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Abstract.

This thesis examines the ways in which adolescents relate to material possessions with 

the assumption that material possessions are used by adolescents to express their own 

and to make inferences about others’ identity. In chapter one, the literature on identity 

formation in adolescence is reviewed focusing on Erikson’s psychoanalytic theory and 

Marcia’s conceptualisation of identity statuses. In addition, a review of issues concerning 

adolescents’ consumer behaviour and response to advertising is provided. Particular 

emphasis is given to theories and research on meanings attached to possessions, the use 

of possessions in self-definition and person perception and the relevance of material 

wealth in personality evaluation. Moreover, cultural and gender differences are 

highlighted.

Three studies were conducted to test a series of hypotheses derived from these themes.

In study one, the link between identity formation, patterns of consumer behaviour and 

response to advertising is explored, providing some evidence that shopping and 

advertisements are used by adolescents across gender and culture for similar functions in 

the formation of personal identity.

Study two concerns the meanings of treasured possessions. The findings confirm that the 

categories of possessions treasured by adolescents and the meanings attached to them 

parallel the tasks of adolescence, the most important of all being the development of an 

autonomous identity. Cultural and gender differences indicate that the meanings of 

material possessions can be analysed as material symbols of major identity dimensions 

such as gender and culture. Further, identity and materialism moderate differences in the 

way in which adolescents relate to material possessions.

The third study explores the use of possessional cues in self-definition and person 

perception. The findings demonstrate that adolescents predominantly use behavioural 

cues in self-definition and person perception. Material wealth, on the other hand, 

moderates cultural, gender and materialism differences in personality evaluations and 

dominant representations are prevalent.

Overall, the three studies indicate that material possessions are linked to the development 

of emerging adolescent identity. The final chapter discusses the findings and the 

limitations of the thesis, drawing out possible implications for future research.



Acknowledgements

First and foremost, I wish to express my gratitude to my supervisor Dr Peter 

Lunt for his continuous support and scientific insight. His advice, guidance 

and encouragement were invaluable.

For three years of financial sponsorship, I am indebted to the State 

Scholarship Foundation in Greece. I would also hke to thank the personnel 

and students of the schools which participated in the study in England and 

Greece for giving generously their time.

Finally, I would like to thank all my friends and in particular Luisa Girelli for 

their warm and genuine support, which helped me get through these years.



To my parents. ToVassili.



Table of Contents.

CHAPTER 1.

INTRODUCTION......................................................................................................................................15

CHAPTER 2.

LITERATURE REVIEW..........................................................................................................................18

O u t l i n e ............................................................................................................................................................................................................18

2.1. I d e n t i t y  f o r m a t i o n  i n  a d o l e s c e n c e .............................................................................................................................18

2.1.1. Erikson's psychosocial model o f ego development...........................................................................19

2.1.2. Psychoanalytic theory as a conceptual framework......................................................................... 21

2.1.3. Marcia’s operationalization o f Identity formation...........................................................................2 2

2.1.4. Criticisms o f the Identity Status model.............................................................................................. 23

2.1.5. Measurement o f identity formation.................................................................................................... 2 7

2.1.6. Review o f research based on the identity status paradigm............................................................. 28

2.1.7. A psychological profile o f statuses.....................................................................................................31

2.1.8. Adolescent Identity and its relation to Consumer Behaviour........................................................ 33

2.2. C o n s u m e r  b e h a v io u r  in  A d o l e s c e n c e .........................................................................................................................34

2.2.1. Research on the relationship between consumer behaviour and identity..................................... 34

2.2.2. Economic socialisation........................................................................................................................35

2.2.3. The consumer socialisation process. The role o f parents, peers and the mass media as agents 

o f consumer socialisation...............................................................................................................................38

2.2.4. Research on adolescent consumer behaviour.................................................................................. 44

2.2.5. The adolescent consumer. Importance o f studying adolescent consumer behaviour..................48

2.3. A d v e r t i s i n g  a n d  a d o l e s c e n t s .............................................................................................................................................53

2.3.1. Patterns o f television advertising viewing.........................................................................................54

2.3.2. Uses and gratifications o f television advertising watching.............................................................54

2.3.3. Adolescents’ perceptions o f and attitudes toward television advertising......................................56

2.3.4. Adolescents' susceptibility to advertising..........................................................................................5 7

2.3.5. The role o f advertising in adolescents’ consumer behaviour......................................................... 60

2.3.6. The role o f advertising in the identity formation process.

The importance o f image advertising............................................................................................................62



2.4. M e a n i n g s  o f  m a t e r ia l  p o s s e s s io n s  a s  r e f l e c t io n s  o f  i d e n t i t y ............................................................. 64

2.4.1. Theories o f meanings attached to possessions..................................................................................64

2.4.2. Consumption symbolism...................................................................................................................... 66

2.4.3. Symbolic meaning o f possessions fo r adolescents............................................................................71

2.4.4. Gender differences in object and meaning salience.........................................................................74

2.4.5. Cultural differences in object and meaning salience as a function o f self-construal..................75

2.4.6. Materialism and meanings attached to possessions.........................................................................76

2.5. T h e  r o l e  o f  p o s s e s s io n s  i n  p e r s o n  p e r c e p t i o n .....................................................................................................78

2.5.1. Gender differences in the use o f possessional cues in person perception.....................................82

2.5.2. Cultural differences in the use o f possessional cues in person perception...................................82

2.5.3. Materialism differences in the use o f possessional cues in person perception............................ 83

CHAPTER 3.

