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ABSTRACT

Purpose - The study investigates the influence of cultural dimensions on the two important outcomes of today’s consumer society; conspicuous
consumption and online compulsive buying behavior. Also, another aspect of this research is to see if conspicuous consumption orientation has
connections with online compulsive buying behavior. Lastly, it attempts to show whether conspicuous consumption and online compulsive buying
behavior varies across cultures and the role of demographics.

Methodology - The study employed two samples from two nations (Turkey and The United States) that have distinct cultural orientations. 663
participants from Istanbul and 597 participants from Washington D.C were used in analysis.

Findings - Based on the models tested in two samples, the findings show that collectivism, power distance and masculinity have significant effect
on conspicuous consumption in both nations yet the most impactful cultural dimensions vary based on the nation. Also, it has been discovered
that collectivism, power distance and uncertainty avoidance were in relation with online compulsive buying behavior in both nations yet
masculinity was not. Finally, conspicuous consumption and online compulsive behavior were found to be positively correlated.

Conclusion - The study contains valuable information and managerial implications for marketing professionals who want to implement different
marketing strategies in different cultural setting. Future studies should focus on the link between cultural dimensions at the individual level and
other important elements within consumer behavior literature such as impulse buying, brand loyalty, fashion orientation, advertisement and
brand attitude.

Keywords: Conspicuous consumption, cultural dimensions, online compulsive buying behaviour
JEL Codes: M30, M31

1. INTRODUCTION

Culture has been deemed a core mechanism that drive people’s behavioral patterns and the need for understanding consumer’s
cultural orientations and their effects on consumer behavior becomes even more crucial every day. Conspicuous consumption
and online compulsive buying behavior as the two important outcomes of today’s consumer society are becoming more
prominent and their relations with cultural dimensions are yet to be examined thoroughly. Conspicuous Consumption has been
considered as an unnecessary consumption that serves no purpose but today it became one of the main acts of everyday
consumer society as the middle-class all around the world became wealthier and the income distribution became more even. On
the other hand, online compulsive buying behavior has been getting a lot of attention in clinical studies since online shopping was
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introduced as another tool for consumption, however; its’ examination in marketing literature is lacking. Previous studies have
focused only on one cultural dimension (individualism/collectivism) at the national level and lack the theoretical model that
describes the relationship between each cultural dimension at the individual level and consumer’s conspicuous consumption
orientation (CCO) and online compulsive buying behavior (OCBB). Also, compulsive buying behavior as a broader concept has been
paid attention largely in psychological investigations and lacks the necessary focus in consumer behavior literature. The primary
objective of the study is to understand the impact of cultural dimensions on two important outcomes of consumer society;
conspicuous consumption and online compulsive buying behavior. Secondly, this study also aims to fill the gap in compulsive
buying behavior literature by examining the relation between conspicuous consumption orientation and online compulsive buying
behavior. Furthermore, the third purpose is to discover and compare the number of compulsive buyer among online consumers
in Turkey and The United States. Lastly, the study examines whether cultural dimensions at the individual level, conspicuous
consumption and online compulsive buying behavior varies across Turkish and American consumers and demonstrates if
demographics such as gender, age, income and education has significance in consumer’s conspicuousness and compulsiveness.
This study provides a valuable information for the academics and marketing professionals by filling the gap in the literature of
cultural dimensions and its’ relation with conspicuous consumption and online compulsive buying behavior. The study also acts
as the first cross-cultural comparison between two nations that encompasses culture, conspicuous consumption orientation and
online compulsive buying behavior.

2. LITERATURE REVIEW
2.1. Conspicuous Consumption

Conspicuous consumption is a phrase very often used by economists, marketers, sociologists and psychologists; however, this
phrase is frequently applied in a not very clearly expressed sense in order to explain any type of non-utilitarian consumers’
behavior, which is therefore valued as extravagant, luxurious, or wasteful (Campbell, 1995). However, the lack of appropriate and
precise definition can be a result of lack of scientific empirical studies that examined conspicuous consumption and its correlates.
The introduction of conspicuous consumption into scientific literature in the 19th century tells us that it is not a recent
phenomenon; however, conspicuous consumption and its origins go much further into the past. More precisely, it was present in
everyday lives of people from ancient civilizations such as Old Greece and Roman Empire, and it changed and evolved in parallel
with political and economic systems (Memushi, 2013). Specifically, throughout the history, our society and the ways of producing
things changed, and so did the definition of luxury goods; hence, although the conspicuous consumptions was the same in
principle, its manifestation forms changed from one epoch to another (Chaudhuri & Majumdar, 2006). With the expansion of
capitalistic production and values, the luxury goods became expensive products that were reserved for nobility and upper middle
class. This group of products included diamonds, luxury cars, and other expensive and unique objects. The main drive for
conspicuous consumption was still vanity and pretentiousness; however, its main goals were changed, and people engage in it to
showcase their social power, status, and to stand out as unique in front of their reference group (Chaudhuri & Majumdar, 2006).
Finally, in post-modern times (the late 20th and 21st century), image and experience became luxury goods. With the rise of
educational level of an average person and social wealth, conspicuous consumption became available to the middle class and
great “masses” of the people. The main motives for conspicuous consumption became self-actualization, self-expression, and self-
image. However, the goal of conspicuous consumption became somewhat self-contradictory. More precisely, as Chaudhuri and
Majumdar 2006 pointed out, today many people engage in conspicuous consumption to comply with the social norm of proving
one’s own uniqueness to the world in order to prove them their value as a human being. On the other hand, some people do it
because they do not want to be thought different and odd.

Some authors argued that conspicuous consumption is not only a form of consumers’ behavior but a deeper part of human nature
and personality. More specifically, Vohra (2016) argued that conspicuous consumption is a stable personality trait that is
significantly influenced by globalization, consumer demographics, and culture. In addition, an average conspicuous consumer
tends to fit a particular personality profile, which consists of high materialism with high expression of possessiveness, non-
generosity, and envy (Chacko and Ramanathan, 2015).Today, the most significant correlate of conspicuous consumption is social
status display. More precisely, many people believe that social status influences and shapes one’s self-image; consequently,
people tend to display it in order to present better self-image in front of other people and leave positive impression on them
(Souiden, M’Saad, & Pons, 2011). This behavior is culturally universal and can be detected in both eastern and western countries.
However, surprisingly, conspicuous consumption appears more often in individualistic or western cultures than in collective or
eastern ones, which is contradictory to the discovery that show connection between social status display and self-image is
significantly higher in collectivistic cultures (Souiden, et al., 2011). However, this contradiction can be explained with significant
difference in socio-economic status between people from eastern and western countries. Specifically, conspicuous consumption
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is behavior that is in most of the cases displayed among the people from the middle class (Frank, 1999), and western countries
are on average significantly richer than eastern countries; also the differences between the poor and the rich are lower in the
western countries; hence, in terms of relative measures, a greater percentage of people in the western countries fells into the
middle class group. In addition, the middle class in the western countries is significantly richer than the middle class in the eastern
countries, which means that it has more disposable money for luxury and unnecessary goods.

As our society changed through the centuries, it influenced the relationship between gender, gender roles, and conspicuous
consumption. Veblen’s work from the end of the 19th century showed that, at that time, a majority of women were more focused
on their role to enhance social status of their husbands. Specifically, men earned the money that they gave to their wives who
engaged themselves in conspicuous consumption so that they can be later used for presentation of social status of their husbands
(Gilman, 1999). Hence, according to Veblen (1899), women’s consumption served as a mean to show wealth and social status. At
that time, the items that women most frequently purchased for conspicuous purposes included household appliances, jewelry,
perfumes, and clothes. In general, today, the population of young men is the one that engages in conspicuous consumption the
most. However, women also tend to engage themselves in conspicuous consumption, but their motivation and the products that
they purchase conspicuously are somewhat different when compared to men. First, in the act of conspicuous consumption,
women tend to buy clothes significantly more than men and use them as status and identity items (O’Cass, 2001); however, men
use conspicuously bought clothes to communicate power while women use it to communicate delicacy (McCracken, 1986).

2.2. Cultural Dimensions

Culture operates on all levels in one society and its rules regulate social roles and communication from the individual point up to
the business and state leadership. Because culture with its values, attitudes, and desirable behaviors determines the rules of
communication, it can be used for prediction of mainstream tendencies regarding some social phenomena (e.g. moral issues,
popularity of some type of music, dynamics of its politics, etc.). Hofstede, Hofstede, and Minkov, (2010) suggested that culture
has onion layer structure that consists of two main parts: 1) values and 2) practices, while the latter is consisted of rituals, heroes
and symbols. Symbols include words, gestures, pictures, and objects that have specific meaning in one culture. More specifically,
they include jargon, clothes, hairstyles, flags and status symbols. Culture influences all levels of one society (e. g., nation, groups,
and individuals); however, its roles are somewhat different on different levels. Up to this day, scientific studies investigated three
cultural orientation levels. The first level was macro level, or investigation of cultures as collective phenomenon on levels of
geographical areas and ethnic groups (Hofstede and Bond, 1984). Although this perspective gave insights into how lingual or
religious similarities between cultures are formed, it could not explain some phenomena such as multilingual countries (Bouchet,
1995). The second cultural orientation level that was investigated is the level of social groups (Parsons, 1977), and the studies
that researched this level gave us insights into how social realities, lifestyles, and consumption patterns are formed. Finally,
cultures were studied on micro or individual level, which gave us insights how culture influences individual behavior. Specifically,
these studies found how culture is represented in the minds of individuals, and how that shapes intra-psychological dynamics of
people (Mennicken, 2000). In other words, they helped us determine the “background effect” of culture, and how culture
unconsciously shapes cognitions, emotions, and behavior of its members (Kroeber-Riel, Weinberg, & Groppel-Klein, 2009).

