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RESEARCH ARTICLE

The Relationship Between Electronic Word-of-Mouth Marketing and
Consumption Types: The Moderating Role of Income

Mehmet GOKERIK!

Abstract
eWOM, a potent communication tool in today's digital age, is extensively utilized by consumers to evaluate products and
services, share their experiences, and offer recommendations. Consumers now openly express their opinions about products
and services through eWOM on online platforms such as social media, forums, and review websites. Therefore,
understanding the impact of eWOM on consumer behaviour holds critical significance in shaping marketing strategies. This
article examines how eWOM is specifically associated with conspicuous consumption and symbolic consumption and how
these relationships are moderated by income levels.
This study investigated the relationship between electronic word-of-mouth marketing (eWOM) and conspicuous
consumption and symbolic consumption while considering the moderating role of income. A survey was conducted among
455 participants in the Karabiik province, and the data were analyzed using Amos 20 and SPSS Process 21 software.
The results confirm that eWOM influences both types of consumption. However, the moderating effects of income differ in
this context. Income does not play a moderating role in symbolic consumption, meaning that consumers'interest in symbolic
products or services remains unaffected by income levels. On the other hand, high-income individuals are observed to pay
more attention to eWOM and prefer conspicuous consumption more frequently.
Keywords: Ewom, Conspicuous Consumption, Symbolic Consumption, Consumer Behavior
Jel Codes: M31, P46

Elektronik Agizdan Agiza Pazarlamanin Tiiketim Tiirleri ile Iliskisinde Gelirin Diizenleyici
Rolii

Ozet
eWOM, giiniimiiz dijital caginda tiiketicilerin iiriin ve hizmetleri degerlendirmek, deneyimlerini paylasmak ve énerilerde
bulunmak icin kullandigi gticlii bir iletisim aracidir. Tiiketiciler artik cevrimici platformlarda, sosyal medya, forumlar ve
inceleme siteleri gibi ortamlarda eWOM yoluyla iiriinleri ve hizmetleri hakkinda goriislerini acikca ifade etmektedirler. Bu
nedenle, eWOM'un tiiketici davraniglari tizerindeki etkilerini anlamak, pazarlama stratejilerinin sekillendirilmesi
agisindan kritik bir 6neme sahiptir. Bu makale, eWOM'un ézellikle gésteris¢i tiiketim ve sembolik tiiketim ile nasil
iliskilendirildigini ve bu iliskilerin gelir diizeyi tarafindan nasil diizenlendigini incelemektedir.
Bu ¢alisma, elektronik agizdan agiza pazarlamanin (eWOM) gésterisci tiiketim ve sembolik tiiketim ile olan iliskisini ve
gelirin bu iliskideki diizenleyici roliinii incelemeyi amaglamistir. Bu kapsamda Karabiik ilinde yasayan 455 katilimci
lizerinde gergeklestirilen bir anket ¢alismasi, Amos 20 ve SPSS Process 21 programlariyla analiz edilip, sonuglar
incelenmistir.
Sonuglar incelendiginde, eWOM'un her iki tiiketim tiiriinii de etkiledigini dogrulamistir. Ancak, gelirin bu iliskideki
diizenleyici etkileri farklidir. Sembolik tiiketim agisindan, gelirin diizenleyici bir rolii bulunmamaktadir, yani tiiketicilerin
sembolik tirtin veya hizmetlere olan ilgisi gelir diizeyine bagh olarak degismemektedir. Ancak, gésterisci tiiketimde yiiksek
gelire sahip bireylerin, eWOM'u daha fazla dikkate aldigi ve bu tiiketim bicimini daha sik tercih ettigi gézlemlenmigtir.
Anahtar kelimeler: Ewom, Gésterisci Tiiketim, Sembolik Tiiketim, Tiiketici Davranislari
Jel Kodu: M31, P46
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1. INTRODUCTION

The technological advancements brought about by the digital age and the widespread adoption of
the internet have profoundly reshaped consumer behaviour and their perceptions of products and
services. This transformation signifies a shift in how consumer behaviours are being shaped in the
digital realm, with traditional marketing strategies gradually replacing digital marketing approaches
(Belk, 2014). Consumers no longer solely rely on physical stores; they now actively seek information
about products and services on web-based platforms, influencing their purchasing decisions. In this
context, Electronic Word of Mouth (E-WOM) has emerged as a pivotal process where consumers
share their experiences, recommendations, and criticisms of products and services online (Kozinets
et al., 2010). Consequently, E-WOM has become a significant determinant in shaping consumers'
purchasing decisions.

Notably, many online consumers engage in thorough online research and consider other consumers'
product or service reviews and evaluations before making purchase decisions. This underscores the
adoption of E-WOM as an information source in the consumer decision-making process, where
consumer opinions play a central role in shaping their choices. According to E-Marketer's 2022 data,
approximately 90% of online consumers consider online research and evaluations by other
consumers when making decisions about purchasing products or services.