REFLECTIONS OF ADOLESCENT IDENTITY FORMATION IN CONSUMER BEHAVIOUR 

AND RESPONSE TO TELEVISION ADVERTISEMENTS............................................................... 84

Introduction.................................................................................................................................84

Method........................................................................................................................................... 93

The questionnaire....................................................................................................................... 95

Results..........................................................................................................................................104

3 .1 . P sy c h o m e t r ic  e v a l u a t io n  o f  t h e  h a l f  v e r s io n  o f  t h e  o m e i s ....................................................... 102

3 .2 . P sy c h o m e t r ic  E v a l u a t io n  o f  t h e  C o n s u m e r  B e h a v io u r  Q u e s t io n n a ir e ............................. 11 0

3 .3 . P s y c h o m e t r ic  e v a l u a t io n  o f  t h e  R e s p o n s e  T o  A d v e r t is in g  Q u e s t io n n a ir e ..................... 1 16

3 .4 . A g e , g e n d e r  a n d  c u l t u r a l  d if f e r e n c e s  in  id e n t it y  f o r m a t io n ...................................................125

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e s u l t s  o f  s e c t io n  3 .4 ...............................................................................129

3 .5 . A g e , g e n d e r  a n d  c u l t u r a l  d if f e r e n c e s  in  c o n s u m e r  b e h a v io u r  a n d

RESPONSE TO ADVERTISING.....................................................................................................................................................132

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e s u l t s  o f  s e c t io n  3 .5 ...............................................................................136

3 .6 . Id e n t it y  d if f e r e n c e s  in  c o n s u m e r  b e h a v io u r  a n d  r e s p o n s e  t o  a d v e r t is in g ..................... 14 0

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e s u l t s  o f  se c t io n  3 .6 ...............................................................................151

3 .7 . C r it ic a l  e v a l u a t io n  o f  t h e  r e l e v a n c e  o f  t h e  O b je c t iv e  M e a s u r e  o f  E g o  Id e n t it y  

S t a t u s ..............................................................................................................................................................................................153

3 .8 . R e l a t io n s h ip s  a m o n g  a n d  b e t w e e n  c o n s u m e r  b e h a v io u r  a n d  r e s p o n s e  t o  a d v e r t is in g

v a r ia b l e s .......................................................................................................................................................................................165

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e s u l t s  o f  s e c t io n  3 .8 ...............................................................................175



3 .9 . C o n s u m in g  a n d  t e l e v i s i o n  a d v e r t i s i n g  w a t c h i n g  p a t t e r n s  o f  a d o l e s c e n t s  178

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e s u l t s  o f  s e c t io n  3 .9 .............................................................................182

CHAPTER 4.

ADOLESCENT H)ENTITY AND THE ROLE OF TREASURED POSSESSIONS AND THE 

MEANINGS OF MATERIAL POSSESSIONS.................................................................................... 183

Introduction...............................................................................................................................183

Method......................................................................................................................................... 189

The questionnaire..................................................................................................................... 189

Results..........................................................................................................................................192

4 .1 . C a t e g o r i e s  o f  c o d in g  f o r  s e l f - c o n s t r u a l  d e s c r ip t io n s ,  t y p e s  o f  t r e a s u r e d

POSSESSIONS AND MEANINGS ATTACHED TO THEM..................................................................................................... 192

4 .2 . C u l t u r a l ,  g e n d e r  a n d  i d e n t i t y  d i f f e r e n c e s  in  m a t e r ia l i s m .  T h e  r e l a t i o n s h i p

BETWEEN SELF-CONSTRUAL AND MATERIALISM...........................................................................................................199

S u m m a r y  a n d  d i s c u s s io n  o f  t h e  r e s u l t s  o f  s e c t i o n  4 .2 .............................................................................. 201

4 .3 . C u l t u r a l ,  g e n d e r  a n d  i d e n t i t y  d i f f e r e n c e s  in  s e l f - c o n s t r u a l ................................................ 2 0 2

S u m m a r y  a n d  d i s c u s s io n  o f  t h e  r e s u l t s  o f  s e c t i o n  4 .3 .............................................................................. 2 0 4

4 .4 . C u l t u r a l ,  g e n d e r  a n d  i d e n t i t y  d i f f e r e n c e s  in  t h e  p r e v a l e n c e  o f  d i f f e r e n t

CATEGORIES OF POSSESSIONS REPORTED AS TREASURED. THE RELATIONSHIP WITH SELF-CONSTRUAL 

AND MATERIALISM...................................................................................................................................................................... 211

S u m m a r y  a n d  d i s c u s s io n  o f  t h e  r e s u l t s  o f  s e c t i o n  4 .4 .............................................................................. 2 2 2

4 .5 . C u l t u r a l ,  g e n d e r  a n d  i d e n t i t y  d i f f e r e n c e s  in  t h e  p r e v a l e n c e  o f  d i f f e r e n t  m e a n in g s

ATTACHED TO TREASURED POSSESSIONS. THE RELATIONSHIP WITH SELF-CONSTRUAL AND 

MATERIALISM................................................................................................................................................................................ 2 2 4

4 .6 . R e la t io n s h ip s  b e t w e e n  d i f f e r e n t  c a t e g o r i e s  o f  t r e a s u r e d  p o s s e s s io n s  a n d  d i f f e r e n t

CATEGORIES OF MEANINGS ATTACHED TO TREASURED POSSESSIONS................................................................ 2 3 9

S u m m a r y  a n d  d i s c u s s io n  o f  t h e  r e s u l t s  o f  s e c t i o n s  4 .5 . a n d  4 .6 ........................................................2 4 6

CHAPTER 5.

ADOLESCENT IDENTITY FORMATION AND THE ROLE OF POSSESSIONS IN SELF

DEFINITION AND PERSON PERCEPTION..................................................................................... 251

In t r o d u c t i o n .............................................................................................................................. 251



M e th o d ...................................................................................................................................................................256

T h e  Q U E sn oN N A m E ...............................................................................................................................................................2 5 7

R e s u l t s ......................................................................................................................................................................................... 2 6 1

5 .1 . C a t e g o r ie s  o f  c o d in g  f o r  p e r s o n a l it y  a t t r ib u t e s  a n d  t y p e s  o f  c u e s  u s e d  in  s e l f 

d e f in it io n  AND PERSON PERCEPTION...............................................................................................................................2 6 2

5 .2 . C u l t u r a l , g e n d e r  a n d  id e n t it y  d if f e r e n c e s  in  m a t e r ia l is m . T h e  r e l a t io n s h ip

BETWEEN SELF-CONSTRUAL AND MATERIALISM.......................................................................................................... 2 6 7

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e su l t s  o f  s e c t io n  5 .2 .............................................................................. 2 6 8

5 .3 . C u l t u r a l , g e n d e r  a n d  id e n t it y  d if f e r e n c e s  in  s e l f -c o n s t r u a l ................................................ 2 6 8

