7.1

7.2

7.3
7.3.1
7.3.2
7.3.3
7.4
74.1
74.1.1
7412
7.4.2
7.5
7.5.1
7.5.1.1
7.5.1.2
7.5.1.3
752
7.6

7.7

Indulging the Self
Positive Consequences
of Luxury Consumption

Liselot Hudders, Mario Pandelaere

INtrOAUCHON. ...ttt
Conceptual Framework and Hypotheses Development ............ccccccvviiiincicnnan
Study 1: Relationship between Luxury Consumption and Self-Esteem
Participants and Procedure
Measures........cccoeuevererernnnnns

Materials and Procedure....
Participants.........ccccooueuennee.
Results and DISCUSSION .....cceuieuiieirieieieieietiiteteeetee et sseseeese e esessessessesseseesessesses
Study 3: Alternative Explanation of Direct Appreciation ..........ccccccccevuviviniicnnnee.
MEENOA ...ttt ettt ettt r bbb st eneens
Materials and ProCedUTe. ........ccucivirierieieieieiietesieteeeee ettt ss s seeseenes
IMBASUTES ...ttt ettt ettt ettt et ettt s et e st e b e sbeesbesaeeste s e ensenseensensesssensesnsanee
PartiCipants........cooiiiiiic s
Results and DISCUSSION .....cceieririirieieieieieieireteeetee et ssesae e eseeseesessessessesseseesessesses
General Discussion and CONCIUSIONS........coevveierieieieeniinieieeee e seeeeeee e esesaens
RELETEIICES ...ttt ettt ettt ettt be b e b e b e s e e eseeseesesbessenseneesees

Klaus-Peter Wiedmann, N. Hennigs (Eds.), Luxury Marketing,
DOI 10.1007/978-3-8349-4399-6_7, © Springer Fachmedien Wiesbaden 2013



Indulging the Self Positive Consequences of Luxury Consumption 121

7.1 Introduction

People not only purchase brands for the product behind the brand but also for what they
symbolize [69]. As such, luxury brands are widely desired because — compared to their
cheaper counterparts — they offer a functional, hedonic and symbolic value to their owners
in addition to their utilitarian product value [20], [34], [56], [117], [122], [123]. While the
functional value refers to the premium quality and the hedonic value refers to the extraor-
dinary aesthetic components, the symbolic value of luxury brands lies in their ability to
signal a consumer’s success, wealth and social achievement to others [36], [86], [101], [116].
As luxury brands are associated with a premium quality, an aesthetically appealing design,
exclusivity, expensiveness and rarity [20], many consumers incur debt to purchase such a
premium priced luxury brands [40].

Spending resources on luxury consumption hinders individuals to spend resources on
more rewarding activities, such as spending time with friends and family, work less, or
spend more money on inconspicuous consumption that may enhance the quality of our
lives to a greater extent [40]. In addition, both their high cost and the existence of several
mechanisms that may limit their long-term impact on subjective well-being (e.g. hedonic
treadmill, [42]) make it puzzling why consumers continue to spend large amounts of their
income on luxury brands. We propose that that luxury consumption may have specific
short-term rewards that serve as positive reinforcements for luxury consumption [26]. In
particular, we argue that obtaining a luxury brand may (temporarily) enhance one’s self-
esteem. As the temporary satisfaction of material wants further increases the probability
that such wants re-emerge after a short while [82], [118], the enhanced self-esteem may
serve to reward the pursuit of luxurious possessions and reinforce this behavior.

Self-esteem is the subjective evaluation of one’s self-identity and it consists of all positive
and negative thoughts and feelings individuals have about themselves [19]. The need for a
high self-esteem is considered to be a universally held need and a fundamental human
motive [24], [38], [63]. It is already present in children and also active when lower-order
needs are not fulfilled [24]. Some theorists argue that this need has a genetic basis [54], [74],
while others see it as the result of learning and experience [1]. In general, self-esteem is
considered to be both a stable trait and an unstable state [55], [59]. More specifically, indi-
viduals appear to have a stable baseline of self-esteem and a fluctuation of current self-
appraisals around this baseline [6], [18], [60]. The current chapter focuses on these fluctua-
tions of self-appraisals and hence, investigates how luxury consumption affects an individ-
ual’s state self-esteem.

Having a positive sense of self appears to be beneficial [87], [93]. In general, high self-
esteem individuals are more able to cope with adversity as they are more persistent in the
face of failure, negative feedback and stress. Moreover, self-esteem is positively correlated
with various measures of well-being, such as positive affect and satisfaction with life. In
contrast, low self-esteem is positively linked with a number of mental health problems,
such as depression or social anxiety and with various dark side consumption behaviors,
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such as binge eating and compulsive spending. Not surprisingly, people are more motivat-
ed to achieve increases and avoid decreases in their self-esteem state [22].

To defend a high self-esteem against threats, various studies investigated individuals’
(un)conscious cognitive, affective and behavioral strategies such as (in)direct self-
affirmations, flattering downward social comparisons and mnemic neglect (see e.g., [4],
[51], [61], [111], [120]). In general, high self-esteem individuals tend to overestimate their
positive qualities and the successes they achieved in their lives, while they tend to neglect
their negative qualities and failures [47]. Accordingly, individuals who provide positive
feedback to a high self-esteem individual are highly valued, while individuals who provide
negative feedback are ignored and even considered to be incompetent [77].

However, the pursuit of self-esteem not only affects an individual’s self and his/her inter-
personal relationships directly, it is also a highly motivational force for many consumer
decisions as consumers compensate for a bruised self-esteem by inflating the value of cer-
tain possessions [5]. More specifically, previous studies on compensatory consumption
found that specific aversive states, such as powerlessness, threatened self-confidence, mor-
tality salience and low income generate a higher preference for luxury and high status
brands as a means to restore global self-worth [41], [44], [100], [107]. These luxury brands
are preferred because they offer an additional symbolic value to their owners, above their
utilitarian value [20], [56]. This symbolic value of a luxury brand lies in its ability to signal a
consumer’s success to others. In this respect, luxury brands may positively increase the
sense of self by emphasizing the social value of their owners to relevant others. However,
although consumers may prefer luxury brands to restore their global self-worth, it remains
unclear if obtaining luxury brands actually enhances an individual’s self-esteem.

The current chapter investigates the impact of obtaining luxury brands on an individual’s
self-esteem. In particular, a survey study shows that luxury consumption enhances an indi-
vidual’s self-esteem. In addition, two experimental studies provide further evidence for the
directionality of the relationship between luxury consumption and self-esteem. The results
of these studies suggest that acquiring a luxury branded fast-moving consumer product
(i.e., chocolate or fruit juice) positively affects an individual’s self-esteem level.

7.2  Conceptual Framework and
Hypotheses Development

According to sociometer theory, a positive sense of self — which is considered to be the eval-
uative component of an individual’s self-identity — functions as a sociometer and serves as
an indicator of an individual’s social inclusion [66]. Correspondingly, self-esteem fluctuates
as a function of the degree to which an individual feels valued by others [110]. Consequent-
ly, an individual’s self-esteem may decrease when experiencing social rejection and in-
crease when experiencing social appreciation and praises [25], [50], [64], [81], [110]. Indi-
viduals who experience acceptance and social inclusion appear to have a higher self-esteem
compared to individuals who experience rejection by others (e.g., Leary et al. [66]). In addi-
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tion, a diary study shows that on the intra-individual level, individuals appear to have a
higher self-esteem on days on which they report higher quality interactions and spend
more time on such interactions [25].