The influence of social media platforms has assumed an increasingly determinative role in
consumers' purchasing behaviours. Platforms like Facebook, Instagram, X, and similar popular social
media sites witness the sharing of billions of consumer opinions and product reviews every month
(Statista, 2022; Goktas & Gokerik,2024). These platforms enhance consumer interactions and
significantly influence product and service popularity and perceived value. Through social media,
consumers can facilitate other consumers' decision-making processes by sharing their experiences,
expectations, and preferences regarding products and services.

This new consumption habit has significantly impacted symbolic and conspicuous consumption
concepts. Symbolic consumption now represents a paradigm shift, as consumers no longer purchase
products solely for their functional attributes but also for the symbolic meanings and personal
identity they convey (Belk, 1988). When selecting a product, individuals now consider how that
product can contribute to their personal branding, lifestyle, and societal identity. In this regard, the
Consumer Insights report by Harris Interactive (2022) reveals that 75% of consumers believe that
products help them express themselves and symbolize their social belonging. This underscores that
symbolic consumption has evolved beyond mere consumption patterns and has become integral to
consumers' lives.

Conspicuous consumption, on the other hand, is a form of consumption where consumers seek to
gain prestige and status by ostentatiously displaying the products and services they possess in
society and on online platforms (Kozinets et al., 2010). This consumption pattern emerges as a
significant determinant of consumer income and behaviour. Notably, a positive correlation is
observed between online sharing of luxury products and consumer income (Luxury Society, 2022).
In other words, as consumers' incomes increase, their inclination toward conspicuous consumption
also grows.

This study aims to investigate the impact of electronic word-of-mouth (eWOM) marketing on
conspicuous and symbolic consumption and the moderating role of income level on these effects.
Based on a survey conducted with 455 participants in the province of Karabiik, the study reveals that
eWOM influences both types of consumption. However, income does not play a moderating role in
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symbolic consumption. The results indicate that individuals with higher income levels pay more
attention to eWOM and are more likely to engage in conspicuous consumption.

The contribution of the research highlights the significant influence of eWOM on consumer behaviour
and the moderating role of income level on this effect. This offers new perspectives to researchers
and businesses in understanding consumer behaviours and developing more effective marketing
strategies. Specifically, comprehending consumer behaviours differentiated by income level can
enable more targeted and effective marketing efforts. This study comprehensively examines the
literature, detailing the relationships between eWOM, conspicuous consumption, and symbolic
consumption and the impact of income level on these relationships.

2. LITERATURE REVIEW
In this section, the definitions of variables as presented in the literature have been included.
2.1 Electronic Word of Mouth Marketing

Electronic Word-of-mouth (eWOM) refers to the informal communication between consumers via
internet technology and is one of the marketing methods that influence consumers' purchasing
behaviours (Dyego & Oktavianti, 2020). eWOM can be defined as online communication about
products and services and has been studied from an economic perspective through theoretical
frameworks such as social learning and signalling theories (Doi & Hayakawa, 2020). The eWOM
process consists of three separate stages: creation, exposure, and evaluation; each stage must be
examined from both the consumer (eWOM sender and receiver) and the marketer (managing and
enhancing eWOM for business outcomes) perspectives (Babi¢ Rosario et al., 2020). Especially in the
service sector, eWOM significantly reduces consumers' perceived risk of intangible offerings and
affects consumers' decisions to share reviews and feedback, influenced by core motivational drivers
such as customer satisfaction, altruism, and self-esteem (De Angelis et al., 2020).

According to Hennig-Thurau and Walsh (2003), electronic word-of-mouth marketing, often called
eWOM, encompasses the positive or negative comments about a product or company through the
internet by potential, actual, or previous customers. Another definition characterises WOM as a form
of informal communication occurring in the online environment between a communicator and a
receiver, devoid of commercial intent (Buttle, 1998; Woodside & Delozier, 1976). Ennew etal. (2000),
in their research, defined electronic word-of-mouth marketing as verbal communication among
social groups such as product and service providers, non-business experts, family, and friends,
involving both positive and negative sentiments. You et al. (2015) further elaborated on electronic
word-of-mouth marketing, describing it as interactions between existing and potential consumers
through written online communication. These definitions show that electronic word-of-mouth
marketing is primarily associated with customer-initiated interactions in the literature. However, it
should be noted that non-customers, independent of businesses, also engage in word-of-mouth
marketing.

Electronic word-of-mouth marketing lets consumers access positive and negative information about
a specific product, brand, or service in a virtual environment. This access to information minimises
the risk associated with purchase decisions (Blazevic et al., 2013; Ransbotham et al., 2019; Gokerik
et al.,, 2018). Verma and Yadav (2021) delve into the transition of communication platforms from
physical to digital spaces, highlighting how the internet has revolutionised business scenarios by
making consumers the "media" for collaboration and information sharing. Brown et al. (2007), in
their study, position electronic word-of-mouth marketing as a consumer-centric marketing
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communication channel within the scope of marketing. Weng Marc et al. (2022) broadly define
electronic word-of-mouth marketing as a pre-purchase behaviour.

Based on the definitions found in the literature, electronic word-of-mouth marketing involves the
dissemination of both positive and negative comments about a product or business through the
internet by existing, potential, or prior customers, reaching a wide audience (Erkan et al., 2019;
Pursiainen, 2010; Jeong & Jang, 2011; Rabjohn et al., 2008; Bayraktaroglu & Akyol, 2009; Jalilvand et
al, 2011). Additionally, Jeong and Jang (2011) define electronic word-of-mouth marketing as all
informal communications carried out among consumers via internet-based technology regarding the
features or usage of a specific product.

