial metric invariance, and not full metric invari-

ance, was previously achieved, we could only test for partial sca-

lar invariance (Steenkamp & Baumgartner, 1998). To test for this

initial partial scalar invariance, the intercepts of the items that

were not metrically invariant were left unconstrained and all the

other intercepts were on the model of the partial metric invari-

ance. The model for the initial partial scalar invariance resulted in

significantly increased Chi-square, lower values of CFI and NNFI,

and higher RMSEA values. After successively relaxing six inter-

cepts with high MI values (one from Bosnia-Herzegovina, three

from Egypt, and two from Turkey), partial scalar invariance was

achieved with better goodness-of-fit statistics compared to the

initial partial scalar invariance. Achieving both the partial metric

invariance and the partial scalar variance suggests that mean com-

parisons can be conducted across different countries.

Materialism and its motives have been studied in a nomological

network. It has been suggested that in order to examine the relation-

ships between the focal construct and other constructs, three invari-

ance conditions should be met: full or partial metric invariance, full or

partial factor variance invariance (if standardized measures of

association are compared), and full or partial error variance invariance

(unless latent variable modeling is used; Steenkamp &

Baumgartner, 1998; Vandenberg & Lance, 2000). The invariance of

factor variance was tested by constraining factor variances to be the

same across countries. The Chi-square for the full factor invariance

model was significantly higher than the Chi-square of the model for

partial scalar variance [Δχ2(15) = 32.76, p < .005]. Even though the

CFI and NNFI values did not change, RMSEA increased slightly. After

the factor invariance constraint was removed on the first factor (hap-

piness) for Bosnia-Herzegovina based on MI (15.78), a relatively bet-

ter fit was achieved with a non-significant Chi-square difference

[Δχ2(14) = 16.73, p = .27]. Finally, the initial partial invariance of error

variances was tested by relaxing the error variance of the invariant

factor (happiness for Bosnia-Herzegovina) and fixing the remaining

ones. The Chi-square difference was significant, RMSEA was higher,

and CFI and NNFI were lower. After successively relaxing the con-

straints of 10 error variances (one for Australia, four for Egypt, two

for Korea, and three for Turkey), a good fit was achieved:

χ2(269) = 464.00, p < .001; RMSEA = 0.066; Model CAIC = 898.49;

CFI = .98; and NNFI = .99. These results suggest final partial error var-

iance was achieved and provided support for the MMM to be used in

a nomological network.

3.4.2 | Testing for cross-cultural reliability and
internal consistency

Reliability and internal consistency analyses were conducted for each

country separately (Table 9). All the values for coefficient Alphas,

composite reliabilities, and the AVE values were within acceptable

ranges. Analyses were repeated for the pooled data that included data

from the United States, Australia, Bosnia-Herzegovina, Egypt, Turkey,

and Korea, and those numbers were also within acceptable ranges.

These results provided evidence of reliability and internal consistency

across different countries.

TABLE 8 Study 4 and Study 5: Summary of measurement invariance testing

χ2 df RMSEA CAIC CFI NNFI

Configural invariance 131.14 144 .00 1,553.09 1.00 1.00

Full first-order metric invariance 203.93 174 .032 1,388.89 1.00 1.00

Final partial first-order metric invariance 181.85 172 .019 1,382.61 1.00 1.00

Full second-order metric invariance 275.17 187 .054 1,357.44 .99 .99

Final partial second-order metric invariance 219.50 185 .034 1,317.56 1.00 1.00

Initial partial scalar invariance 527.72 228 .089 1,286.10 .97 .98

Final partial scalar invariance 359.11 222 .061 1,164.88 .99 .99

Full factor variance invariance 391.87 237 .063 1,079.14 .99 .99

Final partial factor variance invariance 375.84 236 .060 1,071.01 .99 .99

Initial partial error variance invariance 590.87 279 .082 946.36 .97 .98

Final partial error variance invariance 464.00 269 .066 898.49 .98 .99

Abbreviations: CAIC, consistent akaike information criterion; CFI, Comparative Fit Index; NNFI, Non normed Fit Index; RMSEA, root mean square error of

approximation.
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3.5 | Social desirability bias: US student sample
(Study 6)