As people are highly motivated by the need to maintain and enhance their self-esteem [22],
[99], they aim to create a favorable self-identity and project this to both oneself and others
[17], [37]. Accordingly, projecting these positive self-perceptions to others may lead to a
higher social approval and — as suggested by sociometer theory — these positive social ap-
praisals may in turn enhance an individual’s self-esteem [66], [110]. This positive effect on
an individual’s self-esteem might occur because individuals actually experience positive
appraisals from others (i.e., perceived social appraisal) or because individuals expect others
to evaluate them positively (i.e., imagined social appraisal). In addition, the positive effect
on self-esteem might also occur because the brand meaning may rub off on the owner of
these brands (e.g., Belk [11]; Park and John [90]). As such, individuals may feel better about
themselves because they obtained a luxury brand that reflects success. This brand meaning
may rub off on the individual who — in turn - feels successful.

An individual’s self-identity consists of all the thoughts and feelings they have about them-
selves and individuals may use various elements to build a favorable self-identity [39], [99],
[125]). In addition to these thoughts about for example their personal history, perceived
traits, appearance, and accomplishments [96], individuals use their possessions to construct
their identity [31]. By consuming products, an individual integrates the meaning of these
products into the self-concept (i.e., Meaning Transfer Model, [76]) and accordingly, the
individual shapes his/her identity [21]. Consequently, these products become part of that
individual’s extended self [11]. However, not all products can be used to construct one’s
identity. Individuals prefer those products that fit with their (desired) identity as they can
fulfill their need for self-consistency [16], [69], [88], [106]. Moreover, especially products
with a widely shared meaning that can be easily perceived by others are used for identity-
construction [11], [15], [30], [33], [75], [96], [103].

As a consequence, especially luxury brands are used to construct one’s identity because
these brands are often consumed conspicuously and they have a high symbolic value that is
widely known [7], [8], [10], [31], [52], [95], [117]. As such, Puntoni [92] shows that self-
identity is a significant predictor of purchase intention for luxury brands. Individuals in-
corporate the symbolic meanings of luxury brands into their self-concept, thereby ap-
proaching an ideal self-identity.

In addition to identity construction, individuals use their luxury possessions to communi-
cate this favorable self-identity to their reference and aspiration groups in order to gain
social approval [10], [11], [12], [13], [14], [15], [30], [31], [33], [49], [67], [104], [108], [120],
[121]. In this respect, people often purchase luxury brands because their peers also consume
them and they expect that conforming to the group norms will lead to acceptation and ap-
preciation [29], [68], which, in turn, can positively affect self-esteem. Secondly, owners of
luxury brands may demonstrate that they are better off than their peers, which might pro-
vide them with a higher status, not only within their own reference groups, but also within
their aspiration groups [70]. As a higher perceived status position is positively correlated
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with self-esteem [62], [114], owners of luxury brands may gain prestige and consequently,
achieve a more positive sense of self. As such, luxury brands function as indicators of social
affiliation and distinction and — as sociometer theory suggests — this may enhance an indi-
vidual’s self-esteem when he/she holds an imaginary external perspective [5], [23], [44],
[105].

Moreover, a study of Sivanathan and Pettit [107] shows that the possession of high status
goods might provide psychological benefits and protect individuals against self-threats
suggesting that consuming luxuries might enhance an individual’s self-esteem. More spe-
cifically, their study shows that individuals who ruminated about owning a high-status car
were threatened less by negative feedback compared to individuals who ruminated about
owning a low-status car. Following this and considering the fact that luxury brands are
often used to create and communicate a favorable self-identity to others and that these
positive self-perceptions may lead, in turn, to an increased self-esteem, the current chapter
proposes that luxury consumption may lead to an enhanced self-esteem. This leads to the
first hypothesis that luxury consumption might be used as a self-enhancement strategy:

I H1: Obtaining luxury brands has a positive impact on an individual’s self-esteem

In addition, the current chapter wants to clarify whether the positive effect of obtaining a
luxury brand on self-esteem is affected by the direct appreciation experienced from the
experimenter, as sociometer theory suggests that self-esteem is driven by perceived or im-
agined social appraisal [66]. The fact that respondents in the experimental studies did not
have to pay to acquire the (non-) luxuries and the experimenter handed out the luxu-
ries/non-luxuries to the respondents in the experiments may imply that the positive effects
of acquiring a luxury brand on an individual’s self-esteem is to be moderated by the per-
ceived appreciation of the experimenter who handed out the (non-)luxury brand to the
respondent.

Therefore, the main aim of the second experimental study is to test if the positive effect on
self-esteem remains significant if the luxury brand is obtained by luck and is thus not relat-
ed to immediate social appraisal. To disentangle luck versus appreciation, an additional
manipulation (i.e., lottery condition versus selection by researcher) is introduced. If self-
esteem is boosted because individuals experience a higher appreciation from others, the
effect on self-esteem should be moderated by manipulating the appreciation of the choos-
ing agent (i.e., lottery condition, cf. no appreciation but luck versus selection by experi-
menter, cf. appreciation, instead of luck). However, if immediate social appraisal is not
crucial, the self-esteem boost must also occur when there is no direct link to immediate
appreciation from others (i.e., in the lottery condition):

H2: Both individuals for whom the luxury brand reflects direct appreciation by others and indi-
viduals for whom the luxury brand reflects no direct appreciation by others will have a higher self-
esteem compared to individuals who obtained the non-luxury brand
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7.3  Study 1: Relationship between Luxury
Consumption and Self-Esteem

The main purpose of this exploratory study is to explore the relationship between luxury
consumption and self-esteem. Given the fact that self-esteem may depend on the degree to
which an individual feels valued by others and that luxury brands have a high symbolic
value which reflects success and social achievement, consuming luxuries may lead to a
higher self-esteem.

7.3.1 Participants and Procedure

We conducted a large scale survey in the Flemish part of Belgium to investigate the rela-
tionship between luxury consumption and self-esteem. Our survey was collected by 327
students in exchange for course credit. Each student filled in the questionnaire and distrib-
uted the questionnaire to three other (non-student) people. We strived for a proportional
representation in terms of gender and age. 1308 respondents participated in this survey. To
check for outliers, we first conducted a multivariate outlier analysis. We calculated the
Mahalanobis Distance for the responses on the two central variables in our dataset, namely
luxury consumption and self-esteem. On the basis of this analysis we identified 4 outliers
for which the observed Mahalanobis distance exceeded the 99.99 % quantile. The remaining
data set consists of 1304 valid cases (654 males, M_age = 41.08, SD =17.57).

7.3.2 Measures

Luxury consumption. Previous scales which are related to luxury consumption and owner-
ship do not measure consumers’ tendency to purchase luxury brands, regardless of the
underlying motives for this behavior [35], [117]. More objective measures of luxury owner-
ship [34] do not account for the fact that products or brands are not inherently luxurious
but are perceived as more or less luxurious by an individual. Accordingly, the subjective
character may be more important in shaping self-esteem than objective features.

To measure self-perceived luxury consumption, we used the scale of Hudders &
Pandelaere [53] that measures consumers’ tendency to choose luxury brands (i.e., brands
that are perceived as luxurious by an individual) in various product categories.