Hofstede’s Cultural Dimensions

Culture is a factors that significantly influence and shape how consumers process information (Schmitt & Pan, 1994). Among the
others, some of the most important factors are national wealth and incomes (De Mooij, 2004); however, cultures also shape
national economies because entrepreneurs adapt their business to the cultures in which they operate in order to maximize their
efficacy and profitability. When one researches customers’ behavior, one has to study cultural dimensions too because the way
people behave and what motivates them is significantly determined and influenced by culture. Culture defines how people
communicate with each other in buying process, it defines how people behave in critical points of decision making (e.g., do people
prefer making decisions by themselves or they like to ask other important people or relevant associates when making business
and consuming decisions). Furthermore, depending on their culture, people tend to make more or less emotional decisions
regarding their purchases (De Mooij, 1998); hence, cultural dimensions at national level may influence consumers’ behavior
significantly (Dawar, Parker, & Price, 1996; Shim & Gehrt 1996).

Individualism / Collectivism — IND / COLL
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Individualism and collectivism (IND and COLL) are cultural dimensions that are highly correlated to and significantly influence the
self-concept of the members of that culture. In other words, how people experience and express their self-concept is highly
determined by their culture (Markus & Kitayama, 1991). These two dimensions show how a particular culture balances between
the needs of individuals and groups and to which of these two it gives more importance (Matsumoto and Juang, 2004). Based on
their place on IND-COLL dimension, cultures differ significantly in terms of their members’ typical everyday behavior. Specifically,
in highly collectivistic cultures, the relevance of personal opinion is very low, and opinion of the group is always more important
and forced on the disagreeing members. In contrast, in individualistic cultures, everyone, even small children are encouraged to
form and retain their own opinions because lack of personal opinion is evaluated as a lack of character (Hofstede et al., 2010). In
addition, individualistic cultures stimulate behaviors that will make one’s uniqueness prominent and stimulate one’s autonomy,
while collectivistic cultures tend to reward behaviors that will facilitate sense of belonging and group affiliation (Matsumoto &
Juang, 2004). Like all other behaviors, purchasing habits of all members of one culture are significantly influenced by this
dimension. For example, in individualistic cultures, people sometimes tend to buy things because that is a fun thing to do; hence,
this construct of “fun shopping” is motivated by search for pleasure which is a highly valued and very frequent behavior in
individualistic cultures. The study of Nicholls, Li, Mandokovic, Roslow, and Kranendonk (2000) noted that people from collectivistic
cultures tend to often plan their shopping in advance and for longer periods of time, while people from individualistic cultures
tend to do more frequent, spontaneous, and recreational shopping. IND-COLL dimension influences consumers’ behavior
indirectly through different lifestyles that it facilitates. More specifically, in individualistic cultures, majority of people live or tend
to live a self-supporting lifestyle while in collectivistic cultures people tend to depend on others. Consequently, their purchasing
habits, decisions, and products that they typically buy are significantly different (Hofstede et al., 2010). De Mooij (2010), showed
that people from individualistic cultures tend to make their purchasing decisions on their own or with very few consultations with
other people; however, in collectivistic cultures, people tend to rely on opinions of many other in-group members when making
the same decisions. This dimension also significantly influences the speed of decision making and consumers’ impulsiveness.
While highly individualistic people tend to impulsively purchase things just because it makes them feel good, in collectivistic
cultures majority of people avoid doing that because behavioral and emotional control are highly valued there and impulsivity
and lack of control is frowned upon (Kacen & Lee, 2002).

Masculinity / Femininity — MASC / FEM

According to Hofstede et al. (2010), there are two types of cultures on this dimension: 1) predominantly masculine cultures where
majority of men are strong and tough figures that earn the money for them and their families and where majority of women tend
to be warm, gentle, hurting, and highly preoccupied with quality of their lives and 2) predominantly feminine cultures, where both
male and females are self-effacing, warm, gentle and preoccupied with the quality of life. Furthermore, in masculine societies,
majority of members pay attention to their success, and tend to be inflexible and live a life guided by materialistic values. In
contrast, in feminine societies, people are further focused on modesty, empathy, and non-materialistic values (De Mooij, 1998).
The aspects of consumers’ behavior that are most affected by this dimension are: 1) purchasing habits or luxury goods, 2)
purchasing habits of goods that display social status, 3) independence in purchase-related decision-making process, 4) need for
social classification, 5) new product adoption, 6) complaint behavior of consumers, 7) roles that males and females take in
purchasing process, 8) the preference towards particular types of products or brands. Although purchases of luxury and status-
displaying products are highly influenced by person’s income, people from masculine cultures, who buy things to show them, tend
to buy these goods significantly more when compared to people from feminine cultures, who mostly buy things because they
have a need to use them (De Mooij & Hofstede, 2011). The findings of Stockmann are, according to De Mooij (2004), in
concordance with this hypothesis and they show that masculinity dimension is in positive correlation with purchases of luxury
sports cars and brand loyalty. Innovativeness or readiness to adopt new products is in direct correlation with one’s ambition;
hence, it is highly influenced by one’s masculinity. More precisely, masculine cultures are more focused on success and
achievement, which pull consumers to new experiences and products because people want to be seen as special and different
from everybody else (Steenkamp et al., 1999).

Power Distance - PD

Power-distance (PD) reflects what type of stance members of one culture have towards authority (Inkeles and Levinson, 1969).
More specifically, this dimension shows how people handle the problem of human inequality and how they think the problem
should be handled. Hofstede et al. (2010), argue that when PD is small, individuals are very little dependent on power holders;
hence, people prefer interdependence and consultations in all aspects of social functioning between all members of society
regardless of whether individuals are in position of power or not. In contrast, when PD is large, people that are not in power
positions are highly dependent on people who govern the country. In these societies a small number of people govern all
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relationships in the society among the people who have the benefit of power and other members. This principle is applied to all
types of relationships (for example, financial, social, political, and scientific, etc.). How much people accept inequality and how
they handle it is one of the main indicators of this dimension. While in the cultures with large PD inequality is implicitly assumed,
also at times even desired, in the cultures with small PD inequality considered as something that the majority of people fight
against and try to minimize it (Hofstede et al., 2010). Hofstede et al., (2010) showed that majority of members in one society
share the same beliefs regarding PD, and the position that they hold in that culture does not influence that belief. In other words,
it is not important whether they are leaders (power holders) or those that are led (subordinates). Power distance significantly
influences the following aspects of consumer behavior: 1) decision making style 2) purchase dominance 3) brand-oriented
purchases 4) status related purchasing 5) interest to purchase and use special groups of products, and 6) evaluation system. Within
nations with large PD, people like to rely on other people to make important decisions for them. In these cultures, purchasing
decisions are made almost always by the elders and superiors, while in the low PD cultures all consumers engage in the decision
making process. Purchase dominance is also influenced by PD. More precisely, in cultures with high PD, children and women are
brought up and thought that they must follow certain standards and rules in purchasing situations and leave all decisions to the
dominant members of the family, usually to the father or the grandfather (Rose et al., 2002). In contrast, when PD is low, all family
members are thought to express their own opinions and make decisions for themselves. Consequently, variety seeking, and brand
orientation are significantly more frequent in these cultures (Rose et al., 2002).

Uncertainty Avoidance - UA

Uncertainty avoidance is a dimension that is completely subjective, cultural and learned. The way we handle it is not innate or
hereditary, thus we are not born with it. There are great differences between cultures on this dimension. More precisely, in
cultures which are highly positioned on the scale on uncertainty avoidance, a majority of people tend to strictly follow the rules,
they like the structure, display lower levels of cognitive flexibility, they are more pessimistic, and less emotionally stable. The same
as the previous dimensions, uncertainty avoidance influences several aspects of consumers’ behavior. More specifically, it
influences: 1) preference for creativity, innovation and change, 2) decision making, 3) adoption rate of new products and brands,
4) brand loyalty, 5) information search, and 6) purchase of specific type or variety of products. Preference for creativity,
innovation, and change is significantly influenced by this dimension. More specifically, people from the cultures that has high UA
like routine, rules, and old habits. Consequently, within these cultures innovativeness and openness to change are very low. In
contrast, in cultures that score low on this dimension, people are highly innovative and creative in their purchasing behavior;
hence they tend to buy new products more often. When it comes to decision making, people with low uncertainty avoidance
tend to attribute management of their lives to themselves, and they see themselves as masters of their own lives and decisions.
In contrast, people who has high UA tend to procrastinate when making purchasing decisions and prefer to think that somebody
or something else makes or should make these decisions for them (De Mooij & Hofstede, 2011). Hence, in population with high
uncertainty avoidance behaviors such as variety seeking, switching, and impulsive purchasing is significantly reduced. In the similar
manner, this dimension influences brand loyalty. So, people who score high on uncertainty avoidance do not like insecurity and
unpredictability, and they try to minimize it as much as they can; hence, while purchasing, they do that by lowering purchasing
risks and choosing familiar brands and products. Contrarily, people who mark low on uncertainty avoidance tend to take some
risks because they are curious, and they find new experiences interesting, and challenging (Baumgartner and Steenkamp, 1996;
De Mooij, 2004).