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e su l t s  o f  s e c t io n  5 .3 .............................................................................. 2 6 9

5 .4 . E f f e c t iv e n e s s  o f  t h e  m a n ip u l a t io n  it e m ......................................................................................................2 7 0

5 .5 . C u l t u r a l , g e n d e r  a n d  id e n t it y  d if f e r e n c e s  in  t h e  d e g r e e  t o  w h ic h  r e s p o n d e n t s  

lik e / d is l ik e  t h e  s t o r y  p e r s o n . T h e  r e l a t io n s h ip  w it h  se l f - c o n s t r u a l  a n d  m a t e r ia l is m . 2 7 5  

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e su l t s  o f  s e c t io n  5 .5 .............................................................................. 2 7 9

5 .6 . C u l t u r a l , g e n d e r  a n d  id e n t it y  d if f e r e n c e s  in  t h e  a t t r ib u t io n  o f  A b il it ie s , M a t u r it y  

a n d  c a p a b il it y  in  Re l a t io n s h ip s , r e l a t io n s h ip  w it h  s e l f -c o n s t r u a l  a n d  m a t e r ia l is m . . .2 8 1  

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e su l t s  o f  se c t io n  5 .6 .............................................................................. 291

5 .7 . C u l t u r a l , g e n d e r  a n d  id e n t it y  d if f e r e n c e s  in  t h e  u s e  o f  p o s s e s s io n s , p h y s ic a l

ATTRIBUTES AND BEHAVIOURS AS CUES IN SELF-DEFINITION. THE RELATIONSHIP WITH SELF-

CONSTRUAL AND m a t e r ia l ism ........................................................................................................................................... 2 9 5

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e su l t s  o f  se c t io n  5 .7 .............................................................................. 3 0 2

5 .8 . C u l t u r a l , g e n d e r  a n d  id e n t it y  d if f e r e n c e s  in  t h e  u s e  o f  d if f e r e n t  t y p e s  o f

POSSESSIONS a s  c u e s  IN SELF-DEHNITION. THE RELATIONSHIP WITH SELF-CONSTRUAL AND

m a t e r ia l is m ................................................................................................................................................................................ 3 0 4

S u m m a r y  a n d  d is c u s s io n  o f  th e  r e su l t s  o f  s e c t io n  5 .8 .............................................................................. 3 1 0

5 .9 . C u l t u r a l , g e n d e r  a n d  id e n t it y  d if f e r e n c e s  in  t h e  u s e  o f  p h y s ic a l  a t t r ib u t e s ,

POSSESSIONS AND BEHAVIOURS AS CUES IN PERSON PERCEPTION. THE RELATIONSHIP WITH SELF- 

CONSTRUAL AND MATERIALISM............................................................................................................................................3 1 2

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e s u l t s  o f  s e c t io n  5 .9 .............................................................................. 3 1 9

5 .1 0 . C u l t u r a l , g e n d e r  a n d  id e n t it y  d if f e r e n c e s  in  t h e  u s e  o f  d if f e r e n t  t y p e s  o f

POSSESSIONS AS CUES IN PERSON PERCEPTION. THE RELATIONSHIP WITH SELF-CONSTRUAL AND

MATERIALISM.................................................................................................................................................................................321

S u m m a r y  a n d  d is c u s s io n  o f  t h e  r e su l t s  o f  s e c t io n  5 .1 0 ........................................................................... 3 2 7

8



CHAPTER 6.

DISCUSSION........................................................................................................................................... 330

In t r o d u c t io n ....................................................................................................................................................................330

6.1. K e y  Issues ................................................................................................................................................................330

6.1.1. The contention o f uniformity in television watching and shopping patterns..............................330

6.1.2. Functions possessions fulfil fo r  adolescents: the meanings attached to treasured possessions 

and the use o f possessional cues in self-definition and person perception............................................333

6.1.3. The influence o f relative wealth and gender o f the story person in person perception. The 

emerging profile o f the wealthy and the poor........................................................................................... 335

6.1.4. The role o f identity.............................................................................................................................338

6.1.5. The relationship between demogrphic (culture and gender) and identity factors and the way 

individuals relate to material possessions.....................................................................................................340

6.2. G e n e r a l  p a t t e r n s ..................................................................................................................................................................... 342

6.2.1. The pattern o f gender differences in the ways in which adolescents relate to material 

possessions.....................................................................................................................................................342

6.2.2. The pattern o f cultural differences in the ways in which adolescents relate to material 

possessions.....................................................................................................................................................346

6.2.3. The pattern o f identity differences in the ways in which adolescents relate to material 

possessions.....................................................................................................................................................350

6.2.4. Conclusion. Picture emerging across culture, gender and identity differences.........................354

6.2.5. The role o f self-construal.................................................................................................................. 356

6.2.6. The role o f materialism..................................................................................................................... 356

6.3. M e t h o d o l o g i c a l  d r a w b a c k s  a n d  l im i t a t i o n s  o f  t h e  s t u d y .................................................................358

6.4. C o n t r ib u t i o n s  o f  t h e  t h e s i s . P r a c t i c a l  im p l i c a t i o n s . F u t u r e  r e s e a r c h ................................ 362

BIBLIOGRAPHY...................................................................................................................................366



List Of Tables
Table 3.1: The items constituting the ideological and the interpersonal areas o f identity in the OMEIS _ 96
Table 3.2.: Comparison between Cronbach alphas fo r  the OMEIS _______________________________  100
Table 3.3.: Results o f a series o f t-tests to compare means o f the OMEIS _________________________  101
Table 3.4.: Cronbach alphas for the four samples on OMEIS_____________________________________  105
Table 3.5. : Categorisation o f items o f the original Uses and Gratifications o f Shopping scale and o f

added items. ________________________________________________________________________  112
Table 3.6. : The Uses and Gratifications o f shopping categories-Total sample.______________________  113
Table 3.7: Categorisation o f the original and the added items o f the Uses and Gratifications o f

television advertising watching scale. ___________________________________________________ 118
Table 3.8: Classification o f the uses and gratifications o f television advertising watching items-Total

sample._____________________________________________________________________________ 120
Table 3.9: Pearson r correlations between different uses and gratifications for television advertising

watching as identified by factor and cluster analyses.______________________________________  120
Table 3.10: The categories o f perceptions about television advertisements.________________________  121
Table 3.11.: Distribution o f the total sample across the identity statuses in the Ideological and the