Because materialism is usually perceived as a negative value, it is pos-

sible that people respond to a materialism motives measure in a

socially desirable way by not reporting their true beliefs and/or feel-

ings. This distortion, in turn, might contaminate materialism research

(Mick, 1996). Accordingly, it is important to show that our new mea-

sure of materialism motives is not susceptible to social desirability

(SD) bias. Data collected from 123 students (58.5% male; average

age = 22.72) were used to test the MMM's susceptibility to SD bias. A

10-item version of the Marlowe-Crowne scale (Crowne &

Marlowe, 1960) used by Richins and Dawson (1992), and the MMM

were included in the questionnaire. Correlations with the SD measure

were all nonsignificant, suggesting that the MMM is not likely to suf-

fer from SD bias (r = −.09, p = .33 for happiness; r = −.02, p = .81 for

social recognition; r = −.01, p = .93 for distinctiveness; r = −.04,

p = .70 for the combined materialism motives scale).

3.6 | Nomological validity (Study 7)

When developing a new scale, it is important to show that “the mea-

sure behaves as expected in relation to other constructs”

(Churchill, 1979, p. 72). Accordingly, to assess nomological validity,

relationships between materialism motives and several related con-

structs (i.e., Kahle's, 1996 List of Values and Diener, Emmons, Larsen,

and Griffin's (1985) Life Satisfaction measure) were examined. Data

collected by Qualtrics from a national quota sample of participants

aged 18 years and older (N = 950), and, which was representative of

the Year 2010 US Census was employed. We outline now the con-

structs included in Study 7 and our reasoning behind their selection.

With respect to materialism, in addition to the newly created

MMM, the MVS developed by Richins and Dawson (1992) was

included in the survey. Acquisition centrality of the MVS refers to the

importance of possessions and their acquisitions for people. In a way,

this dimension measures the extent to which people place much

emphasis on possessions. That is, people high on acquisition centrality

are more materialistic than people who do not place much emphasis

on possessions (i.e., people low on acquisition centrality). Because our

MMM measures the motives behind becoming materialistic, we con-

ducted all analyses with people who scored high on materialism

(i.e., the acquisition centrality dimension of the MVS). Accordingly, we

conducted a median split on the MVS' acquisition centrality dimension

to differentiate people who were high and low on materialism. There-

after, we excluded people who were not materialistic from further

analyses and conducted our analyses with people who had high scores

on the acquisition centrality construct (original n = 950 and following

removal of non-materialistic people n = 405).

3.6.1 | Personal values

Previous studies have revealed important relationships between per-

sonal values and materialism. For instance, Richins and Dawson (1992)

showed that materialistic people tend to value financial security more

and warm relationships with others less, compared to non-materialistic

people. Burroughs and Rindfeisch (2002) showed that materialism is

negatively related to collective-oriented values (i.e., community values,

family values, and religious values). Based on this line of research, we

believe that materialism motives will be more relevant to some personal

values than others. We will explain further below.