2.2. Online Compulsive Buying Behavior - OCBB

We reside in a world that is more and better connected than ever before. Shopping malls are everywhere and products from all
around the world are available to us all the time. Hence, today, compulsive buying is more easily triggered than ever before, and
it can have very serious consequences on one’s life and his social surroundings. In its more extreme form, when a person
completely loses control over his buying patterns, compulsive buying becomes a psychological disorder. Compulsive buying
disorder (CBD) which is part of a group of impulse control disorders, although its accurate position in the American and European
classification of psychological disorders is still a matter of debate (Black, 2007). People diagnosed with CBD cannot control their
buying behavior and because of that they are very distressed and display impaired functioning in other dimensions of their life
such as social, and professional. In the US population, 5.8 % of the people are affected by this disorder. The prevalence of CBD is
higher among females (Black, 2007). Some findings show that majority of compulsive buyers are women because they use
different semantic frame for defining shopping. While, majority of men associate shopping with work, majority of women
associate shopping with fun, socialization, and leisure time. In addition, shopping of men is usually goal oriented and they tend to
do it with as little effort as possible (Campbell, 2000). When it comes to age differences, the study of Neuner, Raab and Reisch
(2005) showed that younger people are more affected by CBD than older people. This can be related to the general lack of impulse
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control that adolescents display because their brain is still not fully developed. Of all compulsive buyers, 11 % are adolescents
(Roberts & Manolis, 2000). Compulsive buyers do not have cognitive schemes to control their buying behavior (O’Guinn & Faber,
1989). However, although there is no exact profile of compulsive buyer, low self-esteem is a common personality trait in this
population (O’Guinn & Faber, 1989; Roberts & Manolis, 2000). The products that are usually bought by compulsive buyers are
clothing, jewelry, makeup, electronic equipment and collectible things (Black, 2007), and Faber, O’Guinn, and Krych, R. (1987)
argue that these products are usually bought by compulsive buyers because they boost their self-esteem by influencing their self-
image positively. Many studies have performed explorations linking materialistic values and Compulsive Buying Behavior (CBB);
however, the results were rather contradicting. Specifically, Dittmar (2005) found that materialism is a significant predictor of
and positively correlated to CBB. On the other hand, D’Astous (1990) showed that materialism is not significantly correlated to
compulsive buying. Specifically, the study showed that the products that are acquired in the act of buying are not relevant to the
buyer, and the only thing that is important for the buyer is the mere process of buying things. In addition, compulsive buyers do
not attach to the products that they bought, and they do not care about them or use them after the buying act (O’Guinn & Faber,
1989).

CBD is different from regular buying in the following aspects: 1) intrinsic value of the purchased good is totally irrelevant to the
buyer, 2) the buyer negates all negative aspects of his compulsive purchases, 3) the buyer has a lack of the ability to control
purchasing behaviors, 4) person has a constant urge to acquire things (Krueger 1988; O'Guinn and Faber, 1989; Valence and
colleagues., 1988). Similarly to people with compulsive hoarding disorder, who accumulate useless things, for compulsive buyers,
storing unneeded products and services acquired in shopping binges is very common. This led some scientists to the conclusion
that compulsive buyers only buy things because of psychological effect that it has on them, or in other words, because of
emotional and mental relief that the act of buying causes (O'Guinn & Faber, 1989). In its extreme form CBD can have very serious
consequences such as marital problems and divorce, accumulation of debt, misappropriation, and sometimes it may end with the
suicide attempt of the affected person (Lejoyeux, Ades, Tassain, & Solomon, 1996). Although it may seem to the marketers and
economists that promotion of compulsive purchasing behavior and targeting of people vulnerable to CBD is a good strategy, in
long term, the problem of CBD has great consequences on directs social environment of the people affected by this disorders and
generally on global economy (Kerin, Hartley & Rudelius, 2011). Specifically, CBB unfortunately leads to the accumulation of
uncollectable debt because people with CBD irrationally buy things and usually fall out from their purchasing power limits several
dozen times, which cannot later even be repaid by the members of their families (Bragg, 2009). Empirical studies have shown that
people who have problems with compulsive buying and CBD are generally inclined towards addiction. This hypothesis is confirmed
multiple times in the studies that showed that people with CBD diagnosis usually have at least one other addiction or compulsion
problem such as alcoholism (Glatt & Cook, 1987; Valence, D’Astous, & Fortier, 1988), kleptomania (McElroy et al., 1991; 1994),
bulimia and shoplifting (Mitchell, Hatsukami, Eckert, & Pyle, 1985), drug abuse (Mitchell et al., 1985), and binge eating disorder
and bulimia nervosa (Faber, Christenson, De Zwaan, & Mitchell, 1995).

Materialism can also be a significant correlate of compulsive buying; however, the literature suggests that there are two different
mechanism of compulsive buying and according to one of them materialism cannot be a relevant factor. More specifically,
materialism is a set of values that ranks possession of things and material success as the greatest achievements in one’s life.
According to Rindfleisch, Burroughs, and Denton (1997), people who are compulsive consumers usually score up in materialism
scale and they compulsively buy things because they think that possessions reflects their success and because they live by the
motto that more is always better. Specifically, their study showed that the amount of disposable income and endorsement of
compulsive buying inside the immediate family are two most significant predictors of CBD. In concordance with this view are the
findings of Richins and Dawson (1992), who found a significant positive correlation between materialism and low self-esteem
(which is usual traits of compulsive buyers). Contrary, according to the other perspective of compulsive buying, materialism is not
a significant factor in this behavior. More specifically, to a materialist, or a person who scores high on materialism dimension,
acquired material goods are very important. Also, people who score high on materialism tend to use the products that they bought
and tend to show them to other significant people in order to attract their attention and social approval. However, the some
findings indicate that the value of the products and its’ main purpose or the role that the products have in the presentation of
self-image is totally irrelevant to compulsive buyers shortly following the behavior of compulsive buying is finished (O’Guinn and
Faber, 1989).

Interestingly, some studies indicate that the age is the variable that can explain and reconcile the differences between the two
perspectives about materialism’s function in compulsive buying. More specifically, younger compulsive buyers (e. g., adolescents
and young adults) tend to practice this behavior because of materialistic goals. However, in older age, development of CBD is
usually a result of lack of coping mechanisms for handling negative emotions and low self-esteem (Xu, 2008; Dittmar, 2005).
Looking at the demographics, sex is the most significant indicator that affects compulsive consumption. Since the beginning of the
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scientific examination of compulsive buying (Kraepelin, 1915; Bleuler, 1924) many studies have shown that a great majority (more
than three quarters) of the buyers are women (Black, 1996; D’Astous, 1990; McElroy et al. 1994; O’Guinn & Faber, 1992). A study
that examined gender differences in compulsive buying in Turkish sample also showed that females in Turkey show significantly
higher compulsiveness than males. It was concluded that the way Turkish culture functions is the main cause of the women’s
vulnerability to compulsive buying. More specifically, the authors specified that women in Turkey traditionally use shopping as a
mean to lower boredom, stress, increase their self-esteem and lower depression symptoms (Akagun Ergin, 2010). The level of
economic development of one country plays an important role in CBB. This hypothesis is confirmed by the findings that showed
that there are significantly more compulsive buyers in the western world and specifically in America when compared to the Third
World Countries.

The past studies have shown that online shoppers are more inclined to impulsive buying. In addition, they are more susceptible
to online advertisements and direct marketing, when compared to people who do not practice online shopping or who do not
prefer it (Donthu and Garcia, 1999). However, the findings regarding online compulsive buying are somewhat contradicting, and
some indicate that online and off-line modality of CBD are the same thing. Some findings indicate that significant personality
differences exist between online compulsive buyers and regular compulsive buyers. More specifically Donthu and Garcia (1999)
found that the online buyers are more impulsive, picky, less risk-averse, and less price-conscious. Also, Rose and Dhandayudham
(2014) researched correlates of online shopping addiction and found seven significant predictors of online compulsive buying.
These predictors are: 1) low self-esteem; 2) low self-regulation; 3) negative emotional state; 4) enjoyment; 5) female gender; 6)
social anonymity; 7) cognitive overload.

3. DATA AND METHODOLOGY
3.1. Research Model and Hypotheses Development

Research Model that describes the relationships between variables are shown in Figure 1 below.
Figure 1: Research Model
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According to, Chacko and Ramanathan, (2015), a majority of conspicuous buyers tend to have the following dispositions: 1)
materialistic set of values that dominate the way they seek social approval; 2) high possessiveness; 3) selfishness; and 4) envy.
The need for highly precisely defined position in social hierarchy is positively correlated to materialistic set of values, while these
values are correlated to conspicuous consumption (Babin, Darden, & Griffin, 1994). Hence, people who have materialistic
worldview are more inclined to purchase products and services that advance and sign social status which in turn make them more
likely to engage themselves in conspicuous consumption (Richins 1994). This hypothesis was confirmed once more by Wand and
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Wallendorf (2006). Based on the previous findings, it is logical to reason that materialism, as the system of values that is typical
for conspicuous buyers is significantly correlated to compulsive buying. Precisely, materialism is a worldview that puts material
success and possessions at the top of the hierarchy of important life achievements. Interestingly, some findings show that
materialism is in significant positive correlation to compulsive buying because compulsive buyers presume that having more is
better than having less (Rindfleisch, Burroughs, & Denton 1997). These findings are supported by the results of Richins and Dawson
(1992), which showed CBB has significant correlation with materialism and low self-esteem. Moreover, Elliot (1994) showed that
buyers who scored high on compulsive buying had self-esteem that is significantly below the average. Furthermore, that research
discovered compulsive buyers are significantly more inclined towards purchasing products that will make them more socially
visible. Likewise, Roberts (1998) showed a correlation between perceived social status of buying and CBB. In the same manner,
Roberts and Manolis (2000) implied and found evidence that status consumption can become compulsive if people lose control
over their purchasing habits.

In conclusion, with the firm support from the literature on materialism, self-esteem, status consumption, and their relation with
CBB, it can be hypothesized that there should be a direct connection between conspicuous consumption and OCBB in both
American and Turkish consumers.

H1la: There is a statistically significant relationship between CCO and OCBB in American consumers
H1b: There is a statistically significant relationship between CCO and OCBB in Turkish consumers

Relationship between COLL and CCO

Cultural values shape the views on conspicuous consumption. There are several theoretical explanations of these variations across
cultures. Materialism is dominant set of values in individualistic societies. Confirming this view, Belk (1988) and Browne and
Kaldenberg (1997) specified that conspicuous consumption is positively correlated to materialism and self-enhancement in
dominantly individualistic countries. In contrast, in collectivistic cultures, materialism is in negative correlation to cultural values
(Burroughs and Rindfleisch 2002). A cross-cultural study that encompassed samples from Mexico, China, and the USA showed that
materialism is in positive correlation with consumption of brands that reflect social status (Eastman, Calvert, Campbell, &
Fredenberger, 1997). Also, Souiden et al (2011) found that conspicuous consumption is higher in an individualistic culture
(Canada) than in a collectivist one (Tunis), which they attributed to different levels of materialism in the two cultures. Studies
showed that individualistic cultures value materialism more so than collectivist cultures. Also, materialism and conspicuousness
are in interrelationship, thus it would be reasonable to assume that individualistic cultures would be more inclined to conspicuous
behavior than collectivist cultures. Another significant variable that explains conspicuous consumption is desire for uniqueness.
People who have more prominent desire for uniqueness tend to buy products that are rare and exclusive more often (Verhallen,
1982). Furthermore, achieving uniqueness is even more facilitated if the wanted brand is perceived as an expensive one (Verhallen
& Robben, 1994). What is more important is that the magnitude of desire for uniqueness significantly varies in relation to
individualism-collectivism cultural dimension. More precisely, Teimourpour and Hanzaee (2011) found that collectivism and
desire for uniqueness are negatively correlated; hence, the opposite could also be correct. However, interestingly some argued
that collectivistic cultures are more prone to positive evaluations of publicly displayable goods when compared to consumers who
are from individualist cultures (Wong & Ahuvia, 1998).