Interpersonal areas o f identity._________________________________________________________  126
Table 3.12.: MANOVA-dependent variables total ideological and total interpersonal sco re__________  127
Table 3.13.: MANOVA- total ideological and total interpersonal scores as the dependent variables. ___ 127
Table 3.14.: MANOVA-dependent variables identity subscales___________________________________ 128
Table 3.15.: MANOVA-identity subscale scores as the dependent variables________________________  128
Table 3.16. : MANOVA-dependent variables consumer behaviour and response to advertising________  135
Table 3.17.: MANOVA- consumer behaviour and response to advertising measures as the dependent

variables.___________________________________________________________________________ 135
Table 3.18.: MANOVA-dependent variables consumer behaviour measures________________________  141
Table 3.19.: MANOVA- consumer behaviour measures as the dependent variables. _________________ 141
Table 3.20.: MANCOVA-dependent variables consumer behaviour measures ______________________  142
Table 3.21.: MANCOVA-consumer behaviour measures as the dependent variables._________________ 142
Table 3.22.: MANOVA-dependent variables consumer behaviour measures________________________  143
Table 3.23.: MANOVA-consumer behaviour measures as the dependent variables. __________________ 143
Table 3.24.: MANCOVA- dependent variables consumer behaviour measures______________________  144
Table 3.25.: MANCOVA- consumer behaviour measures as the dependent variables. ________________ 144
Table 3.26.: MANOVA-dependent variables response to advertising measures. _____________________  145
Table 3.27.: MANCOVA-dependent variables response to advertising measures_____________________  145
Table 3.28.: MANCOVA- dependent variables response to advertising variables____________________  145
Table 3.29. : MANOVA-dependent variables response to advertising measures______________________  146
Table 3.30. .MANOVA- response to advertising measures as the dependent variables. _____________  146
Table 3.31.: MANCOVA- the dependent variables response to advertising measures_________________ 147
Table 3.32.: MANCOVA-response to advertising measures as the dependent variables._______________ 147
Table 3.33.: Regression analysis-consumer behaviour measures as the dependent variables. _________  148
Table 3.34.: Regression analysis- response to advertising measures as the dependent variable. _______  150
Table 3.35.: The identity items that were shown to be statistically significant in the fu ll model regression

analysis on the various measures o f consumer behaviour/response to advertising._____________  157
Table 3.36.: The identity items that were shown to be statistically significant in the stepwise model

regression analysis on the various measures o f consumer behaviour/response to advertising. ____ 160
Table 3.37.: Identity items that are the strongest predictors o f both consumer behaviour and response to

advertising. _____ ____________________________________________________________________  161
Table 3.38.: Distribution o f the identity items across areas and statuses o f identity._________________ 161
Table 3.39.: Correlations among and between consumer behaviour and response to advertising_______  174
Table 3.40.: Regression analysis- consumer behaviour as the dependent variables.__________________ 173
Table 3.41.: Regression analysis- response to advertising measures as the dependent variable. _______  174
Table 4.1.: Means and standard deviations across the eight domains o f the identity questionnaire.  192
Table 4.2.: Categories o f coding for self-descriptions elicited by the Twenty Statements Test proposed

by Dittmar and Papadopoulou (1995).___________________________________________________ 193
Table 4.3. : Categories o f coding fo r self-descriptions used in the present study._____________________  194
Table 4.4. : Categories o f coding for types o f treasured possessions suggested by Dittmar (1989).______  194
Table 4.5. : Categories o f coding for types o f treasured possessions used in the present study._________  195
Table 4.6.: Categories o f coding fo r reasons why possessions are important suggested by Dittmar

(1989)______________________________________________________________________________ 196

10



Table 4.7.: Categories o f coding fo r  categories o f meanings attached to possessions reported as reasons
why possessions are important used in the present study.___________________________________ 197

Table 4.8.: ANOVA -materialism as the dependent variable._____________________________________  200
Table 4.9.: Regression analysis on materialism________________________________________________  200
Table 4.10.: ANOVA- self-construal as the dependent variable.___________________________________ 203
Table 4.11. : Regression analysis on self-construal_____________________________________________  204
Table 4.12.: Cross-tabulation o f the distribution o f sample across total ideological by total

interpersonal scores. ________________________________________________________________  206
Table 4.13.: Mean percentage scores across the categories o f treasured possessions. ________________ 211
Table 4.14.: Comparison o f mean percentage scores across the categories o f treasured possessions fo r

British and Greek male and female adolescents __________________________________________  212
Table 4.15.: MANOVA- dependent variables frequencies with which different categories o f possessions

are reported as treasured_____________________________________________________________  213
Table 4.16.: MANOVA -frequencies with which different categories o f possessions are reported as

treasured as the dependent variables. ___________________________________________________ 213
Table 4.17.: MANOVA- dependent variables frequencies with which different categories o f possessions

are reported as treasured_____________________________________________________________  215
Table 4.18.: MANOVA frequencies with which different categories o f possessions are reported as

treasured as the dependent variables. ___________________________________________________ 215
Table 4.19.: MANOVA- dependent variables frequencies with which different categories o f possessions

are reported as treasured_____________________________________________________________  217
Table 4.20.: MANOVA-frequencies with which different categories o f possessions are reported as

treasured as the dependent variables.____________________________________________________ 217
Table 4.21.: MANCOVA- dependent variables frequencies with which different categories o f possessions

are reported as treasured_____________________________________________________________  218
Table 4.22.: MANCOVA -categories o f types o f possessions as the dependent variables ______________  218
Table 4.23.: Regression analysis on the frequencies with which different categories o f possessions are

reported as treasured. For possessions that symbolise relationships._________________________  220
Table 4.24.: Comparison o f the mean percentage scores across the categories o f reasons why

possessions are important. ____________________________________________________________  2 2 5
Table 4.25.: Comparison o f the mean percentage scores across the categories o f reasons why

possessions are important fo r British and Greek male and female adolescents_________________ 226
Table 4.26.: MANOVA-dependent variables frequencies with which different categories o f meanings