In Study 7, we used the List of Values (Kahle, 1996) to measure

personal values. Specifically, participants were asked to rate nine

values (i.e., sense of belonging, excitement, warm relationships with

others, self-fulfillment, being well-respected, fun and enjoyment in

life, security, self-respect, and a sense of accomplishment) on 9-point

scales, from “important to me” to “most important to me.” The List of

Values are often categorized into three groups: internal values, exter-

nal values, and interpersonal values (Gurel-Atay, Xie, Chen, &

Kahle, 2010). Internal values (i.e., self-fulfillment, self-respect, and a

sense of accomplishment) are usually fulfilled internally, without

depending on others. External values (i.e., a sense of belonging, being

well-respected, security) are fulfilled through others. Interpersonal

values (i.e., excitement, warm relationships with others, fun and enjoy-

ment in life) are fulfilled interactively with others. Based on this

TABLE 9 Study 4 and Study 5: Cross-cultural reliability and internal consistency

Happiness Social recognition Distinctiveness Materialism motives

CA CR AVE CA CR AVE CA CR AVE CAa

USA 0.82 0.83 0.63 0.87 0.88 0.72 0.89 0.90 0.74 0.86

Australia 0.86 0.87 0.70 0.90 0.89 0.74 0.87 0.88 0.70 0.94

Bosnia and Herzegovina 0.87 0.87 0.68 0.89 0.89 0.73 0.89 0.89 0.74 0.93

Egypt 0.89 0.89 0.73 0.91 0.91 0.77 0.94 0.94 0.83 0.95

Korea 0.84 0.84 0.64 0.82 0.83 0.62 0.86 0.86 0.67 0.88

Turkey 0.81 0.81 0.59 0.84 0.85 0.66 0.93 0.94 0.84 0.91

Pooled Sample 0.88 0.83 0.62 0.89 0.85 0.66 0.91 0.85 0.65 0.93

Abbreviations: AVE, average variance extracted; CA, coefficient alpha; CR, composite reliability.
aCoefficient alpha for the whole materialism motives scale is based on nine original items, not dimensions.
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categorization, we hypothesize that internal values (self-fulfillment,

self-respect, sense of accomplishment) will be highly correlated with

the distinctiveness motive of materialism more so than external and

interpersonal values. This may be the case because those who seek

distinctiveness through material acquisition and possessions are likely

to place much value on self-fulfillment, self-respect, and sense of

accomplishment. For example, Ruvio, Hirschman, and Belk (2014)

noted an association between status competition and the need for

distinctiveness. Furthermore, Vigneron and Johnson (1999), in a

review of the literature on prestige-seeking consumer behavior, pro-

vided evidence linking the exclusivity of prestige goods and the need

for distinctiveness. Such evidence points to the likelihood that internal

values are closely associated with the distinctiveness materialism

motive.

In contrast, external values (sense of belonging, being well-

respected, security, etc.) will be highly correlated with the social rec-

ognition motive of materialism. Shrum et al. (2013) conceptualized

materialism as identity goal pursuits. Acquisition and possession of

material goods is motivated by the extent to which consumers engage

in identity maintenance through symbolic consumption—acquisition

and possession of materials goods that reflect reference group

membership.

Finally, we hypothesize that interpersonal values (excitement,

warm relationships with others, fun and enjoyment in life, etc.) will be

highly correlated with the happiness motive of materialism. Some evi-

dence already points to the relationship between materialism and per-

sonal values pertaining to warm relationships with others (Richins &

Dawson, 1992), fun and enjoyment (Keng, Jung, Jiuan, & Wirtz, 2000),

and excitement (Keng et al., 2000).

Although all three categories of values (i.e., internal values, external

values, and interpersonal values) revealed significant correlations with

all materialism motives, results supported our hypotheses regarding the

internal and external values. More specifically, as expected, internal

values revealed its highest correlation with the distinctiveness motive

(r = .101, p = .002) and external values had its highest correlation with

the social recognition motive (r = .246, p < .001). For interpersonal

values, we expected to see the highest correlations with the happiness

motive; however, interpersonal values revealed its highest correlation

with the social recognition motive (r = .236, p < .001). Indeed, interper-

sonal values had the lowest correlation with the happiness motive

(r = .199, p < .001). We should also note that, as can be seen from

Table 10, the correlations between categories of values and materialism

motives were all close to each other in terms of magnitude.

3.6.2 | Life satisfaction

Research on materialism predominantly indicates materialism is nega-

tively associated with life satisfaction. For instance, Ahuvia and

Wong (2002) showed that materialism, measured through both

Belk's (1984) materialism scale and Richins and Dawson's (1992) MVS,

was negatively correlated with fun and enjoyment in life, relationships

with friends, and satisfaction with standard of living. Offering a

deeper insight into the nature of the relationship, Burroughs and

Rindfeisch (2002), suggested that materialism has a negative impact

on quality of life only when people have conflicting values (e.g., when

materialistic people also hold religious values). Articulating this point,

Sirgy et al. (2013) showed that materialistic people who evaluate their

standard of living using reality-based expectations (i.e., ability expec-

tations) may feel economically motivated, and this economic motiva-

tion may contribute positively to their life satisfaction. Conversely,

materialistic people who evaluate their standard of living using

fantasy-based expectations (i.e., ideal expectations) may feel dissatis-

fied with their standard of living, which in turn spills over to life dissat-

isfaction. And most recently, Dittmar et al.'s (2014) meta-analysis

recognized that materialism is negatively related to both cognitive and

affective well-being (as well as most other indicators of well-being).