2.2. Symbolic Consumption

Symbolic consumption is defined as the process through which individuals use products and brands
to express their social statuses, personal identities, and group memberships. This process shapes
individuals' social interactions and their positions within the social structure through the symbolic
meanings of goods and services beyond their functional values. Symbolic consumption is closely
linked to how individuals perceive themselves and their social environments, desires to gain social
status, personal expression, and identification with the community (Davis, 2019; Keinan et al.,, 2019).
This form of consumption plays a critical role in understanding an individual's position and
relationships within their social environment, originating from desires for personal identity, status
attainment, or association with a specific community.

Symbolic consumption is closely associated with motivations to fulfill the needs for social acceptance
and belonging, personal expression, and identification desires. Products and brands, with their
symbolic meanings, shape individuals' social relationships and group dynamics, deepening their
understanding of themselves and their environments and assisting in determining their positions
within the social context (Gordillo-Rodriguez & Sanz Marcos, 2020; Suma, 2018). Furthermore,
individuals' purchasing decisions are not solely to meet needs but are also conscious choices directed
towards products and services that carry symbolic meanings, functioning as tools for social
communication.

In modern societies, symbolic consumption is not limited to physical products but also manifests
through social media, online platforms, and virtual identities. The digital age has unveiled new
dimensions of symbolic consumption; individuals continue to pursue desires for self-expression and
social status attainment through their online activities. Social media influencers, digital games, and
virtual worlds are new media tools revealing the dimensions of symbolic consumption in the digital
world (Carvalho et al., 2023; Yang, 2018). In this context, symbolic consumption is a significant
concept in understanding individuals' digital identities and online social relationships. Thus,
symbolic consumption plays a central role in understanding and expressing individuals' positions
and roles in the social world. This process is fueled by the desire to meet needs for social acceptance,
belonging, and personal expression, manifesting in both physical and digital worlds. Symbolic
consumption continues to be a critical concept in understanding the social structure of modern
societies and interpersonal relationships (Gokcek, 2023; Sahin & Nasir, 2022). Therefore, symbolic
consumption is a vital tool for understanding how individuals position themselves and make sense
of themselves in a social context, which makes it indispensable for understanding the social dynamics
of modern societies.
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2.3. Conspicuous Consumption

Conspicuous consumption is how individuals purchase luxury goods and services to express their
wealth and social status. This behaviour is conducted to attract peer attention, gain prestige, and
secure a certain position within the social class. Conspicuous consumption is a complex social and
psychological phenomenon shaped by individual values, social norms, and cultural factors (Goenka
& Thomas, 2020; Johnson et al,, 2018). Hence, conspicuous consumption continues to serve as a tool
for shaping social perceptions and determining one's place within the social hierarchy,
demonstrating its fundamental role in understanding socioeconomic structures.

This form of consumption has become a means of display through material possessions, experiential
purchases, and social media. Social media provides a platform for individuals to showcase their
luxurious lifestyles and spread their conspicuous consumption behaviours to a broad audience. This
situation can further reinforce individuals' tendencies towards conspicuous consumption and
increase the social acceptance of such behaviours (Wai & Osman, 2022; Qattan & Khasawneh, 2020).
Therefore, the visibility and prevalence of this consumption form, enhanced by digital platforms and
social media, profoundly affect how modern societies communicate and express social status.

Conspicuous consumption is closely related to an individual's self-esteem, self-image, and social
status. Individuals may engage in conspicuous consumption to meet societal expectations,
strengthen the sense of social belonging, and express their identities. This process significantly
impacts how individuals perceive themselves and their social environments (Topg¢u, 2018; Bronner
& de Hoog, 2018). In this context, conspicuous consumption reflects the desires of individuals in
modern societies to express their social positions and identities. Manifesting in both physical and
digital realms, this consumption form is a product of individual and social dynamics. Understanding
conspicuous consumption is critically important to grasp individuals' positions within social
structures, their social relationships, and self-perceptions. In this light, conspicuous consumption
serves as a vital tool for comprehending how individuals are positioned in the social world and
interpreted within a societal context, making it indispensable for understanding the social dynamics
of modern societies (Melo et al.,, 2021; Murphy, 2018). Consequently, conspicuous consumption
reveals how individuals redefine their places within social networks and seek social approval,
rendering it a significant phenomenon at both individual and societal levels.

3. METHOD
3.1. Research Model

This study is a quantitative, descriptive research aiming to determine the relationship between
electronic word-of-mouth marketing and the consumption concepts of symbolic and conspicuous
consumption and examine the moderating effect of income on these consumption patterns. Research
data were obtained through a two-stage process involving a literature review and survey
implementation. The study has been granted ethical approval by the Karabiik University Social and
Human Sciences Research Ethics Board with a decision dated 29.12.2023 and numbered E.302590,
thus allowing the research to be conducted.