Self-esteem. To measure self-esteem, we used the self-esteem scale of Rosenberg [98]. This
scale consists of ten items that measure people’s feelings of self-worth and has a high relia-
bility score (a = .877).

Materialism. As materialism is positively related to luxury consumption [53] and negative-
ly related to self-esteem [91], this might produce a spurious negative relationship between
luxury consumption and self-esteem. Therefore, we added materialism to the model in
order to exclude materialism as a factor. We used the eighteen item material values scale of
Richins and Dawson ( a = .83)[97].
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7.3.3 Results and Discussion

The results of a linear regression analysis (R? = 1.0 %; F(1, 1275) = 14.06; p < .001) show that
luxury consumption predicts self-esteem positively (f =.104, p <.001). These results confirm
the first hypothesis. Adding materialism to the model improves the model (R>-change =
7.0 %, F(1, 1274) = 82.77, p < .001) and strengthens the positive relationship between luxury
consumption and self-esteem (f = .185, p <.001), while materialism is negatively related to
self-esteem (B = -.258, p <.001). This provides further evidence for the directionality of the
relationship.

These results imply that high luxury consumers appear to have a higher self-esteem com-
pared to low luxury consumers. However, the results of this survey study are only correla-
tional in nature. To investigate the directionality of this positive relationship, we conducted
an experimental study.

7.4  Study 2: Impact of Luxury Consumption
on Self-Esteem

The main aim of this experimental study is to investigate the impact of obtaining a luxury
brand on an individual’s self-esteem. As consumers derive their self-esteem from positive
evaluations of others [66] and they expect luxury consumption to provide them with praise
and higher status ([56], we suggest that respondents who obtain a luxury brand will report
a higher self-esteem compared to respondents who obtain a non-luxury brand. This study
uses a between-subjects single factor experimental design with two conditions (i.e., luxury
and non-luxury condition) to test if consumption of luxury brands enhances an individual’s
self-esteem (cf. hypothesis 1).

7.4.1 Method

7.4.1.1 Materials and Procedure

All respondents received an identical chocolate bar from the Belgian (luxury) chocolate
brand Belcolade. Belcolade sells its chocolate to the wholesale business, where it is further
processed in luxury preparations, such as enrobed pralines or pastries. Consequently, most
end consumers do not know this brand. Respondents who recognized the brand are ex-
cluded from the analyses in order to avoid confounding effects of brand knowledge and
preferences. Respondents were randomly assigned to one of the conditions. Although they
all received an identical chocolate, respondents in the two conditions received a different,
written description of the chocolate bar.

In the luxury condition, the chocolate bar was presented as a very luxurious, refined, high
quality, expensive (i.e., 25 Euros per kilogram) and an exclusive piece of chocolate. In the
non-luxury condition, the chocolate bar was presented as an ordinary piece of chocolate
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which is mass-produced and not expensive (i.e., 3.95 Euros per kilogram). Subsequently,
respondents filled in another questionnaire (which was presented as being part of another
study), in which respondents’ self-esteem level was measured along with some filler ques-
tions. To measure self-esteem, the self-esteem scale of Rosenberg [98] was used. This scale
consists of ten items that measure people’s feelings of self-worth and has a high reliability
score (o = .88). At the end of the experimental session, respondents had to indicate how
satisfied they were with the chocolate (measured with one item) and had to rate its luxuri-
ousness (measured with one item; manipulation check). To control for materialism, we
used the eighteen item material values scale of Richins and Dawson (a = .81)[97]. We meas-
ured participants materialism level before they participated in this experiment.

7.4.1.2 Participants

127 respondents participated in this experiment in exchange for 7 Euros. However, eight
respondents are excluded because they knew the brand Belcolade. 119 valid cases remained
(60 males, Mage =21.75, SD =1.09).

7.4.2 Results and Discussion

Respondents report no significant differences in satisfaction level between the two condi-
tions (Muux = 5.64, Muoniux = 5.37, 1(116) = -1.48, p = .142). However, respondents in the luxury
condition (M = 4.98) rate the chocolate as more luxurious than respondents in the non-
luxury condition (M = 4.32; #(113) = 2.66, p = .009). In addition, respondents in the luxury
condition (M = 4.28) report higher self-esteem scores compared to respondents in the non-
luxury condition (M = 3.95, £(116) = 2.00, p = .048). These results confirm the first hypothesis.
Moreover, when controlling for materialism, the positive impact of luxury consumption on
self-esteem slightly increased: F(1, 114) = 4.74, p = .032.

However, while these results may be attributed to ownership of a luxury (versus non-
luxury) brand, it is also possible that participants in the luxury condition felt better about
themselves because they had received something relatively expensive from the experiment-
er. As such, participants” increase in self-esteem might be due to the perceived social ap-
praisal rather than to ownership of the luxury brand. After all, to the extent that self-esteem
is based on perceived value to others [66], it may be directly affected by the direct apprecia-
tion experienced from the experimenter (i.e. the chocolate they received). Therefore, the
main aim of study 3 is to test if the positive effect on self-esteem remains significant if the
luxury brand is obtained by luck and is thus not related to immediate social appraisal. To
disentangle luck versus appreciation, an additional manipulation (i.e., lottery condition
versus selection by researcher) is introduced.
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7.5  Study 3: Alternative Explanation
of Direct Appreciation

The aim of this third experimental study is to extend the results of the previous studies by
using another product category (i.e., fruit juice instead of chocolate). Secondly, this study
wants to test whether direct social appraisal moderates the positive effect of obtaining a
luxury brand on an individual’s self-esteem. Therefore, an additional manipulation is in-
troduced in which either the experimenter or a lottery determined whether respondents
received the luxury or non-luxury brand. In this respect, this study investigates if the effect
of luxury consumption on self-esteem depends on the mode in which people receive the
luxury brand (i.e., choosing agent) and thus the immediate social appraisal an individual
experiences.

7.5.1 Method

7.5.1.1 Materials and Procedure

This study uses a two (i.e., luxury condition: luxury versus non-luxury condition) by two
(i.e., choosing agent: selection by lottery versus selection by experimenter condition) be-
tween-subjects experimental design to investigate if direct social appraisal moderates the
impact of obtaining a luxury brand on self-esteem. All respondents received a glass of fruit
juice and they were first instructed to evaluate the juice without tasting it. Next, they had to
complete the self-esteem and positive and negative affect scales that are presented as being
part of another study. Finally, respondents were instructed to evaluate the taste of the juice
(this is only to avoid suspiciousness about the real goal of the experiment).

At the start of the experimental session, two different brands of fruit juice were presented to
all respondents, that is, Pure Fruit and Ethno Bar. Respondents first received some brief
information about both brands. Pure Fruit was presented as a cheap fruit mix sold in a well-
known hard discounter, while Ethno Bar was presented as a more exclusive, luxurious and
exotic fruit mix available in a well-known upscale store. Next, participants were instructed
to evaluate one of both brands, either Pure Fruit or Ethno Bar. These brands are new in the
market and consequently, to emphasize the importance of their evaluation, we told partici-
pants that their evaluations would determine whether these brands would be maintained in
the store assortments. Next, respondents were randomly assigned to one of the conditions.

As both juices are displayed to all respondents (in contrast to the previous study, where
respondents were exposed to either the luxury or non-luxury chocolate and they did not
knew that others received a (non-)luxury chocolate), the juices were actually different (in
contrast to the second study, where respondents received the same chocolate in both condi-
tions) and had different prices.

