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Abstract

Conspicuous consumption explains the way of consumption made by someone who want to influence others with
the consumption activities they perform with the basic needs. Conspicuous consumption is a type of behavior that
people buy the goods and services in order to show others their status and dignity. Social media, with the
developing technology, is becoming a suitable environment for conspicuous consumption. The purpose of this
study; to analyze the effect of social media on conspicuous consumption to reveal to what extent the snob and
bandwagon factors have an intermediary effect between these variables. In research, data collected through the
online survey method from 282 people who actively use social media. Analyzes of research data conducted using
IBM SPSS Statistic 26 and IBM AMOS 23 package programs. As a result of two structural equation models
conducted for the mediating effect of snob effect and bandwagon effect factors, a significant effect found between
variables.
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Gosterisgi  tiiketim, mal ve hizmetleri tiketerek insanlarin temel ihtiyaciarim karsilamanmin yam siwra,
gerceklestirdigi  tiiketim faaliyetleriyle bagkalarini etkilemek isteyen kisilerin yaptigi tiiketim  bigimini
aciklamaktadir. Insanlarin kendi statiilerini ve sayginliklarini baskalarina géstermek icin satin alma faaliyeti
gerceklestirdikleri bir davranis bi¢imidir. Sosyal medya gelisen teknoloji ile birlikte gosteris¢i tiiketim i¢in uygun
bir ortam haline gelmektedir. Bu ¢alismanin amaci; sosyal medyanin gosteris¢i tiiketim iizerindeki etkisini analiz
etmek, snop ve baskalarindan geri kalmama faktorlerinin bu degiskenler arasinda ne élgiide aract etkiye sahip
oldugunu ortaya koymaktir. Bu arastirmada sosyal medyayr aktif olarak kullanan 282 kisiden online anket
yontemiyle veri toplanmustir. Bu analiz sonuglarina gore, demografik faktorlerin etkisi, yas ve gelir diizeyine gore
istatistiksel olarak farkiilik gostermektedir. Aragtirma verilerinin analizi IBM SPSS Statistics 26 ve IBM AMOS

23 programlart kullamilarak yapilmistir. Snop etkisi ve baskalarindan geri kalmama etki faktorierinin aracilik
etkisi i¢in kurulan iki yapisal esitlik modeli sonucunda degiskenler arasinda anlamii bir etki bulunmustur.

Anahtar Kelimeler: Sosyal Medya, Gosteris¢i Tiiketim, Snop Etkisi, Baskalarindan Geri Kalmama Etkisi, Yapisal
Esitlik Modeli
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1. Introduction

Social media has become a very suitable environment for displaying conspicuous consumption with the
ever-increasing technological developments. In the literature, there are studies examining the effect of
social media on conspicuous consumption and the relationship between social media and conspicuous
consumption (Lehdonvirta, 2010; Yenicioglu & Christodoulides, 2014; Taylor & Strutton, 2016; Choi
& Seo, 2017; ilhan, 2018). These studies in general focused on influencing factors such as status,
materialism, narcissism and self-display (Veblen, 1899; Goffman, 1959; Leary & Kowalski, 1990; Page,
1992; Marcoux et al., 1997; Solomon, 2006; Chaudhuri & Majumdar, 2006; Chen et al., 2008; Gierl &
Huettl, 2010; Kastanakis & Balabanis, 2014). Only a few of these studies have focused on the snob and
bandwagon effects (Leibenstein, 1950; Corneo & Jeanne, 1997; Kastanakis & Balabanis; 2012, 2014;
Taylor & Strutton, 2016). However, as a result of the literature research, it is seen that a comprehensive
study examining the mediating effect of the effect of snob and bandwagon in the effect of social media
on conspicuous consumption has not been done enough in the literature. The aim of this study
differentiate itself from literature with measure to what extent the bandwagon and snob effects the
variables of social media and conspicuous consumption. This study measures how individuals consume
conspicuously by exhibiting the bandwagon effect or snob effects in social media. In the study, it aimed
to determine whether consumers exhibit the snob effect with the desire to be unique by wanting to be
different from others when they display conspicuous consumption on social media, or the effect of
bandwagon by conforming to the majority and being influenced by other people. In this direction, the
importance of this study will contribute to the existing literature on social media and conspicuous
consumption, through the effects of snob and bandwagon, which have not been sufficiently studied in
the literature.

1.1.  Social Media and Conspicuous Consumption

Social media; it refers to the interaction between user communities and internet users who create and
share content information via Web 2.0 technologies (Ahlgvist, Back, Halonen, & Heinonen; 2008).
Social media is defined as the use of electronic and internet tools to share and discuss information and
experiences with other people more effectively (Parr, 2008). The main purpose of social media is social
interaction (Cite, 2012; Durango, 2015; Nations, 2012; Turban, E., King, Lee, Liang, & Turban, D.C.,
2015). Social media is seen as the use of technology combined with social interaction to create value
(Jantsch, 2008). Social media era; it started with the establishment of Open Diary by Bruce and Susan
Ableson, a social networking site that brings together diary writers. Developments have revealed the
concept of social media and contributed to its current importance (Xiang & Gratzel, 2010). With
technological developments, consumers now have a new world to share their purchasing and
consumption experiences (Kim, Jang, & Adler, 2015). Social media; it meets a wide variety of social
needs such as self-expression, self-disclosure, and enables easy sharing of personal thoughts,
achievements and similar situations, connecting with others (Back et al., 2010; Gosling, Gaddis, &
Vazire, 2007). Kaplan and Haenlein (2010, p. 59-68) stated that the two basic elements of social media
are media research (social presence, media wealth) and social processes (self-presentation, self-
exposure). The term self-presentation, which is related to the social dimension of social media, states
that people have the desire to control the impressions of other people in all kinds of social interactions
(Goffman, 1959). On the other hand, self-presentation is driven by a desire to create an image consistent
with the person's personal identity. For example, it's like wearing a stylish outfit to be perceived as a
young and trendy person. It is seen that the social dimension and the idea of self-presentation are linked
to the concept of conspicuous consumption. Online social interactions have important effects on
participants, such as shaping ideas, influencing their decisions and relationships (Bagozzi, Dholakia, &
Pearo; 2007). With the emergence of new marketing strategies with the globalizing world, advertising
taking an important place among marketing strategies, and the formation of virtual social worlds where
individuals take part with developing technology, the concept of conspicuous consumption has been
reshaped. Today's consumption has the possibility of being conspicuous consumption depending on the
way individuals use social media (Yenicioglu & Christodoulides, 2014). The upward trend in the usage
of social media encourages individuals to consume conspicuous more. The tendency to maintain social
status with purchasing shares made in this channel and products consumed publicly turns social media
into a digital form of conspicuous consumption. A post on social media has a greater impact on
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interpersonal relationships, individual happiness and self-esteem (Duan & Dholakia, 2017; Ellison,
Heino, & Gibbs, 2006; Gonzales & Hancock, 2011; Thosmas & Millar, 2013). Conspicuous online
consumption can be explained by social media behaviors that lead to a desire to encourage self-
consumption through conspicuous consumption (Taylor & Strutton, 2016). Influencing consumer
behavior, social media allows people to display their conpicuous social behavior online. People join
social networks to meet a range of social needs, including self-presentation, and to show themselves
positively to others (Goffman, 1959; Leary & Kowalski, 1990). Lehdonvirta (2010, p.32); states that in
the online environment, consumers participate in typical conspicuous consumption behavior by clearly
showing their tangibles and consumption styles. In the digitalized world, consumers use display
management by sharing their carefully shaped self-identities through ownership of items in order to be
socially recognized (Grace & Griffin, 2009; Kim et al., 2015). As a result, conspicuous consumption is
often the result of a behavior aimed at pointing to other people in the network (Choi & Seo, 2017).
However, Taylor and Strutton (2016, p.231-248) claimed that the property, status or experiences of an
individual underline the snob behavior and that conspicuous consumption can be accelerated by the
usage of social media. It was stated that impulsive purchasing of conspicuous luxury goods increased
depending on the amount of social media usage of the individual. In short, the more consumers
communicate with other people on the networks, the more likely they are to be encouraged to make a
conspicuous luxury purchase (Thoumrungroje, 2014). In summary, it is seen in the literature that the
relationship between conspicuous consumption behavior and social media usage has been confirmed.