In the first section of the questionnaire used in the study, a classification scale was employed to
determine the participants' demographic characteristics (gender, age, education level, and
household income). The second section includes interval scale statements for evaluating electronic
word-of-mouth marketing, symbolic consumption, and conspicuous consumption. These statements
are based on the perspectives of academics following the studies of Giirbiiz and Bozkurt (2022), Cakir
etal. (2017), and Aslan (2021). The interval scales were structured in a 5-point Likert scale format,
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ranging from '1' for 'Strongly Disagree' to '5' for 'Strongly Agree." The questionnaire data were
collected from 455 participants using convenience sampling methods through face-to-face and online
survey techniques within the month of December 2023. Finally, all study hypotheses were analysed
using Structural Equation Modelling (SEM) and the Hayes Process Method in SPSS.

3.2. Hypotheses of the Study

This study aims to determine the significance of electronic word-of-mouth marketing. The research
problem is formulated in this context as "the impact of electronic word-of-mouth marketing on
consumer behaviour and the moderating role of income in this effect." In the envisaged model in the
study, electronic word-of-mouth marketing understanding is considered an independent variable,
while symbolic consumption and conspicuous consumption are treated as dependent variables. The
hypotheses to be tested are formulated as follows:

The hypothesis that electronic Word of Mouth (eWOM) has a significant and positive impact on
conspicuous consumption is bolstered by the meta-analytic study of Babi¢ Rosario and colleagues
(2016), which details the effect of eWOM on sales and elucidates how platform, product, and metric
factors moderate this impact. This study is supported by the literature review conducted by Huete-
Alcocer (2017), highlighting the extensive influence of eWOM on consumer behaviour. Specifically,
the research conducted by Kurnaz and Duman (2021) directly addresses how eWOM triggers
conspicuous and material consumption among Generation Z, further solidifying the foundation of the
hypothesis. The study by Kartika and Pandjaitan (2023) examines the effects of eWOM and social
media marketing on brand image and purchase intention, offering crucial insights into how the
demand for high-status products could be linked to conspicuous consumption. Lastly, the research
by Kuo and Nakhata (2019) explores the impacts of positive and negative eWOM on consumer
perceptions, providing significant awareness of how these effects could play a role in conspicuous
consumption. These mentioned sources create a theoretical framework for understanding the effects
of eWOM on conspicuous consumption, considering which the H1 hypothesis has been formulated.

H1: Electronic word-of-mouth marketing positively and significantly impacts conspicuous
consumption.

Electronic word-of-mouth (eWOM) marketing is considered one of the most potent influencers on
consumer behaviours in the digital age, and understanding how this interaction varies with income
levels is critical for developing marketing strategies. The meta-analysis conducted by You et al.
(2015) reveals how the impact of eWOM on sales is modified by product characteristics, industry
features, and platform attributes, suggesting that individuals with higher incomes may interpret
eWOM messages differently and exhibit a higher sensitivity to these messages. The study by Babi¢
Rosario and colleagues (2016) demonstrates how the effectiveness of eWOM varies according to
platform, product, and metric factors, and these findings support the hypothesis that the conspicuous
consumption behaviours of individuals in higher income groups could be more significantly affected
by eWOM. The research conducted by Kartika and Pandjaitan (2023) examines the impact of eWOM
and social media marketing on brand image and purchase intentions, proposing that consumers with
higher income levels are more affected by these interactions. Perspectives presented by Dwivedi and
colleagues (2021) discuss the influence of eWOM on future marketing strategies in depth while
providing a framework to understand better consumer behaviours that differ according to income
levels. Lastly, the study by Dyego and Oktavianti (2020) addresses the effect of eWOM on purchase
intentions, indicating that this effect may be more pronounced among individuals with higher income
levels. Collectively, these studies lay a theoretical foundation for the variability of the impact of
eWOM on conspicuous consumption based on income levels and suggest that individuals with higher
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incomes are more likely to respond to eWOM messages. In this context, the H1a hypothesis has been
formulated.

H1a: Electronic word-of-mouth marketing has a greater impact on conspicuous consumption among
individuals with higher incomes compared to those with lower incomes.

Electronic word-of-mouth (eWOM) marketing has become a cornerstone of modern marketing
strategies, fundamentally altering how consumers acquire information about brands, particularly
with the proliferation of social media platforms. In this context, the study by Srivastava and
Sivaramakrishnan (2021) investigates the impact of eWOM on Consumer Brand Engagement (CBE)
and, consequently, its effects on customer loyalty and satisfaction, revealing that eWOM has a
significant effect on symbolic consumption. Erkan and Evans (2016) explore the influence of eWOM
conversations on social media on consumers' purchase intentions, highlighting the profound impact
of eWOM on consumer behaviours. Another study by Chu et al. (2019) presents crucial findings on
how eWOM affects symbolic consumption among Chinese travellers on social platforms like WeChat.
Augusto and Torres (2018) examine the impact of brand attitude and eWOM on consumers'
willingness to pay premium prices, showing how symbolic aspects of consumption, such as
consumer-brand identification and brand value, are shaped by eWOM. The research by Kudeshia and
Kumar (2017) studies the effects of user-generated positive eWOM on Facebook on brand attitude
and purchase intention, demonstrating that eWOM plays a critical role in enhancing the symbolic
value of brands. These studies indicate that eWOM marketing positively and meaningfully impacts
symbolic consumption by enriching consumers' interactions with brands. Based on these studies, the
H2 hypothesis has been formulated.

