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Abstract  
The purpose of this research is to determine the effects of materialism and hedonic shopping value on 
impulse buying behavior and the effect of materialism on hedonic shopping value. The study sample was 
comprised of students selected via convenience sampling method at one state university in the Marmara 
Region of Turkey. The analysis of the data acquired by face-to-face questionnaire method from a total of 
464 university students was performed by factor analysis. Structural equation modeling was used to 
assess the effects of materialism and hedonic shopping value on impulse buying behavior and the effect 
of materialism on hedonic shopping value. The findings showed that the success dimension of material-
ism has a positive effect on all dimensions of hedonic shopping value and that the success and centrality 
dimensions of materialism have a positive effect on impulse buying behavior. Also, it was observed that 
the happiness dimension of materialism has a negative effect on impulse buying behavior and all dimen-
sions of hedonic shopping value. Furthermore, it was seen that the social interaction and praise from 
others dimensions of hedonic shopping value have a negative effect on impulse buying behavior. These 
findings can help theorist and marketers better understand young people’s impulse buying behaviors. 
 
Keywords: Impulse buying behavior, materialism, hedonic shopping value, university students, 

Turkey. 
 

mailto:xxxxx@xxxx.com
mailto:serdem@nku.edu.tr
mailto:https://orcid.org/0000-0002-7514-8347


ISSN:2528-9527  
E-ISSN : 2528-9535 

Yıl Year : 11 
Cilt Volume:17 
Sayı Issue :36 

Nisan April 2021   
Makalenin Geliş Tarihi Received Date: 17/08/2020 

Makalenin Kabul Tarihi Accepted Date: 30/04/2021 

OPUS © Uluslararası Toplum Araştırmaları Dergisi-International Journal of Society Researches 
ISSN:2528-9527 E-ISSN : 2528-9535  
http://opusjournal.net                                                                           

  

Materyalizm ve Hedonik Alışveriş Değerinin Anlık 
Satın Alma Davranışı Üzerine Etkileri: Türkiye’deki 

Üniversite Öğrencileri Üzerine Bir Araştırma 
 
 

* 
Öz 
Bu araştırmanın amacı, materyalizm ile hedonik alışveriş değerinin anlık satın alma davranışı üzerin-
deki etkilerini ve materyalizmin hedonik alışveriş değeri üzerindeki etkisini belirlemektir. Çalışmanın 
örneklemi, Türkiye’nin Marmara Bölgesi'ndeki bir devlet üniversitesinde kolayda örnekleme yöntemi 
ile seçilen öğrencilerden oluşmuştur. Toplam 464 üniversite öğrencisinden yüz yüze anket yöntemi ile 
edinilen verilerin analizi faktör analizi ile yapılmıştır. Materyalizmin ve hedonik alışveriş değerinin 
anlık satın alma davranışı üzerindeki etkilerini ve materyalizmin hedonik alışveriş değeri üzerindeki 
etkisini değerlendirmek için yapısal eşitlik modellemesi kullanılmıştır. Bulgular, materyalizmin başarı 
boyutunun hedonik alışveriş değerinin tüm boyutları üzerinde olumlu bir etkisinin olduğunu ve ma-
teryalizmin başarı ve merkeziyetçilik boyutlarının anlık satın alma davranışı üzerinde olumlu bir etki-
sinin olduğunu göstermiştir. Ayrıca, materyalizmin mutluluk boyutunun, anlık satın alma davranışı 
ve hedonik alışveriş değerinin tüm boyutları üzerinde negatif bir etkisinin olduğu görülmüştür. Ayrıca, 
hedonik alışveriş değerinin sosyal etkileşim ve başkalarından övgü boyutlarının anlık satın alma davra-
nışı üzerinde negatif bir etkisinin olduğu görülmüştür. Bu bulgular, teorisyenler ve pazarlamacıların, 
gençlerin anlık satın alma davranışlarını daha iyi anlamasına yardımcı olabilir. 
 
Anahtar Kelimeler: 
 

Anlık satın alma davranışı, materyalizm, hedonik alışveriş değeri, üniversite 
öğrencileri, Türkiye. 
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Introduction    
 

It can be observed when studies in literature are examined that purchases 
made by way of impulse buying hold a significant share (Cobb and Hoyer, 
1986; Kacen, 2003; Rook and Fisher, 1995; Rook and Hoch, 1985). According 
to a study carried out on two thousand people in determined the United 
States of America, an average American consumer spends about 5400 (five-
thousandfourhundred) American Dollars on impulse buying annually 
(O’Brien, 2018). As of early 21st century, impulse buying has reached a sales 
volume exceeding 4 billion dollars annually (Kacen and Lee, 2002). It has been 
determined that about 60% of all purchases in certain retail market groups 
are comprised of unplanned purchases based on a sudden impulse (Point of 
Purchase Advertising International [Popai], 2014).  

The relationships between impulse buying behavior (IBB) and various de-
mographic and personal factors such as gender (Aytekin and Ay, 2015; Coley 
and Burgess, 2003; Dittmar, Beattie and Friese, 1995; Tifferet and Herstein, 
2012; Wu, I-L., Chiu, M-L. and Chen, K-W., 2020), age (Bellenger, Robertson 
and Hirschman, 1978; Ghani and Jan, 2011), credit card (Badgaiyan and 
Verma, 2015; Thomas, Desai and Seenivasan, 2011) and having money 
(Badgaiyan and Verma, 2015) and changes in income (Rook and Hoch, 1985) 
have been examined in many different studies. 