In conclusion, because there is no consensus among scientists regarding the role of individualism-collectivism in determination of
conspicuous consumption, below hypotheses will be tested.

H2a: There is a statistically significant relationship between COLL and CCO in American consumers
H2b: There is a statistically significant relationship between COLL and CCO in Turkish consumers

Relationship between PD and CCO

Societies with a large power distance are more rigid and have lover flexibility in terms of social mobility. (Hofstede 2010; Usunier,
Lee, & Lee 2005). The large PD in these societies may facilitate the role of self-importance in people’s self-concept (Keltner,
Gruenfeld, & Anderson 2003). This can be especially prominent in third world countries where people gravitate towards publicly
showing their possessions in order to present themselves as more successful than others (Chaudhuri &Majumdar 2006). More
specifically, the middle class in these countries is the most inclined towards this behavior. It is highly probable that conspicuous
consumption is a socially desirable way to converse affluence and social position in societies with a large PD (Piron, 2000). In the
same manner, Moon and Chan (2005) demonstrated positive correlation between conspicuous consumption of branded items
and PD. Hence, in those cultures, conspicuous consumption is a method of demonstration of one’s class in society (Varman &
Vikas 2005). Kim and Zhang (2014) noted that buyers who show high power-distance are more inclined to choose goods that
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showcase status when compared to people with low level of power-distance belief. Hence, based on the presented findings the
next hypotheses are developed.

H3a: There is a statistically significant relationship between PD and CCO in American consumers
H3b: There is a statistically significant relationship between PD and CCO in Turkish consumers

Relationship between MASC and CCO

In cultures that have high masculinity, the most prized things are success, money, and material possessions, and that is because
the main focus in masculine societies is on performance and achievement (De Mooij & Hofstede, 2011). Because of its main focus,
in masculine societies, expensive, unique, and luxury goods are important means that one uses to show one’s success (Bezzaouia,
& Joanta, 2016). Hofstede, (2001) argued that in high-masculinity cultures, money and material possessions are of top importance.
Thus, these cultures tend to be significantly more dominated by materialistic values than countries that score low on this
dimension; hence, high masculinity creates more conspicuous consumption (Shoham, Gavish, & Segev, 2015). Thus, this study will
test the hypothesis below.

Hd4a: There is a statistically significant relationship between MASC and CCO in American consumers
H4b: There is a statistically significant relationship between MASC and CCO in Turkish consumers

Relationship between COLL and OCBB

Caldwell-Harris and Aycicegi (2006) demonstrated that individualism is correlated to more personality pathology including
obsessive-compulsive disorders when compared to collectivism. Moreover, gambling is found to be more prevalent in
individualistic cultures. Furthermore, Ciarrocchi, Kirschner, & Fallik, 1991 noted that individualistic societies positively evaluate
active risk-taking, and are less retraining towards gambling, which has been identified as highly addictive and a form of compulsive
behavior. Hence, based on these results, below hypotheses were developed.

H5a: There is a statistically significant relationship between COLL and OCBB in American consumers
H5b: There is a statistically significant relationship between COLL and OCBB in Turkish consumers

Relationship between PD and OCBB

Power Distance is a cultural dimension which measures how much lives of people on lower positions in the social hierarchy are
influenced and dependable on the people from the higher positions (Hofstede 2010). Looking at the relation between OCBB and
PD, there is a lack in literature that showcased and explained the essence of this relationship on cultural level; however, there are
findings that show a relationship between PD and impulse buying tendency (Ali and Sudan, 2018). Moreover, it has been found
that consumer impulsiveness is in moderate correlation with compulsiveness (Shoham, Gavish, & Segev, 2015). Hence, because
previous studies indicate a sign of positive relationship between OCBB and PD, below hypothesis will be tested.

Héa: There is a statistically significant relationship between PD and OCBB in American consumers
H6b: There is a statistically significant relationship between PD and OCBB in Turkish consumers

Relationship between MASC and OCBB

In nations with high masculinity, consumers more frequently display materialistic values than in low-masculinity nations (Hofstede
2010). Additionally, Mowen and Spears (1999) showed a positive correlation between materialism and compulsiveness. Li et al.,
2009 suggested that males may be more inclined to engage in consumption of expensive, luxury goods which could trigger more
compulsive buying. Hence, built upon that information, the following hypotheses were formed.

H7a: There is a statistically significant relationship between MASC and OCBB in American consumers
H7b: There is a statistically significant relationship between MASC and OCBB in Turkish consumers

Relationship between Uncertainty Avoidance and OCBB

Hofstede (2010) defined this dimension as the way people handle unpredictability of everyday life. In addition, he argued that this
dimension reflects dominant emotions that people experience in uncertain or unknown situations. On individual level, men and
women with high uncertainty avoidance levels, seem to feel anxious and stressed in unknown and unstructured situations (Ayoun
& Moreo, 2008). Hence, in this case, it is reasonable to assume that buyers that has high UA would also lean towards avoiding
risks (Hwa-Froelich & Vigil, 2004; Yildirim & Barutgu, 2016).In addition, Park and Burns (2005) showed that pathological gambling,
which is a compulsive behavior, is in negative correlation to uncertainty avoidance. In addition, previous studies showed that
compulsive consumption is positively correlated to risk-taking (Campbell 1976; Wallach & Kogan 1961). Supporting that view,
Ozorio, Lam and Fong (2010) found that people who have low uncertainty avoidance are more risk-tolerant. Likewise, Demaree.
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DeDonno, Burns, Feldman & Everhart (2009) stated uncertainty avoidance lowers the negative effects of compulsive gambling-
related risk-taking. Thus, below hypotheses will be tested.

H8a: There is a statistically significant relationship between UA and OCBB in American consumers
H8b: There is a statistically significant relationship between UA and OCBB in Turkish consumers

Additionally, below hypotheses are formed to test the significance of demographics on CCO and OCBB.

H9a: Conspicuous Consumption Orientation statistically significantly differs based on gender in American consumers

H9b: Conspicuous Consumption Orientation statistically significantly differs based on gender in Turkish consumers

H10a: Conspicuous Consumption Orientation statistically significantly differs based on age groups in American consumers
H10b: Conspicuous Consumption Orientation statistically significantly differs based on age groups in Turkish consumers
H11a: Conspicuous Consumption Orientation statistically significantly differs based on income groups in American consumers
H11b: Conspicuous Consumption Orientation statistically significantly differs based on income groups in Turkish consumers
H12a: Conspicuous Consumption Orientation statistically significantly differs based on education in American consumers
H12b: Conspicuous Consumption Orientation statistically significantly differs based on education in Turkish consumers
H13a: Online Compulsive Buying Behavior statistically significantly differs based on gender in American consumers

H13b: Online Compulsive Buying Behavior statistically significantly differs based on gender in Turkish consumers

H14a: Online Compulsive Buying Behavior statistically significantly differs based on age groups in American consumers
H14b: Online Compulsive Buying Behavior statistically significantly differs based on age groups in Turkish consumers
H15a: Online Compulsive Buying Behavior statistically significantly differs based on income groups in American consumers
H15b: Online Compulsive Buying Behavior statistically significantly differs based on income groups in Turkish consumers
H16a: Online Compulsive Buying Behavior statistically significantly differs based on education in American consumers
H16b: Online Compulsive Buying Behavior statistically significantly differs based on education in Turkish consumers

3.2. Sampling and Data Collection

To understand and compare the relation between cultural dimensions at the individual level and two outcomes of consumer
society; conspicuous consumption and online compulsive buying behavior in Turkey and the United States of America, samples
from Istanbul and Washington D.C were chosen. For this study, more than 900 data were gathered for each country and after
subtracting the people who answered ‘No’ to disqualification questions such as citizenship and online shopping frequency, 663
participants from Istanbul and 597 participants from Washington D.C were used in further analysis. Data were gathered through
online surveys and because of the budget and time constraints, snowball convenience sampling method was chosen. This method
is very practical because it can be applied on the internet and social networks and a great amount of data can be collected in very
short time. Also, active users of Internet and who have active profiles on social networks very probably engage themselves in
online consumption.

Surveys were designed based on the extensive literature review conducted on each variable. Each item in each scale has been
translated to Turkish by sworn translator and later, back-translated from Turkish to English using a second translator. The
translations were examined and cleared from problems in meaning that could possible cause issues in later stages. Both surveys
had 6 sections and 51 questions each where first section containing the consent form, second section containing the qualification
questions such as citizenship, city and age. Third section had 11 questions measuring Conspicuous Consumption Orientation using
6-point Likert scale. Fourth section had 7 questions that measure Online Compulsive Buying Behavior using 5-point Likert scale
and fifth section had 20 questions to measure cultural dimension at the individual level using 5-point Likert scale. Lastly, sixth
section was containing demographics questions such as gender, marital status, income, education.

Table 1 contains the measurement scales used for COLL, PD, MASC, UA, CCO and OCBB.