attached to possessions are reported as reasons why possessions are treasured________________ 228
Table 4.27.: MANOVA-frequencies with which different categories o f meanings attached to possessions

are reported as the reason why possessions are treasured as the dependent variables. _________  2 2 9
Table 4.28.: MANOVA- dependent variables frequencies with which different categories o f meanings

attached to possessions are reported as reasons why possessions are treasured________________ 230
Table 4.29.: MANOVA-frequencies with which different categories o f meanings attached to possessions

are reported as the reason why possessions are treasured as the dependent variables.__________  230
Table 4.30.: MANOVA- dependent variables frequencies with which different categories o f meanings

attached to possessions are reported as reasons why possessions are treasured________________ 232
Table 4.31.: MANOVA-frequencies with which different categories o f meanings attached to possessions

are reported as the reason why possessions are treasured as the dependent variables___________  232
Table 4.32.: MANCOVA- dependent variables frequencies with which different categories o f meanings

attached to possessions are reported as reasons why possessions are treasured________________ 233
Table 4.33.: MANCOVA- frequencies with which different categories o f meanings attached to

possessions are reported as the reason why possessions are treasured as the dependent variables. 233 
Table 4.34.: Regression analysis on the frequency with which different categories o f meanings attached

to possessions are reported as the reason why possessions are treasured._____________________  235
Table 5.1.: Distribution o f respondents across stories describing poor/wealthy and male/female target

person._____________________________________________________________________________  2 5 9
Table 5.2.: Means and standard deviations across the eight domains o f the identity questionnaire.  261
Table 5.3.: Conceptual classification o f personality attributes derived from Dittmar et al. (1989);

Dittmar (1992); Dittmar and Pepper (1994)._____________________________________________  263
Table 5.4.: Distribution o f cues across categories o f Possessions, Behaviours and Physical attributes  282
Table 5.5.: ANOVA-materialism as the dependent variable.______________________________________  267
Table 5.6.: ANOVA -self-construal as the dependent variable. ___________________________________ 269
Table 5.7.: Regression analysis on inter-individualistic self-construal____________________________  269

11



Table 5.8.: ANOVA -the degree to which respondents like/dislike the story person as the dependent
variable.____________________________________________________________________________  276

Table 5.9.: ANOVA -degree to which respondents like/dislike the story person as the dependent
variable.____________________________________________________________________________  2 7 7

Table 5.10.: Regression analysis -degree to which respondents like/dislike the story person as the
dependent variable__________________________________________________________________  2 7 7

Table 5.11.: Regression analysis -degree to which the story person is liked/disliked by the respondents
as the dependent variable_____________________________________________________________  278

Table 5.12.: MANOVA-dependent variable the degree to which respondents attributed the three
personality characteristics to the story person____________________________________________  282

Table 5.13.: MANOVA -degree to which respondents attribute the three personality characteristics to
the story person as the dependent variables._____________________________________________  282

Table 5.14.: MANOVA-dependent variable the degree to which respondents attributed the three
personality qualities to the story person__________________________________________________ 284

Table 5.15.: MANOVA degree to which respondents attributed the three personality qualities to the
story person as the dependent variables._________________________________________________ 284

Table 5.16.: MANOVA-the dependent variables degree to which respondents attribute the three
personality characteristics to the story person____________________________________________  285

Table 5.17.: MANOVA -degree to which respondents attribute the three personality qualities to the
story person as the dependent variables. _________________________________________________ 285

Table 5.18.: Regression analysis- degree to which respondents attributed the three personality
dimensions to the story person as the dependent variables.__________________________________  286

Table 5.19.: Regression analysis -degree to which respondents attribute the three personality
dimensions to the story person as the dependent variables.__________________________________ 287

Table 5.20.: Means o f respondents’ reported use o f different types o f cues in self-definition.__________  2 9 5
Table 5.21.: MANOVA-dependent variables the degree to which the three types o f cues are used in self-

definition___________________________________________________________________________  296
Table 5.22.: MANOVA -degree to which the three types o f cues are used in self-definition as the

dependent variables._________________________________________________________________  296
Table 5.23.: MANOVA-dependent variables degree to which the three types o f cues are used in self

definition ___________________________________________________________________________  2 9 7
Table 5.24.: MANOVA- degree to which the three types o f cues are used in self-definition as the

dependent variables. ________________________________________________________________  2 9 7
Table 5.25.: Regression analysis -degree to which each o f the three categories o f cues are used in self-

definition as the dependent variables. ___________________________________________________ 298
Table 5.26.: Regression analysis- degree to which the three categories o f cues are used in self-definition

as the dependent variables.____________________________________________________________  2 9 9
Table 5.27.:MANOVA- dependent variables the degree to which the two types o f possessional cues are

used in self-definition________________________________________________________________  304
Table 5.28.: MANOVA -degree to which the two types o f possessional cues are used in self-definition as

the dependent variables_______________________________________________________________  305
Table 5.29.: MANOVA-dependent variables the degree to which the two types o f possessional cues are

used in self-definition________________________________________________________________  305
Table 5.30.: MANOVA -degree to which the two types o f possessional cues are used in self-definition as

the dependent variables. _____________________________________________________________  306
Table 5.31.: Regression analysis -the degree to which the two categories o f Possessions are used as

cues in self-definition as the dependent variables._________________________________________  307
Table 5.32.: Regression analysis -degree to which the two categories o f possessions are used as cues in

self-definition as the dependent variables.________________________________________________ 307
Table 5.33.: Means o f respondents’ reported use o f different types o f cues in person perception.  312
Table 5.34.: MANOVA-dependent variables degree to which the three types o f cues are used in person

perception__________________________________________________________________________  313
Table 5.35.: MANOVA- degree to which the three types o f cues are used in person perception as the

dependent variables._________________________________________________________________  313
Table 5.36.: MANOVA- dependent variables degree to which the three types o f cues are used in person

perception__________________________________________________________________________  314
Table 5.37.: MANOVA -degree to which the three types o f cues are used in person perception as the

dependent variables._________________________________________________________________  314
Table 5.38: Regression analysis - degree to which the three categories o f cues are used in person

perception as the dependent variables.___________________________________________________ 316

