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ABSTRACT

This study aims to examine the impact of materialistic values and symbolic consumption on individuals’ life
satisfaction and to contribute to the literature on the psychosocial dimensions of consumer behavior. In addition,
this study seeks to investigate the potential relationship between symbolic consumption and materialistic values.
The data were collected through a survey method administered to a voluntary sample of 750 participants reached
via online platforms. Statistical analyses were conducted using SPSS 25.0, including correlation and regression
analyses to test the relationships among variables. The findings revealed that materialistic values had a negative
and significant effect on life satisfaction (B = -0.401, p < 0.01), with the "happiness” subdimension showing the
strongest negative relationship (8 = -0.518, p < 0.01). Although symbolic consumption did not have a significant
effect on overall life satisfaction, its “lifestyle” subdimension showed a positive and significant impact (8 = 0.162,
p < 0.01). A positive and significant relationship was observed between materialistic values and symbolic
consumption (r = 0.344, p < 0.01), most notably in the “self-concept” subdimension (r = 0.404, p < 0.07).
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Introduction

In contemporary societies, consumption behavior has come to embody meanings that extend
well beyond the fulfillment of basic needs. It now functions as a mechanism for regulating social
relations, enhancing emotional well-being, expressing identity, and occupying leisure time.
Accordingly, consumption and consumer goods have assumed a central and indispensable role
in daily life. Symbolic consumption has emerged as a significant motivation in the selection and
consumption of objects. Symbolic consumption reflects the view that individuals communicate
messages about their selves and lifestyles through consumer objects, thereby constructing and
negotiating their identities. Moreover, through the lens of symbolic consumption, individuals
may structure social relationships and signal belonging by choosing specific goods.

Simultaneously, life satisfaction, conceptualized as individuals’ subjective evaluations of their
overall quality of life, is closely associated with constructs, such as subjective well-being and
happiness, and has become an increasingly prominent focus in consumer research. Various
factors, including economic conditions, personal expectations, social environment, health
status, and overall well-being, shape life satisfaction. The primary aim of this study is to examine
the impact of materialistic values and symbolic consumption on individuals' life satisfaction. It
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May 2, 2024.

Corresponding Author: nteksan25@gmail.com © 2024 0DU SOBIAD


mailto:nteksan25@gmail.com
https://orcid.org/0009-0005-0878-5038
https://orcid.org/0000-0001-5287-6600

2199 ODUSOBIAD

is expected that this study, by addressing these three concepts in conjunction, will provide an
original contribution to the field of consumer behavior, particularly in understanding symbolic
consumption.

Conceptual framework

Materialistic values

Deriving its name from the philosophical school of “materialism,” which posits that reality
consists solely of matter and its observable movements, with no existence beyond this (Micken
& Roberts, 1999), the concept of materialism has acquired a distinct meaning in contemporary
capitalist societies. Distinct from its philosophical roots, materialism has become closely
associated with the notion of ownership. More broadly, materialism refers to an orientation
toward possessions, encompassing the desire to acquire, consume, and display material goods
(Csikszentmihalyi, 2004). Richins and Dawson (1992) define materialism as a value system in
which individuals direct their pursuit of happiness, satisfaction, and meaning toward the
possession of material objects, conceptualizing its measurement across three dimensions.
From this perspective, individuals may attribute instrumental importance to material
possessions either as indicators of success or as prerequisites for happiness, while also
attributing them central, existential significance. In this sense, materialism can be understood
as a tendency to view ownership of material goods and money as essential mediators of
personal happiness and social development (Ward & Wackman, 1971).

Empirical studies suggest that individuals who are unable to meet basic security needs or
struggling with subsistence difficulties tend to exhibit more materialistic orientations (Kasser,
2002). The relationship between materialistic values and life satisfaction is complex (Burroughs
& Rindfleisch, 2002). Nevertheless, the prevailing consensus in the literature is that materialistic
individuals generally report lower levels of life satisfaction (Dittmar & Isham, 2022). Research
consistently demonstrates a negative relationship between materialistic values and life
satisfaction (Richins & Dawson, 1992; Sirgy & Lee, 2012; Shrum et al., 2013). This negative
association is often explained along two dimensions. The first concerns the vicious cycle
created by the desire for material acquisition and the limitations of financial resources (Kasser,
2002). Dittmar (2008) highlights, for instance, how advertising emphasizes the importance of
money, material possessions, and image in achieving success and happiness. For individuals
who perceive material wealth as a prerequisite for happiness, happiness becomes both elusive
and narrowly tied to material accumulation, perpetuating feelings of inadequacy and deficiency
(Veenhoven, 2012). Moreover, while materialistic individuals continuously strive for more, their
aspirations remain constrained by the limits of their material resources (Holt, 1995). Research
indicates that material goals are among the least likely to be fully achieved (Solberg et al., 2003).

Diener (1984) emphasized the transitory nature of satisfaction derived from material
acquisition. This fleeting sense of fulfillment provides significant clue as to why materialistic
individuals struggle to attain lasting satisfaction through possessions. In a study measuring
consumers’ hedonic pleasure levels before and after purchase, Richins (2013) observed that
hedonic enjoyment declined sharply among materialistic consumers following acquisition,
whereas no such pattern was evident among less materialistic consumers. This suggests that
materialistic individuals associate satisfaction more closely with the desire for acquisition itself
than with ownership per se (Richins, 2013). Consequently, the gratification derived from
possessions is short-lived, quickly giving way to renewed desires for further acquisition (Richins
& Dawson, 1992).

The negative relationship between materialistic values and life satisfaction is also shaped by
individual-level factors. Dittmar et al. (2014) confirmed that the failure of materialistic individuals
to meet basic psychological needs plays a mediating role in this association. These individuals
often work longer hours in pursuit of material gains, neglecting social ties and sources of
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intrinsic satisfaction (Myers & Diener, 1995). The effort expended to acquire more paradoxically
reduces quality of life, undermining well-being (Dittmar & Isham, 2022). Furthermore,
materialistic individuals are frequently described in the literature as self-centered and lacking
generosity (Belk, 1984; Odabagl, 2019). They are more prone to antisocial behaviors, form
weaker social bonds, and demonstrate lower levels of prosocial behavior (Dittmar & Isham,
2022). Materialism has also been linked to depression and diminished happiness (Odabasi,
2019; Belk, 1984; Kasser & Ryan, 1993). Burroughs and Rindfleisch (2002) further argued that
materialistic values often conflict with communal values, such as familial or religious
commitments, creating psychological tensions that negatively impact well-being. Taken
together, these findings consistently confirm that materialistic values exert a negative influence
on life satisfaction, driven by a combination of psychological, social, and structural factors.

Symbolic consumption

Consumption is inherently infused with symbolic and cultural meanings. Even the most
mundane products carry symbolic significance (Levy, 1959). All forms of consumption, from
product selection to usage patterns, involve a broad spectrum of symbolic codes. These
meanings do not originate from the product itself but are constructed in social interaction, as
individuals tend to perceive consumer goods as cultural objects (Kadirov & Varey, 2011).
Moreover, material possessions are increasingly endowed with symbolic meanings tied to
identity and social roles (Giddens, 2000). Within consumer behavior research, it is widely
recognized that these symbolic dimensions often outweigh products’ physical functions (Bati,
2018).

Symbolic consumption is thus defined as the phenomenon in which individuals consume not
only the functional benefits of material goods but also their social and cultural meanings
(Solomon, 1983). The notion of consumption as a symbol, particularly in the form of status
symbols, has been analyzed through Veblen’s Theory of the Leisure Class. Veblen (2015) argued
that individuals employ the symbolic significance of consumer goods to attain or consolidate
social status. In pre-industrial societies, honor was often derived from physical strength and
martial skills, whereas in modern societies it is increasingly achieved through the possession of
material goods. Veblen's framework, frequently discussed under the notion of conspicuous
consumption, remains influential in the literature. Shipman (2004) interprets symbolic
consumption as an extension of conspicuous consumption, emphasizing how the cultural
meanings of possessions deepen their role as indicators of social status and prestige.

Through purchased goods and services, consumers express identity, strengthen social bonds,
and reinforce group belonging (Elliott, 1997; Douglas & Isherwood, 1979). As Belk (1988) notes,
the idea of “you are what you own” has become one of the most fundamental and powerful
assumptions of contemporary consumer behavior. Symbolic meanings thus serve not only as
markers of status but also as crucial elements in identity construction and the organization of
social relationships. Similarly, Douglas and Isherwood (1999) describe consumption as a
communicative system and a “non-verbal channel of human creativity” (p. 77).

Symbolic consumption functions as a mechanism for structuring social relations and a key
means of expressing lifestyle. According to Arnould and Thompson (2005), symbolic
consumption is an important tool through which individuals strengthen their social ties. It is not
the physical properties of goods but the social and cultural meanings attributed to them that
primarily guide consumer choices. Consequently, symbolic consumption reflects identity,
lifestyle, and group affiliation (Arnould & Thompson, 2005). Individuals may draw upon the
symbolic meanings of brands and products either to conform to social groups and avoid
exclusion or to differentiate themselves and assert a unique lifestyle (Ekstrom & Hjort, 2009).

In his theory of symbolic self-completion, Solomon (1983) argued that when individuals feel
uncertain about the certainty or legitimacy of their social roles, they are more likely to seek
material symbols that can serve as markers of identity recognized by others. This extension of
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identity to include possessions has been conceptualized in the consumer behavior literature as
the "extended self” or “self-extension” (Odabasi, 2019). Belk (1988) describes the extended self
as the inclusion of possessions into one's self-concept, whereby individuals perceive their
possessions as integral parts of their identities. Similarly, Wicklund and Gollwitzer (1981), in
developing symbolic self-completion theory, contend that individuals rely on symbolic markers
to affirm particular roles or identities, underscoring the critical role of consumption symbols in
identity construction.

Life satisfaction

The concept of life satisfaction was first introduced in psychological studies by Neugarten in
1961 and has since become an important subject of investigation in subsequent research. Life
satisfaction is shaped by individuals’ evaluations of their own lives as “good” or “bad,” and this
judgment is directly related to their values, goals, and living conditions (Veenhoven, 1984).
Conceptually, life satisfaction is also defined as an evaluative process that measures the degree
of fulfillment in an individual's life and is considered a cognitive component of happiness
(Veenhoven, 2012). In other words, life satisfaction functions as a subjective criterion that
reflects individuals’ perceptions of their current state of well-being (Diener, 1984). It can be
described as the extent to which the satisfaction derived from life is deemed adequate and
fulfilling by the individual (Hybron, 2005). What is emphasized here is not the objective
determination of a person’s happiness level, but rather a subjective assessment grounded in
personal perception.

Life satisfaction encompasses a wide range of dimensions, including self-perceptions, social
relationships, health, economic circumstances, and cultural context (Tuzgdl Dost, 2007).
Research indicates that factors influencing life satisfaction span a broad spectrum, from
economic conditions to social support (Veenhoven, 2012). For instance, improved economic
conditions generally enhance life satisfaction, while strong social support networks contribute
toindividuals’ evaluations of their lives as more satisfying (Myers & Diener, 1995). Psychological
factors also play a central role in shaping life satisfaction. In particular, subjective well-being,
individuals’ self-evaluations of life, and emotional balance are crucial determinants
(Lyubomirsky & King, 2005). Veenhoven (2012) emphasizes that positive emotional experiences
and hope for the future significantly increase life satisfaction. Furthermore, elements such as
supportive friendships, broader social acceptance, and strong family bonds may positively
contribute to individuals’ sense of life satisfaction (Diener & Seligman, 2002). Tuzgdl Dost (2007)
underlines that emotional support derived from social environments fosters higher levels of life
satisfaction. High-quality social relationships, by reducing feelings of loneliness, can further
enhance perceived life satisfaction (Myers & Diener, 1995). Additionally, it is noted that
individuals’ personal, environmental, social, and professional contexts exert varying degrees of
influence on life satisfaction (Ozkul & Ozkul, 2022). Broader societal factors, such as economic
development, access to education, and healthcare services, may also shape life satisfaction
(Veenhoven, 2012). Moreover, social norms and values can enhance life satisfaction by
promoting social acceptance and a sense of belonging (Lyubomirsky & King, 2005).