Accordingly, we believe that people who have different terminal

values, or motives, to be materialistic will have different experiences with

life satisfaction. More specifically, based on previous research discussed

above, we hypothesize a negative correlation between the happiness

motive of materialism and life satisfaction. We believe that materialistic

people motivated by happiness are likely to invest more time and energy

engaged in materialistic pursuits (i.e., the material life such as shopping)

and less time and energy in other life domains that significantly contribute

to life satisfaction such as social life, family life, leisure life, community life,

spiritual life, among others (Kasser & Ryan, 1993). Because people who

value social recognition tend to work for longer hours and earn more

money (Richins & Dawson, 1992), they may experience increased levels

of satisfaction with work life, which in turn, may lead to increased life sat-

isfaction. Thus, we expect a positive correlation between the social recog-

nition motive of materialism and life satisfaction.

TABLE 10 Study 7: Correlation of materialism motives and values

Internal values External values Interpersonal values Happiness Social recognition Distinctiveness

Internal values 1.00

External values 0.678* 1.00

Interpersonal values 0.640* 0.738* 1.00

Happiness 0.075** 0.208* 0.199* 1.00

Social recognition 0.098** 0.246* 0.236* 0.826* 1.00

Distinctiveness 0.101** 0.199* 0.207* 0.786* 0.854* 1.00

*p < .005; **p < .01.

GUREL-ATAY ET AL. 601



We also hypothesize a positive correlation between the distinc-

tiveness motive of materialism and life satisfaction. For example,

research has demonstrated that material possessions are widely used

to symbolize one's distinctiveness as “being cool” (Rahman &

Cherrier, 2010). Those who are successful in reflecting their “cool-

ness” to others are likely to experience positive emotions; and those

who experience consistent positive emotions over time are likely to

experience higher levels of subjective well-being (Diener, 1994).

The satisfaction with life scale developed by Diener et al. (1985)

was used to measure life satisfaction. Five 9-point items (1 = strongly

disagree; 9 = strongly agree) were used. As expected, and as can be

seen from Table 11, positive and significant correlations were found

between life satisfaction and the social recognition motive (r = .121,

p < .001) and life satisfaction and the distinctiveness motive (r = .104,

p < .001). However, the correlation between the happiness motive

and life satisfaction was not significant (r = .011, p = .73).

We also tested the possible mediated relationships between the

instrumental materialism (i.e., state of materialism as measured by the

acquisition centrality dimension of the MVS), motives (i.e., terminal

values) and life satisfaction, by conducting a blocked multiple regres-

sion analysis. Instrumental materialism (acquisition centrality) was

entered in the first step and three materialism motives were entered

in the second step. The inclusion of three materialism motives in the

regression resulted in a significant increase in explained variance with,

Fincrement (3, 945) = 22.415; p < .001; ΔR2 = .065. The state of materi-

alism (i.e., acquisition centrality) had a significant negative impact on

life satisfaction at both the first step (β = −.153; t = −4.779; p < .001)

and the second step (β = −.269; t = −6.971; p < .005). Happiness had

a significant negative effect on life satisfaction (β = −.173; t = −2.869;

p < .005) while both social recognition (β = .311; t = 4.567; p < .001)

and distinctiveness (β = .110; t = 1.772; p < .077) had positive effects.

Overall, in the second step, 8.8% of the variance in life satisfaction

was explained by the variables in the model (F[4, 949] = 22.907;

MSres = 3.506; p < .001; R2 = .088; and adjusted R2 = .085).