Table 1: Variables and Measurement Scales

Lee and Park (2008) — Derived from Compulsive Buying Scale
originally developed by Faber and O’Guinn (1992)

Cultural Values Scale (CVSCALE) Yoo, Donthu & Lenartowicz (2011)

Chaudhuri

et al. (2011)

Online Compulsive Buying Behavior(OCBB)

Conspicuous Consumption Orientation(CCO)
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All data were processed in IBM’s statistical software SPSS. Before the main analysis data screening for univariate and multivariate
outliers and data cleaning were conducted. Univariate outliers were detected with inspection of standardized z-scores (values
lower and higher than +/- 3.29 were classified as outliers and removed) and multivariate outliers were detected with
Mahalanobis’s distances (values significant at alpha level .001 were removed). After removals, further analysis conducted with
663 respondents from Turkey and 597 from the U.S.

Demographics

In Turkish sample, 50.2% of respondents were male and 49.8% of respondents were female whereas in U.S.A sample, 49.2% was
male and 50.8% was female. In Turkish sample, 40.7% was single and 59.3% was married whereas in the U.S, 50.4% of respondents
were single and 49.6% married. In Turkish sample, 26.1% of respondents were in 31-38 age group, 21.8% were 23-30, 16.6% were
55+, 14.6% were 47-54, 14.3% were 39-46, and 6.5% were 15-22. In U.S.A sample, 25.3% of respondents were 55+, 20.4% were
23-30, 18.3% were 31-38, 18.1% are 39-46, 11.2% are 47-54 and 6.7% are 15-22. In Turkish sample, 41.1% of respondent are in
the Highest Fifth (5001 TL+) income group, 21.4% are in the 4th Fifth (3501 TL— 5000 TL), 14.0% are in 3rd Fifth (2,501 TL-3,500TL),
13.5in Lowest Fifth (O TL-1500 TL) and 10.0% is in the 2nd Fifth (1,501 TL—2,500 TL) income group. In U.S.A, 28.6% of respondents
are in the 3rd Fifth ($40,001-$70,000) income group, 24.3% are 4th Fifth ($70,000-$100,000), 20.8% are Lowest Fifth ($0-5$20,000),
13.2% in Highest Fifth ($100.001+) and 13.1% are in 2nd Fifth ($20,001-$40,000) income group. In Turkish sample, 54.3% of
respondents are Bachelor’s degree holders, 17.1% has Master’s degree, 14.0% are high school graduates, 7.3% has 2 year
university degree, 4.0 % has 5-8 years education, 1.9 has 1-5 years education and 1.4% has Ph.D. degree. Table 17 shows in
American sample, 40.9 % of respondents have Bachelor’s degree, 17.3% attended college with no degree, 16.4% has Graduate
Degree, 10.1% has High school degree, 8.9% Associate Degree, 3% Doctoral degree and 2.5% has less than high school education.
Lastly, MANOVA analysis showed that there are no significant differences among gender and age groups between Turkish and
American samples which indicates that samples are good fit for cross-comparison.

4. FINDINGS AND DISCUSSIONS
4.1 Factor and Reliability Analysis

In order to check construct validity and reliability of the scales exploratory factor analysis and reliability analysis were applied in
both samples (Kim & Mueller, 1978; Bolarinwa, 2015).

Factor and Reliability Analyses of Conspicuous Consumption Orientation (CCO) Scale in American and Turkish sample
Kaiser-Meyer-Olkin test of sampling adequacy was .93(U.S) and .91(Turkey) which indicates that data fit factor analysis. Factor
analysis of CCO Scale showed that the scale measures one factor in both samples with Eigenvalue 5.83 that explains 52.97 % of
the data variability in American sample and Eigenvalue 5.14 that explains 46.76 % of the data variability in Turkish sample. Result
of the factor analysis showed that all items were significantly correlated to the factor and all items had moderate to high
correlation with the factor. Hence, based on the results provided by factor analysis it can be concluded that CCO Scale is one-
dimensional, homogenous, scale that measures conspicuous consumption and has high construct validity. Reliability analysis of
the scale showed that the scale has excellent internal consistency with Cronbach’s a = .91(U.S) and Cronbach’s a = .88(Turkey).
The results of the factor analysis in both samples are in parallel with the original scale development study (Chaudhuri et al. ,2011)
where only one factor was found to be explanatory.

Factor and Reliability Analyses of Cultural Values Scale (CVSCALE) in American and Turkish sample

Kaiser-Meyer-Olkin test of sampling adequacy was .85(U.S and Turkey) which indicates that data fit factor analysis. Factor analysis
of CVSCALE showed that the scale measures four factors in both sample that explain 65 % of the data variability in American
sample and 60% of the variability in Turkish sample. Results of the factor analysis showed that all items were significantly
correlated to their adequate factors. Furthermore, the analysis confirmed that this questionnaire measures four following
dimensions: COLL, UA, PPD, and MASC. In addition all items had moderate to high correlation with the factor that they represent.
Moreover, there were no significant item cross-loadings on multiple factors. Hence, based on the results provided by factor
analysis it can be concluded that CVSCALE is four-dimensional, it measures cultural dimensions and has high construct validity.
Reliability analysis of the scales showed the following Cronbach’s a values: MASC a = .86(U.S) and a = .80(Turkey); COLL a =
.88(U.S) and a = .85; UA a =.85(U.S) and a = .85(Turkey); PD a = .84(U.S) and a = .80(Turkey); which indicate that all scales have
good internal consistency. The results of the factor analysis in both samples are found to be consistent with the original scale
development study conducted by Yoo et al., 2011 and many other researches in the United States, Brazil and South Korea (Yoo et
al. 2011).
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Factor and Reliability Analyses of Online Compulsive Buying Behavior (OCBB) Scale in American and Turkish sample
Kaiser-Meyer-Olkin test of sampling adequacy was .83(U.S) and .84(Turkey) which indicates that data fit factor analysis. Factor
analysis of OCBB Scale showed that the scale measures one factor in both samples with Eigenvalue 3.65 that explains 52.15 % of
the data variability in American sample and Eigenvalue 3.35 that explains 47.90 % of the data variability in Turkish sample. The
result of the factor analysis showed that all items were significantly correlated to the factor. In addition all items had moderate
to high correlation with the factor. Hence, based on the results provided by factor analysis it can be concluded that OCBB Scale is
one-dimensional, it measures compulsive buying behavior, and has high construct validity. Reliability analysis of the scale showed
that Cronbach’s alpha was a = .83(U.S) and a = .80(Turkey), which means that the scale has good reliability. The results of the
factor analysis in both samples are in parallel with the original scale development study conducted in the U.S (Faber and O’Guinn,
1992) and also supports the study conducted in Turkey (Turkyilmaz, et al., 2016) where in both studies only one factor was found
to be explanatory.

4.2 Hypotheses Testing

Because variable OCBB significantly deviated from normal distribution in American sample, Spearman’s p correlation was used for
testing relationship between conspicuous consumption orientation and OCBB. The results showed that OCBB is significantly
correlated to conspicuous consumption orientation in American consumers r(597) = .463, p < .001 (Table 2), and correlation is
moderate and positive. Furthermore coefficient of determination is .21, which means that conspicuous consumption explains 21
% of variability in OCBB.

Table 2: Correlation Analysis between CCO and OCBB in American Sample

Spearman's rho OCBB cco
0OCBB Corr. Coeff. 1.000 463%*
Sig. (Two-tailed) . .000
N 597 597
cco Corr. Coeff. AB3** 1.000
Sig. (Two-tailed) .000 .
N 597 597

** Correlation is significant at the 0.01 level (2-tailed)

Since p is lower than .05 and R is .463, H1a hypothesis is accepted.

Because variable OCBB significantly deviated from normal distribution in Turkish sample, Spearman’s p correlation was used for
testing relationship between conspicuous consumption orientation and OCBB. The results showed that OCBB is significantly
correlated to conspicuous consumption orientation in Turkish consumers r(641) = .475, p < .001 (Table 3), and correlation is
moderate and positive. Furthermore coefficient of determination is .22, which means that conspicuous consumption explains 22
% of variability in compulsive buying.

Table 3: Correlation Analysis between CCO and OCBB in Turkish Sample

Spearman's rho OCBB cco
0OCBB Corr. Coeff. 1.000 A75%*
Sig. (Two-tailed) . .000
N 643 643
cco Corr. Coeff. A75%* 1.000
Sig. (Two-tailed) .000 .
N 643 643

** Correlation is significant at the 0.01 level (2-tailed)
Since p is lower than .05 and R is .475, H1b hypothesis is accepted.

Conspicuous Consumption Orientation Regression Analysis in American sample

In order to test predictive capacity of masculinity, power distance, and collectivism regarding conspicuous consumption
orientation in American consumers, a multiple regression analysis was employed (Cohen, West, & Aiken, 2003). Distribution of
standardized residuals significantly resembled normal distribution, and scatterplot of predicted and standardized residuals
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indicated that homoscedasticity assumption was met. In addition, VIF of every variable in the model was significantly lower than
five, so we may conclude that all assumptions for this analysis were met (Paul, 2006).

Table 4: Regression Analysis for CCO Model with Adjusted R Square in American Sample

R R Sq. Adjusted R Sq.
1 422a 178 174
Predictors: (Constant), Masculinity, Collectivism, Power Distance

Table 5: Regression Analysis for CCO Model with Significance Levels in American Sample

Model B t Sig. Coll. Toleran. VIF
(Constant) 14.341 .000
Power Distance .244 6.094 .000 .865 1.156
Collectivism -.268 -7.154 .000 .988 1.012
Masculinity .106 2.660 .008 .867 1.154

Dependent Variable: CCO

The results of the regression analysis on Table 4 and Table 5 show that the regression model is statistically significant F(3, 593) =
42.92, p <.001, adjusted R2 = .17. In addition, masculinity (B = .106, p < .05), power distance (B = .244, p < .001) and collectivism
(B =-.268, p < .001) significantly predict conspicuous consumption orientation in American consumers.

In conclusion, the data showed that the model explains 17 % of conspicuous consumption which is statistically significant. Finally,
because collectivism has the highest B-coefficient, we may conclude that this variable has the greatest impact on conspicuous
consumption in American consumers. As a result, H2a, H3a and H4a hypotheses are accepted.