Method

Research population and sample

The population of this study consisted of all consumers aged 18 and above residing in Turkey.
Since it was not feasible to reach the entire population due to time, effort, and cost constraints,
a sample of 750 individuals was selected through convenience sampling from the main
population. In determining the sample, the non-probability sampling method of convenience
sampling was employed (Altunisik et al., 2022). This method was chosen for its practicality in



ODUSOBIAD 2202

terms of time and accessibility. Convenience sampling involves selecting only those individuals
who are readily accessible for the sample (Gegez, 2021).

Research model and hypotheses

The model presented in Figure 1T was developed to examine the impact of materialist values and
the sub-dimensions of symbolic consumption on life satisfaction. In this research model,
materialist values and symbolic consumption sub-dimensions are treated as independent
variables, while life satisfaction is positioned as the dependent variable. This model was
designed to provide a more detailed analysis of the relationship between individuals’ values,
consumption patterns, and life satisfaction.

MATERIALISTIC
WVALTUES

-3LCCESS
ORIENTATION

-CENTRALITY —

LIFE
SATISFACTION

-HAPPINESS Zlc

SYMBOLIC
COMSUMPTION

-SELF-CONCEFT

-LIFESTFLE

Figure 1 Research model
The hypotheses formulated within the proposed model are as follows:
H1: Materialistic values have a significant effect on life satisfaction.

e Hla: The “success orientation” sub-dimension of materialistic values has a significant
effect on life satisfaction.

e H1b: The “centrality” sub-dimension of materialistic values has a significant effect on life
satisfaction.

e Hlc: The "happiness” sub-dimension of materialistic values has a significant effect on
life satisfaction.

H2: Symbolic consumption has a significant effect on life satisfaction.

e H?2a: The “self-concept” sub-dimension of symbolic consumption has a significant effect
on life satisfaction.

e H2b: The “lifestyle” sub-dimension of symbolic consumption has a significant effect on
life satisfaction.

Data collection and analysis

)

This study employed a survey instrument consisting of five questions addressing participants
demographic characteristics and 32 items measuring materialistic values, symbolic
consumption behavior, and life satisfaction. To assess materialistic values, the scale developed
by Richins and Dawson (1992) was utilized, which comprises three sub-dimensions—acquisition
centrality, acquisition as the pursuit of happiness, and possession-defined success—measured
by 18 items. The Turkish version of the scale items was adapted from Unal et al. (2013). The
success orientation dimension captures the extent to which individuals attribute meaning to
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possessions as indicators of success, reflecting the motivational role of the desire for success
in fostering materialistic values. The centrality dimension emphasizes the degree to which the
acquisition of material possessions itself becomes a primary goal, highlighting the purposive
nature of materialism. The happiness orientation dimension reflects the belief that the quest for
happiness and pleasure drives the pursuit of possessions.

Symbolic consumption was measured using the scale developed by Tangsupwattana and Liu
(2018) and translated into Turkish by Gurbiz (2022). This scale consists of two dimensions—
self-concept and lifestyle—and a total of nine items. Life satisfaction was assessed with the
Satisfaction with Life Scale developed by Diener et al. (1985) and adapted into Turkish by Dagl
and Baysal (2016). This unidimensional instrument comprises five items reflecting individuals’
subjective evaluations of their life satisfaction. All items were measured on a five-point Likert
scale ranging from 1 (“strongly disagree”) to 5 (“strongly agree”). Ethical approval for this study
was obtained from the Social and Human Sciences Research Ethics Committee of Ordu
University (Decision No. 2024-68, dated May 2, 2024).

The survey was distributed online to individuals who voluntarily agreed to participate in this
study. Data were analyzed using the SPSS 25 statistical package. Before conducting analyses,
the normality of the data was examined through skewness and kurtosis statistics. The literature
suggests varying acceptable thresholds for skewness and kurtosis, with some sources adopting
+1 or +2 as acceptable, while others consider values within +3 to be permissible (Hancock &
Mueller, 2006). Examination of the scales revealed that skewness and kurtosis values were
within acceptable limits: materialistic values (0.04 and -0.46), success orientation (0.36 and -
0.21), centrality (0.12 and -0.53), happiness (0.15 and -0.72), symbolic consumption (-0.33 and
-0.07), self-concept (-0.29 and -0.39), lifestyle (-1.01 and 2.11), and life satisfaction (-0.24 and -
0.30). In line with the argument that skewness and kurtosis values within +3 may be considered
acceptable for large sample sizes (Hair et al., 2009; Tabachnick & Fidell, 2013), the “lifestyle”
sub-dimension was also deemed normally distributed. Consequently, all scales and their sub-
dimensions were determined to exhibit normal distribution, justifying the use of parametric
statistical tests. Analyses conducted included exploratory factor analysis, Pearson correlation,
and linear regression.

Findings

Exploratory factor analysis

To assess the validity and reliability of the scales employed in the research model, exploratory
factor analysis (EFA) was conducted. This analysis was also employed to evaluate the adequacy
of the scales in representing the relationships between the sample and the research constructs.
Principal component analysis, combined with the varimax orthogonal rotation technique, was
chosen because this method facilitates a more precise separation of factors and offers ease of
interpretation (Can, 2014). Reliability analyses were also conducted on the measurement
instruments and their items, using Cronbach’s alpha as the reliability coefficient. The factor
loadings and reliability values of the scales are presented in Table 1.

Table 1 Factor loadings and reliability values of the scales

Materialistic Values Scale ltems Factor Loadings ilrsrr]]abach S
) ) B1 0.527
gﬁjr%ceissfo?wnentanon Sub- B2 0731 0656
B4 0.825
ME1 0.527
Centrality Sub-dimension ME4 0.731 0.665
ME6 0.825
Happiness Sub-dimension MU2 0.773 0.802

MU3 0.764
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MU4 0.809
MU5 0.684
Total Variance Explained: 63.639
Symbolic Consumption Scale ltems Factor Loadings ilrsrr]]abach S
BE1 0.68
BE2 0.76
. . BE3 0.687
Self-concept Sub-Dimension BE4 0.824 0.855
BES 0.749
BE6 0.728
YT1 0.749
Lifestyle Sub-Dimension YT2 0.835 0.748
YT3 0.791
Total Variance Explained: 61.938
Life Satisfaction Scale ltems Factor Loadings ilrsrr]]abach S
Y1 0.792
Y2 0.797
Y3 0.806 0.839
Y4 0.777
Y5 0.740

Total Variance Explained: 61.2

To assess the construct validity of the scales employed in this study, the Kaiser-Meyer-Olkin
(KMO) measure of sampling adequacy and Bartlett’s test of sphericity were conducted. The
KMO value for the Materialistic Values Scale was 0.865, and Bartlett's test yielded a statistically
significant result (x? = 2353.974; df = 45; p < 0.01). For the Symbolic Consumption Scale, the
KMO value was 0.864, and Bartlett's test was also significant (x? = 2631.267; df = 36; p < 0.01).
The Life Satisfaction Scale demonstrated a KMO value of 0.856, with Bartlett's test again
confirming significance (x? = 1355.278; df = 10; p < 0.01).

According to Islamoglu and Alniagik (2019), KMO values between 0.60 and 0.70 are considered
acceptable for factor analysis, values between 0.70-0.80 indicate good adequacy, 0.80-0.90
reflect very good adequacy, and values between 0.90—1.00 represent excellent adequacy.
Furthermore, if Bartlett's test yields a significance level of p < 0.05, the variables are deemed
sufficiently correlated to justify factor analysis. Based on these criteria, the data structure of the
scales used in this study was found to be appropriate for exploratory factor analysis (EFA).

To evaluate the reliability of the scales, Cronbach’s alpha coefficients were calculated.
According to Can (2014), values between 0.00-0.40 indicate an unreliable scale, 0.41-0.60
indicate low reliability, 0.61-0.80 indicate acceptable reliability, and 0.81-1.00 indicate high
reliability. In line with these thresholds, the overall reliability of the Materialistic Values Scale was
high (a = 0.830). At the sub-dimension level, reliability coefficients were a = 0.656 for success
orientation, a = 0.665 for centrality, and a = 0.802 for happiness. These results suggest that the
success orientation and centrality dimensions provide acceptable reliability, while the happiness
dimension highlights high reliability.

The overall reliability of the Symbolic Consumption Scale was a = 0.826. At the sub-dimension
level, the self-concept dimension exhibited high reliability (a = 0.855), whereas the lifestyle
dimension showed acceptable reliability (a = 0.748). The Life Satisfaction Scale also achieved a
high overall reliability coefficient (a = 0.839).

The total variance explained by the Materialistic Values Scale was 63.639%. The variance
explained by its sub-dimensions was 26.225%, 19.086%, and 18.328%, respectively, confirming
the three-dimensional structure of the scale. Iltems with communalities below 0.45 (B3: 0.315;
B5: 0.447; B6: 0.374; ME2: 0.430; ME3: 0.400; ME5: 0.290; ME7: 0.449; MU1: 0.197) did not load
significantly onto the factors and were therefore excluded from the analysis.
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For the Symbolic Consumption Scale, factor analysis revealed a two-dimensional structure. The
varimax-rotated analysis explained a total variance of 61.938%, with contributions of 37.838%
and 24.100% from the two dimensions, respectively. These findings support the interpretation
of symbolic consumption as consisting of two fundamental dimensions: self-concept and
lifestyle. In the case of the Life Satisfaction Scale, all items loaded onto a single factor, explaining
61.2% of the total variance.

Correlation analysis

To examine potential relationships between variables, correlation analysis was conducted.
Correlation coefficients between 0.10-0.30 indicate weak relationships, 0.30—-0.50 moderate
relationships, 0.50-0.80 strong relationships, and values above 0.80 indicate very strong
relationships (islamoglu & Alniacik, 2019). The results revealed a statistically significant,
negative, moderate relationship between materialistic values and life satisfaction (r = -0.401, p
< 0.07). At the sub-dimension level, success orientation (r =-0.203, p < 0.07) and centrality (r = -
0.164,p < 0.07) demonstrated weak, negative, and significant relationships with life satisfaction.
The happiness dimension, however, exhibited a strong, negative, and significant relationship
with life satisfaction (r = -0.518, p < 0.01), emerging as the sub-dimension with the strongest
negative association (Table 2).

Table 2 Correlation between materialistic values and life satisfaction

) Materialistic Success Orientation  Centrality Sub- Happiness Sub-
Variables ; ) ) ) ; :
Values Sub-Dimension Dimension Dimension
Life Satisfaction - 407 -.203** - 164%* -.518**

**0.01 indicates a significance level of 0.01.

As shown in Table 3, no significant overall relationship was found between symbolic
consumption and life satisfaction. Nevertheless, the self-concept dimension was found to be
negatively and weakly correlated with life satisfaction (r=-0.105, p < 0.07), whereas the lifestyle
dimension showed a weak but positive correlation (r=0.162, p < 0.01). Due to the lack of a linear
relationship sufficient to test the direct effect of symbolic consumption on life satisfaction, the
hypothesis “H2: Symbolic consumption has a significant effect on life satisfaction” was
excluded from the research model.

Table 3 Correlation between symbolic consumption and life satisfaction

Variables Symbolic Consumption Self—corjcept Sub- L|festy|e :
dimension Sub-dimension
Life Satisfaction -.034 - 105" 162"

*#0.01 indicates a significance level of 0.07.

As shown in Table 4, the study also examined the relationship between materialistic values and
symbolic consumption, revealing a positive and moderately significant correlation between
materialistic values and symbolic consumption behavior (r = 0.344, p < 0.01). Among the
subdimensions of materialistic values, achievement orientation (r = 0.341, p < 0.01), centrality (r
= 0.204, p < 0.01), and happiness (r = 0.287, p < 0.01) were found to have positive but weakly
significant relationships with symbolic consumption.