It has been put forth in various former studies that IBB is positively related 
with materialism (Sen, Nayak, 2019; Troisi, Christopher and Marek, 2006) and 
hedonism (Çağlıyan, Gültekin and Gelmez, 2018; Herabadi, Verplanken and 
Knippenberg, 2009; Yu and Bastin, 2010). Troisi et al. (2006) determined that 
highly materialistic individuals have a greater tendency for impulse buying. 
Herabadi et al. (2009) observed that consumers live an enjoyable experience 
via highly emotional stimulations during impulse buying, that there are he-
donic elements involved in impulse buying indicating a strong relationship 
between the two. However, to the best of authors’ knowledge, a study by Lins 
et al. (2015) have been found in the literature which directly examines the ef-
fects of both materialism and hedonic shopping value (HSV) on IBB as well 
as the effect of materialism on HSV. Lins et al. (2015) determined that impulse 
buying is positively correlated with materialism and hedonism; in addition 
they concluded that hedonism partly mediated the effect of materialism on 
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impulse buying. Also, it has been determined that the impulse buying oppor-
tunities of consumers has increased with increasing shopping channels and 
e-commerce; it has been indicated that non-western cultures do not have suf-
ficient knowledge on impulse buying (Kacen and Lee, 2002). Similarly, Yu 
and Bastin (2010) stated that the changes that take place in non-western coun-
tries due to economic advancements and transformations leading to changes 
in the concepts of consumption have resulted in creating an environment 
suitable for impulse buying but they also indicated that the knowledge on 
impulse buying is low outside of the western societies. Hence, it is considered 
that the present study on university students in Turkey will make significant 
contributions to literature. Having knowledge on the relationship between 
materialism and HSV and the level at which they are motivations for impulse 
buying will provide us up to date knowledge on impulse buying tendencies 
in Turkey in addition to providing significant findings to the related individ-
uals and businesses for developing and implementing suitable marketing 
strategies. 

 

Conceptual Background and Hypotheses Development 
 

Materialism 
 

Materialism is a value that guides consumer’s preferences and behaviors in 
various cases within consumption areas (Richins and Dawson, 1992). Materi-
alism is the importance and value attributed to property (Belk, 1984). Materi-
alism is an orientation that sees money and goods with monetary value as 
important in the path of social development and individual happiness (Ward 
and Wackman, 1971). One can see that materialism was stated differently by 
various researchers. Since having worldly possessions is at center the life of 
one who has adopted materialism at the highest level, it is accepted to cause 
the greatest satisfaction or dissatisfaction to an individual (Belk, 1984).  

Richins and Dawson (1992) indicated three subjects that emerge in mate-
rialism and explained them: The first is “acquisition centrality” (p. 304) used 
when the desire for physical assets, having property and acquiring them is 
transformed into a style of life meaning that the individual consumes for the 
sake of consuming. The second is “acquisition as the pursuit of happiness” (p.304) 
which defines attaining happiness not by way of personal relations, experi-
ences or successes but by way of acquiring physical assets since materialists 
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consider it obligatory to own physical objects for satisfaction in life. Whereas 
the last one is “possession-defined success” (p. 304) used for the idea that success 
is defined by the amount and value of physical assets owned since the value 
of physical assets is determined based on their cost rather than the level at 
which they satisfy the individual because they are proofs of being a partici-
pant of the desired life not only by way of status but also by reflecting the 
desired self-image.  

Seo and Huh (2004) carried out a study on 645 university students for de-
termining the effect of materialism on utilitarian and hedonic shopping val-
ues as a result of which the effect of materialism on HSV was shown. Troisi 
et al. (2006) indicated that highly materialistic individuals seek sensation. Bur-
roughs and Rindfleisch (2002) concluded that materialism is associated with 
hedonism indicating that materialist individuals seek hedonistic pleasure. 
Richins (1987) determined that material satisfaction or in other words the life 
standard satisfaction is positively related with general satisfaction for those 
with materialistic tendencies. Therefore, it can be said that meeting the needs 
by experiencing products and their functions is part of life standard satisfac-
tion. Thus, it can be stated that the life standard due to acquired products is 
related with comfort, leisureliness, joy and pleasure. Hence, the following hy-
potheses were put forth taking into consideration that adoption of material-
ism by consumers has a statistically significant effect on HSV:  
• H1: Success has a significant effect on the fun dimension of HSV.  
• H2: Success has a significant effect on the praise from others dimension 

of HSV.  
• H3: Success has a significant effect on the escapism dimension of HSV.  
• H4: Success has a significant effect on the social interaction dimension of 

HSV.  
• H5: Centrality has a significant effect on the fun dimension of HSV.  
• H6: Centrality has a significant effect on the praise from others dimension 

of HSV.  
• H7: Centrality has a significant effect on the escapism dimension of HSV.  
• H8: Centrality has a significant effect on the social interaction dimension 

of HSV.  
• H9: Happiness has a significant effect on the fun dimension of HSV.  
• H10: Happiness has a significant effect on the praise from others dimen-

sion of HSV.   
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• H11: Happiness has a significant effect on the escapism dimension of 
HSV.  

• H12: Happiness has a significant effect on the social interaction dimen-
sion of HSV.  

 

Hedonic Shopping Value (HSV) 
 

Hedonism is a doctrine that accepts that everything which gives pleasure is 
beneficial and attractive while pleasure is the sole purpose of life (Akalın et 
al., 2011). Rudawska, Petljak, and Stulec (2015) indicated that the hedonic 
value can be considered as emotional benefits arising from the shopping ex-
perience stating that it mirrors the joy and emotional value of shopping. 
Shopping value is not limited only with acquiring a product but is actualized 
by way of “complete shopping experience” (Babin, Darden and Griffin, 1994, 
p. 645).  