1.2. Conspicuous Consumption

Consumption; means owning a good or service and using it to meet certain needs or to dispose of it.
Consumption; it is defined as a social situation in which individuals use the consumption factors for
their personal experiences and emotions in different ways. In every act of consumption, a relationship
develops between consumption objects and consumers. Within the purpose behind this relationship and
consumption actions; there are socio-economic factors such as the social world of consumers, the
economic system in which they are located, age, gender and culture (Holt, 1995). In time, consumption
has moved away from meeting the needs and has become a structure that defines social status. In fact,
consumption is a necessary element to be involved in social life and to improve social relations. The
conspicuous products purchased and used by consumers express the social environment around them
and can show their social position (Levy, 1959). Conspicuous consumption and luxury goods are widely
associated. Perceived superior quality, privilege and social visibility show the ideal identity of the
consumers who own the relevant products (Hung et al., 2011). Consumers directly associate these items
with their images (Bertrandias & Goldsmith, 2006). Conspicuous consumption; it explains the way of
consumption made by some consumers who want to influence others with the consumption activities
they perform, as well as meeting the basic needs of people by consuming goods and services. In this
consumption style expressed as conspicuous consumption, the priority of consumption is beyond the
basic physiological and safety needs. Thorstein Veblen introduced the term conspicuous consumption
in his book "Leisure Class Theory: An Economic Study in the Evolution of Institutions™ in 1899. In the
Leisure Class Theory, Veblen (1899) states that especially upper-class consumers tend to buy
conspicuous products or services to display their wealth related to social status and material wealth.
According to Veblen, there are two different reasons for luxury consumption; the first is to show your
own image to other members of the elite groups, and the second is to be different from the lower classes.
Veblen states that people want to show their social status through the consumption of goods that give a
message of success and prosperity. People try to compensate for differences in status by applying the
consumption styles of higher-status groups or continue to consume in a conspicuous way to stand out in
their current groups (Solomon, 2006). Looking at social and historical contexts, conspicuous
consumption has been used to describe the efforts of upper-class men, women, and families to gain a
higher social power and prestige. In general, it is stated that the goal of conspicuous consumption is to
increase the prestige in the society. This can be achieved by public demonstrations and displaying
welfare to others (O'Cass & McEwen, 2004).

Focus components of conspicuous consumption; the reaction of the reference group (Wong, 1997), is to
present social visibility (Gierl & Huettl, 2010) and wealth with extensive luxury expenses (Trigg, 2001).
Studies, according to certain groups, conspicuous consumption; to gain recognition, status or prestige
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(Chen et al., 2008; Kastanakis & Balabanis, 2014; Page, 1992), competition and excessive consumption
aiming to be included in the membership of the superior social class (Patsiaouras & Fitchett, 2012), high
self-concept (Kastanakis & Balabanis, 2014; Sirgy, 1982), uniqueness (Tepper-Tian, Bearden, &
Hunter, 2001), displaying wealth with symbolic elements such as consumption of expensive products
and services to show wealth (Gierl, 2010, Bergman,2010). Gierl and Huettl (2010, p.225-235)
explaining three main dimensions of conspicuous consumption; social visibility, status display,
uniqueness or belonging to others, the acquisition and consumption of a rare and special product.

Marcoux, Filiatrault, and Cheron (1997, p.5-29) identified sub-factors affecting conspicuous
consumption with the scale they developed in their study. Among these sub factors; materialistic
hedonism, communication of belonging to/dissociation from a group, social status demonstration,
interpersonal mediation, and ostentation. On the other hand, Chaudhuri and Majumdar (2006, p.53-60)
examined the factors affecting conspicuous consumption in four subgroups as conspicuous, signaling,
uniqueness and social conformation. In this study, considering the conspicuous consumption trends in
social media, six factors were investigated in the study scale. These; social media use, materialistic
hedonism, belonging to the same group with others or difference according to other people, social status,
interpersonal mediation and display.

Conspicuous consumption of goods is divided into two different behavioral patterns at the individual
consumer level: bandwagon effect and the snob effect (Corneo & Jeanne, 1997; Leibenstein, 1950).
Chaudhuri and Majumdar (2006, p.53-60) have argued in their work that conspicuous consumption is a
function of certain structures. Therefore, an explanation of the influencing factors should be made for a
better understanding of such a structure. Considering the focal components of the definition and
conspicuous consumption trends in social media, two factors are investigated; bandwagon effect and the
snob effect. There are only a few studies designed to analyze conspicuous consumption in terms of other
social motives such as snob and bandwagon effect (Kastanakis and Balabanis; 2012, 2014).

1.3. Bandwagon Effect

The bandwagon effect describes the increasing demand for products that are frequently consumed as
others buy the same goods (Corneo & Jeanne, 1997). Bandwagon effect expresses the positive
relationship between individual purchasing behavior and purchasing behavior of others. (Granovetter &
Song, 1986). In particular, consumers who tend to reflect the bandwagon effect in their desire to
consume products try to conform to the people they want to be associated with (Leibenstein, 1950).
Consumers can purchase popular products to fit a specific reference group or to be associated with
relevant groups (Berger & Heath, 2007; Escalas & Bettman, 2005). Bandwagon consumption behavior
occurs when consumers buy certain luxury categories due to their popularity, which further triggers
demand (Amaldoss & Jain, 2005; Chaudhuri & Majumdar, 2006, 2010; Kastanakis & Balabanis, 2012,
2014; Leibenstein, 1950; Vigneron & Johnson, 1999, 2004). In this context, according to Leibenstein's
bandwagon analysis; people want to collaborate, be in contact with group members, be fashionable and
actively part of a group (Gisser, McClure, Okten, & Santoni, 2009). While bandwagon influenced
consumers follow the higher reference group in consumption patterns with a desire for a higher social
class, they refer to superior groups in their quest for self-improvement (Stepien, 2018). Also, this can
help create meaningful interpersonal relationships, as shown in consumption communities (Baumeister
& Leary, 1995). Therefore, the bandwagon effect is both socially dependent and socially valuable total
consumption behaviors (Kastanakis & Balabanis, 2014).

Leibenstein's bandwagon effect analysis shows that consumer preferences are only psychological. In
other words, the consumer can feel better by acting like others (Maxwell, 2014; Rohlfs, 2001). What
can be said for this affected individual is the pressure to adopt something for reasons such as "everyone
does it, so we should do it" or "it will solve all our problems™ (Turner, 1997, p.121-124). Therefore,
whatever others want, the individual also wants the same (Choi et al., 2015). In this respect, the behavior
of staying behind others is mostly affected by addiction (Kastanakis & Balabanis, 2012). Such products
guarantee social approval as it means success, fame and membership in the respective status groups.
These consumers try to meet their need for status gain by consuming luxury products consumed by
others (Kastanakis & Balabanis, 2014). Studies shows that this motivation is more pronounced in
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conspicuous consumption situations and turns into a meaningful one (Grimm et al., 1999; Zinkhan &
Lascu, 1999).

1.4. Snob Effect

The snob effect is the opposite of the bandwagon effect and has a significant effect on conspicuous
consumption (Corneo & Jeanne, 1997). Leibenstein (1950) explains that under the snob effect, the
purchase demand for that product decreased due to the consumption of the same product in other
consumers. The snob effect includes both social and personal effects. During the consumption or
purchase of a product, the snob effect affects the behavior of other individuals. In addition to social and
personal factors, it is also influenced by the behavior of other individuals (Mason, 1992). Snob
consumers tend to manifest their individual sophistication and superior taste (Stepien, 2018). People
with a strong, independent self that tends to distinguish themselves from other consumers prefer non-
relational, individualistic patterns of consumption. The snob effect serves consumers desire to be unigue
from others and therefore suggests products that are not consumed by many people. For these
consumers, unigueness value is superior to impressing others. They prefer luxury, new, exclusive, rare,
or lesser known, that is not popular (Kastanakis & Balabanis, 2012). For example, some consumers are
looking for a single, bespoke product that no one else can have, rather than show off their wealth with a
newest luxury brand product (Reddy, 2008). In other words, for consumers looking for uniqueness, the
value of a particular brand or product decreases as the number of people who buy it increases. Snob
individuals are believed to buy high quality products at high prices. Contrary to this perception, when
the snob behavior is big enough, it is seen that the snobs can buy a low quality but still unique product
(Amaldoss & Jain, 2005). Being different according to this type of consumers is perceived as separating
themselves from the herd. The stronger the anti-conformity and the desire to show one's distinctive
feature, the greater the snob effect.