Table 4 Correlation between materialistic values and symbolic consumption

Variables Symbolic Consumption Self-concept Sub- Lifestyle
dimension Sub-dimension

Materialistic Values .344** A04%* .043

Success Orientation Sub-Dimension 3471%* 374%* 110%*

Centrality Sub-Dimension 204x* 257** -018

Happiness Sub-Dimension 287** .342%* -.023

#%0.07 indicates a significance level of 0.07.
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Regression analysis

Linear regression analyses were conducted to test the hypotheses proposed in the model, and
the results are presented in Table 5.

Table 5 Results of simple linear regression analysis examining the impact of materialistic values and
symbolic consumption on life satisfaction

Regression Coefficients Statistics
Hypotheses B SE B t p R R? F

H1: Independent Variable:
Materialistic Values
Dependent Variable: Life
Satisfaction

H1a: Independent Variable:
Success Orientation
Dependent Variable: Life
Satisfaction

H1b: Independent Variable:
Centrality

Dependent Variable: Life
Satisfaction

H1c: Independent Variable:
Happiness

Dependent Variable: Life
Satisfaction

H2a: Independent Variable: Self-
concept

Dependent Variable: Life
Satisfaction

H2b: Independent Variable:
Lifestyle

Dependent Variable: Life
Satisfaction

-0.425  0.035 -0.401 -11.99 0.000 040712 0.161 143.715

-0.187  0.033 -0.208 -5.656 0.000 02038 0047 31.994

-0.139 0.031 -0.164 -4.547 0.000 0.7642 0.027  20.675

-0.420 0.025 -0.518 -16.56 0.000 057182 0268 272.35

-0.101 0.035 -0.105 -2.897 0.004 0.705¢ 0.011 8393

0.195 0.043 0.162 4.493 0.000 0.7622 0.026  20.184

According to the regression results, materialistic values had a negative and significant effect on
life satisfaction (B = -0.401, p < 0.01). This finding suggests that a one-standard-deviation
increase in materialistic values is associated with a 0.407-standard-deviation decrease in life
satisfaction. Moreover, 16.1% of the total variance in the dependent variable is explained by
materialistic values. Therefore, the hypothesis “H1: Materialistic values have a significant effect
on life satisfaction” was supported.

At the subdimension level, success orientation had a negative and significant effect on life
satisfaction (B = -0.203, p < 0.01). This indicates that a one-standard-deviation increase in
success orientation reduces life satisfaction by 0.203 standard-deviation decrease in life
satisfaction. Success orientation explains 4.1% of the total variance in the dependent variable.
Accordingly, the hypothesis “H1a: The success orientation subdimension of materialistic values
has a significant effect on life satisfaction” was supported.

Centrality was also found to have a negative and significant effect on life satisfaction (3 =-0.164,
p < 0.07). A one-standard-deviation increase in centrality decreases life satisfaction by 0.164
standard-deviation decrease in life satisfaction. Centrality accounts for 2.7% of the total
variance. Thus, the hypothesis “H1b: The centrality subdimension of materialistic values has a
significant effect on life satisfaction” was supported.

The happiness subdimension had a stronger effect, showing a negative and significant
relationship with life satisfaction (B = -0.518, p < 0.01). A one-standard-deviation increase in
happiness reduces life satisfaction by 0.518 -standard-deviation decrease in life satisfaction.
This subdimension explains 26.8% of the total variance. Therefore, the hypothesis “H1c: The
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happiness subdimension of materialistic values has a significant effect on life satisfaction” was
supported.

Regarding symbolic consumption, the self-concept subdimension had a negative and
significant effect on life satisfaction (8 = -0.105, p < 0.01). A one-standard-deviation increase in
the self-concept subdimension results in a 0.105-standard-deviation decrease in life
satisfaction. It explains 1.1% of the total variance. Thus, the hypothesis “H2a: The self-concept
subdimension of symbolic consumption has a significant effect on life satisfaction” was
supported.

In contrast, the lifestyle subdimension of symbolic consumption was found to have a positive
and significant effect on life satisfaction (3 =0.162, p < 0.01). A one-standard-deviation increase
in lifestyle is associated with a 0.162 -standard-deviation increase in life satisfaction. This
dimension accounts for 2.6% of the variance. Consequently, the hypothesis “H2b: The lifestyle
subdimension of symbolic consumption has a significant effect on life satisfaction” was
supported.

Finally, regression analysis was conducted to examine the effect of materialistic values on
symbolic consumption, with results presented in Table 6.

Table 6 Results of simple linear regression analysis examining the effect of materialistic values on
symbolic consumption

Standard

Variables B Deviation B t P
Constant 2.421 0.088 27.386 0.000
Materialistic Values 0.310 0.031 0.344 10.005 0.000

Dependent Variable: Symbolic Consumption
R:0.3442 R2:0.117 F:100.92 p<0.01

The findings indicated that materialistic values had a positive and significant effect on symbolic
consumption (B = 0.344, p<0.01). Specifically, a one-standard-deviation increase in materialistic
values was associated with a 0.344 standard-deviation increase in symbolic consumption.
Materialistic values explained 11.7% of the variance in symbolic consumption.

Conclusion and recommendations

This study aimed to investigate the impact of consumers’ materialistic values and symbolic
consumption behaviors on their life satisfaction. Within this framework, this study sought to
gain valuable insights into how consumer values and consumption types impact individuals’
lives.

The correlation findings reveal a negative relationship between materialistic values and life
satisfaction. In particular, the happiness subdimension demonstrated the strongest negative
association, consistent with prior research (Kasser, 2002; Richins & Dawson, 1992; Burroughs &
Rindfleisch, 2002; Micken & Roberts, 1999; Sirgy & Lee, 2012). The literature often highlights the
detrimental impact of materialism on life satisfaction. High scores on materialistic values reflect
the degree to which individuals prioritizematerial possessions. These values are further grouped
based on the underlying purpose they serve: for some individuals, possessions represent
success, while for others they are viewed as prerequisites for happiness.

However, as previous studies on happiness and life satisfaction demonstrate, happiness derived
from material possessions is temporary (Diener, 1984). When individuals seek happiness
through material goods, the high expectations combined with the transient satisfaction derived
from acquisition may create dissonance, ultimately leading to lower life satisfaction (Richins,
2013). In pursuit of re-experiencing this fleeting satisfaction, individuals may further reinforce
materialistic value systems (Kasser, 2002). Life satisfaction, however, is better understood as a
subjective evaluation of one’s overall life rather than an absolute measure of happiness. Studies
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have shown that the negative relationship between materialistic values and life satisfaction is
often mediated by unmet psychological needs (Dittmar et al., 2014). Moreover, individuals who
prioritize materialism may allocate time and energy to economic pursuits rather than building
social and emotional connections, which are widely regarded as essential to life satisfaction
(Myers & Diener, 1995).

Additionally, the emphasis on materialistic values may create internal conflict when these values
are at odds with familial, cultural, or religious values, thereby reducing life satisfaction
(Burroughs & Rindfleisch, 2002). Thus, the findings of this study suggest that materialistic
tendencies may constrain life satisfaction, leading individuals to pursue transient gratification
rather than sustainable well-being.

Regression analysis of symbolic consumption revealed that, overall, symbolic consumption
does not have a direct effect on life satisfaction. However, its subdimensions— self-concept and
lifestyle—exhibited weak but significant effects. The self-concept subdimension was negatively
related to life satisfaction, while lifestyle was positively associated. These findings align with
Gurblz (2021), who found that symbolic consumption has a significant influence on subjective
well-being. Since life satisfaction is considered the cognitive dimension of subjective well-being,
the current findings contribute to the literature by confirming this link.

The positive relationship between materialistic values and symbolic consumption underscores
the role of possessions in identity expression and lifestyle formation. The most notable effect
was observed in the self-concept subdimension of symbolic consumption (B = 0.404, p < 0.01),
while lifestyle was influenced only weakly by the success orientation dimension of materialistic
values (B = 0.110, p < 0.07). These findings are consistent with Lee and Ko (2004). Although
prior studies have examined materialistic values and various forms of consumption (Tantawi,
2023; Yilmaztirk et al., 2019; Otero-Lépez, Villardefrancos, Castro Bolafio & Santiago Marifio,
2017; Tokgoz, 2018; Turkmen & Erten, 2020), few have directly addressed the relationship
between symbolic consumption and materialism. Hence, this study contributes original insights
into consumer behavior literature.

In consumer societies, innovation and ownership of specific objects are often viewed as
indispensable for sustaining happiness (Bauman, 2023). Fromm (2017) emphasized that the
desire to possess is not an innate drive but one shaped by societal conditions, arguing that
modern market dynamics continually push individuals toward constructing new selves. Thus,
symbolic consumption is likely to play an increasingly central role in contemporary consumer
lives. This trend underscores the importance for marketing managers seeking a competitive
advantage to develop a deeper understanding of the symbolic dimensions of consumption
(GUmUs & Onurlubasg, 2020). Managing the tangible benefits of products and their symbolic
associations will become an essential task for marketers.

Although the study confirmed both positive and negative effects of materialism and symbolic
consumption on life satisfaction, these factors alone are insufficient to explain life satisfaction
fully. This is primarily due to the multidimensional and subjective nature of life satisfaction,
which is shaped by diverse factors such as personal expectations, demographic characteristics,
socio-economic differences, social life, and environmental conditions (Diener et al.,, 1999,
Helliwell & Putnam, 2004). Therefore, when assessing the role of individual factors such as
materialism and symbolic consumption, it is essential to account for other determinants of life
satisfaction. As Odabasi (2019) notes, consumption today extends beyond meeting basic needs
and has acquired symbolic and instrumental meanings. Further studies could enrich the
literature by investigating other consumption types (e.g., experiential or hedonic consumption)
and their influence on life satisfaction.

This study was conducted using a Turkish sample, which limits the generalizability of its
findings. Cross-cultural comparisons could provide further insights into differences in the
relationship between symbolic consumption, materialistic values, and life satisfaction.
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Investigating how the subdimensions of symbolic consumption vary across different cultural
contexts may also provide valuable insights into the field.

Finally, the findings regarding the relationship between symbolic consumption subdimensions
and life satisfaction suggest that symbolic consumption serves as an instrumental tool in
identity construction and social interaction, with the potential to both enhance and diminish life
satisfaction. The strong link between materialistic values and the self-concept subdimension of
symbolic consumption further implies that materialism may play a mediating role in this
relationship. Future studies exploring this mediating effect in greater depth could make
significant contributions to the field.
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OZET

Arastirmanin amaci, materyalist deg@erler ile sembolik tlketimin bireylerin yasam doyumu Uzerindeki etkisini
belirlemek ve tiketim davranislarinin psikososyal boyutlar hakkinda literature katki saglamaktir. Bunun yani sira,
sembolik tliketim ve materyalist degerler arasinda olasi iliskinin incelenmesi arastirmanin bir diger amacini
olusturmaktadir. Calismada kullanilan veriler anket yontemi ile elde edilmis olup, online platformlar tzerinden
ulasilan ve calismaya gondilli olarak katilmayi kabul eden 750 kisilik drneklem grubu ile yirtitilmistir. istatistiksel
analizler igin SPSS 25.0 programi kullanilmistir. Elde edilen verilerle degiskenler arasi korelasyon ve regresyon
analizleri gergeklestirilmistir. Arastirma bulgularina gére materyalist degerlerin yasam doyumu Uzerinde negatif
ve anlamli bir etkiye sahip oldugu (B = -0,401, p<0,01) ve "'mutluluk" alt boyutu ile yagsam doyumu iligkisinin negatif
etkisinin belirgin oldugu tespit edilmistir (8 = -0,518, p<0,01). Sembolik tiiketimin genel yasam doyumu lzerindeki
etkisi anlamli bulunmamis olsa da "yasam tarzi" alt boyutunun pozitif ve anlamli bir etkisi oldugu gorilmustur (B
= 0,162, p<0,01). Bunun yani sira, materyalist dederler ile sembolik tiiketim arasinda pozitif ve anlamli bir iliski
oldugu saptanmistir (r = 0,344, p<0,01). Bu iliski, en belirgin bir sekilde "benlik" alt boyutunda gozlemlenmistir (r=
0,404, p<0,01).