Tauber (1972) carried out a study on the reasons for buying in which it 
was indicated that consumers do not decide to go shopping only when they 
need a certain product but that they are also motivated for shopping when 
they want to meet people with similar interests, when they want to spend 
their free time, be with their peers, exercise and need attention. Hence, all 
consumer behaviors are not based solely on meeting functional, economic or 
physical needs and consumer value can be utilitarian as well as hedonistic 
(Babin et al., 1994). Utilitarian shopping value is described as buying behav-
iors that are directed towards a certain goal, that are rational and task ori-
ented, and whereas HSV is more emotional, experiential and personal in 
comparison with the utilitarian shopping value and indicates the relationship 
between reference groups and consumers while also showing the potential 
entertainment value of shopping (Yu and Bastin, 2010). Therefore, hedonic 
buying, hedonic values are important elements in the life of consumers. 

Yu and Bastin (2010) carried out a study in which they examined the im-
pulse buying behaviors of consumers within the framework of HSV aiming 
to define the dimensions of HSV. Novelty from among these dimensions, also 
known as idea shopping in other studies, indicates seeing new products and 
keeping up with new trends (Arnold and Reynolds, 2003). Fun is defined as 
the meeting of the needs of consumers for dreaming as well as aesthetics, 
pleasure or emotional relaxation (Ducoffe, 1996). Many individuals enjoy and 
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are motivated by receiving praise from people around them on what they do, 
wear, eat and/or the roles they take on during their daily lives. Yu and Bastin 
(2010) indicated that consumers value praise from others and compliments and 
that their impulse buying probability is significantly increased in a positive 
manner. Escapism is a means for the individual to escape from an unhappy 
state or their concerns. In addition, excessive emotional stimulation and an 
active imagination intensify the anxieties experienced. Therefore, such indi-
viduals may feel a greater need to take part in activities that enable them to 
forget their problems and escape from the undesired realities of daily life 
(Hirschman, 1983). Social interaction dimension expresses the joy of shopping 
with family and friends as well as the joy of socializing and establishing 
bonds with others while shopping and reflects the tendency for closeness in 
interpersonal relations during shopping (Arnold and Reynolds, 2003).  

Babin et al. (1994) conducted a study with an approach accepting that all 
consumer behaviors are not geared towards meeting certain functional, phys-
ical or economic needs as a result of which a positive relationship was deter-
mined between unplanned purchases including impulse buying and HSV. 
Rook (1987) carried out a study in which it was put forth that intensive emo-
tional states accompany the impulse buying urge, that the emotions which 
accompany impulse buying include hedonic elements for about half of the 
participants and that impulse buying is accompanied by emotions that make 
them feel bad for some of the consumers. Miao (2011) concluded that there is 
a relationship between IBB and HSV. Mamuaya and Tumiwa (2017) deter-
mined that the hedonic shopping motivation has a major effect on impulse 
buying. Aytekin and Ay (2015) carried out a study in which a positive and 
weak but statistically significant relationship was determined between he-
donic consumption and IBB. Lins et al. (2015) determined that hedonic shop-
ping motivation is positively correlated with impulse buying. Yu and Bastin 
(2010) carried out a study investigating the relationship between the HSV of 
Chinese consumers and their tendencies for impulse buying as a result of 
which significant results were acquired indicating that there are strong rela-
tions between impulse buying and hedonic responses and especially fun, 
novelty and praise from others. However, they also concluded that impulse 
buying intention is positively related with escapism and negatively related 
with social interaction and that these two relations are not statistically signif-
icant. Based on these results, it can be indicated that the HSV is an important 
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motivation for IBB. The following hypotheses were put forth based on these 
findings:  
• H13: Fun has a significant effect on IBB.  
• H14: Praise from others has a significant effect on IBB.  
• H15: Escapism has a significant effect on IBB.  
• H16: Social interaction has a significant effect on IBB.  

 

Impulse Buying Behavior (IBB) 
 

Rook (1987) indicated that the purchase impulse is hedonically complex 
which may result in an emotional conflict in the consumer, and IBB is a sud-
den, effective and stubborn desire for consumers to buy anything immedi-
ately. 

Stern (1962) stated that impulse buying is used synonymously with un-
planned buying used for purchases of the consumer that were not planned 
beforehand. In later years, Rook (1987) put forth that impulse buying is a 
more specific concept with a narrower scope in comparison with unplanned 
buying indicating that impulse buying is a unique psychological behavior 
that is different from planned buying behaviors. According to Beatty and Fer-
rell (1998), the impulse buying involves experiencing the urge to purchase, 
albeit unplanned. Impulse buying has been described as purchase that in-
volves an emotional answer to a stimulating object without previous plan-
ning or thought (“Impulse Purchase”, n.d.). Based on these explanations, it 
can be stated that every impulse buying is an unplanned purchase. However, 
every unplanned purchase cannot be defined as impulse buying. 

Visual contact with a product or promotion stimulant may result in im-
pulse buying response in the consumers; however impulse buying stimulus 
can also emerge without any visual contact. It has been observed that some 
individuals suddenly go out with an impulse to buy something without any 
contact with an external stimulant (Rook, 1987). Stern (1962) classified IBB as 
suggestion, reminder, pure and planned impulse buying that is, impulse pur-
chase that takes place when shopping for previously planned products. Rook 
and Hoch (1985) explained impulse buying with a psychological model com-
prised of five factors, which are disregarding the consequences of impulse 
purchase; a decrease in cognitive assessment; the beginning of psychological 
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conflict; a state of psychological disequilibrium and desire to act suddenly 
and spontaneously, thereby putting forth the characteristics that reveal IBB.  