4 | DISCUSSION

Previously, materialism has been defined either as a trait (Belk, 1984)

or a value (Richins & Dawson, 1992). Like Richins and Dawson (1992),

we also conceptualize materialism as a value. We, however, differenti-

ate between terminal and instrumental values (Rokeach, 1973) and

demonstrate that materialism is an instrumental value used to attain

three terminal values: happiness, social recognition, and distinctive-

ness. It is important to measure the different motives underlying

materialism to understand its impact on consumers' well-being.

Because previous materialism scales do not measure these three

motives of materialism adequately, we set to develop our MMM. Six

separate studies conducted in the United States provided evidence

for dimensionality, internal consistency, discriminant validity, nomo-

logical validity, and non-susceptibility to social desirability bias. Data

collected in five other countries were used to test measurement

invariance. The results suggest that the new measure can be used in

other countries with confidence. Accordingly, we believe that the

MMM will help researchers conduct more reliable and valid

materialism-related research both in the United States and elsewhere.

With respect to the nomological validity of the MMM (i.e., the

potential impact of materialism on consumer well-being), we conclude

that our data provided some support in relation to personal values and

life satisfaction. Specifically, we demonstrated a negative relationship

between the state of materialism (as measured by acquisition centrality

of the MVS) and an established measure of life satisfaction. Moreover,

we established that this negative relationship is mediated mostly by the

happiness motive of materialism, not the other two motives (distinc-

tiveness and social recognition). These findings altogether provided

additional support for the construct validity of the MMM.

4.1 | Implications

The conceptualization of materialism as an instrumental value and the

MMM can assist in the formulation of public policy. As previously

mentioned, materialistic consumption is one of the paths, or modes of

behavior, to attain desirable end-states (i.e., happiness, social recogni-

tion, and distinctiveness). The MMM conceptualization suggests that,

to avoid negative feelings associated with materialism (such as dissat-

isfaction with material life), people can either choose other paths

toward the attainment of these three terminal values, or they can

change their value structure by not endorsing these three values as

ultimate goals in life. Because values are hard to change, however, it is

more reasonable to evaluate alternative ways to attain the aforemen-

tioned terminal values. Consumer education programs can be

designed to help materialistic people find other paths toward their

desired end-goals. In addition, public policy makers can use the MMM

TABLE 11 Study 8: Correlation of materialism motives, instrumental materialism, and life satisfaction

Happiness Social recognition Distinctiveness Instrumental materialism Life satisfaction

Happiness 1.00

Social recognition 0.826* 1.00

Distinctiveness 0.786* 0.854* 1.00

Instrumental materialism 0.591* 0.525* 0.501* 1.00

Life satisfaction 0.011 0.121* 0.104* −0.153* 1.00

*p < .001.
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to identify the main drivers of becoming materialistic and encourage

people to use these drivers in more adaptive ways. For instance, a

person who has high need for distinctiveness can be encouraged to

evaluate their “self” much more so than their material life. Doing so,

should enhance life satisfaction judgments. In other words, consumer

education programs can help people to re-evaluate their priorities

among different life domains by identifying the main motives of

materialism.

Moreover, identifying the main motives of materialism can help

marketers and policy makers effectively design and deliver goods and

services in ways that enhance life satisfaction. This could include

goods and services that support a person's need for relatedness with

others (Deci & Ryan, 2000), which similarly satisfy the needs for dis-

tinctiveness and social recognition. Finally, future research can test

alternative paths to help public policy makers design education pro-

grams to alleviate possible detrimental effects of materialism on life

satisfaction.

4.2 | Limitations and future research

In spite of the extensiveness of our work and resultant findings, we

believe more work is needed to further establish construct validity of

the MMM. This study focused on only three motives of materialism.

Future studies can examine other motives of materialism and their

well-being consequences (cf. Shrum et al., 2013; Srivastava

et al., 2001). In addition, future empirical studies can examine the

effect of MMM on variables affecting well-being including frequency

of social comparison (Sirgy, 1998), economic motivation, and expected

future life satisfaction (Sirgy et al., 2019).