ANAHTAR KELIMELER

TUketici davranislar, materyalist degerler, sembolik tuketim, yasam doyumu.
Giris

Tuketim davraniglari alaninda son yillarda, tuketim turleri ve oncullerine yonelik galismalar
onemli bir artis gostermistir. Tuketim olgusu, gunimuz dunyasinda yalnizca ihtiyaglarin
karsilanmasi amaciyla yapilan eylemler olmaktan gikarak, yasamsal anlam yaratma sureclerinin
bir parcasi haline gelmistir (Baudrillard, 2021). Bu durum, kapitalist toplumlarda gelisen pazar
sartlarinin materyalist degerleri ylceltmesiyle agiklanabilmektedir (Roy vd., 2020). Bugunin
tuketim kultdrunde, materyalist degerlerin tuketim davranisinin merkezinde vyer aldigl
gozlemlenmektedir (Mooij, 2011). Materyalist degerler, bireylerin maddi nesnelere atfettikleri
onem derecesiyle tanimlanmakta ve tuketim davranislarini sekillendiren temel unsurlardan biri
olarak kabul edilmektedir (Belk, 1984; Richins ve Dawson, 1992). Materyalist deger dizeyi
yuksek bireyler, maddi nesneleri sosyal baglamda arzu edilen bir konumun, basarinin ve sosyal
onayin birer gostergesi olarak degerlendirmektedirler (Veblen, 2015).

GuUnUumuzde tuketim nesneleri, sadece sahip olmanin verdigi hazla degil, ayni zamanda sosyal
gevreye kimlik ve statd mesajlari verme amaciyla da tercih edilmektedir (Miller, 2022; Veblen,
2015). Bu mesajlar, drinlerin sahip oldugu sembolik anlamlar tzerinden gergeklestiriimektedir.
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Sembolik tlketim bu noktada, tuketim nesnelerinin secilmesi ve tlketiimesinde onemli bir
motivasyon olarak one ¢ikmaktadir. Sembolik tiketim, tuketim nesnelerinin kimlik yaratimi,
teyidi ve iletisiminde kullaniimasi anlamiyla kavramsallastirimistir (Ekinci vd., 2013). Bu
baglamda, tiketimin sembolik yonu, bireylerin bireysel ve kollektif kimlik yaratimlarinda onemli
bir kullanim alanina sahip olmaktadir (Bocock, 1997). Bu agidan, materyalist degerler ile
sembolik tuketim davraniglarinin tek bir model iginde ele alinmasi anlamli hale gelmektedir.
TUketimin bireylere sosyal statli ve kimlik ifadesi gibi aragsal yonlerinin yani sira, duygu
durumlarini diizenleyici rolinden de bahsedilebilmektedir (Yarrow, 2014; Dal vd. 2018).
GUnUmuUzde tuketim ve oncullerinin yani sira, tuketim ile iliskili olarak tlketici psikolojisine
yonelik arastirmalar da hiz kazanmaktadir. Bu baglamda, tuketimin bireylerin yasam doyumu
uzerindeki etkilerinin incelenmesi onemli hale gelmektedir.

Yapilan literatlr incelemesinde, tuketim davranisinin  psiko-sosyal sonugclarina yonelik
arastirmalara siklikla rastlanmistir. Ornegin; Fournier (1998), tiketici-Grin iligkileri teorisini
gelistirerek, tuketim mallarinin yalnizca maddi degerlerden ziyade, duygusal ve sosyal baglamda
da degerlendirildigini 6ne sudrmustir. Ayrica McCracken (1986), kdltirel degerlerin tlketim
davraniglar Uzerindeki etkilerini inceleyerek, tlketim nesnelerinin  kulttrel anlamlarini
vurgulamistir. Materyalist degerler odakli tuketimin olumsuz etkileri yalnizca bireylerin yagsam
doyumlari tzerinde olumsuz bir etkiye sahip degildir. Shrum vd. (2014) materyalist degerlerin
bireyin olumlu duygular gelistirme ve islevsel davranislara yonelmelerinde de olumsuz etkilere
sahip olabilecegini belirtmistir (Shrum vd., 2014). Kasser ve Ryan (1993), materyalist hedeflerin
bireylerin icsel canliliklarinda azalmaya neden oldugunu ve dissal hedeflerin yasam doyumunu
duslrdugint gozlemlemistir. Solomon (1983), tiketimi bireylerin kimlik insasi ve sembolik
etkilesimler baglaminda ele almis ve tuketim nesnelerinin sosyal anlamlarinin bireylerin
davraniglarini nasil sekillendirdiginin tzerinde durmustur. Yilmazttrk vd. (2019), materyalist
degerlerin hedonik ve faydaci alisveris turleri Uzerindeki etkilerini incelemis ve materyalizmin
yasam doyumunu olumsuz yonde etkiledigini ortaya koymustur. Ayni sekilde, Gurbiz (2021)
tuketim tdrlerinin 6znel iyi olus Uzerindeki etkilerini ele almis ve materyalizmin bireylerin tatmin
duzeyini azalttigini vurgulamistir. Bununla birlikte yasam doyumunun, ¢esitli tiketim tdrleri ile
iliskilendirilerek siklikla incelendigi gortlmistir. Kompulsif satin alma (Tantawi, 2023); faydaci
ve hazci satin alma (Yilmaztirk vd., 2019); bagimli satin alma (Otero-Lopez, Villardefrancos,
Castro Bolafio ve Santiago Marifio, 2011). Buna ragmen, materyalist dederler ve sembolik
tuketimin birlikte ele alinarak, yasam doyumu ile iliskisinin arastinldigi calismalara literaturde
rastlanmamistir. Bu baglamda, bu c¢alismada materyalist degerler ve sembolik tuketimin
bireylerin yasam doyumlari Uzerindeki etkisinin incelenmesi amaclanmistir. Bu U¢ kavrami bir
arada ele alarak hazirlanan bu calismanin tuketici davraniglari alani igin, ozellikle sembolik
tuketim davranisinin anlasilmasi adina 6zgun katki saglayacagi umulmaktadir.

Kavramsal gergceve

Materyalist degerler

Ismini, gergekligin yalnizca madde ve onun gdézlemlenebilir hareketleriyle var oldugu, bunun
disinda herhangi bir gercekligin var olmadigi gortstne dayanan “maddecilik” felsefi ekolinden
alan (Micken ve Roberts, 1999), materyalizm glnimuz kapitalist ekonomi toplumlarinda ise
felsefe akimindan farklilasarak mulkiyet kavrami ile birlikte yeni bir anlam kazanmistir. Daha
genis anlamiyla materyalizm, varliklari elde etmek, tuketmek ve onlar Gzerinden gosteris yapmak
egilimlerini igerecek sekilde varliklara yonelik hedeflere yogunlasmaktir (Csikszentmihalyi,
2004). Materyalizm, bireylerin mutluluk, tatmin ve anlam arayislarini maddi nesnelerin
sahipligine yonlendirdikleri bir deger sistemi olarak tanimlayan Richins ve Dawson (1992),
materyalist de@erler dlcimunu Ug¢ boyutta ele alir. Bu anlayisa gore bireyler maddi varlik ve
imkanlara bir tur basari gostergesi olarak ya da mutlu olmanin 6n kosulu olarak aragsal onem
atfedebilecekleri gibi, dogrudan bu maddi varlik ve imkanlara yasamsal merkezi bir dnem
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atfedebilmektedirler. Bu agidan degerlendirildiginde, materyalizmi, maddi varliklarin sahipligi ve
paranin onemli birer kisisel mutluluk ve sosyal gelisim aracisi olarak gorme yonelimi olarak
acglklamak da mimkinddr (Ward ve Wackman, 1971). Tiketiciler Uzerinde gergeklestirilen
calismalarda, kisisel yasamlarinda guvenlik ve emniyet ihtiyaclarini karsilayamayan, hayati
idame guclukleri geken bireylerin daha materyalist bir tutum sergiledikleri gortlmektedir (Kasser,
2002).

Materyalist deQerler ve yasam doyumu arasindaki iliski oldukga karmasik bir yapidadir
(Burroughs ve Rindfleisch, 2002). Literatlirde hemfikir kalinan ortak gorls, materyalist bireylerin
yasam doyumlarinin distk oldugu yonundedir (Dittmar ve Isham, 2022). Yapilan galismalar
genel itibariyle, materyalist degerlerin yasam doyumu Uzerindeki etkisinin negatif oldugunu
gostermistir (Richins ve Dawson, 1992; Sirgy ve Lee, 2012; Shrum vd., 2013). Bu negatif yonli
iliskinin iki temel boyutta incelendigi gorulmustdr. Bunlardan biri, maddi varlik edinimi istegi ve
maddi imkan kisithliklarinin yarattigr kisir dongudur (Kasser, 2002). Dittmar, reklamlarin bireylere
basari ve mutluluk icin dogru bir imaj, para ve elde edilen materyallerin 6Gnemine vurgu yapan
reklamlara atifta bulunur (Dittmar, 2008). Materyalist degerleri mutluluk igin bir dnkosul olarak
goren bireyler, mutlulugun erisilmesi zor ve maddi varliklarla sinirli bir hedef olarak kalmasina
yol acar. Bu durum bireyleri stirekli bir yetersizlik ve eksiklik hissine surtkler (Veenhoven, 2012).
Bununla birlikte materyalist bireyler, daha fazlasini elde etmek isterken, her zaman maddi
imkanlarr olgistinde kisith kalacaklardir (Holt, 1995). Yapilan galismalarda maddi hedeflerin
gerceklestirilme orani en distk hedefler arasinda oldugu gortlmustir (Solberg vd., 2003).

Diener (1984) maddi varliklar edinimden saglanan tatmin hissinin gegiciligine vurgu yapar.
Maddi varliklar ediniminden saglanan tatmin hissinin gegici yapisi materyalist egilimdeki
bireylerin varlik edinimi yolu ile tatmin olmalarinin neden zor oldugunun anlasiimasinda onemli
bir ipucu olarak deg@erlendirilebilmektedir. Richins (2013), tiketicilerin hedonik haz seviyelerini
satin alma oncesi ve sonrasi dlgtimleyerek gerceklestirdigi bir arastirmada, materyalist olarak
degerlendirilen tlketicilerin hedonik haz seviyelerinin satin alma sonrasinda hizla dasttgunu
gozlemlemistir. Ayni arastirmada, materyalistlik degerlendirmesi dlsuk olan tuketicilerin satin
alma sonrasi hedonik haz seviyelerinde ise benzer bir oruntd tespit edilmemistir. Bu sonug,
materyalist bireylerin tatmin duygusunu varlik ediniminden ziyade, edinim isteginin kendisiyle ile
daha yakindan iliskilendirmeleri ile agiklanabilmektedir (Richins, 2013). Clnkl materyalistlerin
edinim sonrasi yasadiklari haz kisa slrede kaybolur ve yerini daha fazla maddi varlik edinim
arzusuna biraktigi soylenebilmektedir (Richins ve Dawson, 1992).