There are different factors indicated in the literature that affect the impulse 
buying experience. Researchers such as Stern (1962) and Kollat and Willett 
(1969) have put forth that IBB is triggered when the individual is subject to a 
stimulant such as advertisement, store arrangement, sales personnel and pro-
motion activities. Whereas some researchers (Amos, Holmes and Keneson, 
2014; Badgaiyan and Verma, 2014) have focused on examining the consumer 
behavior during the purchasing decision making process in order to define 
the external factors such as situational, store and product characteristics and 
internal factors such as personal characteristics that trigger impulse buying. 
The sensory and environmental factors in a store environment controlled by 
the marketers such as visual factors, advertisements, promotions, scent, mu-
sic, product price are defined as external cues that trigger IBB, whereas the 
positive and negative moods of consumers and their mental states are defined 
as internal cues that trigger IBB (Youn and Faber, 2000). Lins et al. (2013) in-
dicated the three elements that characterize the tendency for impulse buying 
as; materialism, hedonic motives and need for cognition.  

Troisi et al. (2006) determined that highly materialistic individuals have 
higher impulse buying tendencies. Lins et al. (2015) determined that materi-
alism is positively associated with impulse buying. It was put forth in various 
studies that materialism is an important and significant predictor of the time 
spent on shopping and that those with high materialistic tendencies shop 
more frequently and spend more time (Fitzmaurice and Comegys, 2006) and 
money on shopping (Fitzmaurice and Comegys, 2006; Garðarsdóttir and 
Dittmar, 2012; Watson, 2003). When it is taken into consideration that these 
results, the following hypotheses were developed: 

• H17: Success has a significant effect on IBB.  
• H18: Centrality has a significant effect on IBB.  
• H19: Happiness has a significant effect on IBB.  
 

Method 
 

Survey methodology was used in the present study. The following sections 
explain the research model, data source and sample, measurement instru-
ment and data analysis. 
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Research Model 
 

Figure 1, shows the research model put forth based on the relations deter-
mined by way of the hypotheses on materialism, HSV and IBB. In the context 
of the model, the effects of each dimension of materialism and each dimen-
sion of HSV are examined separately.  

 
          
      
     
  
        
  
       
     
        
       
 
   
    
  
     

Figure 1. Research Model 
 

Data Source and Sample 
 

Data acquired via face-to-face questionnaire method applied on students at 
one state university in the Marmara Region, which is the most developed re-
gion of Turkey, were used in the present study. The Marmara Region has the 
largest youth population with almost three million seven hundred thousand 
individuals between the ages of 15-24 (TUIK, 2019). State universities in the 
Marmara Region are preferred by many students with different socio-eco-
nomic levels from all regions in Turkey. University students correspond to 
the young population and young people are targeted more and more by mar-
keters since they make up the consumers of the future, they use new technol-
ogies more and since marketing communication mostly takes place by way 
of internet technologies in our day which makes them be more sensitive to 

H16 

H19 

H15 

H18 

H14 

H17 

H13 

H8 
H12 

H11 
H10 

H7 

H6 
H3 
H2 

H5 

H9 

H1 

Impulse Buying 
Behavior 

Fun 

Success 

Praise from 
Others 

Centrality 

Escapism 

Happiness 

Social Interac-
tion H4 



The Effects of Materialism and Hedonic Shopping Value on the Impulse Buying Behavior: A 
Study on University Students in Turkey 

2528 ♦ OPUS © Uluslararası Toplum Araştırmaları Dergisi   

specific buying behaviors such as impulse buying. Even though there are var-
ious studies in literature on IBB, the number of studies on university students 
is relatively low and thus the present study has been carried out on university 
students in Turkey.  

Written approvals were acquired from the Social Sciences Research Ethics 
Committee of Yalova University (report date: April 02, 2019) for this study.  

Verbal informed consent was taken from the students prior to the survey 
application and the students were informed that the survey is on impulse 
buying, materialism and HSV. Moreover, they were also informed that they 
may refuse to respond to the survey at any time.  

There are a total of 12.640 associate degree and undergraduate degree stu-
dents on the university in question (Yalova University, 2019). According to 
Sekeran (1992), the sufficient sample group size is 375 if the main mass is com-
prised of 15.000 units. Sample units were selected via convenience sampling 
method from among non-random sampling methods. The questionnaire was 
applied on 521 students and 464 questionnaires were included in the analysis 
after excluding incomplete or incorrectly filled questionnaires. The de-
mographics of the students are reported in Table 1. 

  
Table 1. Demographics of the Students 

Gender f % Age F % 
Female 273 58,8 18-20 285 61,4 
Male 191 41,2 21-23 155 33,4 
Monthly Household Income f % 24-26 16 3,5 
2000 TRY < 106 22,8 27+ 8 1,7 
2001-4000 TRY 227 48,9 Educational Status f % 
4001-6000 TRY 82 17,7 Associate degree student 172 37,1 
6001-8000 TRY 22 4,7 Undergraduate degree student 292 62,9 
8001-10000 TRY 17 3,7    
10001 TRY ˃ 10 2,2    
Total 464 100 

 

When Table 1 is examined, it is seen that majority of the students who took 
part in the research were female (58,8 %), between the 18-20 age interval (61,4 
%), were undergraduate degree students (62,9 %) and that about half of them 
(48,9 %) had a monthly family income of 2001-4000 TRY. 