Conspicuous Consumption Orientation Regression Analysis in Turkish sample

In order to test predictive capacity of masculinity, power distance, and collectivism regarding conspicuous consumption in Turkish
consumers, a multiple regression analysis was employed (Cohen, West, & Aiken, 2003). Distribution of standardized residuals
significantly resembled normal distribution, and scatterplot of predicted and standardized residuals indicated that
homoscedasticity assumption was met. In addition, VIF of every variable in the model was significantly lower than five, so we may
conclude that all assumptions for this analysis were met (Paul, 2006).

Table 6: Regression Analysis for CCO Model with Adjusted R Square in Turkish Sample

R R Sq. Adjusted R Sq.
1 441a .195 191
a. Predictors: (Constant), Masculinity, Collectivism, Power Distance

Table 7: Regression Analysis for CCO Model with Significance Levels in Turkish Sample

Model B t Sig. Coll. Toleran. VIF
(Constant) 13.131 .000
Power Distance .297 7.890 .000 .895 1.117
Collectivism -.196 -5.414 .000 .969 1.032
Masculinity .176 4.693 .000 .899 1.112

Dependent Variable: CCO

The results of regression analysis on Table 6 and Table 7 show that regression model is statistically significant F(3, 636) =51.26, p
<.001, adjusted R% =.20. In addition, masculinity (B =.176, p <.05), power distance (B =.297 p <.001), and collectivism (B = -.196,
p < .001) significantly predict conspicuous consumption in Turkish consumers. In conclusion, the data showed that the model
explains 20 % of conspicuous consumption which is statistically significant. Finally, because power distance has the highest B-
coefficient we may conclude that this variable has the greatest impact on conspicuous consumption in Turkish consumers. As a
result, H2b, H3b and H4b hypotheses are accepted. Regression analysis showed that the model significantly predict conspicuous
consumption in both American and Turkish samples. Furthermore, the model explains 17 % of conspicuous consumption in
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American sample and collectivism had the greatest impact on conspicuous consumption whereas in Turkish sample, the model
explained 20% of conspicuous consumption and power distance had the greatest impact on conspicuous consumption. These
findings can be valuable for marketing managers where they want to market certain status products in both nations. In Turkey, to
make the brands and products more conspicuously consumed, marketing efforts can be more geared in a way that it promotes
and clearly distinguishes one’s social status whereas in America, that emphasis can be more on the uniqueness, rareness and
exclusivity of that product.

Online Compulsive Buying Behavior Regression Analysis in American sample:

In order to test predictive capacity of masculinity, power distance, uncertainty avoidance, and collectivism regarding on OCBB in
American consumers, a multiple regression analysis was employed. Distribution of standardized residuals significantly resembled
normal distribution, and scatterplot of predicted and standardized residuals indicated that homoscedasticity assumption was met.
In addition, VIF of every variable in the model was significantly lower than five, so we may conclude that all assumptions for this
analysis were met (Paul, 2006).

Table 8: Regression Analysis for OCBB Model with Adjusted R Square in American Sample

R R Sq. Adjusted R Sq.
1 .402a .161 .156
a. Predictors: (Constant), Masculinity, Collectivism, Power Distance, Uncertainty Avoidance

Table 9 - Regression Analysis for OCBB Model with Significance Levels in American Sample

Model B t Sig. Coll. Toleran. VIF
(Constant) 1.012 .000
Power Distance .226 5.494 .000 .840 1.190
Collectivism -.242 -6.078 .000 .895 1.118
Masculinity -.044 -1.086 278 .865 1.156
Uncertainty -.133 -3.305 .001 .874 1.145
Avoidance

Dependent Variable: OCBB

The results of regression analysis on Table 8 and Table 9 show that the regression model is statistically significant F(4, 592) = 28.47,
p <.001, adjusted R? =.16. In addition, power distance (B =.226, p <.001), collectivism (B = -.242, p < 001), uncertainty avoidance
(B =-.133, p <.001) significantly predict OCBB whereas masculinity (B = -.044, p > .05) does not.

In conclusion, the data showed that the model explains 16 % of OCBB which is statistically significant. Finally, because collectivism
has the highest B-coefficient we may conclude that this variable has the greatest impact on OCBB in American consumers. As a
result, H5a, H6a, H7a and H8a hypotheses are accepted.

Online Compulsive Buying Behavior Regression Analysis in Turkish sample

In order to test predictive capacity of masculinity, power distance, uncertainty avoidance, and collectivism regarding on OCBB in
Turkish consumers, a multiple regression analysis was employed. Distribution of standardized residuals significantly resembled
normal distribution, and scatterplot of predicted and standardized residuals indicated that homoscedasticity assumption was met.
In addition, VIF of every variable in the model was significantly lower than five, so we may conclude that all assumptions for this
analysis were met (Paul, 2006).

Table 10: Regression Analysis for OCBB Model with Adjusted R Square in Turkish Sample
R R Sq. Adjusted R Sq.
1 .382a 146 .140

a. Predictors: (Constant), Masculinity, Collectivism, Power Distance, Uncertainty Avoidance
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Table 11: Regression Analysis for OCBB Model with Significance Levels in Turkish Sample
Model B t Sig. Coll. Toleran. VIF

(Constant) .823 .000

Power Distance .248 6.381 .000 .893 1.120
Collectivism -.150 -3.787 .000 .859 1.165
Masculinity -.054 -1.377 .169 .881 1.135
Uncertainty -.175 -4.407 .000 .855 1.169
Avoidance

Dependent Variable: OCBB

The results of regression analysis on Table 10 and Table 11 show that the regression model is statistically significant F(4, 635) =
27.05, p < .001, adjusted R? = .14. In addition, power distance (B = .248, p < .001), collectivism (B = -.150, p < 001), uncertainty
avoidance (B =-.175, p <.001) significantly predict OCBB whereas masculinity (B = -.054, p >.05) does not.

In conclusion, the data showed that the model explains 14 % of OCBB in Turkish consumers which is statistically significant. Finally,
because power distance has the highest B-coefficient we may conclude that this variable has the greatest influence on OCBB. As
a result, H5b, H6b, H7b and H8b hypotheses are accepted. To understand if Conspicuous Consumption is statistically significantly
differs based on gender in American consumers, Levene test and independent sample t-test were employed. The p value for
Levene’s test was .123 which is higher than 0.05. Levene’s test was not significant, thus it can be concluded that the assumption
of homogeneity of variance was met. Second part of the results show the p value for t-test (p = .074) which is > 0.05, therefore
we can say that conspicuous consumption in American consumers does not differs based on gender. Therefore, H9a hypothesis
is rejected. In order to test if Conspicuous Consumption is statistically significantly differs based on gender in Turkish consumers,
Levene test and independent sample t-test were employed. The p value for Levene’s test was .179 which is higher than .05.
Levene’s test was not significant, thus it can be concluded that the assumption of homogeneity of variance was met. Second part
of the results show the p value for t-test (p =.073) which is higher than .05, thus it can be concluded that CCO in Turkish consumers
does not differ based on gender. Therefore, H9b hypothesis is rejected. Although few studies showed that women engage slightly
more in conspicuous consumption than men, most studies in the literature have not found significant differences in conspicuous
consumption based on gender. The results of this study are in parallel with the latter (Eastman et. al, 1997; Eastman, Goldsmith
& Flynn, 1999; Chaudhuri et. al, 2011; Goldsmith, Flynn & Clark, 2012). In order to test if CCO statistically significantly differs based
on age groups in American consumers, Levene’s test was employed to look at the homogeneity of variances. The p value for
Levene test was .000 which indicates that homogeneity of variance assumption was not met. Therefore, Welch ANOVA test was
employed. Also as a post-hoc test, Games-Howell test was preferred instead of Tukey (Moder, 2010). Result of the Welch ANOVA
test on Table 12 shows p <.000. Thus, it can be concluded that Conspicuous Consumption significantly differs based on age groups
in American consumers. Therefore, H10a hypothesis is accepted.

Table 12: Age Groups and CCO ANOVA Results in American Sample

Sum of Squares df Mean Square F Sig
Between Groups 32.256 5 6.451 5.618 .000
Within Groups 678.669 591 1.148
Total 710.925 596

In order to understand which groups have significant differences in Conspicuous Consumption, Games-Howell post-hoc test was
employed. Results show that 15-22 age group scores significantly higher in Conspicuous Consumption than 47-54 and 55+ age
groups. Also, 23-30 age group scores significantly higher in Conspicuous Consumption than 55+ group; 31-38 age cores significantly
higher in Conspicuous Consumption than 55+. The highest difference was between 15-22 and 55+ age groups where the mean
difference was .84628. In order to test if CCO statistically significantly differs based on age groups in Turkish consumers, Levene’s
test was employed to look at the homogeneity of variances. The p value for Levene test was > .05 where p =.112 which indicates
that homogeneity of variance assumption was met. Therefore, One-Way ANOVA test was employed. Results of the ANOVA test
on Table 13 show p < .001. Thus, it can be concluded that CCO significantly differs based on age groups in Turkish consumers.
Therefore, H10b hypothesis is accepted.
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Table 13: Age Groups and CCO ANOVA results in Turkish Sample

Sum of Squares df Mean Square F Sig
Between Groups 18.191 5 3.638 4.029 .001
Within Groups 575.225 637 .903
Total 593.416 642

In order to understand which groups have significant differences in Conspicuous Consumption, Tukey post-hoc test was employed.
Results show that 23-30 age group scores significantly higher in Conspicuous Consumption than 47-54 and 55+ age groups. Also,
31-38 age group scores significantly higher in Conspicuous Consumption than 47-54 group. No significant differences were found
between 15-22, 39-46 and all the other age groups. The highest difference was between 23-30 and 47-54 age groups where mean
difference was .580477. Results indicate that in both cultures, young adults are more inclined to conspicuous consumption in
both American and Turkish consumers. In order to test if CCO statistically significantly differs based on income groups in American
consumers, Levene’s test was employed to look at the homogeneity of variances. p value for Levene test was .042 which indicates
that homogeneity of variance assumption was not met (p < .05). Therefore, Welch ANOVA test was employed. Also as a post-hoc
test, Games-Howell test was preferred instead of Tukey (Moder, 2010). Results of the Welch ANOVA test on Table 14 show p <
.05 where p = .028. Thus, it can be concluded that Conspicuous Consumption significantly differs based on income groups in
American consumers. Therefore, H11a hypothesis is accepted.

