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Abstract

In this research, effect of envy on conspicuous consumption and moderating role of altruism
was examined. Within the scope of the research, primary data were collected by convenience sampling
method in the Kirikkale province of Turkey. After performing confirmatory factor analyses, structural
equation models were tested over the gathered data with the statistical package program IBM AMOS.
According to the findings, the hypotheses of benign envy, malicious envy, and altruism being the
possible factors affecting conspicuous consumption were supported. Besides, the moderating role of
altruistic personality on the effect of malicious envy on conspicuous consumption has been determined.
Finally, several suggestions were developed for firms and researchers based on interpreting the
research findings.

Keywords . Envy, Malicious Envy, Benign Envy, Altruism, Conspicuous
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Oz

Bu arastirmada, hasedin gosteris odakli tiiketime etkisi ve bu etkide 6zgeciligin diizenleyici
rolii incelenmektedir. Arastirma kapsaminda Kirikkale ilinde kolayda drnekleme ydntemiyle birincil
veri toplanmustir. Elde edilen veriler IBM AMOS adli istatistiksel paket programiyla analiz edilmis,
bu kapsamda dogrulayici faktdr analizleri gerceklestirilmis ve yapisal esitlik modelleri test edilmistir.
Arastirma bulgularina gore, zararli haset, zararsiz haset ve 6zgeciligin gosteris tiiketimini etkileyen
faktorler oldugu iddialar1 desteklenmistir. Ayrica, 6zgeci kisisel 6zelligin zararli hasedin gosteris

odakl tiiketim iizerindeki etkisinde diizenleyici rolii tespit edilmistir. Son olarak arastirma bulgular
yorumlanmis ve isletme ve arastirmacilar i¢in oneriler gelistirilmistir.

Anahtar Sozciikler . Haset, Zararl Haset, Zararsiz Haset, Ozgecilik, Gosteris Odakli
Tiketim.
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1. Introduction

It is known that the well-being of people is influenced by perceptions about the well-
being of others (Zizzo, 2003) and consumers frequently compare themselves with other
consumers (Pancer & Ashworth, 2009). With the increase in industrialization and
subsequent (18th century) income and the emergence of a strong middle socioeconomic
class, consumers increased who shows their consumption to others (Page, 1992). In this
context, conspicuous consumption can be characterized social dimension of consumer
behaviour which takes attention of in the field of consumer behaviours. Moreover, despite
the recent increase in research on the role of emotions in decision making and behaviour,
there are few studies on the effect of envy in consumer behaviour, especially for conspicuous
consumption. In short, as an emotion felt by everyone, it is inevitable to affect consumers
behaviours, especially in terms of socially visible ones.

At this point, although the feeling of envy has been studied for a long time in
philosophy, sociology, economics, psychology, organizational behaviour and religion
research fields (Stevens, 1948; Foster et al., 1972; Feldman & Kirman, 1974; Parrott &
Smith, 1993), consumer behaviour researchers has recently give attention to the subject.
While reference groups, fashion product preferences, word of mouth communication and
interpersonal influence are areas of research in which the role of others in consumer
behaviour is widely studied, the effects of envy have been newly discussed. Moving from
the idea that it is possible to accelerate the desire to jump social class through consumption,
especially by the sense of envy (Belk, 2011), this study examines the effect of envy on
conspicuous consumption and the moderating role of altruism on this relationship.

People can feel uncomfortable or bad with what others have and this situation may
be a motivation factor for consumption behaviour especially for conspicuous consumption.
At this point, it is thought that conspicuous consumption, which refers to conveying
messages with the purchased products to others, is closely related to the feeling of envy. On
the other hand, it is discussed in this research altruism, which is focusing more on the
benefits of others rather than individual’s own interests, can negatively affect the
conspicuous consumption. It is tried to be answered in the scope of the research; how the
conspicuous consumption will be shaped by altruism and envy.

2. Conceptual Framework

2.1. Envy and the Role of Envy in Consumer Behaviour

Envy, which is a feeling that arises when a person does not have superior assets or
achievements that others have (Parrott & Smith, 1993); is a negative emotion that exists in
everyone (Foster et al., 1972) and especially in the face of things we haven’t. The feeling of
envy, which is different from the feeling of jealousy, is about the things that others have or
can do, but the jealousy is related to things that we have (Belk, 2011: 121).