There are studies that prove that conspicuous consumption is related to the snob effect (Kastanakis &
Balabanis, 2014; Mason, 1981). Snob consumers indulgence for status and desire to be the sole owner
of the property leads the individual to buy expensive luxury goods. Taylor and Strutton (2016, p.231-
248) also argue that conspicuous consumption can be accelerated by the usage of social media, as they
underline the snob effect of an individual's property, status or experiences.

2. Purpose and Method

Social media enables people to display their conspicuous consumption behavior online (Goffman, 1959;
Leary & Kowalski, 1990; Sabuncuoglu, 2015). Applications such as Youtube, Facebook, Instagram and
Twitter that allow the sharing of content such as visual, audio and location services are suitable
environments for displaying conspicuous consumption behaviors. Consumers desire to exhibit the
brands they buy, the places they go to, and their lifestyle through social media applications (Ashworth
& Kavaratzis, 2005; White & Dahl, 2006, 2007; Sabuncuoglu, 2015). In the study conducted by
Marwick (2015), it was determined that on Instagram, one of the social media platforms, especially
young social media users believe that the presentation of appearance and lifestyle and conspicuous
consumption with images is necessary to become an Instagram phenomenon. Taylor and Strutton (2016,
p.231-248) examined whether Facebook as a social media application has an impact on conspicuous
consumption. In the study, it was found that as the level of Facebook usage of the users increased, their
feelings of jealousy also increased, and as a result of the feeling of jealousy, people increased their
willingness to exhibit themselves. Zhang (2015) states in the results he obtained from his interviews that
expressing oneself on social media is a rather conspicuous behavior.

While the desire of the individual to keep up with their community explain the bandwagon effect, the
desire to look different from other individuals explains the snob effect. Taylor and Strutton (2016, p.231-
248) stated that as Facebook users' desire to envy, narcissism and self-promotion increased, their
conspicuous consumption tendency increased; it has been determined that as the intensity of Facebook
usage increases, users have conspicuous brands with a snob effect.

Researchers emphasize that the bandwagon and snob effect may be the main factors affecting
conspicuous consumption (Leibenstein 1950; Shukla, 2008). Generally, it is seen that the upper groups
seek qualities such as uniqueness as an indicator of being privileged and different in their voluntary
consumption and leisure activities created by the snob effect. (Eastman, Goldsmith & Flynn, 1999).
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Generally, those in the lower groups in the society aim to imitate the upper classes and display
conspicuous consumption like them, with the bandwagon effect known as the effect of social adaptation
to the majority. For this reason, they share their conspicuous actions on their social media platforms. In
this direction, other hypotheses of the research; social media usage, conspicuous consumption, snob and
bandwagon variables were created as follows.

H1:Social media usage level has a significant effect on conspicuous consumption level.
H2:Social media usage level has a significant effect on consumers snob levels.
H3:Social media usage level has a significant effect on consumers bandwagon levels.

H4:There is a significant relationship between social media usage level and conspicuous consumption
level.

H5:There is a significant relationship between social media usage level and consumers bandwagon
levels.

H6:There is a significant relationship between social media usage level and consumers snob levels.

H7:The snob effect level has a mediating role in the effect of social media usage on conspicuous
consumption level.

H8:The bandwagon effect level effect level has a mediating role in the effect of social media usage on
conspicuous consumption level.

The research universe consists of individuals using social media. According to WeAreSocial the "Digital
Turkey 2020 report, there are 54 million active users of social media in Turkey. According to the same
report, 96.6% of 54 million social media users are 18 years old and above. In this context, the number
of universes has been calculated as 52 million 164 thousand. However, due to time and space constraints,
it is not possible to reach this number within the scope of the study, according to the sample formula of
Bartlett, Kortlik and Higgins (2001) with a 95% confidence interval z=1.96, acceptable deviation
tolerance d=0.06, Taking the accepted standard deviation value as s = 0.5, the sample size is calculated
as 266. In the research in the field of social science, the sample size between 30 and 500 can often be
sufficient (Altunisik, Coskun, Bayraktaroglu, & Yildirim, 2012). In addition, the value indicating
sampling adequacy in structural equation models is the "critical N" value. In structural equation models,
sample sizes of 200 and above are considered sufficient in terms of Critical N value (Bollen, 1989).

Online survey was used as a data collection method in the study. The prepared questionnaire was
delivered to the participants through an online survey platform* SurveyMonkey”. A total of 456 people
participated in the survey. However, a total of 282 questionnaires were included in the analysis as a
result of the questionnaires deemed invalid due to various reasons and data not suitable for structural
equation modeling. Demographic statistics obtained from the survey results are given in Appendix A.

Four different scales were used while creating the survey questions. Social media, which is the first part
of the survey, is divided into general social media usage and self-display on social media. For the general
social media usage scale in the survey, "General Social Media Usage Scale” was used in the study of
Rosen, Whaling, Carrier and Rokkum (2013). The scale in the study of Hauff (2016) was used for the
self-promotion scale in social media. In the survey, the study of Marcoux et al. (1997) was used for
conspicuous consumption scale. The study of Tepper-Tian et al. (2001) and Bearden, Netemeyer and
Teel (1989) were used for the snob effect and bandwagon effect in which the mediating variability
effects were to be measured.

3. Results

Analyses of research data were carried out using IBM SPSS Statistic 26 and IBM AMOS 23 package
programs. The information about the gender, age, education level, marital status, monthly income levels,
the time they spend on social media throughout the day and the purpose of using social media were
concluded by descriptive analysis of the 282 participants (Appexdix A). Comparison of mean scores in
variables with two groups was made by Independent T-Test. In cases where the assumptions were

Lhttps://datareportal.com/reports/digital-2020-turkey
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provided, the comparison of the mean scores of the variables with 3 or more groups was made with One
Way Variance Analysis. Regression models were created by performing multivariate linear regression
analyzes in order to examine the general explanatory nature of demographic factors on the concepts
studied. Mediated structural model analysis were performed to test two main hypotheses for the purpose
of the study, and two structural equation models were established for this purpose through AMOS. Since
the models are analyzed with maximum similarity method, multivariate normality was sought before
this analysis according to the criteria mentioned above. The significance level was taken as 0.05 in all
analyzes.

3.1. Validity and Reliability Analysis of the Research Scale

To analyze the validity of the scales used in the study, exploratory and confirmatory factor analyzes
were applied, and the dimensions of the scales and the items belonging to these dimensions were
determined. After the validity analysis, reliability tests were applied to the scale and its sub-dimensions.

Confirmatory factor analysis is used to determine whether the original structure of previously used scales
is confirmed by the collected data. The relationships underlying the structure formed by the CFA
variables are made through the verification of institutionally developed hypotheses (Giirbiiz & Sahin,
2018, p. 342).

As a result of confirmatory factor analysis for “General Social Media Usage” scale, *2=251,389, sd=76,
p value was found significant (p=.000). Calculated *2/sd=3,308. This value is an indication that the
“General Social Media Usage” scale generally fits well (Simsek, 2007). Confirmatory factor analysis
for “Conspicuous Consumption” scale, *2=180,958, sd=55, p value was found significant (p=.000).
Calculated *2/sd=3,290. All the values are acceptable according to the given criteria (Mehdiyev, Usta
& Ugurlu, 2017). For “Snob Effect” scale, confirmatory factor analysis results, *2=23,996 sd=8, the p
value was found to be significant (p=.000). Calculated *2/sd=2.996. As a result of the confirmatory
factor analysis for “Bandwagon Effect” scale, *2= 67,720 sd=18, and the p value was found to be
significant (p=.000). Calculated *2/sd=3.762.