 

Measurement Instrument 
 

Scales the reliability and validity of which have been proven by way of scien-
tific studies have been used in the questionnaire of the present study. The 
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questionnaire consisted of four parts. In the first part, materialism was meas-
ured via the 18 item materialism scale developed by Richins and Dawson 
(1992); in the second part, the dependent variable of the research, IBB was 
measured via the 9 item buying impulsiveness scale developed by Rook and 
Fisher (1995) and in the third part, HSV was measured via the 15 item HSV 
scale developed by Yu and Bastin (2010). The scales were first translated into 
Turkish after which the Turkish text was translated once again into English 
by different translators based on the back‐translation method thereby correct-
ing the semantic shifts. Linguistic equivalence study was then carried out to 
ensure consistency between the original scale and its Turkish version thus 
giving the scale its final form. Each of the expressions in the scales were pre-
pared as 5-point Likert type ranging between I do not agree at all=1 and I 
completely agree=5. Demographic items such as age, gender and income 
were included in the questionnaire in addition to these scales. 

 

Data Analysis 
 

The data obtained were coded and uploaded to the computer. The data were 
analyzed via SPSS 17 and SPSS Amos 24 software. Frequency distributions, 
factor analysis and Structural Equation Modeling (SEM) were used for data 
analysis.  

 

Findings 
 

Structural validity was tested with factor analysis. Therefore, explanatory fac-
tor analysis was used to the scales in the study. As a result of the first factor 
analysis applied to each of the scales; those with an unstable structure, or in 
other words those with similar factor loads under different factors and varia-
bles with factor loads of less than 0,5 were excluded after which the analyses 
were repeated. As can be seen in Table 2, it can be observed that the KMO 
value is above the lowest desired value of 0,50 with 0,894 in the impulse buy-
ing scale; 0,889 in the HSV scale and 0,742 in the materialism scale (Hair, 
Black, Babin and Anderson, 2014). The Bartlett test values of all three scales 
were statistically significant (p= 0,000). As can be seen, the data sets of all three 
scales are suited for factor analysis. 
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Table 2. KMO Measure of Sampling Adequacy and Bartlett’s Test  

 
Impulse  
Buying  
(IBB) Scale 

Hedonic  
Shopping Value  
(HSV) Scale 

Materialism 
Scale 

Kaiser-Meyer-Olkin Measure  
of Sampling Adequacy 

,894 ,889 ,742 

Bartlett’s Test of Sphericity Approx. Chi-Square 1600,224 2568,498 682,486 
Degrees of Freedom (df) 36 66 36 
Level of Significance (Sig)  ,000 ,000 ,000 

 

Principal Component Analysis was used as the method for factor analysis 
and Direct Oblimin (Delta: 0) was preferred as the rotation method. The ac-
quired factors, their eigen values, the factor loads for the variables of these 
factors, the variance explained by each factor and the total variance along 
with the reliability values for these factors can be seen in Table 3.  

 

Table 3. Result of the Explanatory Factor Analysis  
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Impulse Buying Behavior (IBB) Scale 48,673    
Factor: Impulse Buying Behavior 4,381 48,673   0,865  
I often buy things without thinking. 0,846 -  0,771 
“Just do it” describes the way I buy things. 0,777 -  0,686 
“Buy now, think about it later” describes me. 0,763 -  0,668 
I often buy things spontaneously. 0,716 -  0,613 
“I see it, I buy it” describes me.  0,716 -  0,613 
Sometimes I feel like buying things on the spur-of-the-moment. 0,644 -  0,545 
Sometimes I am a bit reckless about what I buy. 0,606 -  0,507 
I buy things according to how I feel at the moment. 0,604 -  0,506 
I carefully plan most of my purchases.* 0,554 -  0,455 
Hedonic Shopping Value (HSV) Scale 72,861    
Factor 1: Fun 5,455 45,458   0,900  
During shopping, I feel excited. 0,883 0,865  0,775 
This shopping activity makes me happy. 0,876 0,870  0,785 
Compared to others, spending time on shopping is so enjoyable. 0,865 0,856  0,772 
This shopping is a wonderful experience. 0,812 0,833  0,750 
It seems that I explore a new world when I go shopping. 0,709 0,762  0,667 
Shopping is a way to relieve pressure from myself. 0,504 0,694  0,630 
Factor 2: Social interaction 1,235 10,293   0,651  
I like to go shopping with others. 0,852 0,859  0,483 
Shopping with others is a good way to enhance friendship. 0,850 0,860  0,483 
Factor 3: Praise from others 1,043 8,696   0,657  
I imagine others’ reactions when I try on something. 0,922 0,892  0,489 
I enjoy compliments and words of praise from others when I shop. 0,731 0,815  0,489 
Factor 4: Escapism 1,010 8,414   0,728  
I feel excited taking risks while shopping. 0,895 0,896  0,572 
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I can escape from reality. 0,723 0,821  0,572 
Materialism Scale 58,540    
Factor 1: Success 2,768 30,760   0,689  
I like a lot of luxury in my life.  0,722 0,745  0,524 
Some of the most important achievements in life include acquiring mate-
rial possessions. 

0,713 0,692  0,421 

I like to own things that impress people. 0,702 0,704  0,461 
I admire people who own expensive homes, cars, and clothes. 0,690 0,710  0,485 
Factor 2: Centrality 1,265 14,060   0,617  
I usually buy only the things I need.* 0,883 0,875  0,447 
I try to keep my life simple, as far as possessions are concerned.* 0,729 0,774  0,447 
Factor 3: Happiness 1,235 13,720   0,558  
I have all the things I really need to enjoy life.* 0,793 0,778  0,391 
I wouldn't be any happier if I owned nicer things.* 0,763 0,751  0,364 
My life would be better if I owned certain things I don’t have. 0,564 0,632  0,349 

 

* Reverse code  
 

It can be observed when Table 3 is examined that the expressions in the 
IBB scale have been collected under a single factor following the factor anal-
ysis and that it explains about 48,673 % of the total variance. It is accepted that 
the explained variance is at least 30 % for a single factor structure 
(Büyüköztürk, 2006). It is observed that the expressions in the HSV scale are 
collected under four factors with an exploratoriness of 72,861 % and that the 
expressions in the materialism scale are collected under three factors which 
explain 58,540 % of the total variance. It is reasonable that the explained total 
variance ratio is at least 50 % for structures with multiple factors (Habing, 
2005).  