12



Table 5.39: Regression analysis -degree to which the three categories o f cues are used in person
perception as the dependent variables.___________________________________________________  317

Table 5.40.: MANOVA-dependent variables degree to which the two types o f possessional cues are used
in person perception__________________________________________________________________ 322

Table 5.41.: MANOVA -degree to which the two types o f possessional cues are used in person
perception as the dependent variables___________________________________________________  322

Table 5.42.: MANOVA-dependent variables degree to which the two types o f possessional cues are used
in person perception.__________________________________________________________________ 323

Table 5.43.: MANOVA -degree to which the two types o f possessional cues are used in person
perception as the dependent variables.___________________________________________________  323

Table 5.44.: Regression analysis- degree to which the two categories o f Possessions are used as cues in
person perception as the dependent variables.____________________________________________  325

Table 5.45.: Regression analysis -degree to which the two categories o f possessions are used as cues in
person perception as the dependent variables.____________________________________________  326

13



List of Figures.
Figure 2.1. The four identity statuses derived from the Ego identity dimensions.

Figure 2.2. Meanings of material possessions (Dittmar, 1991).

Figure 4.1. Mean percentages of self-descriptions for British and Greek adolescents. 

Figure 4.2. Mean ratings on four types of possessions reported as treasured.

Figure 4.3. Mean ratings on meanings attached to treasured possessions.

Figure 4.4. Association between types of treasured possessions and meanings

attached to them.

14



Chapter 1. 

Introduction.

This thesis concerns the role of material possessions as reflections of identity. The 

underlying concept is that, in contemporary society, material possessions are used by 

adolescents as self-extensions and as expressions of their developing identity.

Emerging from sociological, anthropological and psychological origins, theory and 

research have highlighted the symbolic meanings of possessions and their role as an 

integral part of self-identity (e.g. Belk, 1984a, 1988; Csikszentmihalyi and Rochberg- 

Halton, 1981; Dittmar, 1989, 1991, 1994; Douglas and Isherwood, 1979; Furby, 1978a, 

1978b, 1991; Holman, 1981; Lunt and Livingstone, 1992; McCracken, 1986; Solomon, 

1983; Wallendorf and Amould, 1988). The theoretical context for the development of 

this data is provided by theories stressing the connection between consumption and 

identity and marking the importance of consumption in contemporary culture (e.g. 

Baudrillard, 1988; Bourdieu, 1984, 1985; Giddens, 1991).

Further, theories of consumption symbolism have promoted the notion that individuals 

develop the expectation that others’ consumption choices are expressive behaviours 

which are interpreted in the light of a shared system of product symbols (Belk, 1980; 

Belk et al., 1982; Dittmar, 1992a, 1992b; Solomon, 1983). The social constructionist 

perspective postulates that a visible, objectified form of identity is provided by material 

possessions since individuals evaluate others in a social context in which material 

possessions form an important part (Belk et al., 1982; Burroughs et al., 1991; Dittmar, 

1992, 1994). Consequently, material goods with ascribed social meanings are displayed 

for impression formation but also used for self-definition (Hirschman, 1986).

Data on the adolescent years shows that possessions are not only regarded as a part of 

self but also as instrumental to the development of self (e.g. Csikszentmihalyi and 

Rochberg-Halton, 1981; Costello, 1986; Fumham and Jones, 1987; Furby, 1978a, 

1978b; Kamptner, 1991; Montemayor and Eisen, 1977; Steude, 1985). One of the 

recurrent themes in this research is that the functions material possessions fulfil in 

adolescence parallel the tasks of adolescence such as providing comfort and security 

(Furby, 1978a), helping in the separation-individuation process (Steude, 1985), offering 

feelings of self-efficacy (Costello, 1986), providing peer status (Snyder, 1972),
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facilitating activity (Csikszentmihalyi and Rochberg-Halton, 1981) and most important of 

all enhancing identity development (Fumham and Jones, 1987).

Drawing from this tradition, the focus of the present thesis is on the relationship between 

material possessions and identity formation in adolescence. It is argued that even though 

a wide range of research has acknowledged the role of consumption and possessions in 

offering a point of reference for the fragmented identity (e.g. Csikszentmihalyi and 

Rochberg-Halton, 1981; Dittmar, 1989, 1991; Kamptner, 1991; Montemayor and Eisen, 

1977), no research has actually included an identity measure. Instead of highlighting 

fragmented aspects of adolescent consumer behaviour and attempting to relate it to adult 

patterns of consumption, the focus of the present thesis is to explore the role of material 

possessions in the broader context of adolescent life (Lassare and Roland-Levy, 1989; 

Webley and Lea, 1993). Therefore, a thorough examination of the literature was 

undertaken in order to identify a “holistic”, “global” concept reflecting the emerging 

profile of adolescents. The theoretical context was provided by one of the most 

influential theories of identity development, namely Erikson’s (1968) psychoanalytic 

model and Marcia’s (1980) conceptualisation of identity statuses. On the basis of this 

model, the Objective Measure of Ego Identity Status (Grotevant and Adams, 1984) 

provided a rich insight into the formation of adolescent identity.

Within this framework, the aim of the present thesis is to explore the way in which 

adolescents relate to material possessions and the extent to which material possessions 

are used by adolescents to assist them in defining their own and others’ identity. Both 

perceptions of self and perceptions of others are considered to belong to the sphere of 

identity; describing him/herself and forming impressions about others is equally crucial in 

the adolescent’s task to conceive a sense of “who he/she is” as opposed to “who they 

are”. Even though both themes of self-definition and person perception have been 

previously investigated in relation to possessions (Burroughs et al., 1991; Dittmar et al., 

1989; Dittmar, 1994), the combination of self and other perception is an original 

contribution of the thesis.

Another aim of the thesis is to explore behavioural aspects of consumption and their 

relationship to identity. Previous research has explored self-reported behavioural aspects 

of consumption without relating it to identity (e.g. Fumham and Thomas, 1984; Lassarre 

et al., 1992; Moschis and Moore, 1982). Moreover, the present thesis attempts to 

provide a link between consumption and advertising and to explore the role of identity 

formation in differentiating patterns of consumption and response to advertising.
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Justification for the hypothesised relationship between advertising and identity is 

provided by the extensive literature on the effects of advertising not only on consumption 

but also on self-image, gender roles and other fundamental elements of personality; these 

findings indicate that advertising influences the process, pace and direction of identity 

formation (e.g. Covell, 1992; Durgee, 1986; Englis et al., 1993; Hirschman, 1990; 

O'Guinn and Faber, 1987).