According to the distribution of factor loads formed as a result of the first exploratory factor analysis, it
was seen that the items were not factored in their dimensions with the factor loadings at the end of the
analysis. For this reason, the 4th, 5th and 8th items of the “General Social Media Usage” dimension
were excluded from the study. These items were not included in any analysis and calculations after this
stage. When the analysis was repeated after item extraction, it was observed that the load values factored
in their own dimensions with factor loads ranging from 0.52-0.89. It can be said that construct validity
is ensured because all factor loads factor in their own dimension with a factor load of more than 0.40
(Hinkin, 1995).

As a result of the exploratory factor analysis conducted for the “Conspicuous Consumption” scale, it
was seen that the items were not factored in their own dimensions with factor loadings. Therefore, the
4th and 5th items of the “Materialistic Hedonist” dimension, the 4th item of the “Dissociation from a
Group Dimension”, and the 3rd and 4th items of the “Interpersonal Mediation” dimension were excluded
from the study. These items were not included in any analysis and calculations after this stage. When
the analysis was repeated after item extraction, it was observed that the load values factored in their own
dimensions with factor loads ranging from 0.42 to 0.90. It is recommended that factor loads be at least
above .32 (Tabachnick & Fidell, 2012).

According to the results of the exploratory factor analysis for the “Snob Effect” scale, it was observed
that the load values of the items factored very well in one dimension with factor loads ranging from 0.71
to 0.91. It can be said that construct validity is ensured because all factor loads are factored under one
dimension with a factor load of more than 0.40 (Hinkin, 1995).

According to the results of the exploratory factor analysis for the scale of not falling behind from others,
it was seen that the load values of the items factored very well in one dimension with factor loads ranging
from 0.88 to 0.58.
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According to the results of the reliability analysis of the scales, according to the alpha values of the 4
scales used in the study, the overall reliability of the scales is at an excellent level. The 5 sub-dimensions
of the conspicuous consumption scale have high good reliability (George & Mallery, 2003). It is seen
that the alpha coefficient of the “Snob Effect Scale” and the alpha coefficient reliability of the
“Bandwagon Scale* are quite high. All values related to the reliability analysis are given in Table 1

Table 1. Alpha coefficients for reliability analysis of scale

Used Scale and Sub-Dimensions Number of Items Cronbach Alpha
Coefficient

General Social Media Usage Scale 14 0.886
General Usage 6 0.722
Self-Promotion 8 0.972
Conspicuous Consumption Scale 13 0.923
Materialistic Hedonism 3 0.848
Dissociation from a Group 3 0.901
Social Status 3 0.923
Interpersonal Mediation 2 0.742
Ostentation 2 0.843
Snob Effect Scale 6 0.911
Bandwagon Effect Scale 8 0.908

3.2. Structural Equation Modeling (SEM)

Since the Mardia kurtosis value calculated with AMOS is 9.94<10, the data set is acceptable for the
multivariate normal distribution assumption and SEM (Kline, 2005).

Testing the snob effect mediator role with the structural equation model (SEM)

Figure 1 shows the structural equation models established regarding the mediating role of the snob effect
in the effect of social media usage on the conspicuous consumption level.

Model 1

Social Media Conspicuous
Usage Consumption
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Model 2 (Research Model)

Snob Effect
Social Media Conspicuous
Usage Consumption

Fig. 1 Structural equation models for the mediating role of the snob effect in the effect of social media
usage on conspicuous consumption level

The total effect of social media usage on conspicuous consumption was found to be statistically
significant (B =, 376, p<0.001). Its total explanation is 14.2%. Path coefficients of Model 1 are given in
Table 2. Based on the results, the H1 hypothesis is confirmed. The effect of social media usage on the
snob effect was found to be statistically significant (f =, 364, p <0.001).

A positive path coefficient and regression coefficient were obtained between snob effect and
conspicuous consumption (=, 305, p<0.001). H2 hypothesis is confirmed. Even though the effect of
social media usage on conspicuous consumption was found to be statistically significant, there was a
distortion from the p value and a decrease in its coefficient (p =, 254, p = 0.003). On the other hand, the
conspicuous consumption of model 2 is 21.4% and is higher than Model 1. Path coefficients of Model
2 are given in Table 3.

Table 2 Path coefficients of model 1

SE SE CR p R?
p
Conspicuous 0.376 0.350 3.638 <0.001**  0.142
Consumption«— Social
Media Usage

** Significant p value at 0.01 level
Table 3 Path coefficients of model 2

Goodness of Acceptable Fit Criteria Values of Fit Indexes Obtained
Fit Index

x*/sd <5 3.341
(1627,129/487 )*

RMSEA? <0.10 0.091
SRMR?® <0.10 0.992
TLI >0.80 0.802
CFI* >0.80 0.817

*Significant p value at 0.05 level

** Significant p value at 0.01 level
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The indirect effect between social media usage and conspicuous consumption was obtained as 0.111
and 95% confidence intervals (0.056-0.160) and the effect was found to be statistically significant since
this range does not contain 0 value (p=0.012). To summarize, part of the effect of social media usage on
conspicuous consumption is an indirect effect through the snob effect. The snob effect has a significant
mediating role in this relationship. The values are shown in Table 4. H7 hypothesis confirmed.

Table 4 The indirect effect of social media usage on conspicuous consumption through the snob
effect

SE p Standardized Effect
Coefficient 95%

P Confidence Interval
Lower Upper Limit
Limit
Conspicuous 0.111 0.012* 0.056 0.160
Consumption < Social
Media Usage

When these criteria are evaluated, the values calculated for the model are; ¥?>=1627,129, sd=487.
Calculated y2/df=3.341. RMSEA, SRMR, TLI, CFI values of other model fit index values are included
in Table 5 (Meydan & Sesen, 2015; Yilmaz & Celik, 2009; Browne & Cudeck, 1993; Mascarinec,
Novotny & Tasaki, 2000) 234 Model goodness of fit values are in the acceptable range. The structural
equation model regarding the mediating role of the snob effect in the effect of social media usage on
conspicuous consumption is shown in Table 5. The structural equation model regarding the mediating
role of the snob effect on variables obtained from Amos shown in Fig. 3.

Table 5. Goodness of fit criteria of structural equation model and calculated values

SE SE CR p R?
p

Snob Effect < Social 0,364 0,353 3,548 <0,001** 0,132
Media Usage
Conspicuous 0,305 0,312 0,070 <0,001** 0,214
Consumption < Snob
Effect
Conspicuous 0,254 0,297 3,010 0,003**
Consumption < Social
Media Usage

Indirect Impact
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Fig. 3. Structural equation model regarding the mediating role of the snob effect in the effect of
social media use on conspicuous consumption, obtained from the Amos program.

Testing the bandwagon effect mediator role with the structural equation model

Since the Mardia Kurtosis value calculated with AMOS is 9.41 <10, it was seen that the data set was
acceptable for the multivariate normal distribution assumption and SEM (Kline, 2005). Figure 2 shows
the structural equation models established regarding the mediating role of the bandwagon effect in the
effect of social media usage on the conspicuous consumption level.

Model 3

Social Media Conspicuous
Usage Consumption
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Model 4 (Research Model)

Bandwagon
Effect
Social Media Conspicuous
Usage Consumption

Fig. 2 Structural equation model for the mediating role of the bandwagon effect in the effect of
social media usage on conspicuous consumption level

The total effect of social media usage on conspicuous consumption was found to be statistically
significant (B =, 376, p <0.001). Its total explanation is 14.2%. Path coefficients of Model 3 are shown
in Table 6. The effect of social media usage on bandwagon was found to be statistically significant (f
=, 577, p <0.001). A positive path coefficient and regression coefficient were obtained between
bandwagon and conspicuous consumption (=, 529, p <0.001). The effect of social media usage on
conspicuous consumption is not statistically significant for Model 4 (p = 0.457> 0.05). On the other
hand, the conspicuous consumption of Model 4 is 31.5% and it is higher than Model 3. Path coefficients
of the model are shown in Table 7.