The feeling of envy is explained in two types: malicious envy and benign envy (Lange
& Crusius, 2015). While malicious envy causes efforts to withdraw the other side against
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the negative situation of the individual (Gershman, 2014), benign envy causes efforts to
decrease negative feelings. Although the envy is considered as a negative emotion that
generally negatively affects welfare and life satisfaction (Belk, 1985; Cohen-Charash, 2009),
especially benign envy is expressed as positive dimension of envy and it can motivate human
behaviour (Cirpan & Ozdogru, 2017).

Although envy is widely researched in the field of psychology as an emotion
encountered in life, it has received relatively little attention as an emotion related with
consumption. However, consumers want to have what others have and can motivate
consumption depending on this situation (Morgan-Knapp, 2014; Leibenstein, 1950). At this
point, the sense of envy in the context of consumption can be caused by the desired products
or purchasing behaviours of others (Ackerman & Perner, 2004; Crusius & Mussweiler,
2012). Belk (1984) considered the envy in the context of consumption as a component of
materialism and an emotion felt for the assets that others have. In current researches, it is
accepted that materialism is seeing material assets in the centre of life, success and
happiness, and the feeling of envy may be the emotional and behavioural indicator of
materialism (Podoshen & Andrzejewski, 2012). Indeed, Richins & Dawson (1992), who
consider materialism as cognitive values, explain materialism as seeing material assets at the
centre of life as the basis of success and happiness. In short, materialism is different from
the concept of envy. Because it is possible for the individual to place his assets in a central
position of life without feeling uncomfortable about others have or without trying to prevent
them.

2.2. Conspicuous Consumption

Conspicuous consumption; which is carried out in order to reach the social class that
the individual desires or to differentiate from the lower classes and imitates the consumption
patterns of the desired upper class (Tosun & Cesur, 2018), is based primarily on Veblen’s
the Theory of the Leisure Class. Accordingly, wealthy Americans spend significant portion
of their time and money on social class-based preferences unnecessarily and inefficiently
(Mason, 2001). Today, the understanding of consumers can buy brands to show their
presence to others (Amaldoss & Jain, 2005), can use them as a symbol of prestige, try to
attract the attention of others and want to influence others through them, is accepted (Truong
et al., 2008).

It is possible that conspicuous consumption occurs in ways such as displaying assets
to others and gaining social status in this way (Veblen effect), showing that they belong to a
particular social group (Bandwagon effect) and they are different from others by making
rare choices (Snob effect) (Leibenstein, 1950). The common point of these views explaining
conspicuous consumption as; it occurs depending on the existence of others, one’s thoughts
about what others think and take place in order to give messages to others.

Conspicuous consumption is affected by many factors. Materialism (Fournier &
Richins, 1991; Richins, 1994; Wong, 1997; O’Cass, 2001; Fitzmaurice & Comegys, 2006;
Podoshen & Andrzejewski, 2012), use of social media like facebook (Taylor & Strutton,
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2016; Thoumrungroje, 2014), peer communication (Balikcioglu & Volkan, 2016), gender
(especially in women in clothing products) (O’Cass, 2001; Segal & Podoshen, 2013), ethnic
characteristics (Podoshen et al., 2011, Podoshen et al., 2014) are some of these factors. In
this study, relationships among the feeling of envy, the altruism and conspicuous
consumption is examined.

3. Hypothesis Development

In this part of the study, the possible relationships among the research variables are
investigated theoretically, namely effects of envy and altruism on conspicuous consumption.

3.1. Envy and Conspicuous Consumption

It is possible that the feeling of envy can cause to acquire assets in order to access
better positions of others (Christen & Morgan, 2005; Feinberg et al., 2002). Researches
shows that especially benign envy can cause consumers to compete with others in terms of
having more attractive advantages, to consume the products they consume (cars, clothes,
telephones, travel, etc.) (Belk, 2011). Expensive and luxury assets that people compare with
others and inability to access them easily can cause feeling of envy. The high-level feeling
of envy is associated with giving more value to expensive products and conveying messages
to others (Wong & Ahuvia, 1998).