Cronbach’s Alpha coefficient was used for the reliability analysis carried 
out to determine internal consistency. The scale has low reliability if the 
Cronbach’s Alpha value is above 0,40 and below 0,60 and it is reliable if the 
value is above 0,60 and below 0,80. The scale has high reliability if the Alpha 
value is above 0,80 and below 1 (Karagöz, 2016; Kayış, 2008). Accordingly, it 
can be seen when the Cronbach’s Alpha coefficients presented in Table 3 are 
examined that the Cronbach’s Alpha coefficient values are between 0,9 and 
0,617, which only the Cronbach’s Alpha coefficient is 0,558 for the happiness 
factor of the materialism scale.  

Reliability is related with the sample group (Pallant, 2017). It has been in-
dicated that different reliability values can be obtained with the same scale 
using more homogeneous or heterogeneous sample groups (Thompson, 
2003). Since the sample group of the present study was comprised of students 
at a university in Turkey, it can be indicated to have an effect on the 
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Cronbach’s Alpha coefficient that the sample group is different with regard 
to the homogeneity/heterogeneity of the sample group used in the reference 
scales. In addition, Altunışık, Coşkun, Bayraktaroğlu and Yıldırım (2005) 
state that Cronbach’s Alpha coefficient of up to 0,5 is accepted by various re-
searchers as acceptable for analysis studies. Furthermore, George and Mal-
lery (2003) state that the unacceptable Cronbach’s Alpha coefficient is below 
0,5. Pallant (2017) indicate that the Cronbach’s Alpha coefficient related with 
the number of items of the scale and which is used for measuring internal 
consistency can be low (e.g.: 0,5) for short scales and that it would be better to 
calculate the inter-item correlation average when low Cronbach’s Alpha 
value is obtained. Accordingly, the corrected item-total correlation values 
were evaluated with Cronbach’s Alpha coefficient and the values are pre-
sented in Table 3.  

In general items with item-total correlation values of 0,30 and above dis-
tinguish the individuals well (Büyüköztürk, 2006). As can be seen in Table 3, 
internal consistency is at a sufficient and satisfactory level since the corrected 
item-total correlations values used in the reliability analysis are greater than 
0,30 (between 0,349 and 0,785).  

It was observed in the study as a result of the factor structures put forth 
via explanatory factor analysis that the test measurements generally support 
the theoretical structure. The expressions in the materialism scale are col-
lected under 3 factors and are in accordance with the study by Richins and 
Dawson (1992). It was observed that the expressions in the impulse buying 
scale are collected under a single factor. This indicates the accordance of the 
factor structure determined as a result of the factor analysis with that of the 
study by Rook and Fisher (1995). HSV was taken into consideration in the 
study by Yu and Bastin (2010) as 5 dimensional (fun, social interaction, praise 
from others, escapism and novelty). As a result of the factor analysis applied 
in this study, it was found that the expressions in the HSV were collected un-
der 4 factors. The factors determined in the scales as a result of factor analysis 
were named by taking into consideration the expressions collected under the 
factors and using the expressions in the factor names on the original scales 
that were taken as reference. The single factor in the impulse buying scale was 
named as “IBB” and the factors in the materialism scale were named as “suc-
cess”, “centrality” and “happiness” respectively. The factors in the HSV scale 
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were named as, “fun”, “social interaction”, “praise from others” and “escap-
ism”. 

Following the explanatory factor analysis, confirmatory factor analysis 
was applied in the study for the measurement model and the findings in Ta-
ble 4 have been determined after the required modifications. 

 

Table 4. Fit Indices for the Research Model  
Model Fit Indices Results Suggested Value References 
χ²/df 2,070 ≤3 Hayduck (1987) 
CFI 0,926 ≥0,9 Bagozzi and Yi (1988) 
TLI 0,914 ≥0,9 Bentler and Bonett (1980) 
IFI 0,927 ≥0,9 Bentler and Bonett (1980) 
RMSEA 0,049 ≤0,08 Jarvenpaa et al. (2000) 

 

The findings in Table 4 presenting the fit indices for the model indicate 
that the model fits the acquired data at a satisfactory level. As can be seen in 
the table, the fit values of the model are statistically proved to be significant 
and valid.  

The research hypotheses were tested by SEM using Amos. The structural 
model of the research is presented in Figure 2. The results of the performed 
hypothesis tests are summarized in Table 5. 