H2: Electronic word-of-mouth marketing positively and significantly impacts symbolic consumption.

The hypothesis that the impact of electronic word-of-mouth (eWOM) marketing on symbolic
consumption is greater among individuals with higher income levels compared to those with lower
incomes is supported by the existing literature examining various effects of eWOM on consumer
behaviours. The study by Ismagilova et al. (2017) reveals that eWOM significantly affects consumer
attitudes and purchasing decisions at both market and individual levels while implying that these
effects may vary according to income levels. Liu et al. (2021) emphasise the importance of emotional
sharing in eWOM communication, suggesting that higher income groups may tend to form more
emotional connections with brands, which could further influence symbolic consumption. Abubakar
and Ilkan (2016) examine the impact of eWOM on destination trust and travel intention, indicating
that income could play a significant moderating role in this interaction. Mishra et al. (2018)
investigate the effects of various demographic factors on eWOM intentions, showing that income
level might indirectly impact eWOM behaviours. Lastly, the study by Chu et al. (2019) discusses the
influence of personality traits on eWOM intention, debating how the need for self-enhancement and
community engagement among high-income individuals could affect symbolic consumption through
eWOM. All these studies lay a theoretical foundation for the variation in the impact of eWOM on
symbolic consumption according to income level and suggest that individuals with higher incomes
are more inclined to derive deeper symbolic value from eWOM messages. In light of all this
information, the H2a hypothesis has been formulated.

H2a: Electronic Word-of-Mouth Marketing has a greater impact on symbolic consumption among
individuals with higher income levels compared to those with lower income levels.
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Within the scope of the research problem, the research model, created to determine the impact of
electronic word-of-mouth marketing on symbolic and conspicuous consumption and the moderating
role of income in these effects, is illustrated in Figure 1.

Figure 1: Research Model

Income

H1la H2a

Conspicuous

H1
| — Consumption

eWOM
\r

\ Symbolic

H2 Consumption

4. FINDINGS

The presence of relationships between variables was extensively analysed using structural equation
modelling in the AMOS 20 program. The moderating variables were analysed using the Hayes Process
Method in SPSS. Finally, the hypotheses formulated based on the relationships between variables in
the model were interpreted considering the test results and the findings obtained.

4.1. Demographic Overview of the Research Participants

In the initial research stage, participants were asked for information regarding gender, age,
educational background, and household income, which was limited to those residing in Karabiik. The
distribution of 455 participants based on the gender variable is shown in Table 1.

Table 1. Distribution of the Sample Based on Gender

Gender N %

Female 269 59
Male 186 41
Total 455 100

Table 1 shows that 59% of the participants are female, while 41% are male. The table indicates a
larger number of female participants in the study. However, there is no statistically significant
numerical difference between males and females.
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Table 2. Distribution of the Sample Based on Age Variable

Age N %
Between 18-25 89 20
Between 26-42 237 52
Between 43-57 104 23
58 and above 25 5
Total 455 100

Minimum 18
Maximum 58 and above

According to Table 2, it has been determined that 20% of the participants are in the age range of 18
to 25, 52% are in the age range of 26 to 42, 23% are in the age range of 43 to 57, and 5% are 58 years
and older. It is observed that most of the participants in the sample, 52%, fall within the age range of
26 to 42. Subsequently, 23% are observed to be in the age range of 43 to 57. It has been determined
that the minimum age of the participants is 18.

Table 3. Distribution of the Sample Based on Education Level Variable

Education Level N %
Elementary School 14 3
Secondary Education 47 10
Associate Degree 115 25
Bachelor's Degree 179 46
Postgraduate 100 16
Total 455 100

According to Table 3, 3% of the participants are elementary school graduates, 10% have completed
secondary education, 25% have associate degrees, 46% have bachelor's degrees, and 16% hold

postgraduate degrees. The table indicates that most of the sample comprises bachelor's degree
graduates.

Table 4. Distribution of the Sample Based on Household Income Level Variable

Household Income N %

Status
0-11402 TL 63 14
11403- 22804 TL 83 18
22805- 34206 TL 191 42
34207- 45608 TL 75 16
45609 TL and above 43 10
Total 455 100

According to Table 4, 14% of the participants have a household income between 0 and 11,402 TL,
18% have an income between 11,403 and 22,804 TL, 42% have an income between 22,805 and
34,206 TL, 16% have an income between 34,207 and 45,608 TL, and 10% have an income of 45,609
TL and above. According to the table, it can be stated that most of the sample consists of participants
with a household income ranging from 22,805 TL to 34,206 TL. The second-largest group falls within
the income range of 11,403 TL to 22,804 TL, constituting 18% of the participants. There is a
significant difference between these two numerical data sets.
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4.2. Relations Among Variables

In line with the research objectives, correlation analysis was conducted to interpret the mutual
relationships between the variables of electronic word-of-mouth marketing, conspicuous
consumption, and symbolic consumption scales (Table 5).