Table 14: Income Groups and CCO ANOVA results in American Sample

Sum of Squares df Mean Square F Sig
Between Groups 15.650 4 3.912 3.331 .028
Within Groups 695.275 592 1.174
Total 710.925 596

In order to understand which income groups have significant differences in Conspicuous Consumption, Games-Howell post-hoc
test was employed. Results show that Highest Fifth ($100,000+) income group scores significantly higher in Conspicuous
Consumption than Lowest Fifth (SO - $20,000) and 2nd Fifth (520,000 - $40,000). No significant differences were seen in 3rd Fifth
($40,001 - $70,000), and 4th Fifth ($70,001 - $100,000) compare to all other income groups. In order to test if Conspicuous
Consumption statistically significantly differs based on income groups in Turkish consumers, Levene’s test was employed to look
at the homogeneity of variances. The p value for Levene test was .001 which indicates that homogeneity of variance assumption
was not met (p < .05). Therefore, Welch ANOVA test was employed. Also as a post-hoc test, Games-Howell test was preferred
instead of Tukey (Moder, 2010). Results of the Welch ANOVA test on Table 15 show p < .05 where p = .043. Thus, it can be
concluded that Conspicuous Consumption significantly differs based on income groups in Turkish consumers. Therefore, H11b
hypothesis is accepted.

Table 15: Income Groups and CCO ANOVA results in Turkish Sample

Sum of Squares df Mean Square F Sig
Between Groups 7.105 4 1.776 1.904 .043
Within Groups 583.217 625 .933
Total 590.323 629

In order to understand which income groups have significant differences in Conspicuous Consumption, Games-Howell post-hoc
test was employed. Results show that Highest fifth (5001 TL+) income group scores significantly higher in Conspicuous
Consumption than 3rd Fifth (25001 TL - 3500 TL) income group. Also Highest fifth (5001 TL+) income group has a non-significant
but considerably higher Conspicuous Consumption score compared to Lowest fifth (O TL - 1500 TL) and 2nd Fifth (15001 TL - 2500
TL) income groups. No significant differences were seen in other income groups. Even though there are studies that show
conspicuous consumption with low priced products and services, our results indicate that the more disposable income a person
has, the more they are inclined to engage in conspicuous consumption in both cultures. ANOVA analysis conducted to test if CCO
statistically significantly differs based on education in both samples, Results showed that Conspicuous Consumption does not
statistically significantly differ based on education in both American and Turkish samples.

OCBB and Gender:
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In order to test if OCBB statistically significantly differs based on gender in American consumers, Levene test and independent
sample t-test were employed. Table 16 shows the results of Independent Sample t-test.

Table 16: Gender Groups and OCBB Independent Sample t-test in American and Turkish Sample

Levene’s Test for
Eql. of Var. t-test for Eql. of Means

Online Compulsive Buying Behavior [ F Sig. t df Sig.(2- Mean Diff Std. Error
Gender tailed) Diff.
US.A Equality of var. assumed .069 .793 -2.211 | 595 .027 -.11512 .05206

Equality of var. not assumed -2.212 | 594.931 | .027 -.11516 .05204
Turkey Equality of var. assumed 2.018 .156 -2.427 | 641 .015 -.11838 .04877

Equality of var. not assumed -2427 637.468 | 0.15 -.11838 .04878

The p value for Levene’s test in American sample was .793 which is higher than 0.05. Levene’s test was not significant, thus it can
be concluded that the assumption of homogeneity of variance was met. Second part of the table shows the p value for t-test (p =
.027) which is smaller than .05, thus it can be concluded that OCBB in American consumers differs based on gender. Therefore,
H13a hypothesis is accepted. The p value for Levene’s test in Turkish sample was .156 which is higher than .05. Levene’s test was
not significant, thus it can be concluded that the assumption of homogeneity of variance was met. Second part of the table shows
the p value for t-test (p = .015) which is smaller than .05, thus it can be concluded that OCBB in Turkish consumers differs based
on gender. Therefore, H13b hypothesis is accepted. Table 17 below shows the group statistics that sheds light on to which group
scores higher on OCBB. It can be concluded that OCBB is significantly higher in females than males in both American and Turkish
consumers.

Table 17: Gender Groups and OCBB Group Means in American and Turkish Sample

OCBB/Gender Gender N Mean Std. Deviation | Std. Error Mean

US.A Male 294 1.6482 .62960 .03672
Female 303 1.7633 .64195 .03688

Turkey Male 325 1.6255 59711 .03312
Female 318 1.7480 .63884 .03582

In both samples, OCBB was seen more in women than men. Even though studies around OCBB are still limited, the results are in
parallel with the compulsive buying literature where many studies around the world have shown that female consumers were
more compulsive than males.

OCBB and Age Groups

In order to test if OCBB statistically significantly differs based on age groups in American and Turkish consumers, Levene’s test
was employed to look at the homogeneity of variances. The p value for Levene test was .000 for both samples which indicates
that homogeneity of variance assumption was not met. Therefore, Welch ANOVA test was employed. Also as a post-hoc test,
Games-Howell test was preferred instead of Tukey (Moder, 2010). Results of the Welch ANOVA test on Table 18 show p < .000.
Thus, it can be concluded that OCBB significantly differs based on age groups in American and Turkish consumers. Therefore, H14a
and H14b hypotheses are accepted.

Table 18: Age Groups and OCBB ANOVA Results in American and Turkish Sample

OCBB/Age Groups Sum of Squares df Mean Square F Sig
US.A Between Groups 12.365 5 2.473 6.349 .000
Within Groups 230.212 591 .390
Total 242.577 596
Turkey Between Groups 16.616 5 3.323 9.176 .000
Within Groups 230.689 637 .362
Total 247.304 642
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In order to understand which groups have significant differences in OCBB, Games-Howell post-hoc test was employed. Results in
American sample show that 15-22 age group scores significantly higher in OCBB than 47-54 and 55+ age groups. Also, 23-30 age
group scores significantly higher than 47-54 and 55+ group; 31-38 age group scores significantly higher than 55+ and lastly, 39-46
cores significantly higher in OCBB than 55+ age group. The highest difference was between 15-22 and 55+ age groups where mean
difference was .48160. Results in Turkish sample show that 23-30 age group scores significantly higher in OCBB than 47-54 and
55+ age groups. Also, 31-18 age group scores significantly higher than 47-54 and 55+ age groups; 31-38 age group scores
significantly higher than 47-54 and 55+ age groups. There were no significant differences in 15-22 and 39-46 compared to all the
other age groups. The highest difference was between 23-30 age group and 47-54 age group where the mean difference was
.41198. The results indicated that young age groups have significantly higher OCBB than older age groups. This finding is in parallel
with the earlier studies in the literature (O’Guinn and Faber 1989; D’Astous 1990; Lee, Lennon & Rudd, 2000; Kyrios, Frost and
Steketee, 2004; Dittmar, 2005; Akagun Ergin, 2010)

OCBB and Income Groups

To test if OCBB differs based on income group, ANOVA test was employed for both samples. The p value in American sample
higher was than .05 where p = .081. Thus, it can be concluded that OCBB does not statistically significantly differ based on income
groups in American consumers. Based on that information, H15a hypothesis is rejected. The results of the ANOVA test for Turkish
sample show a p value that is higher than .05 where p =.260. Thus, it can be concluded that OCBB does not statistically significantly
differ based on income groups in Turkish consumers. Based on that information, H15b hypothesis is also rejected.

OCBB and Education

To test if OCBB differs based on education, ANOVA test was employed for both samples. The results of the ANOVA test in American
sample showed a p value that is higher than .05 where p = .178. Thus, it can be concluded that OCBB does not statistically
significantly differ based on education in American consumers. Based on that information, H16a hypothesis is rejected. ANOVA
for Turkish sample shows a p value that is higher than .05 where p =.134. Thus, it can be concluded that OCBB does not statistically
significantly differ based on education in American consumers. Based on that information, H16b hypothesis is also rejected.

4.2 Turkey and the United States Differences

The results of MANOVA revealed that there is a significant impact of nationality on all dependent variables except OCBB together
F(6,1233)=17769.79, p < 001. In addition, there was a significant between-subject effect on every dependent variable but OCBB:
conspicuous consumption F(1, 22.99) = 21.82, p < 001, masculinity F(1, 44.80) = 47.65, p < 001, collectivism F(1, 74.25) = 132.05,
p < 001, uncertainty avoidance F(1, 28.39) = 74.52, p < 001, power distance F(1, 42.55) = 76.17, p < 001, and OCBB had p > 01
where p = .565. Differences are presented in Figure 9 below.

All cultural variables at the individual level were found to be mostly in parallel with Hofstede’s national culture studies except
masculinity. In many studies Turkey is considered a slightly feminine culture at the edge of being masculine as a nation whereas
The United States is considered a highly masculine culture yet at the individual level, results (Figure 3) showed that Turkish
consumers are more masculine than American consumers. Although culture is characterized at the national level, one should pay
close attention if an individual demonstrates the same national culture at the individual level. This distinction becomes even more
important when a nation consist of a diverse population and even more so in consumer behavior studies. The results showed that
Turkish consumers scored significantly higher on collectivism scale than Americans. Also, consumers in Turkey scored significantly
higher on Power Distance scale than Americans and they scored significantly higher on Uncertainty Avoidance scale.