Overall, the present thesis constitutes an attempt to provide a link between a wide range 

of variables reflecting the way in which adolescents relate to material possessions. It 

draws on a number of diverse research fields and brings together the issues of treasured 

possessions and their meanings, the role of material possessions in self-definition and 

person perception, behavioural aspects of consumer behaviour and the relevance of 

advertising watching. Moreover, on the basis of previous research findings, we explore 

the role of gender and culture as social principles organising individuals into groups that 

may affect beliefs related to meanings of possessions (Dittmar et al., 1989; Emler and 

Dickinson, 1985; Moscovici, 1984). An additional contribution of the thesis is the 

exploration of the role of materialism in meanings attached to treasured possessions and 

in the use of possessions in self-definition and person perception. Previous research 

provides empirical support that materialism is linked to different meanings attached to 

possessions (Richins, 1994b, 1994c) and to the adoption of dominant representations, 

favouring the wealthy individual, in person perception (Dittmar and Pepper, 1994). 

Overall, the thesis contributes to the effort to envision a less mechanised and less 

cognitively rational consumer than the consumer as information-processor (Belk, 1988) 

and enriches the until recently sparse research on the role of material context in 

expressing and perceiving identity (e.g. Belk, 1988; Dittmar, 1992a).
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Chapter 2. 

Literature review.

Outline.

The aim of the literature review is a broad examination of studies that relate identity to 

various aspects of adolescents’ consumer behaviour. Five areas of research are reviewed 

and presented in corresponding sections. Firstly, the process of identity formation in 

adolescence is explored within the realm of the theories of Erikson and Marcia. Major 

findings concerning the influence of identity on various psychological characteristics and 

behaviours are presented. Secondly, the theoretical and empirical research relating to the 

consumer behaviour of adolescents is reviewed. The topics included are economic and 

consumer socialisation, the role of parents, peers and the mass media in consumer 

socialisation, the context of material culture within which the adolescent consumer 

emerges and research findings on adolescent consumer behaviour.

Thirdly, the literature on advertising is reviewed, particularly in relation to issues such as 

patterns of and uses and gratifications of television advertising watching, the role of 

advertising in adolescents’ life and its effects on their consumer behaviour, adolescents’ 

attitudes to and susceptibility to advertising and the importance of image advertising for 

adolescent identity.

The symbolic functions of possessions as expressions of personal identity are highlighted 

in the fourth and fifth part of this review. The literature on treasured possessions and the 

meanings attached to them and on the use of possessions in self-definition and person 

perception is reviewed.

2.1. Identity formation in adolescence.

Erikson (1968) described identity formation as a particularly adolescent activity and the 

formation of a sense of identity is a central task of adolescence. He highlights the 

importance of uniqueness (differentiation) and commonality (solidarity) as the primary 

sources for identity formation, since identity is “a subjective sense of invigorating
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sameness and continuity for the adolescent as he comes to understand both the ways in 

which he/she is like other individuals, but also distinct from them” (Erikson, 1968:19). 

Adams (1976), developing Erikson’s theory, suggested a distinction between personal 

and social identity. Personal identity can be seen as an internal psychological structure, a 

fusion or summation of membership roles, past and present identifications, all of which 

are united by a cognitive network structure and are summarised by the person into self- 

definitions which answer the “Who am I” question. Social identity might be seen as the 

social configuration that arises from one's self-perception and others' perception of the 

individual's position in social space. Erikson integrates the social and personal self into 

one global construct called “Ego Identity”.

One of the main areas of concern in this literature is with the process of identity 

formation. Kroger (1996) has identified five models: Erikson's (1968) psychosocial 

model, Blos's (1967) individuation model, Kohlberg's (1969) cognitive developmental 

model, Loevinger's (1976) ego developmental model and Kegan's (1980) constructive 

developmental model (in Kroger, 1996), In each model, three important points are in 

accord. First, identity is viewed as a developmental phenomena, characterised by 

qualitative change as expressed in a series of stages; second, identity is seen as a balance 

between self and others. Finally, identity is seen as the focal concern during adolescence. 

For the purposes of the present study, we will focus on Erikson's psychosocial model and 

Marcia’s (1966) operationalisation of Erikson's theory.

2.1.1. Erikson's psychosocial model of ego development.

Erikson (1968) developed a theory of ego development to account for the interactions 

between psychological, social, historical and developmental factors in the formation of 

personality. He conceptualised the life-cycle as a series of eight “psychosocial” crisis 

stages, or critical periods of development. Each crisis stage involves a bipolar conflict 

that must be addressed and resolved before one can proceed unhindered; the positive or 

negative resolution of each crisis is seen as being influential in the final ego-identity 

configuration.

These crisis points start during the first year of life when basic trust vs. mistrust is needed 

to enable the child to mutually love and feel loved, to give satisfaction to and to accept 

satisfaction from others. During early childhood, appropriate handling of toilet training 

gives the child a sense of autonomy versus shame and doubt. The next crisis point comes
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during the early school years when the child begins to “explore”, to enjoy making things, 

competition and challenges; through age-appropriate and successful experiences, the 

child develops a feeling of purpose and ambition reflected in a sense of initiative versus 

guilt. In later school years, the child is developing skills through both work and play, thus 

building a sense of industry versus inferiority. The identity crisis and search for identity 

characterises the adolescent years. Finally, with the awareness of who he/she is, the late 

adolescent faces the choice of remaining alone or being with other, building feelings of 

intimacy versus isolation.

Pivotal within Erikson’s framework, the identity crisis marks the transition between 

childhood and adulthood. Successful negotiation of the identity crisis involves the 

resolution of earlier crises and the reintegration of prior childhood identifications into a 

new form of personal and social identity that “provides the ability to experience one’s 

self as something that has continuity and sameness and to act accordingly” (Erikson, 

1963:38). Identity is, thus, a sense of individuality that consists of a feeling of sameness 

and continuity of personal character and an inner solidarity of one's self-images and 

ideals. It is a conscious and unconscious awareness of the continuity in one's 

interpersonal life and intra-psychic existence and of his/her individual uniqueness. 