As a matter of fact, in Le’s (2015) research, it was concluded that the envy caused
conspicuous consumption. Similarly, Taylor and Strutton (2016) showed that the feeling of
envy caused the individual to have more desire to consume conspicuously on social media.
In the experimental study of Ahn et al. (2018), it was found that especially benign envy
caused more desire to buy economic capital related products such as luxury clothes.
Moreover Belk (2008) concluded that benign envy can cause people to make sacrifices for
luxury products, even from necessary products. As a result, it is understood that the
conspicuous consumption can be affected by envy and the two hypotheses of the research
are formed as follows:

H1: Benign envy affects conspicuous consumption.
H2: Malicious envy affects conspicuous consumption.

3.2. Altruism and Conspicuous Consumption

Altruistic behaviour is expressed as; the desire to act in solidarity towards the benefit
of other people (Lay & Hoppmann, 2015), the behaviour shown to the benefit of other
organisms before the benefit of the organism that acts. A person, who was saved by someone
when he/she about to drown, encountered an altruistic behaviour (Trivers, 1971). While
altruism encourages solidarity behaviours, selfishness prevents these (Fehr & Fischbacher,
2003).

Becker (1976) states that altruism increases the desire to decrease one’s own
consumption to increase the consumption of others. Altruism, which causes behaving in
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favour of other people (especially for close family members) (Mujcic & Frijters, 2015), is
an important variable of social life and may lead to consumption behaviours (voluntary
tourism, etc.) in favour of others. Thus, it is possible for people to behave based on more
abstract collaborative motives beyond their basic needs due to altruism (Mustonen, 2007).

Altruism is more common in collaborative cultures as it relates to the importance
given to solidarity with others. On the other hand, individualism is related to giving more
importance to self and less willing to sacrifice for others of the group they are a part of
(Hofstede & Bond, 1984). The individualistic personality feature causes the person to invest
more in his own identity and to send messages with assets they own (Wong & Ahuvia, 1998).
At this point, it is seen that conspicuous consumption is higher in countries with individualist
culture (Souiden et al., 2011; Browne & Kaldenberg, 1997). On the other hand, collaborative
people attach importance to developing good relations with the group or society they belong
to (Wong & Ahuvia, 1998).

In this research, instead of the effect of individualistic/collectivistic cultural value on
conspicuous consumption, the effect of altruism on conspicuous consumption is examined
since the effect of the collectivism on conspicuous consumption is not clear. Moreover,
although there are studies showing that high individualism is related with increasing in
conspicuous consumption (Sun et al., 2004) and the increase in income in collective social
contexts decreases conspicuous consumption (Ordabayeva & Chandon, 2010); researches
show that consumers in collective culture can attach more importance to the relations with
others (Triandis, 1989), can see conspicuous consumption as an acceptable behaviour (Piron,
2000) and can consume to give messages to others, especially due to the high level of
materialism (Teimourpour & Heidarzadeh, 2011; Mai & Tambyah, 2011; Awanis et al.,
2017).

Itis asserted in Adler’s Individual Psychology Theory, the need to experience a sense
of social interest and belonging, increases human well-being or altruistic behaviour (Tan,
2019; Ferguson, 1989; Clark, 1985; Shon & Barton-Bellessa, 2015). At this point; altruism
is generally examined in terms of its relationship with inheritance (Lord & Rangazas, 1991),
engaging in solidarity behaviours (Luo et al., 2007; Lamberton, 2016; Hartl et al., 2016;
Bucher et al., 2016), sharing lecture notes with friends, being helpful in daily friend
relationships, supporting activities related to the disabled, buying unleaded gasoline,
donating blood (Schwartz, 1977), donating organ (Shaw, 2010; Mongoven, 2003; Sque et
al., 2006; Horton, 1991; Horton & Horton, 1991; Kopfman & Smith, 1996), gift giving (de
Peyrelongue et al., 2017; Taylor et al., 2012), consuming organic products (Yaday, 2016)
and giving importance to healthy product consumption (Simunaniemi et al., 2013). But as a
result of desire to help others and to reduce the dilemmas caused by the conspicuous
consumption (Posner, 1997), altruism, which encourages socially beneficial consumption
behaviours, can reduce conspicuous consumption due to the fact that buying expensive and
luxurious products can prevent consumers from acting altruist due to reduction in resources.
In addition to these, considering the assumption that altruism contradicts with the
conspicuous consumption, the moderator role of the altruism in the effect of envy is
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questioned within the scope of the research. In short, the following hypothesis of the research
is constructed:

H3: Altruism affects conspicuous consumption.

H4: Altruism plays moderating role in the effect of malicious envy on conspicuous
consumption.

H5: Altruism plays moderating role in the effect of benign envy on conspicuous
consumption.

As understood in the marketing literature about conspicuous consumption; the roles
of envy and altruism on this behaviour are taken limited attention. And in the related
literature in Turkey, since there are not seen studies focusing on mentioned relationships, it
is hoped that this research would contribute to decrease the relevant gap in literature by
testing this hypothesis on a Turkish sample.

4. Field Research
4.1. Purpose, Importance and Method

The purpose of this research is to understand the possible effects of envy and altruism
on conspicuous consumption. Although the feeling of envy has been taken attention in
marketing science, it seems that there are few studies that examine its reflections on
consumer behaviour. Even the measuring approaches about the envy are new; understanding
the effects of different dimensions of envy on certain consumer behaviour would increase
our knowledge about consumer behaviour.

In the measurement of the research variables, the 5-point Likert-style measurement
tools constructed depending on the studies about the subject. To measure the sense of envy,
the BeMaS scale, developed by Lange & Crusius (2015) and whose validity and reliability
in Turkey was tested by Cirpan & Ozdogru (2017) was used to reveal the benign and
malicious dimensions of the envy. Scale items were included in the research questionnaire
as in the Turkish validity study. To measure conspicuous oriented consumption, Chaudhuri
et al.’s (2011) scale was used, whose validity is supported in many studies, was translated
into Turkish. In order to determine the altruism levels of the research participants, the
expressions in Stern et al. (1993) and Morgan & Miller’s (2002) researches were adapted to
the research.

4.2. Analysis

Through the questionnaire prepared, primary data was collected from 373 people
between the dates 1-30 October 2019 by the convenience sampling method in the centre of
Kirikkale Province or Turkey. It was determined that 64.5% of the participants, who answer
the related question, were male and their distribution in terms of age was close to each other.
The demographic characteristics of the sample group are as follows:
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Table: 1
Demographic Features
I Quantity I Valid Percent
Gender
Female [ 112 [ 35,2
Male | 205 | 64,5
Age
20-27 67 18,6
28-35 60 16,7
36-43 88 244
44-50 95 264
51 and above 50 139
Education
Primary School 43 12
High School 100 27,9
Associate 91 254
Undergraduate 106 29,6
Graduate and above 18 5

In order to test the suitability of the data for analysis, the values of kurtosis and
skewness are calculated. The values between +- 1,5 allows that the data fit the normal
distribution (Tabachnik & Fidell, 2013). Accordingly, the kurtosis values of the items in the
questionnaire were found to vary between -1.26 and 0.08, and the skewness values ranged
from -0.93 to 0.33, and the data were assumed to be normally distributed.

In research method literature, to evaluate the model fit; it is understood that
CMIN/DF (chi-square/ degree of freedom) with value of lower than 3 or 5, the fit value can
be assumed as good or acceptable, respectively. Furthermore, RMSEA value of lower than
0,05, shows the good fit value and the value of lower than 0,08, show the acceptable fit level
of measurement model. Moreover, CFI (comparative fit index) and GFI (goodness of fit
index) value above 0.90 indicates that it is acceptable and value above 0.95 indicates that it
has a good fit level (Tabachnick & Fidell, 2012; Kline, 2015; Meydan & Sesen, 2011).
Accordingly, validity of the research variables was evaluated by confirmatory factor analysis
and mentioned goodness of fit values. The resulting goodness of fit values show that the
measurement tools used to determine the variables are structurally appropriate as seen in
Table 2.