As can be seen in Table 5, findings indicate that the effects of the success 
dimension of materialism on all dimensions of HSV are statistically signifi-
cant. Hence, H1 (β=1.674; p <0,05), H2 (β=1.172; p <0,05), H3 (β=1.259; p <0,05) 
and H4 (β=0.947; p <0,05) are supported. It was observed that the effects of 
the centrality dimension of materialism on HSV dimensions are not statisti-
cally significant. Thus, H5 (β=0.215; p> 0,05), H6 (β=0.067; p> 0,05), H7 
(β=0.016; p> 0,05) and H8 (β=0.064; p> 0,05) are not supported. It was assumed 
that the happiness dimension of materialism has a statistically significant ef-
fect on fun (H9), praise from others (H10), escapism (H11) and social interac-
tion (H12). The findings indicate that the effects of the happiness dimension 
are statistically significant. Hence, H9 (β= -1.898; p< 0,05), H10 (β= -1.130; p< 
0,05), H11 (β= -1.255; p< 0,05) and H12 (β= -1.269; p> 0,05) are supported. 
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Figure 2. Structural Model 

 

It was assumed that materialism and HSV have statistically significant ef-
fects on IBB. The findings put forth that all dimensions of materialism and the 
social interaction and praise from others dimensions of HSV have statistically 
significant effects on IBB and that the fun and escapism dimensions of the 
HSV do not have statistically significant effects. Therefore, H14 (β= -0,513; p 
<0,05), H16 (β= -0,252; p <0,05), H17 (β=2,930; p <0,05), H18 (β=0,463; p <0,05) 
and H19 (β= -3,194;p <0,05) are supported, while H13 (β= -0,675; p> 0,05) and 
H15 (β=0,174; p> 0,05) are not supported.   
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Table 5. Structural Equation Model Findings 
Hypothesis Relationship Estimate CR Sig.  
H1 Success→Fun 1,674 7,564 0,000*** 
H2 Success→Praise from others 1,172 6,547 0,000*** 
H3 Success→Escapism 1,259 7,101 0,000*** 
H4 Success→Social interaction 0,947 5,387 0,000*** 
H5 Centrality→Fun 0,215 1,871 0,061 
H6 Centrality→Praise from others 0,067 0,771 0,441 
H7 Centrality→Escapism 0,016 0,175 0,861 
H8 Centrality→Social interaction 0,064 0,670 0,503 
H9 Happiness→Fun -1,898 -4,930 0,000*** 
H10 Happiness→Praise from others -1,130 -4,211 0,000*** 
H11 Happiness→Escapism -1,255 -4,512 0,000*** 
H12 Happiness→Social interaction -1,269 -4,237 0,000*** 
H13 Fun→IBB -0,675 -1,570 0,116 
H14 Praise from others→IBB -0,513 -2,942 0,003** 
H15 Escapism→IBB 0,174 1,062 0,288 
H16 Social interaction→IBB -0,252 -2,289 0,022* 
H17 Success→IBB 2,930 2,302 0,021* 
H18 Centrality→IBB 0,463 1,974 0,048* 
H19 Happiness→IBB -3,194 -2,004 0,045* 

 

IBB: Impulse Buying Behavior   *p < 0,05, **p < 0,005, ***p < 0,0001 
 

Discussion and Conclusion 
 

This study investigated the effects of materialism and HSV on IBB and the 
effect of materialism on HSV. The data acquired from students at one state 
university in Turkey were analyzed by factor analysis and SEM. As a conclu-
sion, it was observed that the success dimension, which is one of the three 
dimensions expressing materialism, has a significant and positive effect on all 
dimensions of HSV. Accordingly, individuals who define success as the 
amount and value of owned tangible goods, who enjoy owning things that 
impress people, who like luxurious life and who admire those who own ex-
pensive things are of the opinion that they can impress people and strengthen 
their images by buying valuable products and hence prove that they are suc-
cessful individuals, it is possible to state that during shopping these individ-
uals also meet their hedonistic demands such as social interaction, praise 
from others, escapism and fun, because it was determined that the success 
dimension has a significant and positive effect on the fun, social interaction, 
praise from others and escapism dimensions of HSV. This result of the study 
indicating that materialism has an effect on HSV is in accordance with the 
findings of studies by Burroughs and Rindfleisch (2002); Lins et al. (2015) and 



The Effects of Materialism and Hedonic Shopping Value on the Impulse Buying Behavior: A 
Study on University Students in Turkey 

2536 ♦ OPUS © Uluslararası Toplum Araştırmaları Dergisi   

Seo and Huh (2004). It was observed in the study that the centrality dimen-
sion of materialism does not have a statistically significant effect on HSV. 
Moreover, it was determined that the happiness dimension of materialism 
has a negative and significant effect on fun, social interaction, praise from oth-
ers and escapism dimensions of the HSV. This result of the study can be ex-
plained in line with the fact that Babin et al. (1994) characterized the HSV as 
a therapeutic activity, and Thompson, Locander and Pollio (1990) described 
consumers who, in a case study, went shopping for something fun when they 
felt depressed. This result can be interpreted such that a happy young indi-
vidual who is content with what he/she owns and who enjoys life does not 
need fun, social interaction, praise from others and escapism via HSV to be 
especially happy.  

It was observed that the success and centrality dimensions of materialism 
have a significant and positive effect on IBB. This result of the study is in ac-
cordance with the findings of Lins et al. (2015) and Troisi et al. (2006). It can 
be put forth that this result supports the idea that materialism plays a consid-
erable role in motivating IBB for young consumers who have a tendency for 
buying due to the gaps between their actual and ideal selves or for strength-
ening their images and expressing their selves by way of the material things 
they own. Hence, it can be stated that it impulse buying under stimulation is 
inevitable for individuals who identify success with the value and amount of 
the goods and property they have, who place owning tangible goods at the 
center of their lives and who see it as a fundamental goal of life. On the other 
hand, it was also concluded that the happiness dimension of materialism has 
a significant and negative effect on IBB. This result of the study is in accord-
ance with the research finding of Silvera, Lavack and Kropp (2008) that im-
pulse buying is negatively associated to subjective well-being, and the re-
search finding of Verplanken, Herabadi, Perry and Silvera (2005) that impulse 
buying is driving by low self-esteem and negative mood state effects. Because 
happiness is called subjective well-being in the literature (Diener, 2000; 
Scorsolini-Comin and dos Santos, 2010) and is used interchangeably (Diener, 
1994; Proctor, 2014). It can be indicated that this result is due to the fact that 
the study has been carried out on a population comprised of university stu-
dents. It is possible to indicate that the impulse buying probabilities especially 
with the aim of being happy will be low for university students who are of 
the opinion that they have almost everything to enjoy life. It can be suggested 
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that the two results indicating the happiness dimension has a negative effect 
on both HSV and IBB, support each other. Li, Patel, Balliet, Tov, and Scollon 
(2011) determined in their study in two different countries that materialism-
based happiness has different effects in different countries.  