In the lottery condition, respondents had to pick a lottery ticket (out of a bag with several
tickets) that determined if they had to taste either the Ethno Bar or the Pure Fruit juice. In the
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experimenter condition, the experimenter decided conspicuously (‘I want you to evaluate the
luxury fruit juice/ non-luxury fruit juice’) whether respondents had to taste either the Ethno
Bar or the Pure Fruit juice.

In the luxury condition, respondents received the Ethno Bar fruit mix and a written descrip-
tion of this juice (i.e., expensive and unique mix of exotic fruits (e.g., litchi), spices and
flowers (e.g., lotus) with a limited availability (only available at the end of the year) and
excellent quality). In the non-luxury condition, respondents received the Pure Fruit fruit
mix and a written description of this juice (i.e., cheap mix of ordinary fruits (e.g., apple,
orange, pear) which is diluted with sugar water and produced on a large scale).

7.5.1.2 Measures

The Rosenberg’s self-esteem scale measures respondents’ self-esteem level (o = .91). As
manipulation check, respondents had to rate the fruit juice on luxuriousness, expensive-
ness, and mass production before tasting the fruit juice and on liking and willingness to pay
after tasting the juice. These items are measured with a seven-point likert scale ranging
from 1 strongly disagree to 7 strongly agree. To control for materialism, we used the eight-
een item material values scale of Richins and Dawson (a = .90) [97]. As affective well-being
and self-esteem are positively related [27], [78], it is possible that respondents in the luxury
condition experience a higher self-esteem, because they feel better after receiving a luxuri-
ous chocolate. To control for this alternative account related to happiness and self-esteem,
respondents completed the PANAS-scale (ara = .89; ana = .83; Watson et al.) [119] and the
life satisfaction scale ([28]; a =.79).

7.5.1.3 Participants

151 respondents participated in this experiment in exchange for 7 Euros (52 males, Mage =
22.83, SD = 5.67).

7.5.2 Results and Discussion

Respondents in the luxury condition rate the juice as more luxurious (M = 4.91) compared
to respondents in the non-luxury condition (M = 2.53; F(1, 135) = 129.17, p < .001). Further-
more, respondents in the non-luxury condition (Mcep = 5.53; Mumass = 6.07) are more con-
vinced that the juice is cheap and mass-produced than respondents in the luxury condition
(Meheap = 2.24, F(1, 135) = 329.59, p < .001; Mmass = 4.38, F(1, 135) = 55.06, p <.001). After tasting
the fruit juice, respondents in the luxury condition liked the juice more (M = 4.71) and are
willing to pay more for the juice (M = 1.29) compared to respondents in the non-luxury
condition (Miiking = 2.24, F(1, 146) = 119.94, p < .001; Mpwy = .80, F(1, 144) = 14.92, p < .001).
There are no main effects of choosing agent (luck vs. experimenter) and there are no inter-
action effects.

A two-way ANOVA analysis revealed that there is a main effect of luxury condition on self-
esteem (F(1, 147) = 9.35, p = .003). Respondents who acquired the luxurious Ethno Bar juice
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(M = 5.29) reported higher self-esteem scores than respondents who acquired the non-
luxurious Pure Fruit juice (M = 4.93). These results again confirm the first hypothesis. Fur-
thermore, there is a main effect of choosing agent on self-esteem (F(1, 147) = 5.12, p = .025).
Respondents who had to pick a lottery ticket (M = 4.93) have a lower self-esteem compared
to respondents for whom the researcher decided which juice they had to evaluate (M =
5.24). The main effect of luxury condition (F(1, 136) = 4.06, p = .046) on self-esteem remains
significant when controlling for the alternative accounts of materialism and subjective well-
being by including materialism, positive and negative affect and life satisfaction as covari-
ates in the model. Hence, variations in materialism and well-being cannot fully account for
this positive effect of acquiring luxuries on self-esteem. On the contrary, the main effect of
choosing agent (F(1, 136) = 1.83, p = .179) condition becomes insignificant after controlling
for materialism, life satisfaction and mood.

Finally, the interaction effect between luxury condition and choosing agent on self-esteem
is not significant (F(1, 147) = .039, p = . 844). This implies that respondents in the luxury
condition experience higher self-esteem compared to respondents in the non-luxury condi-
tion, regardless whether the luxury brand reflects direct appreciation from others or not. As
such, respondents who obtained a luxury brand that reflects social appraisal (M = 5.46)
appear to have a higher self-esteem compared to respondents who obtained a non-luxury
brand that reflects social appraisal (M = 5.02, #(63) = — 2.31, p = .024). Similarly, respondents
who obtained the luxury fruit juice by luck (M = 5.12) appear to have a higher self-esteem
compared to respondents who obtained the non-luxury fruit juice by luck (M = 4.74, t(57) =
- 1.95, p = .056), however, this effect is only marginally significant. These results confirm the
second hypothesis.

7.6 General Discussion and Conclusions

Scholars from various disciplines conducted research on self-esteem because it has a strong
impact on several aspects of human behavior [65],[87]. While low self-esteem appears to be
linked to negative behaviors, such as delinquency and antisocial behavior [32], high self-
esteem appears to be linked to positive behavioral aspects. High self-esteem individuals
appear to be more resistant against self-image threats [109], perceive negative feedback as a
challenge rather than a threat [102] and are more capable to savor positive affect [124].
Humans have an innate drive to strive for more positive self feelings and they developed
several strategies to restore a negative sense of self. In this respect, several studies found
that people with a bruised self-esteem showed to have a higher preference for luxury and
high status goods (e.g., Sivanathan and Pettit [107]). The current chapter investigated
whether acquiring luxury brands would effectively raise self-esteem.

The results of three studies indicate that this may be the case. In a first study, luxury con-
sumption appears to be positively related to self-esteem. In a second study, participants
who acquired a luxury brand reported higher self-esteem compared to respondents who
acquired a non-luxury brand. In study 3, this chapter showed that linking a brand to direct
appreciation does not moderate the effect on self-esteem. Individuals who obtained a luxu-
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ry brand reported higher self-esteem ratings compared to respondents who obtained a non-
luxury brand, regardless whether this luxury brand reflected immediate social appraisal or
not. This may imply that imagined social appraisals may be more important. As such, the
positive effect of luxury consumption on self-esteem may be the result of an expected re-
ward due to social appraisal.

In addition, this chapter builds on previous research that shows that brand meanings may
rub off on the owners of these brands (e.g., [11], [46], [90]) and this might cause the positive
effect on self-esteem. These studies show that consumers not only prefer brands that fit
with their sense of self and with their personality, they also enhance their self-identity in
line with the brand’s meaning. This process can be explained by the Meaning Transfer
Model [76] which states that while meaning arises in culture, this meaning can be trans-
ferred to brands through advertising and the use of endorsements. Hence, by obtaining
these brands, meaning may be transferred to the individual consumer.

This chapter provides further evidence for this meaning transfer of brands to the owners of
these brands. However, the occurrence of this meaning transfer might depend on the per-
sonality of the owner. In this respect, Park and John [90] show that, while individuals who
believe that their personal qualities are invariable (i.e., entity theorists) are influenced by
using a brand with an appealing personality, individuals who believe that they can im-
prove their personal qualities (i.e., incremental theorists) are not. In future research, it
would be interesting to investigate if the positive effect of owning luxury brands on self-
esteem may be moderated by these implicit self-beliefs.