Table 6 Path Coefficients of Model 3

SE SE CR p R?
p
Conspicuous Consumption—  0.347 ,0.045 5.298 <0.001** 0.121

Social Media Usage

*Significant p value at 0.05 level

** Significant p value at 0.01 level
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Table 7. Path Coefficients of Model 4

SE p Standardized Effect
Coefficient 95%
Confidence Interval

Lower Upper Limit
Limit
Conspicuous Consumption «—  0.306 0.009** 0.206 0.391

Social Media Usage

* Significant p value at 0.05 level
** Significant p value at 0.01 level

The indirect effect between social media usage and conspicuous consumption was obtained as 0.306
and 95% confidence intervals (0.206-0.391) and the effect was found to be statistically significant since
this range does not contain 0 value (p=0.009). In summary, part of the effect of social media usage on
conspicuous consumption is an indirect effect through the bandwagon. Bandwagon plays a significant
mediating role in this relationship. Their values are shown in Table 8.

Table 8. The Effect of Social Media Usage on Conspicuous Consumption Through Bandwagon

SE SE CR P R?
p

Bandwagon Effect«— 0.577 0.42 3.867 <0.001** 0.333
Social Media Usage
Conspicuous 0.052 0.047 0.743 0.457 0.315
Consumption«— Social
Media Usage
Conspicuous 0.529 0.114 5.489 <0.001**

Consumption «
Bandwagon Effect

*Significant p value at 0.05 level

** Significant p value at 0.01 level
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When the criteria in Table 9 are evaluated, it is seen that the values calculated for Model 4 and model
data fit are within acceptable range. Calculated values for the model; y>=1627,129, sd=487. Calculated
x2/df =3.204. RMSEA, SRMR, TLI, CFI values of other model fit index values were calculated

(Meydan & Sesen, 201

5; Yilmaz & Celik, 2009; Browne & Cudeck, 1993; Mascarinec et al., 2000).

The structural equation model regarding the mediating role of the bandwagon effect on variables
obtained from Amos shown in Fig. 4.

Table 9. Goodness of Fit Criteria of Structural Equation Model and Calculated Values

Goodness of Fit Index Acceptable Fit Values of Fit Indexes
Criteria Obtained
v/sd (1627,129/487 ) <5 3.204
RMSEA? <0.10 0.089
SRMR® <0.10 0.10
TLI* >0.80 0.802
CFI* >0.80 0.817

!
/
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I
/
/
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nsumption
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Fig. 4. Structural equation model regarding the mediating role of the snob effect in the effect of
social media use on conspicuous consumption, obtained from the Amos program.
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4. Discussion

The results obtained from this study gain importance in terms of contribution to the literature when we
consider today's social media usage styles. The aim of this study is; to determine to what extent social
media's proven effect on conspicuous consumption with variables in terms of bandwagon effect and
snob effect. Although there are many studies examining the effect and relationship between conspicuous
consumption and social media, there is no comprehensive study examining the effect of bandwagon and
snob together.

In order to develop this study and to present a new theoretical approach, the mediating roles of variables
were examined by creating structural equation modeling.

In the first structural equation model created for the snob mediation effect, the total effect of social
media usage on conspicuous consumption was found to be statistically significant (§ =, 376, p<0.001).
It is total explanation is 14.2%. These results confirm the H1 hypothesis. The effect of social media
usage on the snob effect was found to be statistically significant (B =, 364, p<0.001). H2 hypothesis
confirmed. The part of the effect of social media usage on conspicuous consumption is an indirect effect
through the snob effect. The snob effect has a significant mediating role in this relationship. The model
created in this direction confirm the H7 hypothesis.

In the other structural equation modeling created for the bandwagon mediation effect, the effect of social
media usage on the bandwagon was found to be statistically significant (=, 577, p<0.001). A positive
path coefficient and regression coefficient were obtained between bandwagon and conspicuous
consumption (=, 529, p<0.001). H3 confirmed. Part of the effect of social media usage on conspicuous
consumption is an indirect effect through the bandwagon. Bandwagon plays a significant mediating role
in this relationship. The results obtained from the established model confirm the H8 hypothesis. These
results confirm the structural equation models that created.

Based on the data obtained from the analyzes, it was seen that individuals mostly used social media to
follow the daily news, to communicate and obtain information. In order to reach to people who use
social media, brands can make the necessary advertising and placement studies on social media
platforms or websites where the news is following and reach the consumer audience there. The effect of
social media on conspicuous consumption has been proved by studies. With the increasing usage of
social media day by day and individuals using social media as a place of self-display, bloggers and social
media phenomena, who are considered to be opinion leaders called Key Opinion Leaders, have become
key marketing tools. Decision makers can make their marketing plans much easier and faster and receive
positive feedback through bloggers who can reach many people at the same time. Today, consumers can
make purchase decisions by thinking that the products shared by people or accounts shared by many
people on social media are good and reliable. They can use their purchasing preferences in favor of the
products or services used by everyone by exhibiting the behavior of bandwagon in social media. This
creates a new marketing channel for brands and advertisers. Social media is among the marketing
channels preferred by businesses in terms of getting quick and easy feedback in the promotion of rare
and high-cost products. Reaching faster to consumers with advertisements and collaborations on certain
social media platforms. It can be easier and faster for consumers to follow up luxury brand products on
social media and show the intention to buy. This can create ideas for brands in order to reach the snob
consumer audience. Special products produced in small numbers or products that can be personalized
can be interesting in this regard.

5. Notes

According to the analysis results obtained from this study, for future studies; it has been observed that
the number of samples is of great importance in terms of structural equation modeling and results. For
similar studies in the future, the sample size can be kept larger or a different sample can be study.
However, although there are already a few scales measuring the variables analyzed in the literature, a
stand-alone scale has not been developed to measure the snob and bandwagon effect. Scale development
studies can be done in this direction. The purchasing behavior of consumers may vary according to the
social media platform they use. Social media platforms, which are increasing day by day, help to obtain
more data for the studies to be done. A contribution to the literature can be made by choosing an
application that most directs consumers to other purchasing platforms.

1056



Esmer, B. — Ilgaz Siimer, S., 1042-1064

References

Ahlqvist, T., Béack, A., Halonen, M., & Heinonen, S. (2008). Social 3media road maps exploring the
futures triggered by social media. Turku: VTT Technical Research Centre of Finland.

Altunisik, R., Coskun, R., Bayraktaroglu, S., & Yildirim, E., (2012). Sosyal bilimlerde arastirma
yontemleri SPSS uygulamali (7. Baski). Sakarya: Sakarya Kitapevi.

Amaldoss, W., & Jain, S. (2005). Conspicuous consumption and sophisticated thinking. Management
Science, 51(10), 1449-1466.

Ashworth, G. J., & Kavaratzis, M. (2005). City branding: An effective assertion of identity or a
transitory marketing trick? Tijdschrift voor Economische en Sociale Geografie, 96(5), 506-
514.

Back, M. D., von der Heiden, J. M., Vazire, S., & Gosling, S. D. (2010). Facebook profiles reflect
actual personality, not self-idealization. Psychology Science, 23 (3), 372-374.

Bagozzi, R. P., Dholakia, U. M., & Pearo, L. R. K. (2007). Antecedents and consequences of online
social interactions. Media Psychology, 9(1), 77-114.

Bartlett, J.E., Kortlik, J.W., & Higgins, C.C. (2001). Organizational eesearch: Determining
appropriate sample size in survey research. Information Technology, Learning, and
Performance Journal, 19, 43-50.

Baumeister, R. F., & Leary, M. R. (1995). The need to belong: Desire for interpersonal attatchments
as fundamental human motivation. Psychological Bulletin, 117(3), 497-529.

Bearden, W. O., Netemeyer, R. G., & Teel, J. E. (1989). Measurement of consumer susceptibility to
interpersonal influence. Journal of Consumer Research, 15 (4), 473-81.

Berberoglu A. (2014). Consumer’s need for uniqueness-bandwagons and snobs. Interdiciplinary
journal of research in Business, 3(6), 53-61.