Another result of this study indicates that the social interaction and praise 
from others dimensions of HSV have a significant and negative effect on IBB. 
This result is by contrast with the results of studies by Babin et al. (1994); Her-
abadi et al. (2009); Lins et al. (2015); Mamuaya and Tumiwa (2017) and Miao 
(2011). However, this result of the study is in accordance with the research 
finding of Rook and Fisher (1995) that impulsive trait tendencies are moder-
ated by normative effects and negative normative evaluations can discourage 
consumers from impulse buying. Because individuals who want to be ac-
cepted, liked and appreciated by their social environment will behave accord-
ingly. Also, Yu and Bastin (2010) put forth an insignificant negative relation-
ship between the social interaction dimension and impulse buying intention 
while Cinjarevic, Tatic and Petric (2011) between social shopping and IBB. 
The statistically significant result of this study which puts forth that the social 
interaction dimension has a negative effect on impulse buying can be ex-
plained as the fact that individuals who especially like shopping with others 
and who consider shopping together as an effective means for improving 
friendship, they refrain from IBB. Because IBB do not enable the opportunity 
of taking consideration of the other people’s opinions. Moreover, it can also 
be stated that these consumers try to show to those around them that they are 
balanced and reasonable individuals by refrain from impulse buying and that 
their behaviors are consistent. Yu and Bastin (2010) put forth within the con-
text of social interaction that people tend to strive to control their IBB in order 
to avoid being perceived as immature individuals who act unreasonably. The 
fact that the praise from others dimension was shown to have a negative and 
significant effect on IBB supports the negative relation between social inter-
action and impulse buying and strengthens its meaning. It can be stated that 
consumers who enjoy being approved by others when they try a new product 
and who want to receive praise when they shop shall refrain from IBB with 
motives of receiving praise and compliments and that they will opt for 
planned shopping in accordance with the expectations of the society.  

When these two dimensions (social interaction and praise from others) 
which are reported to have a negative effect on IBB are evaluated together, it 
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can be inferred that consumers who wish to receive praise from others and 
who want to show to their social environment that they are acting consist-
ently shall be uncomfortable and unhappy in cases of impulse buying and 
that they will feel emotions which will make them sad. As another finding of 
the study indicating that the fun dimension of HSV has a negative effect on 
IBB at a statistically insignificant level can be considered to be related with 
this. Because it can be assumed that individuals who are restless and un-
happy in cases of impulse buying shall refrain from IBB since they will not 
have fun when they shop on impulse. With regard to this evaluation, the 
aforementioned result is also in accordance with the results of the study by 
Rook (1987) indicating that intensive emotions accompany IBB that the emo-
tions accompanying impulse buying contain hedonic elements for about half 
of the participants and that IBB is accompanied by emotions that make the 
individual feel bad for some individuals. However, further studies on this 
topic are required in order to verify this assumption. It was also observed in 
the study that the escapism dimension of HSV has a positive effect on IBB but 
not at a statistically significant level. Yu and Bastin (2010) also mentioned in 
their studies a positive and statistically insignificant relationship between es-
capism and impulse buying intention. This result is also in accordance with 
the study by Yu and Bastin (2010).  

These results which put forth the effect of materialism on HSV and IBB as 
well as the effects of HSV on IBB, also point out that in general the young 
individuals included in the study in Turkey consider themselves happy. Also, 
it shows that they give importance to social interaction and pay attention to 
acting in a balanced and consistent manner in accordance with the expecta-
tions of the society and their environment.  

Based on the study results, it can be suggested to businesses to develop 
various strategies for increasing the value perceived by the customer by em-
phasizing the pleasure/hedonism provided by the products as well as own-
ership and acquisitions/materialism. With regard to businesses, it will be 
profitable to target highly materialistic individuals. In addition, individuals 
with low levels of materialism and hedonism should also be taken into con-
sideration separately by marketers using different means of persuasion. The 
study is also important for acquiring information on the financial status of 
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young individuals and their impulses for shopping. Knowledge of the shop-
ping habits of young people may enable them to establish healthier relation-
ships with money in general.  

The study has various limitations. The data were acquired in the study via 
convenience sampling method only from a sample group comprised of stu-
dents at one university in Turkey. Since the study was carried out with a sam-
ple group representing university students in Turkey, the results cannot be 
generalized. University students are relatively homogeneous (Thomas, Esper 
and Stank, 2010). Therefore, the demographic and personal factors that may 
have a moderating impact on the relationships between the research variables 
were left outside the scope of this study since the sample group of this study 
is relatively more homogeneous than a normal population. It may be benefi-
cial to evaluate how the relationships between the research variables vary 
with regard to demographic and personal factors by using a more general 
consumer population in future studies. It may also be suggested for future 
studies to carry out studies comparing different countries. Also, carrying out 
an experimental study for evaluating the research variables will also make 
significant contributions to literature. 
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