Moreover, future research should investigate if these positive effects of acquiring luxury
brands on self-esteem are stronger for materialistic consumers. As such, the negative rela-
tionship between materialism and self-esteem may be diminished by materialists” prefer-
ence for luxurious possessions [97], [115]. As materialists consider luxury possessions as a
path to personal happiness, they might experience a stronger effect on their self-esteem
compared to low materialistic consumers. However, these positive effects on their self-
esteem may reinforce materialistic consumers in their pursuit for luxurious possessions,
which might, in turn, hinder them to invest resources in activities that are more rewarding
for their self-esteem (e.g., spending time on close friends and family).

The current chapter also has several limitations. First, in the experimental studies, respond-
ents did not have to pay for the fruit juice or the chocolate. In future research, it would be
interesting to let respondents actually pay for the luxury good. Furthermore, the hedonic
value of the luxuries used in these studies prevails over the status value. The effects on self-
esteem might be stronger when choosing a luxury where the status value prevails over the
hedonic value. Moreover, the experimental studies only investigated the effect of obtaining
a luxurious fast-moving consumer good on self-esteem. In future research, it would be
interesting to focus on durable luxury goods, because such durables may enhance self-
esteem to a greater extent. Finally, future research should benefit from incorporating the
factor public/private luxury consumption. As consumers’ self-esteem depends on the eval-
uation of others, consuming luxury brands in a public setting might enhance self-esteem
more than consuming the same brands in a private setting.
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The positive effect of owning luxury brands on an individual’s self-worth might reinforce
one’s pursuit of luxurious possessions. However, this does not imply that luxury consump-
tion is beneficial for an individual’s self-esteem in the long run. Furthermore, the enhanced
self-esteem by status consumption may be illusory. In this respect, many individuals are
envious of individuals consuming luxury brands (e.g., many individuals are unfavorably
disposed towards men who are showing off their Porsche). Hence, this chapter merely
claims that some aspect of owning luxury brands may reinforce buying luxury products
but not that it is a fruitful way to strive for enduring high self-esteem.

7.7 References

[11 Adler, A. (1956): The Individual Psychology of Alfred Adler. H.L. Ansbacher/R.R. Ansbacher
(Eds.). New York: Harper Torchbooks.

[2] Allred, A., Valentin, E. K./Chakraborty, G. (2010) : Pricing risky services: Preference and quality
considerations, in: Journal of Product and Brand Management, Vol. 19, No. 1, pp. 54-60.

[3] Ariely, D./Norton, M.I. (2009): Conceptual consumption, in: Annual Review of Psychology, Vol:
60, pp. 475-499.

[4] Baccus, ]J.R./Baldwin, M. W./Packer, D.]J. (2004): Increasing implicit self-esteem through classical
conditioning, in: Psychological Science, Vol. 15, No. 7, pp. 498-502.

[6] Banister, E. N./Hogg, M. K. (2003): Possible selves? Identifying dimensions for exploring the dia-
lectic between positive and negative selves in consumer behavior, in: Advances in Consumer Re-
search, Vol. 30, No. 1, pp. 149-150.

[6] Baumeister, R.F. (1998): The self, in: Gilbert, D.T./Fiske, S.T./Lindzey, G. (Eds.): Handbook of social
psychology (4th ed., pp. 680-740). New York: McGraw-Hill.

[7] Bearden, W. O./Etzel, M. J. (1982): Reference group influence on product and brand purchase
decisions, in: Journal of Consumer Research, Vol. 9, No. 2, pp. 183-481.

[8] Bearden, W. O./Netemeyer, R. G./Teel, R. J. (1989): Measurement of consumer susceptibility to
interpersonal influence, in: Journal of Consumer Research, Vol. 15, No. 4, pp. 473-481.

[9] Beggan, J. K. (1992): On the social nature of nonsocial perception: The mere ownership effect, in:
Journal of Personality and Social Psychology, Vol. 62, No. 2, pp. 229-237.

[10] Belk, R. W. (1985): Materialism: Trait aspects of living in the material world, in: Journal of Con-
sumer Research, Vol. 12, No. 4, pp. 265-280.

[11] Belk, R. W. (1988): Possessions and the extended self, in: Journal of Consumer Research, Vol. 15
No. 3, pp. 139-168.

[12] Belk, R. W./Bahn, K. D./ Mayer, R.N. (1982): Developmental recognition of consumption symbol-
ism, in: Journal of Consumer Research, Vol. 9, No. 1, pp. 4-16.

[13] Berger, J./Heath, C. (2007): Where consumers diverge from others: Identity signaling and product
domains, in: Journal of Consumer Research, Vol. 34, No. 2, pp. 121-134.

[14] Berger, J./Heath, C. (2008): Who drives divergence? Identity signaling, out-group similarity, and
the abandonment of cultural tastes, in: Journal of Personality and Social Psychology, Vol. 95, No.
3, pp. 593-607.

[15] Berger, J./Ward, M. (2010): Subtle signals of inconspicuous consumption, in: Journal of Consumer
Research, Vol. 37, No. 4, pp. 555-569.

[16] Birdwell, A. E. (1968): A study on the influence of image congruence on consumer choice, in:
Journal of Business, Vol. 41, No. 1, pp. 76-88.

[17] Bosnjak, M./Rudolph, N. (2008): Undesired self-image congruence in a low-involvement product
context, in: European Journal of Marketing, Vol. 42, No. 5-6, pp. 702-712.



Indulging the Self Positive Consequences of Luxury Consumption 133

[18] Campbell, J. P. (1990): Modeling the performance prediction problem in industrial and organiza-
tional psychology, in: Dunnette, M.D./Hough, L.M. (Eds.): Handbook of Industrial and Organiza-
tional Psychology (pp. 687-732): Palo Alto, CA: Consulting Psychologists Press, Inc.

[19] Campbell, R. L./Eisner, S./Riggs, N. (2010): Sources of self-esteem: From theory to measurement
and back again, in: New Ideas in Psychology, Vol. 28, No.3, pp. 338-349.

[20] Chevalier, M./Mazzalovo, G. (2008): Luxury brand management: A world of privilege. Singapore:
John Wiley & Sons.

[21] Choi, S. M./Rifon, N. J. (2007): Who is the celebrity in advertising? Understanding dimensions of
celebrity images, in: The Journal of Popular Culture, Vol. 40, No. 2, pp. 304-324.

[22] Crocker, J/Park, L. E. (2004): The costly pursuit of self-esteem, in: Psychological Bulletin, Vol. 130,
No. 3, pp. 392-414.

[23] Csikszentmihaliyi, M. (1999): If we are so rich, why aren’t we happy?, in: The American
Psychologist, Vol: 54, No. 10, pp. 821-827.

[24] Csikszentmihalyi, M. (2000): Beyond Boredom and Anxiety. San Francisco: Jossey-Bass.

[25] Denissen, J. J. A./Penke, L./Schmitt, D. P./Van Aken, M. A. G. (2008): Self-esteem and reactions to
social interactions: Evidence for sociometer mechanisms across days, people, and nations, in:
Journal of Personality and Social Psychology, Vol. 95, No. 1, pp. 181-196.

[26] DiClemente, D.F./Hantula, D.A. (2003): Applied behavioral economics and consumer choice, in:
Journal of Economic Psychology, Vol. 24, No. 5, pp. 589-602.