Bununla birlikte materyalist degerler ile yasam doyumu arasindaki negatif iliskiye yonelik bireye
dayall faktorlerin de etkili oldugu bilinmektedir. Dittmar vd. (2014), negatif yonld iliskide,
materyalist bireylerin psikolojik ihtiyaclarinin karsilanmasindaki yetersizligin belirgin bir araci
etkisine sahip olabilecegini teyit etmistir. Bu bireyler, maddi kazanclar pesinde daha uzun saatler
calisip, sosyal baglarini ve manevi tatmin kaynaklarini ihmal edebilir (Myers ve Diener, 1995).
Daha fazlasina sahip olmak igin harcanan ¢aba, celiskili olarak bireylerin yasam kalitelerinin
dlsmesine sebep olur ve dolayisiyla iyi hissetmelerini zorlastirir (Dittmar ve Isham, 2022).
Bununla birlikte materyalist bireyler, literaturde siklikla, ben-merkezci ve paylasim duygusu zayif
olarak betimlenmistir (Belk, 1984; Odabasl, 2019). Materyalist bireylerin daha sik anti-sosyal
davraniglar sergiledigi ve daha zayif sosyal iliskiler gelistirdikleri, baskalarina daha az yardim
etme egiliminde oldugu gordlmustir (Dittmar ve Isham, 2022). Ayrica materyalist bireyler
depresyon ve mutluluk yitimi ile de iliskilendirilir (Odabasi, 2019; Belk, 1984; Kasser ve Ryan,
1993). Burroughs ve Rindfleisch (2002), materyalist degerler ile toplumsal yonli degerlerin
(ailevi, dini gibi) zaman zaman ortismedigini ve bundan kaynakli olarak olusan ¢atisma halinin
materyalist bireylerin Uzerinde psikolojik gerilimlere sebep olabilecedini tespit etmistir. Bu
gerilim, materyalist degerlere sahip bireylerin yasam doyumlarindaki azaltici etki olarak kendisini
gostermektedir. Tum bu bulgular dogrultusunda, materyalist degerlerin yasam doyumu
uzerindeki etkisinin negatif oldugu yontndeki bulgular literattrde tutarhlik gostermekte ve bu
iliskinin ardinda psikolojik, sosyal ve yapisal pek ¢ok etkenin bulundugu anlasiimaktadir.
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Sembolik tiiketim

Tuketim genellikle sembolik ve kilttrel anlamlarla donatiimis bir haldedir. En siradan urtnler
dahil olmak tzere bitln Grlnler sembolik bir anlam igerir (Levy, 1959). Tum tlketim tdrleri, Grtn
seciminden baglayarak tuketim sekillerine kadar genis kapsamli bir anlamsal semboller
yelpazesi icerir. Bu sembolik anlamlar dogrudan trtnle birlikte gelmez, bireyler arasi iletisimde
yaratilir. Cunku bireyler genellikle tUketim nesnelerini kulturel birer obje olarak gorme
egilimindedirler (Kadirov ve Varey, 2011). Ustelik glinimuzde maddi varliklar, bireylerin kimlik ve
sosyal rolleriyle iligkili sembolik anlamlarla donanmis haldedir (Giddens, 2000). Tuketici
davraniglan literattrtinde, bu sembolik anlamlarin drdnlerin fiziksel islevlerinden ¢gok daha fazla
oneme sahip oldugu genis ¢apta kabul gormektedir (Bati, 2018).

Bu baglamda sembolik tiketim, bireylerin yalnizca maddi Urtnlerin islevsel faydalarini degil, bu
drunlerin sosyal ve kultrel anlamlarini da tukettigi bir olgu olarak tanimlanabilmektedir
(Solomon, 1983). Sembol olarak tiketim, stati semboli 6zelinde, Veblen'in “Aylak Sinifi Teorisi”
gercevesinde de ele alinmistir. Veblen (2015), bireylerin sosyal statli kazanma veya mevcut
statulerini pekistirme ¢abalarinda tiketim nesnelerinin sembolik anlamlarini kullandiklarini 6ne
surer. Bu teoriye gore, bireyler, endustri oncesi toplumlarda fiziksel gui¢ ve savasci kabiliyetlerle
elde edilen onuru, modern toplumlarda sahip olduklar maddi varliklar araciligiyla kazanma
egilimindedir. Veblen'in teorisi literaturde siklikla gosterisci tuketim olarak ele alinarak kabul
gormus bir tiketim trtdur. Shipman (2004), sembolik tiiketimi gosterisgi tiiketimin bir uzantisi
olarak degerlendirmis ve bunu, toplumsal sayginlik ile statunidn gostergesi olarak maddi
varliklarin kulttrel anlamlarinin derinlesmesiyle agiklamistir.

TUketiciler satin aldiklarr Grtinler ve hizmetler araciligiyla kimliklerini ifade eder, sosyal baglarini
pekistirir ve toplumsal aidiyetlerini glclendirir (Elliott, 1997; Douglas ve Isherwood, 1979). “Neye
sahipsen, o'sun” anlayisi Belk'e gore artik tuketim davranisinin en temel ve en guglu varsayimidir
(Belk, 1988). Bu acgidan, sembolik tliketimde sembolik anlamlarin yalnizca bir statliye isaret
etmedigi, ayni zamanda kisinin kimlik yapilanmasinda ve sosyal iligkilerinin dizenlenmesinde
onemli birer rol dstlendigini soylemek mumkuindur. Benzer sekilde Douglas ve Isherwood,
gunumuz tuketimini digerleriyle iletisime gegmek igin kullanilan bir tur sistem araci olarak
degerlendirir ve “insanin yaratma eyleminin sozel olmayan bir kanali olarak” tanimlar (Douglas
ve Isherwood, 1999, s. 77).

Sembolik tiiketim yalnizca sosyal iligkilerin dizenlenmesinde degil, yagsam tarzinin ifadesinde de
onemli bir ara¢ olarak degerlendirilmektedir. Arnould ve Thompson (2005)'e gore, sembolik
tlketim bireylerin sosyal baglarini glclendirmek igin kullandiklari énemli bir aragtir. Urlnlerin
fiziksel ozelliklerinden c¢ok, insanlarin bu Urtnlere yikledigi sosyal ve kultirel anlamlar tiketim
tercihlerinde etkili olmaktadir. Bu nedenle, sembolik tiketim sadece bireylerin kimliklerini
yansitmakla kalmaz, ayni zamanda yasam tarzi ve grup aidiyeti gibi unsurlari da destekler
(Arnould ve Thompson, 2005). Bireyler sosyal olarak gruplarin disinda kalmamak adina
cevrelerine uyum saglamak ya da digerlerinden farklilasarak kendilerine has yasam tarzlarini
ifade etmek adina da driin ve markalarin sembolik anlamlarindan faydalanabilirler (Ekstrom ve
Hjort, 2009). Solomon (1983), sembolik benlik tamamlama teorisi kapsaminda gerceklestirdigi
calismada, bireylerin sosyal rollerinin kesinliginden ya da dogrulugundan emin olamadiklari
durumlarda, digerleri tarafindan onaylanabilecek maddi ifadelerin sembolik ifade ipuglarindan
yararlanma isteginin daha yuksek olabildigini ifade etmistir.

Kimlik yapilandirmalarinin, tiketim nesnelerini icine alacak sekilde genisletilmesi tuketici
davranislari literattrinde “uzatiimis benlik”, “benlik uzantisi” ya da “sembolik benlik tamamlama”
olarak kuramsallastiriimistir (Odabasi, 2019). Uzatiimis benlik teorisinde Belk (1988), kimlik
taniminin sahip olunan nesneleri (Urtnleri) de kapsayacak sekilde uzatiimasi, bireylerin sahip
olduklari  nesneleri  kimliklerinin  birer parcasi olarak algllamasi olarak tanimlar.
Kuramsallastiriimis bir diger teori ise sembolik benlik tamamlama teorisidir. Wicklund ve
Gollwitzer (1981), tarafindan ortaya atilan bu kavram, bireylerin kendilerini belirli bir rol ya da
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kimlik baglaminda tanimlarken, bu kimligi gosterecek sembollerin dnemli bir islev Ustlendigini
ifade eder.

Yasam doyumu

Kavram ilk defa 1961 yilinda Neugarten tarafindan gerceklestirilen psikoloji ¢alismalarinda
gundeme gelmis ve bu tarihten itibaren sonraki donem calismalarinda onemli bir inceleme
konusu olarak ele alinmistir. Yasam doyumu, bireylerin kendi hayatlarini "iyi" ya da "kott" olarak
degerlendirmesiyle sekillenir ve bu de@erlendirme, kisinin degerleri, hedefleri ve yasam kosullar
ile dogrudan iligkilidir (Veenhoven, 1984). Kavramsal cergevede yasam doyumu bireyin
yasamindaki tatmin derecesini olcen bir degerlendirme sureci olarak da tanimlanarak,
mutlulugun bilissel bir bileseni olarak dederlendirilir (Veenhoven, 2012). Bir baska deyisle, yasam
doyumu bireylerin mevcut iyi olma haline yonelik algilarini igeren 6znel bir dlgit olarak (Diener,
1984), yasamdan saglanan tatminin birey tarafindan memnun edici bulunma derecesi olarak
karsimiza ¢ikmaktadir (Hybron, 2005). Burada vurgulanan husus, bireyin mutluluk seviyesine
yonelik bir tespit degil, dogrudan bireyin algisina donuk bir degerlendirme oldugudur.

Yasam doyumu, bireyin kendine dair algilari, sosyal iliskiler, saglk, ekonomik durum ve kulturel
baglam yasamin cok gesitli boyutlarini igerecek sekilde kapsamlidir (Tuzgol Dost, 2007).
Arastirmalar, bireyin yasam doyumunu etkileyen faktorlerin, ekonomik kosullarindan sosyal
destegine kadar genis bir yelpazeye yayildigini gostermektedir (Veenhoven, 2012). Ornegin,
ekonomik kosullarin iyilesmesi yasam doyumunu genellikle artirirken, sosyal destek aginin guclu
olmasl bireyin yasamini daha tatmin edici bulmasina katkida bulunur (Myers ve Diener, 1995).
Psikolojik faktorler yasam doyumunda merkezi bir rol oynar. Ozellikle 6znel iyi olus, bireyin kendi
yasamini degerlendirme sekli ve duygusal dengesi bu baglamda onemli bir etkendir
(Lyubomirsky ve King, 2005). Veenhoven (2012), bireylerin pozitif duygusal deneyimlerinin ve
gelece@e dair umutlarinin yasam doyumunu artirdigini belirtir. Bireylerin yasam doyumlarinda,
arkadaslik iliskileri, sosyal cevrelerince desteklenmek ve kuvvetli aile baglarinin saglanmasi gibi
unsurlar olumlu katkilarda bulunabilmektedir (Diener ve Seligman, 2002). Tuzgdl Dost (2007),
bireylerin sosyal gevrelerinden temin ettikleri duygusal destegin, yasam doyumunda ytkselme
saglayici oldugunu vurgular. Kaliteli sosyal iligkilerin, bireylerdeki yalnizlik hissini azaltici etkisi,
duyumsanan yasam tatmini guglendirebilmektedir (Myers ve Diener, 1995). Bireyin bireysel,
cevresel, toplumsal ve mesleki cevresinin yasam doyumu Uzerinden c¢esitli derecelerde etkilere
sahip oldugu belirtiimektedir (Ozkul ve Ozkul, 2022). Toplumlarin ekonomik gelismislidi, egitim
ve saglik olanaklarinin erisilebilir olmasi gibi unsurlar yasam doyumuna etkide bulunabilir
(Veenhoven, 2012). Toplumsal norm ve degerler bireylerin, sosyal gevrelerince kabul edilmesi ve
aidiyet hissiyatlar gelistirmesi araciligiyla yasam doyumunu arttirici etkilerde bulunabilir
(Lyubomirsky ve King, 2005).

Yontem

Aragtirmanin evreni ve orneklem

Arastirmanin evrenini Turkiye'de yasayan 18 yas ve uzerindeki tim tuketiciler olusturmaktadir.
Arastirmanin orneklemini ise, evreninin tamamina ulasmak emek, zaman ve maliyet kisitlari
acisindan mumkin olmadigindan ana kutleden kolayda ornekleme yoluyla segilen 750 kisi
olusturmaktadir. Arastirma ornekleminin belirlenmesinde olasiliga dayali olmayan ornekleme
yontemlerinden olan kolayda drnekleme yontemi kullanilmistir (Altunisik vd., 2022). Zaman ve
ulasilabilirlik anlaminda, kolaylik saglamasi agisindan kolayda orneklem yontemi tercih
edilmistir. Kolayda ornekleme, ornege secilecek bireylerden sadece ulasilabilir olanlarin ornek
kapsamasina dahil edilmesini igerir (Gegez, 2021).
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Arastirmanin modeli ve hipotezleri

Gorsel 1'de sunulan model, materyalist degerler ve sembolik tiketimin alt boyutlarinin yasam
doyumu Uzerindeki etkilerini incelemek amaciyla hazirlanmistir.  Arastirma modelinde
materyalist de@erler ve sembolik tiketim alt boyutlari bagimsiz degiskenler olarak ele alinmis;
yasam doyumu ise bagimli degisken olarak konumlandiriimistir. Bu model, bireylerin degerleri
ve tuketim aliskanliklari ile yasam doyumu arasindaki iliskiyi daha ayrintili sekilde incelemek
amaclyla gelistirilmistir.