Table 5. Correlations Among Variables

Mean Sdt CC E-WOM SC
Conspicuous Consumption (CC) 2,70 1,007 0,661
Electronic Word-of-Mouth (E-WOM) 2,27 1,082 0,518 0,629
Symbolic Consumption (SC) 3,22 1,068 0,219 0,284 0,641

Table 5 provides a comprehensive overview of the statistical relationships among various consumer
behaviour variables, with a specific focus on Conspicuous Consumption (CC), Electronic Word-of-
Mouth (E-WOM), and Symbolic Consumption (SC). Notably, the table reveals a substantial correlation
coefficient of 0.661 for CC with itself, signifying a moderate to strong relationship and suggesting a
degree of consistency in how respondents engage in conspicuous consumption. Furthermore, a
moderate correlation of 0.518 between E-WOM and CC implies that increased conspicuous
consumption may lead to higher engagement in electronic word-of-mouth activities, with a self-
correlation of E-WOM at 0.629 indicating consistent behaviour. Conversely, SC exhibits relatively low
correlations with CC (0.219) and E-WOM (0.284), implying a weaker influence. Nevertheless, the self-
correlation of SC at 0.641 points to a moderate degree of consistency in symbolic consumption
behaviour. Mean values show that SC is the most pronounced form of consumption among
respondents, and standard deviations near one highlight moderate variability in responses,
underscoring diverse attitudes and behaviours within the sample concerning these consumption

types.

4.3. Confirmatory Factor Analysis (CFA) Findings for the Measurement Model

The analysis outcomes confirm the acceptance of the overall model, which, in turn, necessitates that
the goodness-of-fit values adhere to acceptable thresholds. Typically ranging from 0 to 1, goodness-
of-fit values signify the degree of alignment between the data and the model. A value of 0 implies no
correspondence between the data and the model, while a value of 1 suggests a perfect fit. In practice,
values surpassing 0.80 and approaching one generally indicate an acceptable fit, as Ozdamar (2002)
stipulated in his research.

The measurement model conducted within the framework of electronic word-of-mouth,
Conspicuous Consumption, and Symbolic Consumption is presented in Figure 2.
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Figure 2. Measurement Model
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In Figure 2, the schematic representation illustrates latent variables denoted by circular symbols (e1l,
e2, e3, etc.), while rectangular symbols (EWOM1, EWOM2, etc.) represent observed variables. The
lines connecting latent variables signify correlations, denoting the causal relationships between
these latent variables. On the rightmost side, arrows pointing towards observed variables from latent
variables represent measurement errors (h). Conversely, arrows extending from latent variables to
observed variables indicate the factor loadings of each element, signifying how these elements are
represented by their respective latent variables. This graphical depiction provides a visual
understanding of the structural model's components and the interplay between latent and observed
variables.

Table 6 presents various statistical values, including non-standardized values, standardized values,
standard errors, t-values, and squared multiple correlations (R2) for the variables under
consideration. Notably, when examining the standardized values in the table, it becomes apparent
that the factor loadings of latent variables fall within the range of 0.393 to 0.838. According to Kline
(1994), load values ranging from 0.30 to 0.59 are typically considered to indicate moderate validity,
while values equal to or exceeding 0.60 are regarded as reflective of a high level of validity. This
assessment aids in gauging the strength of the relationships between latent and observed variables
within the structural model.
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Table 6. Values for Confirmatory Factor Analysis (CFA)

Unstandardized Standardized

Variable Values Values Errors T-Values R2
EWOM1 1,402 0,715 0,161 8,719 0,51
EWOM?2 1,629 0,813 0,179 9,084 0,66
EWOM3 1,645 0,801 0,182 9,049 0,64
EWOM4 1,448 0,620 0,176 8,226 0,38
EWOM12 ,828 0,393 0,087 9,470 0,15
EWOM13 1,019 0,468 0,087 11,739 0,21
EWOM14 1 0,445 - - 0,19
Conspicuous?2 1 0,610 - - 0,37
Conspicuous3 1,158 0,698 0,104 11,147 0,48
Conspicuous4 1,208 0,742 0,105 11,549 0,55
Conspicuous5 1 0,720 0,088 11,357 0,51
Conspicuous10 ,818 0,508 0,093 8,827 0,25
Symblicl 1 0,585 - - 0,34
Symblic2 1,156 0,667 0,071 16,316 0,44
Symblic4 1,386 0,838 0,110 12,546 0,70
Symblic5 1,398 0,830 0,112 12,498 0,68
Symblic6 ,874 0,571 0,089 9,831 0,32
Symblic7 ,840 0,579 0,085 9,922 0,33
Symblic8 ,669 0,468 0,080 8,393 0,21
Symbolic9 ,605 0,477 0,071 8,536 0,22

Within the Confirmatory Factor Analysis (CFA) framework, the significance levels of t-values for
observed variables were scrutinized. In this context, t-values exceeding 1.96 within a 95% confidence
interval indicate that the latent variable significantly accounts for the observed variable at a 0.05
significance level. Likewise, t-values surpassing 2.56 within a 99% confidence interval suggest that

the latent variable significantly explains the observed variable at a 0.01 significance level.