[27] Diener, E./Diener, M. (1995): Cross cultural correlates of life satisfaction and self-esteem, in: Jour-
nal of Personality and Social Psychology, Vol. 68, No. 4, pp. 653-663.

[28] Diener, E./Emmons, R./Larsen, J./Griffin, S. (1985): The Satisfaction With Life Scale, in: Journal
Personality Assessment, Vol. 49, No. 1, pp. 71-75

[29] Dittmar, H. (1994): Material possessions as stereotypes: Material images of different socio-
economic groups, in: Journal of Economic Psychology, Vol. 15, No. 4, 561-585.

[30] Dittmar, H. (2004): Understanding and diagnosing compulsive buying, in: R. Coombs (Ed.),
Addictive disorders: A practical handbook. New York: John Wiley & Sons.

[31] Dittmar, H. (2008): Consumer culture, identity and well-being. The search for the ‘good life’ and
the ‘body perfect’. New York: Psychology Press.

[32] Donnellan, M. B./Trezesniewski, K. H./ Robins, R. W./Moffitt, T. E./Caspi, A. (2005): Low self-
esteem is related to aggression, antisocial behavior, and delinquency, in: Psychological Science,
Vol. 16, No. 4, pp. 328-335.

[33] Douglas, M./Isherwood, B. (1978): The world of goods: Towards an anthropology of consumption.
London: Allen Lane.

[34] Dubois, B./Laurent, G. (1996): The functions of luxury: A situational approach to excursionism, in:
Advances in Consumer Research, Vol. 23, No. 1, pp. 470-477.

[35] Dubois, B./Czellar, S./Laurent, G. (2005): Consumer Segments Based on Attitudes Toward Luxury:
Empirical Evidence from Twenty Countries, in Marketing Letters, Vol. 16, p. 115-128.

[36] Eng, T-Y./Bogaert, J. (2010): Psychological and cultural insights into consumption of luxury west-
ern brands in India, in: Journal of Customer Behavior, Vol. 9, No. 1, pp. 55-75.

[37] Escalas, J. E./Bettman, J. R. (2005): Self-construal, reference groups, and brand meaning, in: Journal
of Consumer Research, Vol. 32, No. 3, pp. 378-389.

[38] Faunce, W.A. (2003): Work, status, and self-esteem: A theory of selective self investment. Lanham:
University Press of America.

[39] Fiske, A./Kitayama, S./Markus, H. R./Nisbett, R. E. (1998): The cultural matrix of social psychol-
ogy, in:Gilbert, D/Fiske, S./Lindzey, G. (Eds.): The Handbook of Social Psychology (4th ed., pp.
915-981): San Francisco: McGraw-Hill.

[40] Frank, R. H. (1999): Luxury fever. Money and happiness in an era of excess. Princeton: Princeton
University Press.

[41] Fransen, M. L./Smeesters, D./Fennis, B.M. (2011): The role of social presence in mortality salience
effects. Journal of Business Research, 64, No. 1, pp. 29-33.



134 Liselot Hudders, Mario Pandelaere

[42] Fredrick, S./Loewenstein, G. (1999): Hedonic adaptation. In D. Kahneman, E. Diener/N. Schwarz
(Eds.), Well-being: The foundations of a hedonic psychology (pp. 302-329): New York: Russell
Sage Foundation.

[43] Frederick, S./Loewenstein, G./O’Donoghue, T. (2002): Time discounting and time preference: A
critical review. Journal of Economic Literature, Vol. 40, No. 2, pp. 351-401.

[44] Gao, L./Wheeler, S.C./Shiv, B. (2009): The “shaken self”: Product choices as a means of restoring
self-view confidence. Journal of Consumer Research, Vol. 36, No. 1, pp. 29-38.

[45] Gawronski, B./Bodenhausen, G.V. /Becker, A.P. (2007): I like it, because I like myself: Associative
self-anchoring and post-decisional change of implicit evaluations. Journal of Experimental Social
Psychology, Vol. 43, No. 2, pp. 221-232.

[46] Govers, P./Schoormans, J.P.L. (2005): Product personality and its influence on consumer prefer-
ence. Journal of Consumer Marketing, Vol. 22, No. 4, pp. 189-197.

[47] Green, ]J. D./Sedikides, C., Pinter, B./Van Tongeren, D.R. (2009): Two sides of self-protection: Self-
improvement strivings and feedback from close relationships eliminate mnemic neglect. Self and
Identity, Vol. 8, No. 2, pp. 233-250.

[48] Greenwald, A.G. /Banaji, M.R. (1995): Implicit social cognition: Attitudes, self-esteem, and stereo-
types. Psychological Review, Vol. 102, No. 1, pp. 4-27.

[49] Grewal, R./Mehta, R./Kardes, F.R. (2004): The timing of repeat purchases of consumer durable
goods: The role of functional bases of consumer attitudes. Journal of Marketing Research, Vol. 41,
No. 1, pp. 101-115.

[50] Gyurak, A./Ayduk, O. (2007): Defensive physiological reactions to rejection: The effect of self-
esteem and attention control on startle responses. Psychological Science, Vol. 18, No. 10, pp. 886-
892.

[51] Hepper, E.G./Gramzow, R. H./Sedikides, C. (2010): Individual differences in self-enhancement
strategies: An integrative analysis. Journal of Personality, Vol. 78, No. 2, pp. 781-814.

[62] Holt, D. B. (1995): How consumers consume: A typology of consumer practices. Journal of Con-
sumer Research, Vol. 22, No. 1, pp. 1-16.

[63] Hudders, L./Pandelaere, M. (2011): The silver lining of materialism: The impact of luxury con-
sumption on subjective well-being. Journal of Happiness Studies, doi: 10.1007/s10902-011-9271-9.

[564] James, W. (1890): The principles of psychology (Vol. 1): New York: Henry Holt.

[65] Janis, LL./Field, P.B. (1959): Sex differences and factors related to persuasibility, in: C.I. Hov-
land/L.L. Janis (Eds.), Personality and persuasibility (pp. 55-68): New Haven, CT: Yale University
Press.

[56] Kapferer, J./Bastien, V. (2009): The luxury strategy. London: Kogan Page Ltd.

[67] Kahneman, D./Tversky, A. (1979): Prospect theory: An analysis of decision under risk. Economet-
rica, Vol. 47, No. 2, pp. 263-291.

[68] Kashdan, T. B. (2004): The assessment of subjective well-being (issues raised by the Oxford Hap-
piness Questionnaire): Personality and Individual Differences, Vol. 36, pp. 1225-1232.

[59] Kernis, M. H. (1993): The roles of stability and level of self-esteem in psychological functioning. In
R.F. Baumeister (Ed.), Self-esteem: The puzzle of low self-regard (pp. 167-182): New York: Plenum
Press.

[60] Kernis, M. H. (2005): Measuring self-esteem in context: The importance of stability of self-esteem
in psychological functioning. Journal of Personality, Vol. 73, No. 6, pp. 1569-1605.

[61] Knowles, M. L./Lucas, G. M./Molden, D.C./Gardner, W.L./Dean, K.K. (2010): There’s no substitute
for belonging: Self-affirmation following social and non-social threats. Personality and Social Psy-
chology Bulletin, Vol. 36, No. 2, pp. 173-186.