Table: 2
Goodness of Fit Indices
Malicious Envy Benign Envy Conspicuous Consumption Altruism
CMIN/DF 3,337 1,866 2,824 3,031
RMSEA 0,079 0,048 0,070 0,071
CFI 0,996 0,996 0,978 0,981
GFI 0,993 0,994 0,929 0,978

4.3. Testing the Hypotheses

Structural equation models were tested to analyse the research hypotheses. First, the
model was found as significant according to the structural equation analysis performed to
examine the effect of malicious envy on conspicuous consumption. It is seen that goodness
of fit values of the model are sufficient, namely CMIN / DF = 2,302, GFI = 0,945, CFI =
0,974 and RMSEA = 0,059. The standardized beta coefficient showing the effect of the
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independent variable on the dependent variable was found to be 0.85. Therefore, the
hypothesis “Hi: Malicious envy affects conspicuous consumption” is supported.

Likewise, the goodness of fit values of the model designed to examine the effect of
the benign envy on the conspicuous consumption are depicted as sufficient also respectively
CMIN / DF = 3.157, GFI = 0.926, CFI = 0.942 and RMSEA = 0.076. According to the
results of the analysis, the standardized beta coefficient was determined as 0.39. So, the
hypothesis of “Ha: Benign envy affects conspicuous consumption” is supported.

The structural equation model established to test the effect of altruism on conspicuous
consumption was also found meaningful. Goodness of fit values of this model are depicted
as; CMIN / DF = 2,034, GFI = 0,945, CFI = 0,968 and RMSEA = 0,053. According to the
results of the analysis, the standardized beta coefficient was determined to be -0.16.
Accordingly, the hypothesis “Ha: Altruism affects conspicuous consumption” is supported.
In short, it is understood that altruism negatively affects conspicuous consumption as
expected.

In addition to these, goodness of fit values in the first model developed to examine
the moderating role of altruism in the effect of malicious envy on conspicuous consumption;
CMIN / DF = 1.899, GFI = 0.928, CFI = 0.967 and RMSEA = 0.049. In this model, while
malicious envy affects conspicuous consumption, altruism does not affect it. In short,
altruism becomes an insignificant variable when it is added to model with malicious envy.

In the model developed to examine the moderating role of altruism in the impact of
malicious envy on conspicuous consumption, when the interaction term of altruism and
malicious envy was added to the previous model; goodness of fit values of the model; CMIN
/ DF = 2,012 GFI = 0,920, CFI = 0,959 and RMSEA = 0,052. In this model, it can be seen
that the interaction term significantly affects conspicuous consumption (the standardized
beta coefficient of interaction term is 0,14) or altruism plays a moderating role in the effect
of malicious envy on conspicuous consumption. Hence, the hypothesis “Ha: Altruism plays
moderating role in the effect of malicious envy on conspicuous consumption” is supported.
The figurel. shows the moderating effect of altruism. Accordingly, it is seen that when
malicious envy is high and altruism is low, conspicuous consumption is low, and when
malicious envy is low and altruism level is high, conspicuous consumption is low. These
means the increase of altruism decreases the effect of envy on conspicuous consumption as
seen in the figure.
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Figure: 1
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In addition, goodness of fit values of the structural equation model designed to
examine the joint effect of altruism and benign envy on conspicuous consumption; CMIN /
DF = 2.482, GFI = 0.909, CFI = 0.932 and RMSEA = 0.063. According to the results of
analysis, altruism affects conspicuous consumption negatively and benign envy positively.
Therefore, it is understood that altruism, which is insignificant in terms of its effect on
conspicuous consumption in the case of malicious envy, plays an important role that reduces
the conspicuous consumption in the case of benign envy.

Moreover, where the interaction variable, expressed as the product of the
standardized values of altruism and benign envy is added to the model, the interaction term
did not affect conspicuous consumption. This shows that altruism does not play a moderating
role in the effect of benign envy on conspicuous consumption. Fit values of the relevant
model; CMIN / DF = 2,377, GFI = 0,908, CFI = 0,930 and RMSEA = 0,061. As a result, the
hypothesis “Hs: Altruism plays a moderating role in the effect of benign envy on
conspicuous consumption” was not supported.