Figure 2: Four Cultural Dimensions Turkey and U.S.A National Comparison
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Looking at CCO and OCBB, Turkish consumers scored significantly higher on conspicuous consumption than Americans whereas
American consumers scored significantly higher on OCBB than Turks. Conspicuous Consumption literature provides little
information about why a certain culture would engage more in Conspicuous Consumption than another culture, however, there
are studies suggesting individualist cultures are more inclined to consume conspicuously (Souiden et al, 2011; Teimourpour and
Hanzaee, 2011). Also those studies have noted that desire for uniqueness, is known to be a core descriptive element of
conspicuous consumption is correlated negatively with collectivism. On the other hand, others showed that collectivistic cultures
are more prone to positive evaluations of publicly visible possessions than consumers from individualistic cultures (Wong &
Ahuvia, 1998). Therefore, it is difficult to attribute the difference in conspicuousness levels just to individualism/collectivism
dimension. Studies (Piron, 2000; Moon and Chan 2005; Kim and Zhang, 2014; Varman and Vikas 2005) have showed conspicuous
consumption as a socially desirable way to converse affluence and social position in societies with a large power distance and also
those studies showed that consumers with high power-distance belief are more inclined towards status brands when compared
to people with low level of power-distance belief. The main reasons behind status purchases are demonstration of power and
position; hence status purchases are more frequent in cultures with large power distance. Furthermore, in these cultures, power
distance is used to explain importance of being different (De Mooij & Hofstede, 2011); therefore, people believe that one should
show his or her social status clearly and without disambiguation, because only then will other people show the respect that the
person really deserves (De Mooij & Hofstede, 2011). To remind, Turkey scored significantly higher on Power Distance in both at
the national level and individual level which could be one of the explanations why Conspicuous Consumption Orientation was
higher in Turkish consumers than Americans. Also in people with high masculine orientation, expensive, unique, and luxury goods
are important means that one uses to showcase success (Bezzaouia and Joanta, 2016) and high masculinity creates more
conspicuous consumption (Shoham, et al., 2015). Turkish consumers scored significantly higher on masculinity at the individual
level compared to Americans as well and this could also shed light to the difference in conspicuousness among Turkish and
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American consumers. On the other hand, one should not neglect the fact that there could be other factors such as personal and
physiological traits that could potentially play role in CCO that were not part of the scope of this study. The amount of compulsive
buyers in each sample was calculated based on Faber and O’Guinn’s formula that is provided below;

“Scoring equation =-9.69 + (Q1 * 0.33) + (Q2 * 0.34) + (Q3 * 0.50) + (Q4 * 0.47) + (Q5 * 0.33) + (Q6 * 0.38) + (Q7 * .31) where an
overall score higher negative score than -1.34, would classify that person as a compulsive buyer.” (Faber and O’Guinn, 1992).

In, Turkish sample, 41 participants out of 643 were compulsive buyers which equates to 6.38% whereas in American sample, 53
participants out of 597(8.88%) were compulsive buyers. These numbers are in parallel with the study of 0O’Guinn and Faber (1989)
where they have found 6% compulsiveness in American consumers and with a later study of Faber and 0’Guinn (1992) conducted
in American consumers where they have found 8% compulsiveness. There are other studies conducted in Canada and India
(Hassay and Smith, 1996) that have shown considerably higher compulsiveness values between 10% - 18%, however, those results
are not surprising at all because they were conducted only on young university students and previous studies had shown that age
is a significant indicator of CBB, where younger people are more prone to this behavior than older people. (O’Guinn and Faber,
1989; Dittmar, 2005). Therefore, the results are in parallel with the literature. This result is also in parallel with the findings in the
literature where Caldwell-Harris and Aycicegi (2006) noted that individualism is correlated to more personality pathology including
obsessive-compulsive disorders when compared to collectivism. Moreover, gambling, is known to be more prevalent in
individualistic cultures. Also, individualistic societies and consumers positively evaluate active risk-taking, and are less retraining
towards gambling, which is an addictive and compulsive behavior (Ciarrocchi, Kirschner, & Fallik, 1991). Therefore, it can be said
that the findings of this research are supporting the literature.

5. CONCLUSION

The study was successful in discovering the relationships between cultural dimensions at the individual level and two important
outcomes of consumer society which have not been closely examined in the literature. Specifically, the study successfully
showcased the influence of cultural dimensions (COLL, PD, MASC and UA) on conspicuous consumption orientation and online
compulsive buying behavior in both American and Turkish consumers with differences in the power of each variables’ effect on
dependent variables. More specifically, PD was found to be the dominant dimension affecting conspicuousness and online
compulsive buying behavior in Turkish sample, whereas COLL/IND had the greatest impact in American sample. Also, COLL, PD
and UA were discovered to be in relation with OCBB, but MASC was not. The research model tested for each country were found
to be explanatory. Also, the study demonstrated that there is a moderate and positive correlation between consumer’s
conspicuous consumption orientation and online compulsive buying behavior which can be considered as another contribution
to the body of knowledge despite the general belief that compulsive buyers are just addicted consumers that have no interest in
displaying their possessions. Furthermore, the study showed and discussed the variations in cultural dimensions at the individual
level, conspicuous consumption orientation and online compulsive buying behavior across Turkish and American consumers and
demonstrated how demographics play a significant role in consumer’s conspicuousness and compulsiveness.

This study contains valuable information and managerial implications for marketing professionals who want to implement
different marketing strategies in different cultural settings. The greatest impact on conspicuous consumption orientation was
power distance in Turkey and collectivism/individualism in The United States. Thus, one of the important recommendations would
be to consider designing marketing strategies where the effort is more geared towards a way that the product promotes and
clearly distinguishes one’s social status in Turkish market whereas in the U.S, that emphasis can be put more on the uniqueness,
rareness and exclusivity of the product. This approach can be useful when a certain brand desire to position itself as a consciously
consumed brand or product which in turn can increase their customer base in the corresponding culture. On the other hand, as
an unwanted outcome of consumer society, online compulsive buying behavior was found to be directly correlated with
conspicuous consumption which shows that the construct should be examined more closely. Future studies should study online
compulsive buying behavior by introducing more variables into the model in an attempt to understand if online compulsive buying
differs from regular compulsive behavior and uncover more about the nature of compulsiveness in online realm. That way, the
findings can become even more valuable to be used in marketing promotions, online shopping website designs and consumer
educations when targeting Americans and Turkish consumers. Study showed that young adults are more inclined to both
conspicuous consumption and online compulsive buying behavior and women engage more in OCBB which could be another
opportunity to further focus the study on young adults and pay more attention to a comparison among younger generations.
Based on Faber and O’Guinn (1992) formula, 41 participants out of 643 were compulsive buyers in Turkish sample which equates
to 6.38% whereas in American sample, 53 participants out of 597(8.88%) were compulsive buyers. These numbers are in parallel
with the study of O’Guinn and Faber (1989) where they have found 6% compulsiveness in American consumers and with a later
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study of Faber and O’Guinn (1992) conducted in American consumers where they have found 8% compulsiveness reminding that
those studies were not conducted specifically for internet shopper. Therefore, it is another contribution to the literature to
showcase the amount of compulsive consumers among online shoppers in Turkey and the U.S.

All cultural variables at the individual level were found to be mostly in parallel with Hofstede’s national culture studies except
masculinity. In many studies Turkey is considered a slightly feminine culture at the edge of being masculine as a nation whereas
The United States is considered a highly masculine culture yet at the individual level, the study showed Turkish consumers are
more masculine than American consumers. Although culture is characterized at the national level, it is crucial to see if an individual
demonstrates the same national culture at the individual level. This distinction is even more important when a nation consists of
a diverse population and even more so in consumer behavior studies. Despite the fact that cultural orientations can differ at the
individual level compared to the nation’s culture, American consumers scoring significantly lower in masculinity dimension than
Turkish consumers might indicate that a different scale could be a better fit in future research because the questions in masculinity
guestionnaire was gender and workplace focused and the shift in American culture towards more gender inclusive language might
have hindered the results.

Other limitations of the study should not be ruled out when analyzing the findings. The primary limitation is that convenience
sampling was employed because of the budget and time constraints of the research. Also, only one city from each country (Istanbul
and Washington DC) were included in the study. Therefore one should consider these limitations when generalizing the findings
to Turkey and The United States. Thus, it would be beneficial to replicate the study in other areas of each country. This approach
would also provide additional insight into comparing different parts of each nation and help marketing managers target certain
parts of each country differently based on various cultural orientations, conspicuousness and compulsiveness that might exist.
Also, since it is known that cultural dimensions can influence the group of product or services chosen, future studies may include
an investigation of products that people consume which could shed light into which product group is predominantly used
conspicuously and compulsively in different cultures. Also since the study showed that in Turkish sample, PD had the greatest
impact on conspicuous consumption orientation and online compulsive buying whereas in American sample it was IND/COLL
dimension, comparing the choice of products consumed conspicuously and compulsively in each culture can not only have great
managerial implications but also can lead to development of better consumer education programs in the society. Moreover, in
Turkish sample majority of respondents were married (59.3%) whereas in the U.S sample, majority of respondents were single
(50.4%) which is not surprising considering the cultural differences and importance put into marriage in each culture. Even though
there were no significant differences in gender and age groups among samples, there were some differences in income groups
which indicates that the findings containing age groups should be generalized carefully. In future research, quota sampling might
be introduced to make sure that there is no significant differences occur in income groups among samples.

Furthermore, the literature review hinted that cultural dimensions can impact many behavioral patterns in purchasing decision
and this study successfully showcased the impact of cultural dimensions on two important outcomes of consumer society (CCO
and OCBB). Therefore it is reasonable to suspect that cultural dimensions at the individual level may also be linked with other
important elements within consumer behavior literature. Although it was not part of the scope of this research, it would be of
significant interest to stretch this study further and with a thorough literature review include relevant variables such as impulse
buying, brand loyalty, fashion orientation, advertisement and brand attitude, etc., and investigate the impact of cultural
dimensions at the individual level on each of them in a cross-cultural setting which in turn would be a great addition to the body
of knowledge and can further assist marketing professionals develop better strategies for different cultures. Lastly, the cultural
orientation scale (CVSCALE) used in this study considers each orientation as unidimensional constructs, yet some indicators
suggest that more than one dimension for each orientation can exist at the individual level even though those scales have not
been thoroughly tested in cross-cultural settings. For instance, evidence shows that individualism/collectivism tendencies can
coexist in one person (Sharma, 2010). Also, the same study suggests masculinity can have a sub-dimension called gender equality.
Therefore, using a scale that does not treat each cultural orientation as unidimensional constructs should be a consideration in
later studies.
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