[62] Leary, M. R./Cottrell, C. A./Phillips, M. (2001): Deconfounding the effects of dominance and social
acceptance on self-esteem. Journal of Personality and Social Psychology, Vol. 81, No. 5, pp. 898-
909.

[63] Leary, M. R./Downs, D. L. (1995): Interpersonal functions of the self-esteem motive: The self-
esteem system as a sociometer. In M.H. Kernis (Ed.), Efficacy, agency, and self-esteem (pp. 123
144): New York: Plenum Press.



Indulging the Self Positive Consequences of Luxury Consumption 135

[64] Leary, M. R./Haupt, A. L./Strausser, K. S. /Chokel, J. T. (1998): Calibrating the sociometer: The
relationship between interpersonal appraisals and the state self-esteem. Journal of Personality and
Social Psychology, Vol. 74, No. 5, pp. 1290-1299.

[65] Leary, M.R./MacDonald, G. (2005): Individual differences in self-esteem: A review and theoretical
integration. In M.R. Leary/].P. Tangney (Eds.), Handbook of self and identity (pp. 401-418): New
York: Guilford Press.

[66] Leary, M.R./Tambor, E.S. /Terdal, S.K./Downs, D.L. (1995): Self-esteem as an interpersonal moni-
tor: The sociometer hypothesis. Journal of Personality and Social Psychology, Vol. 68, No. 3, pp.
518-530.

[67] Ledgerwood, A./Liviatan, I./Carnevale, P. J. (2007): Group-identity completion and the symbolic
value of property. Psychological Science, Vol. 18, No. 10, pp. 873-878.

[68] Leibenstein, H. (1950): Bandwagon, snob and veblen effects in the theory of consumers” demand.
The Quarterly Journal of Economics, 64 (2), 183-207.

[69] Levy, S.]. (1959): Symbols for sale. Harvard Business Review, Vol. 37, No. 4, pp. 117-124.

[70] Linssen, R./Van Kempen, L./Kraaykamp, G. (2011): Subjective well-being in rural India: The curse
of conspicuous consumption. Social Indicators Research, Vol. 101, No. 1, pp. 57-72.

[71] Lucas, R.E./Diener, E./Suh, E. (1996): Discriminant validity of well-being measures. Journal of
Personality and Social Psychology, 71, No. 3, pp. 616-628.

[72] Lyubomirsky, S. (2001): Why are some people happier than others: The role of cognitive and
motivational processes in well-being. American Psychologist, Vol. 56, No. 3, pp. 239-249.

[73] Lyubomirsky, S./Tkach, C./DiMatteo, M.R. (2006): What are the differences between happiness
and self-esteem? Social Indicators Research, Vol. 78, No. 3, pp. 363-404.

[74] Maslow, A.H. (1970): Motivation and personality. New York: Harper & Row.

[75] McCracken, G. (1986): Culture and consumption: A theoretical account of the structure and
movement of the cultural meaning of consumer goods. Journal of Consumer Research, Vol. 13,
No. 1, pp. 71-84.

[76] McCracken, G. (2002): Culture and consumption: New approaches to the symbolic character of
consumer goods and activities. Bloomington (Ind.):Indiana university press.

[77] Mezulis, A.H./Abramson, L. Y./Hyde, ].5./Hankin, B.L. (2004): Is there a universal positivity bias
in attributions? A meta-analytic review of individual, developmental, and cultural differences in
self-serving attributional bias. Psychological Bulletin, Vol. 130, No. 5, pp. 711-747.

[78] Mond, J./Van den Berg, P./Boutelle, K./Hannan, P. (2011): Obesity, body dissatisfaction, and emo-
tional well-being in early and late adolescence: Findings from the project EAT study. Journal of
Adolescent Health, Vol. 48, No. 4, pp. 373-378.

[79] Morewedge, C.K./Shu, L.L./Gilbert, D.T./Wilson, T.D. (2009): Bad riddance or good rubbish?
Ownership and not loss aversion causes the endowment effect, in: Journal of Experimental Social
Psychology, Vol. 45, No. 4, pp. 947-951.

[80] Nayakankuppam, D./Mishra, H. (2005): The endowment effect: Rose-tinted and dark-tinted
glasses. Journal of Consumer Research, Vol. 32, No. 3, pp. 390-395.

[81] Nezlek, J.B. (2002): Causal relationships between perceived social skills and day-to-day social
interaction: Extending the sociometer hypothesis, in: Journal of Social and Personal Relationships,
Vol. 18, No. 3, pp. 386-403.

[82] Norris, J.I./Larsen, J.T. (2010): Wanting more than you have and its consequences for well-being,
in: Journal of Happiness Studies, doi: 10.1007/s10902-010-9232-8.

[83] Nuttin, .M. (1984): Motivation, planning, and action: A relational theory of behavior dynamics.
Belgium: Leuven University Press.

[84] Nuttin, ].M. (1987): Affective consequences of mere ownership: The name letter effect in twelve
European languages, in: European Journal of Social Psychology, Vol. 17, No. 4, pp. 381-402.

[85] Nuttin Jr., J.M. (1985): Narcissism beyond Gestalt and awareness: The name letter effect, in: Euro-
pean Journal of Social Psychology, Vol. 15, No. 3, pp. 353-361.

[86] O’Cass, A./McEwen, H. (2004): Exploring consumer status and conspicuous consumption, in:
Journal of Consumer Behavior, Vol. 4, No. 1, pp. 25-39.



136

Liselot Hudders, Mario Pandelaere

(87]
(88]
(89]
[90]
[91]
[92]
(93]
[94]
[95]

[96]

[97]

(98]

[99]
[100]

[101]

[102]

[103]

[104]

[105]
[106]

[107]

[108]

[109]

Owens, T.J./Stryker, S./Goodman, N. (Eds.): (2001): Extending self-esteem theory and research:
Sociological and psychological currents. New York: Cambridge University Press.

Oyserman, D. (2009): Identity-based motivation: Implications for action-readiness, procedural-
readiness, and consumer behavior, in: Journal of Consumer Psychology, Vol. 19, No. 3, 250-260.
Parducci, A. (1995): Happiness, pleasure, and judgment: The contextual theory and its applica-
tions. Hillsdale, N.J.: Erlbaum.

Park, J. K./John, D. R. (2010): Got to get you into my life: Do brand personalities rub off on con-
sumers?, in: Journal of Consumer Research, Vol. 37, No. 4, pp. 655-669.

Park, J. K./John, D. R. (2011): More than meets the eye: The influence of implicit and explicit self-
esteem on materialism, in: Journal of Consumer Psychology, Vol. 21, No. 1, pp. 73-87.

Puntoni, S. (2001): Self-identity and purchase intention: An extension of the theory of planned
behavior, in: European Advances in Consumer Research, Vol. 5, pp. 130-134.

Pyszczynski, T./Greenberg, J./Solomon, S./Arndt, J./Schimel, J. (2004): Why do people need self-
esteem? A theoretical and empirical review, in: Psychological Bulletin, 130, No. 3, pp. 435-468.
Reb, J./Connolly, T. (2007): Possession, feelings of ownership and the endowment effect, in:
Judgment and Decision Making, Vol. 2, No. 2, pp. 107-114.

Richins, M. L. (1994): Special possessions and the expression of material values, in: Journal of
Consumer Research, 21, No. 3, pp. 522-533.