I\r.T.AIIuRYALI'ST
DEGERLER

-BASARIODAKLILIK _|
MERKEZIYETGILIK ___|
MUTLULUK —____|

TASAM DOYUMU

SEMBOLIK
TUKETIM

BEMLIK /
“YASAM TARZI /

Gorsel 1 Arastirmanin Modeli
Model kapsaminda kurulan hipotezler asagidaki gibidir.
H1: Materyalist degerler yasam doyumu Uzerinde anlamli bir etkiye sahiptir.

e HTla: Materyalist deg@erlerin “basari odakllik” alt boyutu, yasam doyumu tzerinde anlamli
bir etkiye sahiptir.

e H1b: Materyalist de@erlerin “merkeziyetcilik” alt boyutu, yasam doyumu Uzerinde anlamli
bir etkiye sahiptir.

e HTlc: Materyalist degerlerin “mutluluk” alt boyutu, yasam doyumu tzerinde anlamli bir
etkiye sahiptir.

H2: Sembolik tliketim yasam doyumu udzerinde anlamli bir etkiye sahiptir.

e H2a: Sembolik tliketimin “benlik” alt boyutu, yasam doyumu uzerinde anlamli bir etkiye
sahiptir.

e H2b: Sembolik tiketimin “yasam tarzi” alt boyutu, yasam doyumu Uzerinde anlamli bir
etkiye sahiptir.

Verilerin toplanmasi ve analizi

Arastirmada katilimcilarin demografik ozelliklerini belirlemeye yonelik 5 soru ve materyalist
degerler, sembolik tlketim davranisi ve yasam doyumlarini dlgmeye yonelik 32 ifadeden olusan
anket kullaniimistir. Arastirma kapsaminda materyalist degerlerin dlcimd igin, Richins ve
Dawson (1992) tarafindan gelistirilmis olan, basari odaklilik, merkeziyetgilik ve mutluluk olmak
tizere (¢ alt boyut ve 18 ifadeden olusan dlgtim aract kullaniimistir. Olgtim aracinin Tirkge anket
sorulariigin (Unal vd., 2013)'lin calismasindan yararlanilmistir. Basari odaklilik boyutu, bireylerin
basari olgutu olarak sahip olunan varliklara yukledikleri anlami dlgimlemektedir. Bu boyut,
bireylerin materyalist de@erler gelistirmesinde basarili olma arzusunun guduleyici olduguna
isaret eder. Merkeziyetcilik boyutunda, maddi varliklar ediniminin kendisi dogrudan arzu edilen
durumun kendisi halini alir. Burada materyalizmin amagcsalligindan soz edilebilmektedir.
Mutluluk boyutunda ise, maddi varliklar edinme isteginde mutluluk ve haz arayisinin yattigini
soylemek mumkundur. Sembolik tiketim davranisinin lgimu amaciyla, Tangsupwattana ve Liu
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(2018) tarafindan gelistirilen ve Girblz (2022) tarafindan Tirkge'ye geviri calismalari yapilan
sembolik tiketim 6lgeginden yararlanilmistir. Olgek, benlik ve yasam tarzi olmak Uzere iki
boyuttan olusmaktadir ve toplamda 9 ifade igcermektedir. Yasam doyumu olgimu igin, Diener
vd., (1985) tarafindan gelistirilen, Dagl ve Baysal (2016) tarafindan Tirkge'ye gevrilen yasam
doyum ol¢um aracindan faydalaniimistir. Bu olcek, bireylerin yasam doyumlarina yonelik 6znel
degerlendirmelerini ifade eden toplam 5 maddeden olusmaktadir ve tek faktorlu bir yapiya
sahiptir. Katihmcilarin kendini degerlendirmelerine dayali olarak 1 ile 5 arasinda Likert tipi bir
olgek kullaniimistir (1=tamamen katilmiyorum, 5=tamamen katiliyorum). Arastirma igin Ordu
Universitesi Sosyal ve Beseri Bilimler Arastirmalari Etik Kurulunun 02.05.2024 tarih ve 2024-68
saylli kararina gore etik kurul izni alinmistir.

Bu arastirmada veri toplama araci olarak hazirlanan anket, calismaya gonulll olarak katilmak
isteyen katilimcilara online olarak ulastinlmistir. Arastirmanin veri analizi SPSS 25 paket
programi kullanilarak yapilmistir. Analizler yapilmadan once verilerin normalligi i¢cin normallik
testi yapilmis ve verilerin carpiklik ve basiklik degerlerine bakilmistir. Carpiklik ve basiklik
degerleri icin kabul edilebilir sinirlar konusunda literattrde farkli gorusler bulunmaktadir. Genel
olarak, £1 veya +2 araligi kabul edilse de bazi kaynaklar £3 araligini da kabul edilebilir bulmaktadir
(Hancock ve Mueller, 2006). Olgeklere yonelik garpiklik ve basiklik degerlerine bakildiginda,
materyalist degerler olcedi (0,04 ve -0,46), basari odaklilik alt boyutu (0,36 ve -0,217),
merkeziyetgilik alt boyutu (0,12 ve -0,53), mutluluk alt boyutu (0,15 ve -0,72), sembolik tiketim
olcedi (-0,33 ve - 0,01), benlik alt boyutu olgedi (-0,29 ve -0,39), yasam tarzi alt boyutu olcedi (-
1,01 ve 2,11) ve yasam doyumu dlcegi (-0,24 ve -0,30) araliginda tespit edilmistir. Ozellikle biytik
orneklem buyukluklerinde, ¢arpiklik ve basiklik degerlerinin 3 araliginda olmasi, verinin normal
dagilima yakin oldugunu gosterebilir (Hair vd., 2009; Tabachnick ve Fidell, 2013). Bu baglamda
‘yasam tarzi” alt boyutu basiklik degeri bu sinirlar icinde de@erlendirilmis ve normal dagilima
uygun oldugu kabul edilmistir. Bu sonuclara gore, arastirmada kullanilan olgek ve alt boyutlarinin
carpiklik ve basiklik degerlerinin kabul edilebilir sinirlar dahilinde oldugu, normal dagilima
uygunluk gosterdigi tespit edilerek, parametrik testlerin uygulanmasinda bir sakinca
bulunmadigr sonucuna varilmistir. Verilere yonelik agimlayici faktor analizi, pearson korelasyon
ve dogrusal regresyon analizleri yapiimistir.

Arastirmanin bulgulari

Agimlayici faktor analizi

Arastirma modelinde tercih edilen olceklerin gecerlilik ve gtvenilirliklerinin tespiti igin agimlayici
faktor analizi (AFA) gergeklestirilmistir. Bu analiz ayni zamanda, orneklem ile arastirma
degiskenleri arasindaki iligskileri anlamlandirmak agisindan olgeklerin yeterliligini tespit etme
amaciyla kullaniimistir. Faktor analizinde, temel bilesenler analizi ve dik dondirme tekniklerinden
biri olan "varimax" yontemi, faktorleri net bir sekilde ayirmasi ve kullanim kolayh§i saglamasi
(Can, 2014) nedeniyle tercih edilmistir. Bu bolimde ayrica, 6lgim araglari ve ifadelerine yonelik
guvenilirlik kontrolleri gergeklestirilmistir. GUvenilirlik igin Cronbach Alpha yontemi kullaniimistir.
Olgek ifadelerinin faktor yikleri ve dlgeklerin glvenilirlik degerleri Tablo 1'de gosterilmistir.

Tablo 1 Olgek ifadelerinin faktor yikleri ve dlgeklerin glvenilirlik degerleri

Materyalist Degerler Olgegi ifadeler Faktor Yikleri Cronbach'’s Alpha
B1 0,527
Basari Odaklilik Alt Boyutu B2 0,731 0,656
B4 0,825
ME1 0,527
Merkeziyetgilik Alt Boyutu ME4 0,731 0,665
ME6 0,825
MU2 0,773
Mutluluk Alt Boyutu MU3 0,764 0,802

MU4 0,809
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MU5 0,684

Aclklanan Toplam Varyans: 63,639

Sembolik Tiketim Olcegi ifadeler Faktor Yikleri Cronbach’s Alpha
BE1 0,68
BE2 0,76

: BE3 0,687

Benlik Alt Boyutu BE4 0824 0,855
BES 0,749
BE6 0,728
YT1 0,749

Yasam Tarzi Alt Boyutu YT2 0,835 0,748
YT3 0,791

Aciklanan Toplam Varyans: 61,938

Yasam Doyumu Olcegi ifadeler Faktor Yukleri Cronbach'’s Alpha
Y1 0,792
Y2 0,797
Y3 0,806 0,839
Y4 0,777
Y5 0,740

Aclklanan Toplam Varyans: 61,2

Arastirmada kullanilan olceklerin yapi gecerliligini degerlendirmek amaciyla gerceklestirilen
Kaiser-Meyer-Olkin (KMO) orneklem yeterliligi testi sonucunda Materyalist Degerler 6lgedi KMO
degeri 0,865 olarak belirlenmis ve Bartlett Kiiresellik Testi sonucu ise anlamli bulunmustur (x? =
2353,974; sd = 45; p < 0,01). Sembolik Tiketim olcedi icin KMO dederi 0,864 ve Bartlett testi
sonucu istatistiksel olarak anlamli gikmistir (x2 = 2631,267; sd = 36; p < 0,01). Yasam Doyumu
Olcedi icin KMO degeri 0,856 ve Bartlett testi sonucu istatistiksel olarak anlamli ¢ikmistir (x2 =
1355,278; sd = 10; p < 0,01). islamoglu ve Alniacik (2019)'a gore; KMO katsayisi 0,6-0,7
arasindaysa faktor analizi icin orneklem yeterliligi kabul edilebilir seviyede, 0,7-0,8 arasindaysa
iyi seviyede, 0,8-0,9 arasindaysa ¢ok iyi seviyede ve 0,9-1,0 arasindaysa mukemmel seviyede
olarak degerlendirilir. Ayrica, Barlett'in kuresellik testi sonucu p<0,05 ise, degiskenler arasi
iliskinin uygun oldugu, faktor analizinin yapilabilecegi belirtimektedir (islamoglu ve Alniagik,
2019). Bu bilgiler 1s1ginda, arastirmada kullanilan olgeklerin agimlayici faktor analizine uygun bir
veri yapisina sahip oldugu ortaya konmustur.

Arastirmada kullanilan olgeklerin guvenilirligini belirlemek amaciyla Cronbach’s Alpha katsayilari
hesaplanmistir. Bu katsayi; 0,0-0,40 arasinda ise olgek guvenilir degil, 0,41-0,60 araliginda ise
guvenilirligi dtsuk, 0,61-0,80 araliginda ise kabul edilebilir seviyede guvenilir ve 0,81-1,00
arasindaise ytiksek gtvenilirlik olarak degerlendirilir (Can, 2014). Buna gore; Materyalist DeGerler
Olceginin genel givenilirligi a= 0,830 ile yiksek dizeyde bulunmustur. Alt boyutlar itibariyla
guvenilirlik degerleri basari odaklilik i¢in a= 0,656, merkeziyetgilik igin a= 0,665 ve mutluluk
boyutu i¢in a= 0,802 olarak belirlenmistir. Bu degerler, basari odaklilik ve merkeziyetcilik alt
boyutlarinin kabul edilebilir ve mutluluk alt boyutunun ise yuksek dizeyde guvenilir dlgim
sagladigini gostermektedir. Sembolik Tuketim Olcedinin genel gvenilirligi ise a= 0,826 olarak
saptanmis, alt boyutlardan benlik boyutu ylksek diizeyde glvenilirlige sahip gikmistir (a= 0,855);
yasam tarzi boyutunun guvenilirligi ise a= 0,748 ile kabul edilebilir duzeyde bulunmustur. Yasam
doyumu olcedi de a= 0,839 ile genel olarak yuksek bir guvenilirlige sahip olarak
degerlendirilmigtir.