Berger, J., & Heath, C. (2007). Where consumers diverge from others: Identity signaling and product
domains. Journal of Consumer Research, 34(2), 121-134.

Bergman, A. (2010). Conspicuous consumption-A study of prestige-related consumer behavior.

Ekonomi Hogskolan Lunds Universite.
http://lup.lub.lu.se/luur/download?func=downloadFile&recordO1d=1592889&fileO1d=16472
21.

Bertrandias, L., & Goldsmith, R. E. (2006). Some psychological motivations for fashion opinion
leadership and fashion opinion seeking. Journal of Fashion Marketing and Management: An
International Journal, 10(1), 25-40.

Bollen, K.A. (1989). Structural Equations with Latent Variables. New York: Wiley.

Brown, T.A. (2006). Confirmatory factor analysis for applied research. New York: The Guilford
Press.

Chaudhuri, H. R., & Majumdar, S. (2006). Of diamonds and desires: Understanding conspicuous
consumption from a contemporary marketing perspective. Academy of Marketing Science
Review, 11, 1-18.

Chaudhuri, H. R., & Majumdar, S. (2010). Conspicuous consumption: Is that all bad? Investigating
the alternative paradaigm. Vikalpa: The Journal for Decision Makers, 35(4), 53-60.

Chen, E.Y., Yeh, N., & Wang, C.P. (2008). Conspicuous consumption: a preliminary report of scale
development and validation. Advances in Consumer Research, 35(1), 686-687.

Choi, S. B., Tran, T. B. H., & Park, B. I. (2015). Inclusive leadership and work engagement:
Mediating roles of affective organizational commitment and creativity. Social Behavior and
Personality: An linternational Journal, 43(6), 931-944.

Choi, J., & Seo, S. (2017). Goodwill intended for whom? Examining factors influencing conspicuous
prosocial behavior on social media. International Journal of Hospitality Management, 60, 23-
32.

Cite, (2012). Different types of social media. https://www.cite.co.uk/the-different-types-of-social-
media/

Congleton, R. D. (1989). Efficient status seeking: Externalities, and the evolution of status Games.
Journal of Economic Behavior and Organization, 11, 175-190.

Corneo, G., & Jeanne, O. (1997). Conspicuous consumption, snobbism and conformism. Journal of
Public Economics, 66 (1), 55-71.

1057


http://lup.lub.lu.se/luur/download?func=downloadFile&recordOId=1592889&fileOId=1647221
http://lup.lub.lu.se/luur/download?func=downloadFile&recordOId=1592889&fileOId=1647221
https://www.cite.co.uk/the-different-types-of-social-media/
https://www.cite.co.uk/the-different-types-of-social-media/

Esmer, B. — Ilgaz Siimer, S., 1042-1064

Divya, M.V. (2018). A study on bandwagon consumption behaviour among maobile phone consumers
in rural Kerala. International Journal of Academic Research and Development, 3(2), 1138-
1144,

Duan, J., & Dholakia, R. R. (2017). Post- ing purchases on social media increases happiness: The
mediating roles of purchases ’impact on self and interpersonal relationships. Journal of
Consumer Marketing, 34(5), 404-413.

Durango, A. (2015). Mercadotecnia en los Medios Sociales. IT Campus Academy.

Eastman J.K., Goldsmith R.E., & Flynn L.R. (1999). Status consumption in consumer behavior: scale
development and validation. Journal of Marketing Theory and Practice, 7, 41-51.

Ellison, N., Heino, R., & Gibbs, J. (2006). Managing impressions online: Self-presentation processes
in the online dating environment. Journal of computer-mediated communication, 11(2), 415-
441.

Escalas, J.E., & Bettman, J.R. (2005). Self-construal reference groups and brand meaning. Journal of
Consumer Research, 32, 378-389.

George D., & Mallery P. (2003). SPSS for Windows step by step: A simple guide and reference. 11.0
update (4th ed.). Boston: Allyn & Bacon.

Gierl, H., & Huettl, V. (2010). Are scarce products always more attractive? The interaction of
different types of scarcity signals with products ’suitability for conspicuous consumption.
International Journal of Research in Marketing, 27, 225- 235.

Gisser, M., McClure, J.E. Okten, G., & Santoni, G. (2009). Some anomalies arising from bandwagons
that impart upward sloping segments to market demand. Econ Journal Watch, 6(1), 21-34.

Goffman, E. (1959). The Presentation of Self in. Butler, Bodies that Matter.

Gonzales, A. L., & Hancock, J. T. (2011). Mirror, mirror on my Facebook wall: Effects of Facebook
exposure on self-esteem. Cyberpsychology, Behavior, and Social Networking. 14(1), 79-83.

Gosling, S.D., Gaddis, S., & Vazire, S. (2007). Personality Impressions Based on Facebook Profiles.
http://www.icwsm.org/papers/3—Gosling-Gaddis-Vazire.pdf

Grace, D., & Griffin, D. (2009). Conspicuous donation behavior: Scale development and validation.
Journal Consumer Behavior, 8, 14-25.

Granovetter, M., & Song, R. (1986), Threshold models of interpersonal effects in consumer demand.
Journal of Economic Behavior and Organization, 7, 83-89.

Grimm, P. E., Jagdish A., 6 Paul S. R. (1999). Product conspicuoushess and buying motives as
determinants of reference group influences. Advances in Consumer Research, 4, 97-103.
Giirbiiz, S. ve Sahin, F. (2018). Sosyal Bilimlerde Arastirma Yontemleri (5. Baskiy). Ankara: Seckin

Yayincilik.

Hauff, C. (2016). Hashtagging Your Health: Using Psychosocial Variables and Social Media Use to
Understand Impression Management and Exercise Behaviors in Women. Theses and
Dissertations. https://dc.uwm.edu/etd/1375

Hinkin, T. R. (1995). A review of scale development practices in the study of organizations. Journal
of Management, 21(5), 967-988.

Holmes-Smith, P. (2000). Introduction to structural equation modelling using AMOS 4.0 and LISREL
8.30. Canberra: School Research, Evaluation And Measurement Services.

Holt, D.B. (1995). How consumers consume: a typology of consumption practices. Journal of
Consumer Research, 22(1), 1-16.

Hung, K., Chen, A., Peng, N., Hackley, C., Tiwsakul, R. A., & Chou, C. (2011). Antecedents of
luxury brand purchase intention. Journal of Product & Brand Management, 20(6), 457-467.

Jantsch, J. (2008). Retrieved from Duct Tape Marketing.
http://www.ducttapemarketing.com/blog/2008/09/25/the-definition-of-social-media/

Kalayci, S. (2010). SPSS Applied Multivariate Statistical Techniques (5th ed.). Ankara: Asil
Publication.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities
of Social Media. Business Horizons, 53(1), 59-68.

Kastanakis, M. N., & Balabanis, G. (2012). Between the mass and the class: Antecedents of the
“bandwagon” luxury consumption behavior. Journal of Business Reserach, 65(10), 1399-1407.

Kastanakis, M. N., & Balabanis, G. (2014). Explaining variation in conspicuous luxury consumption:
An individual differences ’perspective. Journal of Business Research, 67(10), 2147-2154.

1058


http://www.icwsm.org/papers/3–Gosling-Gaddis-Vazire.pdf
https://dc.uwm.edu/etd/1375
http://www.ducttapemarketing.com/blog/2008/09/25/the-definition-of-social-media/

Esmer, B. — Ilgaz Siimer, S., 1042-1064

Kim, D. H, Jang, S. C., & Adler, H. (2015). What drives café customers to spread eWOM?:
Examining self-relevant value, quality value, and opinion leadership. International Journal of
Contemporary Hospitality Management, 27(2), 261-282.

Kline, R.B. (2005). Principles and Practice of Structural Equation Modeling (2nd ed.) New York:
The Guilford Press.

Leary, M.R., & Kowalski, R.M. (1990). Impression management: a literature review and two-
component model. Psychology Bulletin, 107 (1), 34.

Lehdonvirta, V. (2010). Online spaces have material culture; goodbye to digital post- materialism and
hello to virtual consumption. Media, Culture & Society, 32(5), 883- 889.