4.4. Evaluation

The results obtained that the malicious envy affects the conspicuous consumption are
similar to the researches in the marketing literature (Wong & Ahuvia, 1998; Le, 2015; Taylor
& Strutton, 2016). However, the results are different from Belk (2008) and Ahn et al.’s
(2018) studies, which focusing on the effect of benign envy on conspicuous consumption.
This situation is interpreted as the effects of dimensions of envy on conspicuous
consumption may differ depending on the sample researched. In terms of the Kirikkale
sample, it is understood that malicious envy, which is consist of components such as feeling
bad about the superiority of others, is a more important variable in explaining conspicuous
consumption than benign envy, which is consist of components like willing to reach the
superiority of others.

Another conclusion reached in the research is that altruism reduces the conspicuous
consumption. This result is indirectly similar with the studies which demonstrate altruism
affects the use of consumption for the benefit of others (society, environment, acquaintance,
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etc.), (Yadav, 2016; Simunaniemi et al., 2013; Lord & Rangazas 1991; Luo et al., 2007;
Lamberton, 2016; Hartl et al., 2016; Bucher et al., 2016). In addition to these, it was
determined in this research that although altruism does not play a moderating role in the
effect of benign envy on conspicuous consumption, it plays a moderating role in the effect
of malicious envy on conspicuous consumption. At this point, when malicious envy is low,
high altruism decreases conspicuous consumption, and when the malicious envy is high, the
low level of altruism decreases the conspicuous consumption.

5. Conclusion

In this research, which was based on the main idea that consumption behaviours can
be affected by envy which is a kind of emotion and altruism level of individual; the claims
that envy and altruism affect the conspicuous consumption are supported by a field research.
In the research, it has been determined that especially malicious envy has a high impact on
the conspicuous consumption. Contrary to the conclusions reached in previous studies on
the subject, it is understood that feeling negative toward superior others, is a more important
factor to motivate behaving conspicuous consumption in researched sample, in which people
can be thought as more altruistic and collaborative cultural characteristics compared to the
individualistic western societies. This result can be remarkable in terms of designing the
marketing communication messages to encourage conspicuous consumption and realizing
that the importance of reasons for conspicuous consumption can differ in different cultures.
According to this, as can be seen in the studies conducted in western cultures that usually
emphasize individualism and self, messages such as “you can be successful like others,...
you can succeed,... there is no reason for you not to have it”, while in the market
environment where the present research is conducted messages like “... you also deserve,
...they are not better than you”, can be expected to be more effective. In this context, testing
the relative effectiveness of such messages in motivating conspicuous consumption will
contribute to understanding the issue.

The conclusion reached in the research that altruism can play an important role in
conspicuous consumption is also remarkable. Especially when there is benign envy in the
consumer, altruism reduces the conspicuous consumption, and in case of malicious envy, it
plays a moderating role. These results show that, with the motivation to reach the superiority
of others (benign envy), the high level of altruism will reduce the conspicuous consumption.
On the other hand, it is understood that altruism does not affect the conspicuous consumption
directly in the malicious envy situation, but it moderates the effect of malicious envy on
conspicuous consumption. Accordingly, when malicious envy is low, low altruism increases
the conspicuous consumption. These results show that in certain situations (high malicious
envy), altruism may not be an obstacle for conspicuous consumption.

The main constraints of this research are that it is carried out with a survey method
and in a narrow geographical location, which leads to the fact that the absolute accuracy of
the research cannot be guaranteed, and the findings cannot be generalized. On the other hand,
descriptive survey method is widely used in social sciences to test certain claims on issues
pertaining to consumer perception, emotion, attitude, and behaviours. In addition, it is
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possible by the research to provide valuable information about the relationships between
conspicuous consumption, envy, and altruism, and has the potential to give ideas in terms of
models, methods and variables to researchers that can be carried out in a larger sample.
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