Materyalist degerler olceginin toplam varyans acimlama yuzdesi %63,639 olarak tespit
edilmistir. Alt boyutlarin agimlama yuzdeleri ise sirasiyla; %26,225, %19,086 ve %18,328 olarak
tespit edilmistir. AFA analizinde materyalist degerler olgeginin U¢ boyut altinda toplandig
gozlemlenmistir. Ortak varyans degerleri (communalities) 0,45'in altinda olan 9 ifade (B3: 0,315;
B5:0,447;B6:0,374; ME2: 0,430; MES: 0,400; ME5: 0,290; ME7: 0,449 ve MU1: 0,197) faktor yapisi
icinde anlamli bir yiik olusturamadiklari igin analizden gikarilmistir. Sembolik Tiiketim Olcegi'nde
ise faktor analizinde iki boyutlu bir yapi elde edilmistir. Varimax dondtrme yontemiyle yapilan
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analiz sonucunda toplam varyans acgiklama orani %61,938 olarak bulunmustur. Bu iki boyutun
varyansa katki oranlari sirasiyla %37,838 ve %24,100 olarak tespit edilmistir. Bu sonuglar,
sembolik tlketimin bireyin benligini ve yasam tarzini yansitan iki temel boyut altinda
degerlendirilebilecegini desteklemektedir. Yapilan faktor analizi incelemesinde, yasam doyumu
olgek ifadelerinin tek boyut altinda toplandigi gézlemlenmistir. Olgegin toplam varyans agiklama
yUzdesi %61,2 olarak hesaplanmistir.

Korelasyon analizi

Tablo 2 Materyalist degerler ile yasam doyumu arasindaki korelasyon

Materyalist Basari Odaklilik Merkeziyetcilik Alt ~ Mutluluk
Degiskenler Degerler Alt Boyutu Boyutu Alt Boyutu
Yasam doyumu -407** -,203** -, 164** -,518**

**0,01 anlamlilik diizeyini gbstermektedir.

Arastirmada degiskenlerin arasindaki olasi iliskilerin belirlenebilmesi igin korelasyon analizi
yapilmistir. Korelasyon katsayisinin 0,1-0,3 araligi zayif iliskiye; 03-0,5 araligi orta kuvvette
iliskiye; 0,5-0,8 araligi guglu iligkiye ve 0,8'den buytk aralidi ise guglu bir iligkiye isaret etmektedir
(islamoglu ve Alniagik, 2019). Analiz sonuclarina gore, materyalist degerler ile yasam doyumu
arasinda negatif yonli orta kuvvette anlaml bir iliski tespit edilmistir (r= -0,401, p<0,07).
Materyalist degerlerin alt boyutlarindan basari odaklilik (r=-0,203, p<0,01) ve merkeziyetgilik (r=
-0,164, p<0,071) yasam doyumu ile negatif yonlt, zayif anlamliiliskileri tespit edilmis, mutluluk (r=
-0,518, p<0,01) alt boyutunun yasam doyumu ile negatif yonll, gugcli anlamli iligkileri
bulunmustur. Ozellikle mutluluk alt boyutu, yasam doyumu ile en guicli negatif iliskiye sahip alt
boyut olarak dikkat cekmektedir (Tablo 2).

Tablo 3 Sembolik tiiketim ile yasam doyumu arasindaki korelasyon

. I Benlik Yasam Tarzi
Degiskenler Sembolik Tiketim Alt Boyutu Alt Boyutu
Yasam doyumu -034 -105™ 162"

**0,01 anlamlilik diizeyini gostermektedir.

Tablo 3'e gore, sembolik tlketim ile yasam doyumu arasinda anlamli bir iliskinin varligindan soz
edilemeyecegi tespit edilmistir. Buna ragmen, benlik alt boyutu ile yasam doyumu arasinda
negatif yonde ve zayif (r = -0,105**, p < 0,01) anlamli iliski ve yasam tarzi ile yasam doyumu
arasinda pozitif yonde ve zayif (r = 0,162**, p < 0,01) anlaml iliski oldugu gorilmustar.
Arastirmanin hipotezlerinin test edilebilmesi, bagimsiz degiskenin bagimli degisken uUzerindeki
etkisinin arastiriimasi igin degiskenler arasinda dogrusal bir iliski varsayimi saglanamadigi icin
"H2: Sembolik tlketim yasam doyumu uzerinde anlamli etkiye sahiptir.” hipotezi arastirma
modelinden ¢ikartiimistir.

Tablo 4 Materyalist degerler ile sembolik tiiketim arasindaki korelasyon

. S Benlik Yasam Tarzi
Degiskenler Sembolik Tuketim Alt Boyutu Alt Boyutu
Materyalist Degerler ,344%% ,404%* ,043
Basari Odaklilik Alt Boyutu 3477 ,3747%* 110%*
Merkeziyetgcilik Alt Boyutu ,204** ,257*% -018
Mutluluk Alt Boyutu ,287%% ,3427%% -023

**0,07 anlamlilik diizeyini gostermektedir.

Arastirmada ayrica materyalist degerler ile sembolik tiketim arasindaki iliskisi de incelenmis,
materyalist degerler ile sembolik tliketim davranisi arasinda, pozitif yonde (r=0,344, p<0,01) orta
kuvvette anlamli iliski oldugu gortlmustur. Materyalist degerlerin alt boyutlarindan basari
odaklilik (r=0,341, p<0,01), merkeziyetgilik (r=0,204, p<0,01) ve mutluluk (r=0,287, p<0,01) alt
boyutlarinin sembolik tiketim ile pozitif yonld ve zayif anlamliiligkileri tespit edilmistir (Tablo 4).
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Regresyon analizi

Modeldeki hipotezlerin sinanmasi amaciyla dogrusal regresyon analizleri gerceklestiriimis ve
sonuglari Tablo S'te verilmistir.

Tablo 5 Materyalist degerler ve sembolik tiketimin yasam doyumu uzerine etkisini gosteren basit
dogrusal regresyon analizi sonuclari

Regresyon Katsayilari Istatistikler
Hipotezler B Standart t R % F
P Sapma P
H1: Bagimsiz: Materyalist Degerler ) 50 35 0401 -1199 0000 0407 0161 143715
Bagimli: Yasam Doyumu
H1a: Bagimsiz: Bagan Odaklilik 0187 0033 0203 -5656 0000 0203 0041 31,994
Bagimli: Yasam Doyumu
H1b: Baimsiz: Merkeziyetgilik 0739 0,031 0164 -4547 0000 01645 0027 20675
Bagimli: Yasam Doyumu
H1c: Bagimsiz: Mutluluk 0420 0,025 0,518 -1656 0000 0578 0268 27235
Bagimli: Yasam Doyumu
H2a: Bagimsiz: Benlik 0,701 0,035 0105 -2897 0004 0705 0011 8393
Bagimli: Yasam Doyumu
H2b: Bagimsiz: Yagam Tarzi 0195 0,043 0162 4493 0000 01622 0026 20,184

Bagimli: Yasam Doyumu

Regresyon analizine gore, materyalist degerlerin yasam doyumu uzerinde negatif ve anlamli bir
etkiye sahip oldugu belirlenmistir (3= -0,401, p<0,01). Bu sonug, materyalist degerlerdeki bir
standart sapmalik artisin, yasam doyumu Uzerinde 0,401 standart sapmalik dlsuse sebep
olacagi seklinde yorumlanabilmektedir. Ayrica, bagiml degiskendeki toplam varyansin %16,1'i
materyalist degerler tarafindan agiklanmaktadir. Bu durumda “H1: Materyalist de@erler yasam
doyumu uzerinde anlamli etkiye sahiptir.” hipotezi kabul edilmistir.

Alt boyutlar acgisindan degerlendirildiginde, basari odaklilik alt boyutunun yasam doyumu
Uzerinde negatif ve anlamli bir etkiye sahip oldugu bulunmustur (B=-0,203, p<0,01). Bu sonug,
basari odaklilik alt boyutundaki bir standart sapmalik artisin, yasam doyumu Uzerinde 0,203
standart sapmalik duslse sebep olacagl seklinde yorumlanabilmektedir. Ayrica, bagmili
degiskendeki toplam varyansin %4,1'i basari odaklilik alt boyutu tarafindan aciklanmaktadir. Bu
durumda “H1la: Materyalist degerlerin “basari odakllik” alt boyutu, yasam doyumu Uzerinde
anlamli etkiye sahiptir.” hipotezi kabul edilmistir.

Merkeziyetcilik alt boyutunun yasam doyumu tzerinde negatif ve anlamli bir etkiye sahip oldugu
tespit edilmistir (3= -0,164, p<0,01). Bu sonug, merkeziyetgilik alt boyutundaki bir standart
sapmalik artisin, yasam doyumu uzerinde 0,164 standart sapmalik dususe sebep olacadi
seklinde yorumlanabilmektedir. Ayrica, bagimli dediskendeki toplam varyansin %2,7'si
merkeziyetcilik alt boyutu tarafindan acgiklanmaktadir. Bu durumda “H1b: Materyalist degerlerin
“merkeziyetcilik” alt boyutu, yasam doyumu uzerinde anlamli etkiye sahiptir.” hipotezi kabul
edilmistir.

Mutluluk alt boyutunun yasam doyumu Uzerinde negatif ve anlamli bir etkiye sahip oldugu
belirlenmistir (= -0,518, p<0,01). Bu sonug, mutluluk alt boyutundaki bir standart sapmalik
artisin, yasam doyumu uzerinde 0,518 standart sapmalik dususe sebep olacagl seklinde
yorumlanabilmektedir. Ayrica, bagimli degiskendeki toplam varyansin %26,8'1 mutluluk alt
boyutu tarafindan agiklanmaktadir. Bu durumda “H1c: Materyalist degerlerin “mutluluk” alt
boyutu, yasam doyumu Uzerinde anlamli etkiye sahiptir.” hipotezi kabul edilmistir.

Sembolik tiuketimin benlik alt boyutunun yasam doyumu Uzerinde negatif ve anlamli bir etkiye
sahip oldugu bulunmustur (3= -0,105, p<0,01). Bu sonug, benlik alt boyutundaki bir standart
sapmalik artisin, yasam doyumu Uzerinde 0,105 standart sapmalik dusutse sebep olacagi
seklinde yorumlanabilmektedir. Ayrica, bagimli degiskendeki toplam varyansin %1,1i benlik alt
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boyutu tarafindan agiklanmaktadir. Bu durumda “H2a: Sembolik tiketimin “benlik” alt boyutu,
yasam doyumu Uzerinde anlamli etkiye sahiptir.” hipotezi kabul edilmistir.

Sembolik tlketimin yasam tarzi alt boyutunun yasam doyumu Uzerinde pozitif ve anlamli bir
etkiye sahip oldugu bulunmustur (8= 0,162, p<0,01). Bu sonug, yasam tarzi alt boyutundaki bir
standart sapmalik artisin, yasam doyumu tzerinde 0,162 standart sapmalik artisa sebep olacagi
seklinde yorumlanabilmektedir. Ayrica, bagiml degiskendeki toplam varyansin %2,6'sl yasam
tarzi alt boyutu tarafindan agiklanmaktadir. Bu durumda “H2b: Sembolik tiiketimin “yasam tarzi”
alt boyutu, yasam doyumu Uzerinde anlamli etkiye sahiptir.” hipotezi kabul edilmistir.

Son olarak, materyalist de@erlerin sembolik tuketim Uzerindeki etkisini belirlemek amaciyla
yapilan regresyon analizi sonugclari Tablo 6'da sunulmustur.