Table 6 presents CFA results, revealing that the lowest t-value computed by CFA is 8.226, while the
highest t-value is 16.316. Remarkably, all t-values in the study substantially exceed the threshold of
2.56, underscoring that all relationships between latent variables and observed variables

demonstrate robust statistical significance.

Table 7. Goodness-of-Fit Indices for Confirmatory Factor Analysis

Goodness of Fit Criteria Goodness-of- Criterion for Acceptable
Fit Value Good Fit Fit Criterion

Chi-square/degrees of freedom ratio (450,721/161) <3 <c
(x2/sd) 2,800
Goodness of Fit Index (GFI) 0,912 >0,90 >0,80
Adjusted Goodness of Fit Index (AGFI) 0,885 >0,90 > 0,80
Comparative Fit Index (CFI) 0,924 >0,95 >0,90
Root Mean Square Error of 0,063 <0,05 <0,08

Approximation (RMSEA)

Table 7 furnishes the goodness-of-fit benchmarks utilized in the scrutinized confirmatory factor
analysis to gauge the alignment and coherence of the model's associations with the sample data.
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When assessing the limitations of the Chi-square statistic, it is customary to regard a x2/df ratio
below five as suitable for an adequate fit, while below three denotes a strong fit. The Chi-square
goodness-of-fit test, in this instance, records a x2/df value of 2.80, fulfilling the prerequisites for a
robust fit. The anticipated range for the Goodness of Fit Index (GFI) is between 0 and 1. The table
shows that the GFI stands at 0.912, signifying a strong fit (Bayram, 2010; Simsek, 2007). The Adjusted
Goodness of Fit Index (AGFI) warrants an adequate fit when it falls within the 0.8 to 0.9 range and a
strong fit when surpassing 0.9. Here, the AGFI value of 0.885 aligns with the criteria for an acceptable
fit. The Comparative Fit Index (CFI) assumes values between 0 and 1, with proximity to 1 indicating
a solid fit. A CFI value ranging from 0.90 to 0.95 is deemed acceptable, while values exceeding 0.95
imply a robust fit. The CFI value of 0.92 in the table complies with the conditions for an acceptable fit
(Bayram, 2010; Meydan & Sesen, 2011). The root Mean Square Error of Approximation (RMSEA) is
anticipated to approximate 0. In Table 7, the RMSEA score of 0.063 meets the requirements for an
acceptable fit. The goodness-of-fit criteria substantiate the consistency between the model's
associations and the sample data.

4.4, Structural Model

A structural model enables the analysis of the relationships among the variables employed in the
study. It facilitates the testing of two hypotheses formulated for the study. Path analysis has been
employed to measure the direct effects of electronic word-of-mouth marketing on conspicuous
consumption and symbolic consumption (H1, H2). This path analysis is shown in Figure 3.

Figure 3. Path Analysis

29

Table 8 displays that the Chi-Square Goodness of Fit Test results in a value of 2.796. Furthermore,
the AGFI, CFI, and RMSEA criteria indicate an acceptable fit. The GFI criterion also demonstrates a
good fit, with a value of 0.912.
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Table 8. Structural Model Fit Indices

Goodness of Fit Criteria Goodness-of- Criterion for Acceptable
Fit Value Good Fit Fit Criterion

Chi-square/degrees of freedom ratio (452,879/162) <3 <c
(x2/sd) 2,796
Goodness of Fit Index (GFI) 0,912 >0,90 >0,80
Adjusted Goodness of Fit Index (AGFI) 0,886 >0,90 >0,80
Comparative Fit Index (CFI) 0,924 >0,95 >0,90
Root Mean Square Error of 0,063 <0,05 <0,08

Approximation (RMSEA)

4.5. Findings

Table 9. Structural Model Values (H1)

Hypothesis Standardized Standard T-Values P
Values Errors
H1 eWOM IConspicuous 0,676* 0,105 6,450 HoHk
Consumption
p<0,05

When examining the path analysis in Figure 1 and referring to the values in Table 9, it is observed
that the dimension of electronic word-of-mouth marketing has a positive and significant impact on
the conspicuous consumption factor (H1: f=0.676, p>0.05). Since the p-value between electronic
word-of-mouth marketing orientation and conspicuous consumption is less than 0.05, the H1
hypothesis is accepted.

Table 10. The moderating effect of income (H1a)

Model B Std. Error t P
Constant 2,260 ,031 73,693 ,000
EWOM ,328 ,031 10,602 ,000
Income ,003 ,031 0,082 ,935
Moderating Effect (X*W) ,089 ,031 2,873 ,004
R R2 F P
,453 ,205 38,803 ,000
AR? F P
X*W ,015 8,255 ,004

The hypotheses (H1a, H2a) were tested using the SPSS plugin Process Version 4.1 developed by
Hayes (2022) to determine the moderating role of income in the relationship between electronic
word-of-mouth and conspicuous consumption. The test results and findings are presented in the
table above (Table 10).
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Figure 4. The moderating effect of income (H1a)
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According to the results obtained in Table 10, it can be observed that the model is significant as a
whole (F=38.803, p=0.000<0.05). Approximately 20.5% of the total variance in conspicuous
consumption can be explained by this model. The moderating effect's contribution to the variance
(AR2) is 0.015%, which is relatively small yet statistically significant (F=8.255, p=0.004<0.05). Due
to the significance level of the moderating effect being p=0.004<0.05, it can be concluded that income
plays a moderating role in the relationship between electronic word-of-mouth and conspicuous
consumption. Consequently, Hypothesis H1a is accepted.