Because validity testing of a newly established measure is an

ongoing process, we encourage materialism researchers to use the

MMM to test theoretical relationships between materialism, material-

ism motives, and other constructs. For example, future research could

test the nomological validity of the MMM by relating the distinctive-

ness motive of materialism with well-developed measures of the need

for distinctiveness in a consumer context (e.g., Tian et al., 2001). One

would assume that those who pursue material acquisitions and pos-

sessions to achieve distinctiveness would rate highly on measures of

need for distinctiveness. Similarly, individuals scoring high on the

social recognition motive of materialism should score highly on mea-

sures that capture the need for social recognition as a personality trait

(e.g., Kishton & Widaman, 1994). Furthermore, individuals scoring

high on the happiness motive of materialism should score highly on

measures of need for fun and excitement (e.g., Zuckerman, Kolin,

Price, & Zoob, 1964). Moreover, we encourage the use of MMM in

cross-cultural studies. Results from these studies should help us con-

tinue with the testing of measurement invariance of the MMM across

different countries. Doing so can help further establish the validity of

the MMM.

This study examined the predictive validity of MMM in relation to

personal values and overall life satisfaction. Yet, materialistic con-

sumers may have multiple motives simultaneously and we know little

about the interrelationship among the multiple motives (e.g., whether

they complement each other versus supplement each other) in affect-

ing these criterion variables. Future studies can further examine the

role of various materialism motives in affecting the relationship

between materialism and life satisfaction. In this study, we found the

distinctiveness motive and social recognition motive to be positive

mediators between materialism and life satisfaction; whereas, as

hypothesized, the happiness motive was a negative mediator. This

means that past research that has documented a negative relationship

between materialism and life satisfaction (e.g., Burroughs &

Rindfeisch, 2002; Dittmar et al., 2014; Sirgy et al., 2012) can be attrib-

uted mostly to the happiness motive of materialism, not the distinc-

tiveness nor success motive. This phenomenon has been tested more

recently (Sirgy et al., 2019); and as such, these collective findings pro-

vide further support of the construct validity of the MMM. One may

argue that those motivated by happiness in their pursuit of material

acquisitions are likely to have unrealistically high expectations about

their standard of living (Sirgy et al., 2013). Accordingly, future studies

should also formally develop and test a theoretical model linking

MMM with life satisfaction that could be extended to include vari-

ables such as frequency of social comparison (Sirgy, 1998) and eco-

nomic motivation (Sirgy et al., 2019). Potential mediators may include

expectations of material life, actual evaluation of material life, impact

on self, and satisfaction of basic psychological needs, among others.

Focusing on the positive mediators (distinctiveness and social recog-

nition), future research could test the notion that the positive mediation

effect of the distinctiveness motive between materialism and life satisfac-

tion may be moderated by those who are rated highly on independent

self-construal (Markus & Kitayama, 1991; Singelis, 1994). Conversely, the

positive mediation effect of the social recognition motive between mate-

rialism and life satisfaction may be moderated by those who are rated

highly on interdependent self-construal.

In this study, we found a positive and significant relationship

between the distinctiveness motive and internal personal values and

also between the social recognition motive and external personal

values. One can argue that the positive relationship between the dis-

tinctiveness motive and internal values is more pronounced for indi-

viduals in individualistic cultures (i.e., individuals with idiocentric

tendencies and/or independent self-construal). One can also argue

that the relationship between social recognition motive and external

values is more pronounced for allocentric people (Triandis, Leung,

Villareal, & Clack, 1985) and people with interdependent self-

construal (Markus & Kitayama, 1991; Singelis, 1994). This could like-

wise be explored in future studies.

We conducted a separate study (Study 6) to ascertain whether

social desirability is a threat to the model. One can argue that social

desirability is potentially a substantial threat to respondents in collec-

tivistic cultures and for people with a high-power distance. Although

we included both the individualistic and collectivistic countries in our

cross-cultural validation study, we did not include the Social Desirabil-

ity Bias measure in our data collection. Thus, it is recommended that

the measure of social desirability be included in future studies testing

the predictive validity of MMM.
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