Tablo 6 Materyalist dederlerin sembolik tiiketim Uzerine etkisini gosteren basit dogrusal regresyon
analizi sonuglari

Degiskenler B Standart Sapma B t p
Sabit 2,421 0,088 27,386 0,000
Materyalist Degerler 0,310 0,031 0,344 10,005 0,000

Bagimli Dedisken: Sembolik Tiiketim
R:,3442 R2: 0,117 F: 100,92 p<0,01

Analiz bulgularina gore, materyalist dederlerin sembolik tliketim tzerinde pozitif ve anlamli bir
etkiye sahip oldugu bulunmustur (8= 0,344, p<0,01). Bu sonug, materyalist degderlerdeki bir
standart sapmalik artisin, sembolik tiuketim Uzerinde 0,344 standart sapmalik artisa sebep
olacagi seklinde yorumlanabilmektedir. Ayrica, bagimli degiskendeki toplam varyansin %11,7'si
materyalist deg@erler tarafindan agiklanmaktadir.

Sonug ve oneriler

Bu arastirmada, tlketicilerin materyalist degerleri ile sembolik tiketim davranislarinin yasam
doyumlari Uzerindeki etkilerinin incelenmesi amaclanmistir. Bu baglamda, tuketici degerleri ve
tuketim tdrlerinin bireylerin yasamlarindaki etkilerine yonelik bulgular elde edilmeye calisiimistir.
Arastirmanin korelasyon bulgulari, materyalist degerler ile yasam doyumu arasinda negatif
yonli bir iliski oldugunu ortaya koymaktadir. Ozellikle mutluluk alt boyutunun yasam doyumu ile
glclU bir negatif iliski sergilemesi, Kasser (2002), Richins ve Dawson (1992), Burroughs ve
Rindfleisch (2002), Micken ve Roberts (1999), Sirgy ve Lee (2012) gibi calismalardaki bulgularla
uyum gostermektedir. Literatlrde, materyalizmin bireylerin yasam doyumunu olumsuz yonde
etkileyebilecegi siklikla ifade edilmistir. Bireylerin materyalist degerler olgeginde yuksek derecel
olarak deg@erlendirilmeleri onlarin maddi varliklara atfettikleri onem derecesi ile belirlenmektedir.
Bu olgimde ayrica bireylerin maddi degerlere yonelik onem olcutlerinin hangi amaca hizmet
ettigine gore gruplandinldigi gorulmektedir. Kimi bireyler igin yasamda basarili hissedebilmenin
yolu ve gostergesi olarak sahip olunan maddi varliklar nem kazanirken, kimileri igin arzu edilen
maddi varliklara sahip olmak mutlu olmanin onkosulu olarak gorulebilmektedir. Ancak, yasam
doyumu ve mutluluk Uzerine yapilan calismalarin gosterdigi Uzere, maddi varliklar yolu ile
saglanan mutluluk duygusu gegcici yapidadir Diener (1984). Bununla birlikte, maddi varliklar yolu
ile mutlulugu elde etme arayisinda olan bireylerde beklentinin ytksekligi ile varlik edinimi sonrasi
yasanan tatminin gecici yapisi bir geliski yaratarak, bireylerin yasam doyumlari Uzerinde negative
yonlU etki yapabilmektedir (Richins, 2013). Bireyler, yasanilan gegici tatmin duygusunu tekrar
yasamalarini  saglayacagi umuduyla daha kuvvetli materyalist degder sistemleri
gelistirebilmektedirler (Kasser, 2002). Yasam doyumu, dogrudan bireyin yasamindaki mutlak
mutluluk seviyesi ile degil, bireyin yasaminin buttinudne yonelik 6znel algisi ile iliskilendirilen bir
kavram olarak ortaya cikmaktadir. Yapilan ¢alismalarda, materyalist degerler ve yasam doyumu
arasindaki negatif yonlu iliskide, psikolojik ihtiyaclarin karsilanmasindaki yetersizligin belirgin bir
aracl etkisine sahip olabilecedi gosterilmistir (Dittmar vd., 2014). Materyalist olarak
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degerlendirilen bireylerin, yasam doyumuna en buyuk katkiyr sagladigr disunulen sosyal ve
duygusal baglar gelistirmek i¢in harcayabilecekleri efor ve zamani maddi kazang elde etmekicin
harcayabildikleri gorisiinden de bahsetmek yerinde olabilmektedir (Myers ve Diener, 1995).
Bununla birlikte, materyalist degerlere atfedilen onem bireyde, materyalist dederlerin ailevi yada
dini olmak Uzere diger toplumsal degerler ile ortismemesinden kaynaklanan bir tur i¢sel gerilime
sebep olabilmektedir (Burroughs ve Rindfleisch, 2002.) Birey ve toplum arasindaki bu
cekismenin de materyalist bireylerin yasam doyumlarinda hissettikleri yetersizligi agiklayic
olabilecegi dusunulmektedir. Bu galismanin bulgulari, materyalist egilimlerin bireylerin yagsam
doyumlarini sinirlayabilecegini ve mutluluk arayiglarinin daha saglkli bir yagam doyumu yerine
gegici tatminlere dayandigi goruslerini destekler niteliktedir.

Sembolik tuketimin yasam doyumu Uzerindeki etkisinin incelenmesi icin gergeklestirilen
regresyon analizi sonucunda, sembolik tuketimin genel olarak yasam doyumu uzerinde
dogrudan anlamli bir etkisinin olmadigi gortlmustur. Ancak, "yasam tarzi" alt boyutunun zayif ve
olumlu ve "benlik" alt boyutunun ise yasam doyumu Uzerinde zayif ve negatif yonlu etkiler
gosterdigi tespit edilmistir. Bu bulgular, Glrbiz (2021) galismasi ile paralellik gostermektedir.
Glrbiz (2021), tiketim tdrlerinin 6znel iyi olug Uzerindeki etkilerini inceledigi yayinlanmis doktora
tezinde, sembolik tuketimin bireyin oznel iyi olusu Uzerinde anlamli etkileri oldugunu
bulgulamistir. Yasam doyumunun bilissel alt boyutu olarak degerlendirilen yasam doyumunun
bu bulguyu desteklemesi, literatlre katki olarak degerlendirilebilir.

Materyalist de@erlerin sembolik tliketime olan pozitif etkisi, tiketimin maddi ihtiyaclarin 6tesinde
bir kimlik ve yasam tarzi ifade araci olarak degerlendiriimesinde, maddi varliklarin dnemine
atfedilen degerin etkisini ortaya koymaktadir. Bu iliskide en dikkat cekici bulgu, materyalist
degerlerin benlik alt boyutunda gozlemlenmistir (3=0,404, p<0,01). Yasam tarzi alt boyutunun
materyalist degerlerin yalnizca basari odaklilik alt boyutu ile zayif anlamli iligkili oldugu
gozlenmistir (B= 0,110, p<0,01). Materyalist degerler ve sembolik tiketim iliskisi, Lee ve Ko
(2004) galismasiyla uyumlu bulunmustur. Literattirde, materyalist degerler ile tlketim tirlerine
yonelik calismalara rastlanmakla birlikte (Tantawi, 2023; Yiimaztirk, Akdogan ve Kayapinar,
2019; Otero-Lopez, Villardefrancos, Castro Bolafio ve Santiago Marifio, 2011; Tokgoz, 2018;
Tlrkmen ve Erten, 2020), sembolik tiiketim ile materyalist de@erler arasindaki dogrudan iliskiyi
ele alan arastirmalar sinirlidir. Bu baglamda, arastirmanin tiketici davranislari literattrtine 6zgin
katkilar saglamasi beklenmektedir.

Tuketici toplumlarda yeniligin yuceltiimesi ve belirli nesnelere sahip olmanin, belirli bir yasam
tarzini strdidrmenin mutluluk igin vazgegilmez oldugu gorisiu ragbet gorir (Bauman, 2023).
Fromm (2017) ise bireylerin sahip olma arzularinin dogustan gelen bir gtdiden ziyade,
toplumsal gelismeler ve kosullarin etkisiyle sekillenebilecegini vurgulamis ve gunimuz pazar
dinamiklerinin bireyleri surekli olarak yeni bir benlik yaratma zorunluluguna ittigini one
strmustdr. Bu baglamda, sembolik ttketimin ginumduz tuketicilerinin yasamlarindaki rolindn
artaca@l ongorulebilmektedir. Bu durum, tuketici beklentilerinin karsilanmasinda rekabet
avantaji saglamak isteyen pazarlama yoneticilerinin tiketimin sembolik dogasina dair daha
kapsamli anlayis gelistirmelerini gerektirmektedir (GUmdis ve Onurlubas, 2020). Tiketicilerin
drtnlere yonelik algilarinda Urtnun fiziksel ya da somut faydalarindan ziyade, drun ile
iliskilendirilen agik ya da ortult sembolik anlamlari olusturmak ve yonetmek pazarlamacilar igin
her gegen gun daha ¢ok oncelik kazanacak bir ugras olarak belirmektedir.

Arastirma sonuglarina gore, materyalizmin ve sembolik tdketimin bireylerin  yasam
memnuniyetlerinin algilanmasinda olumlu ya da olumsuz etkilerinin varligi tespit edilmis olsa da
bu etkilerin yasam doyumunu agiklamak igin tek basina yeterli olmadigi gorulmektedir. Bunun
temel sebebi, yasam doyumunun c¢ok gesitli faktorlerin etkisine acgik olan kapsamli ve oznel
yapisl ile agiklanabilmektedir. Yasam doyumu sahsi beklentiler, demografik degiskenler, sosyo-
ekonomik farkliliklar, sosyal yasam ve cevresel unsurlar gibi pek c¢ok faktorden
etkilenebilmektedir (Diener vd., 1999; Helliwell ve Putnam, 2004). Bu nedenle, materyalizm ve
sembolik tuketim gibi bireysel faktorlerin yasam doyumu uzerindeki etkisi degerlendirilirken
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yasam doyumuna etki eden faktorlerin goz oninde bulundurulmasi dnemlidir. Tlketim artik
sadece temel ihtiyacglarin karsilanmasi anlamlarinin disinda aragsal anlamlar ile donanmis bir
haldedir (Odabasi, 2019). Bireylerin yasam doyumlarina yonelik ileride yapilacak ¢alismalarda,
burada ele alinmayan diger tiketim tdrlerinin (6rn: deneyimsel, anlik vb.) ele alinmasinin
literature katki saglacagr umulmaktadir.

Bu arastirma, yalnizca Turkiye'deki bir orneklem Uzerinde gergeklestiriimis olup, ele alinan
kavramlarin kulturler arasi farkliliklarinin incelenememesi ve bulgularin karsilastirlamamasi gibi
kisithliklar — icermektedir. ~ Ayni  arastirmanin  farkli  kdltdrlerdeki  tuketiciler  Gzerinde
gerceklestiriimesi ve kulturler arasi karsllastirmalarin yapiimasi, literatire onemli katkilar
sunabilir. Ayrica, sembolik tuketimin alt boyutlarinin kilttirel baglamlarda nasil farklilastigini
incelemek, literatire 6zgun ve degerli katkilar saglayabilir.

Arastirma sonucunda sembolik tuketimin alt boyutlari ile yasam doyumu iliskisine yonelik elde
edilen bulgular, sembolik tuketim davranisinin bireylerin kimlik olusturma ve sosyal iligkilerini
duzenleme sureclerinde aragsal bir rol Ustlenirken, yasam doyumlarini arttirici ya da azaltici
sekilde etkileyebildigini gostermistir. Arastirmada elde edilen materyalist degerlerin sembolik
tuketimin oOzellikle benlik alt boyutunda anlamli etkiye sahip oldugu bulgusu ise materyalist
degerlerin  bu iliskide aracilik etkisine sahip olabilecegini dusundurmektedir. Sonraki
calismalarda, sembolik tUketim ve yasam doyumu iliskisinde materyalist de@erlerin aracilik
etkisine yonelik daha kapsamli galismalarin yapiimasi alana katki saglayabilir.

Yazar katki oranlari

Calismaya 1. Yazar: %51, 2. Yazar: %49, oraninda katki saglamistir.

Cikar catismasi beyani

“Materyalist Degerler ve Sembolik Tuketim Davranisinin Yasam Doyumuna Etkisi” baslikli
makalemizin herhangi bir kurum, kurulus, kisi ile mali gikar ¢atismasi yoktur. Yazarlar arasinda
da herhangi bir ¢ikar catismasi bulunmamaktadir.
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