Table 11. Structural Model Values (H2)

Hypothesis Standardized Standard T-Values P
Values Errors
Hi eWOM Symbolic 0,390* 0,085 4,579 ok
Consumption
p<0,05

When examining the path analysis in Figure 1 and referring to the values in Table 11, it is observed
that the dimension of electronic word-of-mouth marketing has a positive and significant impact on
the conspicuous consumption factor (H1: f=0.390, p>0.05). Since the p-value between electronic
word-of-mouth marketing orientation and symbolic consumption is less than 0.05, the H2 hypothesis
is accepted.
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Table 12. The moderating effect of income (H2a)

Model B Std. Error t P
Constant 3,224 ,033 97,089 ,000
EWOM ,162 ,033 4,824 ,000
Income ,063 ,033 1,887 ,060
Moderatinwect (X*W) -,013 ,034 -,394 ,694
R R2 F P
,230 ,053 8,364 ,000
AR2? F P
X*W ,000 ,155 ,694

p<0,05

According to the results obtained in Table 12, it is evident that the model is significant as a whole
(F=8.364, p=0.000<0.05). Approximately 5.3% of the total variance in symbolic consumption can be
explained by this model. However, the contribution of the moderating effect to the variance (AR2) is
0%, which is exceedingly small and statistically insignificant (F=0.155, p=0.694<0.05). Since the
significance level of the moderating effect is p=0.694<0.05, it can be concluded that income does not
play a role in moderating the relationship between electronic word-of-mouth and symbolic
consumption. Therefore, Hypothesis H2a is rejected.

5. RESULT AND DISCUSSION

This study aimed to explore the impact of electronic word-of-mouth marketing (E-WOM) on
consumer consumption habits, examining the moderating role of income. In this context, the study's
purpose was to research the effects of electronic word-of-mouth marketing on conspicuous
consumption and symbolic consumption and determine the regulatory role of income in these effects.

Electronic word-of-mouth marketing (E-WOM) has garnered significant attention in recent years and
is considered a crucial factor influencing consumers' purchasing decisions (Liu et al., 2022). With the
proliferation of digital platforms, consumers share their experiences about products and services on

online platforms, which can influence other consumers' purchasing decisions (Chevalier & Mayzlin,
2006).

Conspicuous consumption is a form of consumer behaviour where individuals purchase products
and services not only for their needs but also to showcase their status and prestige and to draw the
attention of others (Veblen, 2005). This type of consumption has been further amplified, especially
with the influence of social media, as consumers can showcase their products and services on online
platforms (Gilal et al., 2017). Symbolic consumption, on the other hand, signifies consumers’
tendency to use products and services as symbols, signs, or status indicators (Mick & Buhl, 1992).
Such consumption can help individuals express their identities and develop a sense of belonging in
social groups (Belk, 1988). Income plays a significant role in consumers' purchasing behaviours
(Wang, 2023). Individuals with higher incomes often prefer more luxurious and conspicuous
products, while those with lower income levels may opt for more economical options (Dholakia,
1999).

The hypotheses of this study specifically address the effects of E-WOM on conspicuous consumption

and symbolic consumption, as well as the moderating role of income. The study's results confirm that
E-WOM positively and significantly impacts conspicuous consumption. Furthermore, it was found
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that income plays a regulatory role in these effects, with individuals with higher income levels
experiencing a stronger influence of E-WOM. However, when examining the effects on symbolic
consumption, it was observed that E-WOM still has a positive and significant impact. However,
income does not play a regulatory role in these effects.

The theoretical contribution of this study lies in enhancing our understanding of the effects of E-
WOM on consumption habits and the moderating role of income. Additionally, the study highlights
the dynamics of consumer behaviours on digital platforms, which is essential for developing
marketing strategies. The practical contribution of the study is to assist practitioners in considering
the effects of E-WOM and income when crafting marketing strategies. Particularly for brands offering
luxury and conspicuous products, it is crucial to develop targeted E-WOM strategies considering the
target audience's income levels.

However, the study has certain limitations. It was conducted only in Karabiik province, and there is
a need for studies examining consumer behaviours in different geographical regions. Additionally,
the study relies on subjective data, and future research can place more emphasis on objective data.
The study focused only on conspicuous consumption and symbolic consumption types among
consumption varieties; future research may consider investigating hedonic, impulsive, and
compulsive consumption for a more comprehensive understanding.

In conclusion, this study has investigated the impact of E-WOM on consumption habits while
addressing the moderating role of income. The findings have significant implications for marketing
strategy development and understanding consumer behaviours. Future research can further delve
into this area, possibly considering different variables and expanding the scope of consumer
behaviour studies.
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