Richins, M. L. (1999): Possessions, materialism, and other-directedness in the expression of self.
In M. Holbrook (Ed.), Consumer value: A framework for analysis and research (pp. 85-104): New
York: Routledge.

Richins, M. L./Dawson, S. (1992): A consumer values orientation for materialism and its meas-
urement: Scale development and validation, in: Journal of Consumer Research, Vol. 19, No. 3,
pp. 303-316.

Rosenberg, M. (1965): Society and the adolescent self-image. Princeton: Princeton University
Press.

Rosenberg, M. (1979): Conceiving the self. New York: Basic Books.

Rucker, D.D./Galinsky, A.D. (2008): Desire to acquire: Powerlessness and compensatory con-
sumption, in: Journal of Consumer Research, Vol. 35, No. 2, pp. 257-267.

Rucker, D.D./Galinsky, A.D. (2009): Conspicuous consumption versus utilitarian ideals: How
different levels of power shape consumer behavior, in: Journal of Experimental Social Psychol-
ogy, Vol. 45, No. 3, pp. 49-555.

Seery, M.D./Blascovich, J./Weisbuch, M./Vick, S.B. (2004): The relationship between self-esteem
level, self-esteem stability, and cardiovascular reactions to performance feedback, in: Journal of
Personality and Social Psychology, Vol. 87, No. 1, pp. 133-145.

Shavitt, S. (1990): The role of attitude objects in attitude functions, in: Journal of Experimental
Social Psychology, Vol. 26, No. 2, pp. 124-148.

Shavitt, S./Nelson, M.R. (2000): The social identity function in person perception: Communicated
meanings of product preferences, in: G.R. Maio/].M. Olson (Eds.), Why we evaluate: Function of
attitudes (pp. 37-58): Mahwah, NJ: Lawrence Erlbaum.

Sirgy, J. (1982): Self-concept in consumer behaviour: A critical review, in: Journal of Consumer
Research, Vol. 9, No. 3, pp. 287-300.

Sirgy, J./Johar, ].S. (1999): Toward and integrated model of self-congruity and functional congru-
ity, in: European Advances in Consumer Research, 4, 252-256.

Sivanathan, N./Pettit, N.C. (2010): Protecting the self through consumption: Status goods as
affirmational commodities, in: Journal of Experimental Social Psychology, Vol. 46, No. 3, 564-
570.

Solomon, M. R. (1983): The role of products as social stimuli: A symbolic interaction perspective,
in: Journal of Consumer Research, Vol. 10, No. 3, pp. 319-329.

Spencer, S.J./Josephs, R.A./Steele, C.M. (1993): Low self-esteem: The uphill struggle for self-
integrity, in: R.F. Baumeister (Ed.), Self-esteem: The puzzle of low self-regard (pp. 21-36): New
York: Plenum Press.



Indulging the Self Positive Consequences of Luxury Consumption 137

[110]

[111]

[112]

[113]

[114]
[115]
[116]
[117]

[118]

[119]

[120]
[121]
[122]
[123]

[124]

[125]

[126]

Srivastava, S./Beer, J. S. (2005): How self-evaluations relate to being liked by others: Integrating
sociometer and attachment perspectives, in: Journal of Personality and Social Psychology, Vol.
89, No. 6, pp. 966-977.

Tesser, A./Crepaz, N./Collins, J. C./Cornell, D./Beach, S. H. R. (2000): Confluence of self-esteem
regulation mechanisms: On integrating the self-zoo, in: Personality and Social Psychology Bulle-
tin, Vol. 26, No. 12, pp. 1476-1489.

Thaler, R. (1980): Toward a positive theory of consumer choice, in: Journal of Economic Behavior
& Organization, Vol. 1, No. 1, No. 39-60.

Tuominen-Soini, H./Salmela-Aro, K./Niemivirta, M. (2008): Achievement goal orientations and
subjective well-being: A person-centred analysis, in: Learning and Instruction, Vol. 18, No. 3,
pp. 251-266.

Twenge, ]. M./Campbell, W. K. (2002): Self-esteem and socioeconomic status: A meta-analytic
review, in: Personality and Social Psychology Review, Vol. 6, No. 1, pp. 59-71.

Van Boven, L. (2005): Experientialism, materialism, and the pursuit of happiness, in: Review of
General Psychology, Vol. 9, No. 2, pp. 132-142.

Van Kempen, L. (2007): Status consumption and ethnicity in Bolivia: Evidence from durables
ownership, in: International Journal of Consumer Studies, Vol. 31, No. 1, 76-89.

Vigneron, F./Johnson, L.W. (2004): Measuring perceptions of brand luxury, in: Brand Manage-
ment, Vol. 11, No. 6, pp. 484-506.

Vohs, K.D./Baumeister, R. F. (2007): Can satisfaction reinforce wanting? A new theory about
long-term changes in strength of motivation, in: J. Shah/ Gardner, W. (Eds.), Handbook of Moti-
vational Science (pp. 373-389): New York: Guilford.

Watson, D./Clark, L. A./Tellegen, A. (1988): Development and validation of brief measures of
positive and negative affect: The PANAS scales, in: Journal of Personality and Social Psychol-
ogy, Vol. 54, No. 6, pp. 1063-1070.

Wattanasuwan, K. (2005): The self and symbolic consumption, in: Journal of American Academy
of Business, Vol. 6, No. 1, pp 179-185.

Wicklund, R. A./Gollwitzer, P. M. (1981): Symbolic self-completion, attempted influence, and
self-deprecation, in: Basic and Applied Social Psychology, Vol. 2, No. 2, pp. 89-114.

Wiedmann, K./Hennigs, N./Siebels, A. (2009): Value-based segmentation of luxury consumption
behavior, in: Psychology and Marketing, Vol. 26, No. 7, pp. 625-651.

Wong, N. Y. C./ Ahuvia, A. C. (1998): Personal taste and family face: Luxury consumption in
Confucian and Western societies, in: Psychology and Marketing, Vol. 15, No. 5, pp. 423-441.
Wood, J. V./Heimpel, S. A./Michela, J. L. (2003): Savoring versus dampening: Self-esteem differ-
ences in regulating positive affect, in: Journal of Personality and Social Psychology, Vol. 85, No.
3, pp 566-580.

Zhang, Y./Fishbach, A. (2005): The role of anticipated emotions in the endowment effect, in:
Journal of Consumer Psychology, Vol. 15, No. 4, pp. 316-324.

Zinkhan, G. M./Hong, J. W. (1991): Self-concept and advertising effectiveness: A conceptual
model of congruency, conspicuousness, and response mode, in: Advances in Consumer Re-
search, Vol. 18, pp. 348-354.



	Part 3 Luxury and Luxury Consumption from a Theoretical Perspective
	7 Indulging the Self Positive Consequences of Luxury Consumption
	7.1 Introduction
	7.2 Conceptual Framework and Hypotheses Development
	7.3 Study 1: Relationship between Luxury Consumption and Self-Esteem
	7.3.1 Participants and Procedure
	7.3.2 Measures
	7.3.3 Results and Discussion

	7.4 Study 2: Impact of Luxury Consumption on Self-Esteem
	7.4.1 Method
	7.4.2 Results and Discussion

	7.5 Study 3: Alternative Explanation of Direct Appreciation
	7.5.1 Method
	7.5.2 Results and Discussion

	7.6 General Discussion and Conclusions
	7.7 References