Leibenstein, H. (1950). Bandwagon, snob and Veblen effects in the theory of consumer demand. The
Quarterly Journal of Economics, 64(2), 183-207.

Levy, S. J. (1959). Symbols for sale. Harward Business Review, 37(4), 117-124.

Marcoux, J.S., Filiatrault, P., & Cheron, E. (1997), The attitudes underlying preferences of young
urban educated Polish consumers towards products made in Western countries. Journal of
International Consumer Marketing, 9(4), 5-29.

Marwick, A. E. (2015). Instafame: Luxury selfies in the attention economy. Public Culture, 27(175),
137-160.

Mascarinec G., Novotny R., & Tasaki K. (2000). Dietary patterns are associated with body mass index
in multiethnic women. Journal of Nutrion, 130, 3068-3072.

Mason, R. (1981). Conspicuous Consumption: A Study of Exceptional Consumer Behavior. Gower.

Mason, R. S. (1992). Modelling the Demand for Status Goods. Working Paper, Department of
Business and Management Studies, University of Salford, UK.

Meydan H.C., & Sesen H. (2015). Yapisal Esitlik Modellemesi AMOS Uygulamalar: (2. baski).
Ankara: Detay Yayincilik, 2015.

Nations D. (2012). What is social media? http://webtrends.about.com/od/web20/a/social-media.html

O ’Cass, A., & McEwen, H. (2004). Exploring consumer status and conspicuous consumption.
Journal of Consumer Behaviour, 4(1), 25-39.

Page, C. (1992). A History of Conspicuous Consumption. Advances in Consumer Research, 82-87.

Parr, B. (2008). Ben Parr's Entrepreneurial Musings. http://benparr.com/2008/08/its-time-we-
defined-social-media-no-more-arguing-heres-the-definition/

Patsiaouras, G., & Fitchett J. (2012). The evolution of conspicuous consumption. Journal of
Historical Research in Marketing, 4(1), 154-176.

Pindyck R.S., & Rubinfeld D.L. (1989). Microeconomics. New York: Macmillan.

Rauscher, M. (1993). Demand for social status and the dynamics of consumer behaviour. The Journal
of Socio- Economics, 22(2), 105-13.

Reddy, S. (2008). There's nothing else like it in the world. Newsweek.

Rogers, E. M. (1983). Diffusion of Innovations. New York: The Free Press.

Ronlfs, J.H., & Varian, H.R. (2001). Bandwagon Effects in High Technology Industries.

Rosen, L., Whaling, K., Carrier M., & Rokkum, J. (2013). The Media and technology usage and
attitudes scale: An empirical investigation. Computers in Human Behavior, 29(6), 2501-2511

Sabuncuoglu, A. (2015). Sosyal medyanin bir gosteris tiiketimi mecras: olarak kullanimi. fletisim
Calismalari, 369-380.

Shukla, P. (2008). Conspicuous consumption among middle age consumers: Psychological and brand
antecedents. Journal of Product & Brand Management, 17(1), 25-36.

Simsek, O.F. (2007). Yapisal Esitlik Modellemesine Giris: Temel lkeler ve LISREL Uygulamalart.
Ankara: EKinoks Yaynlari.

Sirgy, J. (1982). Self-concept in consumer behavior: a critical review. Journal of Consumer Research,
9(3), 287-300.

Solomon, M.R., Bamossy, G., Askegaard, S., & Hogg, M. K. (2002). Consumer Behaviour: A
European Perspective (3rd Edition). Pearson.

Solomon, M. R. (2006). Consumer Behavior: Buying, Having and Being. (7th Ed). Upper Saddle
River. NJ: Pearson

Stepien, B. (2018). Snobbish bandwagons: Ambiguity of luxury goods perception. Journal of
Business Management and Business Administration, 26(1), 79-99.

1059


http://webtrends.about.com/od/web20/a/social-media.html
http://benparr.com/2008/08/its-time-we-defined-social-media-no-more-arguing-heres-the-definition/
http://benparr.com/2008/08/its-time-we-defined-social-media-no-more-arguing-heres-the-definition/

Esmer, B. — Ilgaz Siimer, S., 1042-1064

Taylor, D. G., & Strutton, D. (2016). Does Facebook usage lead to conspicuous consumption? The
role of envy, narcissism and self-promotion. Journal of Research in Interactive Marketing,
10(3), 231-248.

Tepper-Tian, K., Bearden, W., & Hunter, G. (2001). Consumers ’need for uniqueness: scale
development and validation. Journal of Consumer Research, 28(1), 50-66.

Thosmas, R., & Millar, M. (2013). The effects of material and experiential discretionary purchases
on consumer happiness: Moderators and mediators. Journal of Psychology, 147(4), 345- 356.

Thoumrungroje, A. (2014). The influence of social media intensity and EWOM on conspicuous
consumption. Procedia — Social and Behavioral Sciences, 148, 7-15.

Trigg, A. (2001). Veblen, Bourdieu, and conspicuous consumption. Journal of Consumer Research,
28(1), 50-66.

Turban, E., King, D., Lee, J.K, Liang, T.-P., & Turban, D.C. (2015). Electronic commerce: A
Managerial and Social Networks Perspective. Cham: Springer.

Turner, J. (1997). Technology in computing education: yet another bandwagon? ITiCSE-WGR '97:
The supplemental proceedings of the conference on Integrating technology into computer
science education: working group reports and supplemental proceedings. 121-124.

Ural, T., & Hallumoglu, C. (2018). Tiiketim Degerlerinin Gosterisci Tiiketim Egilimi ve Satin Alma
Niyeti Uzerindeki Etkileri: Hatay Ornegi. Isletme ve ktisat Calismalar: Dergisi, 6(4), 48-60.

Veblen, Thorstein. (1899). Theory of the Leisure Class: An Economic Study in the Evolution of
Institutions. New York: Macmillan. 400, also: 1994 Dover paperback edition.

Vigneron, F., & Johnson, L.W. (1999). A Review and conceptual framework of prestige seeking
consumer behavior. Academy of Marketing Science Review, 1, 1-15.

Vigneron, F., & Johnson, L.W. (2004). Measuring perceptions of brand luxury. Journal of Brand
Management. 11, 484-506

White, K., & Dahl D. W. (2006). To be or not be? The influence of dissociative reference groups on
consumer preferences. Journal of Consumer Psychology, 16(4), 404-414.

White, K., & Dahl D. W. (2007). Are all out-groups created equal? Consumer identity and
dissociative influence. Journal of Consumer Research, 34(4), 525-536.

Wong, N. Y. C. (1997). Suppose you own the world and no one knows? Conspicuous consumption,
materialism and self. Advances in Consumer Research, 24, 197-203.

Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information search. Tourism
Management, 31 (2), 179-188.

Yenicioglu, B., & Christodoulides, G. (2014). Branding in the age of digital connectivity. In
Moutinho, L., Bigné, E. & Manrai, A. 2014. The Routledge Companion to the Future of

Marketing (1St ed.). Routledge: Oxon, United Kingdom.

Yilmaz, V., & Celik, H. E. (2009). Lisrel ile Yapisal Esitlik Modellemesi-1 Temel Kavramlar,
Uygulamalar, Programlama. Ankara: PEGEM Akademi.

Zhang, L. (2015). Symbolic Consumption and Conspicuous Posting: Creating and Express Self-
Identity Through Clothing Consumption and Social Media Usage. Stockholm School of
Economics.

Zinkhan, G., & Lascu D. (1999). Consumer Conformity: Review, and Applications for Marketing
Theory and Practice. Journal of Marketing Theory and Practice, 1-12.

1060


https://www.sciencedirect.com/science/journal/10577408

Esmer, B. — Ilgaz Siimer, S., 1042-1064

APPENDIX A: Demographic Statistics

N= n %

Gender Woman 206 73
Men 76 27
18-25 70 249
26-33 81 28,5

Age 34-41 46 16,4
42-49 32 11,3
50 ve above 53 18,9

Educational Level Primary school 1 0,4
Secondary school 0 0
High school 35 12,4
University 194 68,8
Master degree 46 16,3
Doctorate 6 2,1

Marital Status Married 129 il
Single 153 54,3
1500 TL 36 12,8
1501-3000 47 16,7
TL

Income Level 3001-4500 TL 53 18,9
4501-6000 TL 53 18,9
6001 TL ve above 93 32,7
Less than 1 hour 20 7,1

Time Spent on Social Media During | 1-2 hour 105 37,1

the Day 3-4 hour 93 32,9
More than 4 hour 64 22,9

Purpose of Using Social Media Content sharing 154 54,6
Entertainment / game 103 36,5
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Follow the world agenda 235 83,3
Be informed 207 73,4
Shopping 108 38,3
Communicate 210 74,5
Share location 15 5,3
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Genisletilmis Ozet

Eski yillardan beri abartili tiiketim belgelenmis olup, ilgili konu hakkinda cesitli tartismalar halen
yapilmaktadir. Thorstein Veblen (1899), tiiketimi baskalarini etkilemek amaciyla tanimlayan ve bu
olguya gosterisci tiikketim adini veren ilk yazar olmustur. Veblen kavramin yaraticisi olsa da, gosterisci
tiketim davranist hakkinda yazan ilk iktisat¢1 degildir. Karl Marx, gosterisgi tiikketimin, daha fazla
sermaye ¢ekmek i¢in bir gereklilik ve giiven isareti olarak goriilebilecegini daha 6nce belirtmistir (Karl,
1887). Modern toplumlarda, sosyal, ekonomik ve politik gegmise bagh olarak, yiikselme ve diisme
donemleri ile gosterisci tiiketim mevcut olmaya devam etmistir (Patsiaouras, 2010). Sosyal medya,
stirekli artan teknolojik gelismelerle birlikte gosterisgi tiiketimi sergilemek i¢in oldukga uygun bir ortam
haline gelmistir. Giinlimiizde sosyal medyanin ortaya ¢ikisi, bir sekilde geleneksel gosterisci titketim
teorisini degistirmistir, ¢linkii artik yapilan tiiketimler, bireylerin sosyal medyay1 nasil kullandiklarina
bagli olarak gosterisci titketim olma olasiligina sahiptir (Yenicioglu ve Christodoulides, 2014). Sosyal
medyanin gosteris¢i tiiketim tizerindeki etkisini ve sosyal medya ile gosterisgi titkketim arasindaki iliskiyi
inceleyen arastirmalar bulunmaktadir. Bu c¢alismalar genel olarak statii, materyalizm, narsisizm ve
kendini sergileme gibi etkileyen faktorlere odaklanmistir. Gosterisgi tiiketimin nedenleri iki davranig
temeline bolinmektedir; baskalarindan geri kalmama arzusu ve snop arzusu. Baskalarindan geri
kalmama etkisi, baskalarmin da aynit mali satin almasiyla siklikla tiiketilen Griinlere olan artan talebi
tanimlamaktadir (Corneo ve Jeanne, 1997). Baskalarindan geri kalmama etkisi ayrica, snop etkisinin
onciilii olarak kavramsallastirilmigtir (Miller, Mcintyre ve Mantrala,1993; Berry, 1994). Tiiketicinin
snop titkketime olan ihtiyaci baskalarindan geri kalmama tiiketim davranigi ile negatif bir iligkiye sahiptir,
tiketiciler benzersizlik algisindan ve popiiler olmayan {riinlere uyumluluk saglamaktan
kaginmaktadirlar (Kastanakis ve Balabanis, 2014). Leibenstein (1950) snop etkisi ile, bagkalarinin da
ayni lirlind tiiketmesi nedeniyle bir tiiketicinin {irine olan talebin ne 6l¢iide azaldigini agiklamaktadir.
Birey gosterisei titketim sergilerken benzersizlik algisin1 benimseyerek kendisini diger bireylerden ayri
tutar. Varolan olan literatiirden yola ¢ikilarak sosyal medyanin gosterisgi tiiketim tizerindeki etkisinde
snop ve bagkalarindan geri kalmama etkisinin aracilik etkisini inceleyen kapsamli bir ¢aligmanin
literatiirde yeterince yapilmadigi goriilmektedir. Bu ¢aligmanin amaci, bagkalarindan geri kalmama ve
snop etkisinin sosyal medya ve gosterisci tiiketim degiskenlerini ne olgiide etkiledigini 6lgmektir.
Calismada, tiiketicilerin sosyal medyada gosteris¢i tiiketim sergilediklerinde digerlerinden farkli olmak
isteyerek benzersiz olma arzusuyla snop etkisi mi sergiledikleri yoksa ¢ogunluga uyarak ve diger
insanlardan etkilenerek bagkalarindan geri kalmama etkisinin mi ortaya konuldugu aragstiriimak
istenmistir. Bu dogrultuda, bu c¢alismanin 6nemi, literatiirde yeterince calisilmamus olan snop ve
baskalarindan geri kalmama etkilerinin sosyal medya ve gosterisgi tiiketim konusundaki mevcut
literatiire katkida bulunacaktir. Aragtirmanin amacma uygun olarak sosyal medyay: kullanan
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tiketicilerin tiiketim davraniglart 6lgiilmek istendigi igin veri toplama metodu olarak online anket
kullanilmistir. Anket sorular1 olusturulurken dort farkli 6lgek kullanilmistir. Anketin ilk boliimiinii
olusturan sosyal medya, genel sosyal medya kullanimi ve sosyal medyada kendini sergileme olarak ikiye
ayrilmistir. Ankete toplam 456 kisi katilmistir. Ancak ¢esitli nedenlerle gegersiz sayilan anketler ve
yapisal esitlik modellemesine uygun olmayan veriler sonucunda toplam 282 anket analize dahil
edilmigtir. Anket sonuglarindan elde edilen demografik istatistikler Ek A'da verilmistir. Caligmanin
amacina yo6nelik olarak iki ana hipotezi test etmek i¢in aracili yapisal model analizi yapilmis ve bu
amagla AMOS araciligiyla iki yapisal esitlik modeli kurulmustur. Modeller maksimum benzerlik
yontemi ile analiz edildiginden, bu analizden 6nce yukarida belirtilen kriterlere gore ¢ok degiskenli
normallik aranmugtir. Tiim analizlerde anlamlilik diizeyi 0.05 olarak alinmistir. Arastirmada kullanilan
olgeklerin gegerligini incelemek igin agiklayici ve dogrulayici faktor analizleri uygulanmis, dlgeklerin
boyutlar1 ve bu boyutlara ait maddeler belirlenmistir. Gegerlilik analizinin ardindan 6lgege ve alt
boyutlarina giivenirlik testleri uygulanmistir. Snop aracilik etkisi i¢in olusturulan ilk yapisal esitlik
modelinde sosyal medya kullaniminin gésteris¢i tiiketim tizerindeki toplam etkisi istatistiksel olarak
anlamli bulunmustur (B =, 376, p<0.001). Sosyal medya kullaniminin snop etkisi iizerindeki etkisi
istatistiksel olarak anlamli bulunmustur (B =, 364, p<0.001). Ozetlemek gerekirse, sosyal medya
kullaniminin gosterisgi tiiketim tizerindeki etkisinin bir kism1 snop etkisi yoluyla dolayli bir etkidir.
Cogunluk aracilik etkisi i¢in olusturulan diger yapisal esitlik modellemesinde sosyal medya
kullaniminin bagkalarindan geri kalmama etkisi istatistiksel olarak anlamli bulunmustur (=, 577,
p<0.001). Baskalarindan geri kalmama ve gosterisci tiiketim arasinda pozitif bir path katsayis1 ve
regresyon katsayisi elde edilmistir (=, 529, p<0.001). Sosyal medya kullaniminin gosteris¢i tiiketim
tizerindeki etkisinin bir kismi, baskalarindan geri kalmama etkisine dayali dolayli bir etkidir.
Baskalarindan geri kalmama etkisi bu iliskide 6nemli bir aracilik rolii oynamaktadir. Kurulan
modellerden elde edilen sonuglar hipotezi dogrulamaktadir.
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