Identity is also a psychosocial phenomenon rooted within the communal culture; identity 

is, thus, “a sense of solidarity with a group's ideals” (social perspective taking-Erikson, 

1968:208).

Evidently, identity formation is not the product of a single psychological component but 

rather a complex multidimensional development which entails the integration of several 

developmental psychological mechanisms (Adams, 1976). During the identity crisis, the 

adolescent is compelled to explore life alternatives creating a crisis of identity which may 

be resolved through personal ideological commitment. An important notion in Erikson's 

theory is the psychosocial moratorium, or a period that each society provides to its 

youngest members during which special freedoms are offered, economic obligations are 

withheld and social permission is granted for role experimentation. According to 

Erikson, there are two possible dangers in the attempt to resolve the identity crisis: first, 

the formation of premature commitments based primarily on childhood identifications 

(foreclosure) without adequate consideration of self-defined alternatives and personal 

abilities. Second, identity role diffusion manifested by lack of commitment and a resulting 

inability to know who one is.
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2.1.2. Psychoanalytic theory as a conceptual framework.

A well established approach to the exploration of identity, adopted in the present thesis, 

is the psychoanalytic theory (Kroger, 1996). Two developmental dimensions which are 

essential to identity formation from a psychoanalytic point of view are separation- 

individuation and internalisation of self-regulatory functions.

For the young person, separation from his parents occurs at two levels: an object- 

relational level and an intrapsychic level. At the object-relational level, the process is one 

of withdrawing emotional cathexes from the parents as significant objects and reinvesting 

these cathexes, first in same gender peer relationships and eventually in a more intimate 

heterosexual relationship. The intrapsychic aspect of separation-individuation refers to a 

disengagement from archaic representations of the parents internalised from early 

childhood identifications. A prerequisite for identity formation, then, is the adolescent’s 

capacity to attain sufficient freedom from early parental identifications to assimilate new 

models. Otherwise, he will remain in conflict over giving primacy to his own motives and 

goals when he feels that they deviate from the dictates of the archaic parental images. In 

order for the process of separation-individuation to be operationalized at the object- 

relational level, it is crucial for the young person to find new object relations to replace 

his parents. With regard to the intrapsychic level, the young person’s achievement of 

satisfactory peer relations and especially an enduring, mutual heterosexual relationship 

would provide indirect evidence of intrapsychic separation. Indeed, Orlofsky et al. 

(1973) found a significant relationship between identity achievement and the attainment 

of intimacy.

The process of internalisation of self-regulatory functions is in many ways a counterpart 

to that of separation-individuation. As Bios (1967) observes, the adolescent is able to 

resolve his emotional dependency on his parents only by taking over the regulatory 

functions previously provided by the parenting environment. This process involves the 

development of an increasingly stabilised and internalised capacity for certain forms of 

homeostatic control of internal functioning, particularly in the realms of the regulation of 

self-esteem, the regulation of affective fluctuations in response to stress and the 

autonomous organisation of motives and resources to anticipate and meet adaptive 

demands. Several operational constructs which have already been examined in the 

literature on ego identity are quite likely to reflect the individual’s capacity for internal 

self-regulation: internal locus of control, field independence, resistance to manipulations
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of self-esteem and resistance to pressures to conform. Identity achievers have invariably 

displayed the greatest tendency to rely on their own resources (Toder and Marcia, 1973; 

Waterman, 1982). All these studies collectively provide some evidence for the notion 

that identity formation is mediated by internalisation of self-regulatory functions.

2.1.3. Marcia’s operationalization of Identity formation.

Since the mid 1960’s, an extensive body of research has emerged validating Erikson's 

psychosocial construct of ego identity. While several operationalizations of Erikson's 

theoretical statements have emerged (e.g. Constantinople, 1969; Hauser, 1976; 

Simmons, 1973 in Berzonsky, 1989), the most widely accepted has been provided by 

James Marcia (1980). In Marcia's research, two primary dimensions of self-definition are 

examined: crisis or exploration (as conceptualised by Matteson, 1977) and commitment. 

Exploration refers to the assessment of alternatives that should culminate in a personally 

expressive choice. Commitment refers to a relatively firm choice of a particular 

alternative or to a genuine investment in a given choice expressed through such criteria 

as activity, knowledge and consideration of how one's choice will be integrated with 

one's other interrelated future goals. Marcia (1980) conceptualised four types of identity 

formation, four identity statuses, derived from combinations of these two dimensions.

COMMITMENT DIMENSION

Presence of Absence of
commitments commitments

Explored
alternatives Achievement Diffusion

EXPLORATION Currently —  Moratorium
DIMENSION exploring

alternatives

Never explored Foreclosure Diffusion
alternatives

Figure 2.1.: The four identity statuses as derived from the ego identity dimensions (Archer, 1989a).

The diffusion status is exemplified by lack of commitment and lack of current exploration 

of alternatives, although an individual may have explored alternatives in the past with the 

consequence of no commitment in the area under consideration. The foreclosure status is 

characterised by a commitment in a given area without the benefit of having explored 

alternatives; thus the individual becomes invested in the first appealing option which is 

readily available, through assimilation of significant others’ standards and values. The 

moratorium status includes individuals who are currently experiencing an identity crisis
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and are actively exploring, but have not yet arrived at their own self-defined 

commitments. The identity achievement status is exemplified by past exploration of 

alternatives that led to active commitment to a given choice; the individual has forged his 

own identity subsequent to a period of crisis and decision-making.

2.1.4. Criticisms of the Identity Status model.

Bourne (1978) provides a critical appraisal of the identity status paradigm, concluding 

that it is quite grounded in Eriksonian theory. In particular, he identifies seven different 

theoretical perspectives on identity found in Erikson’s work, all of which are 

encompassed in Marcia’s operationalization. First, both Erikson and Marcia view identity 

in structural terms. Erikson portrays identity as a unitary structure and Marcia (1980) 

refers to identity as “an internal, self-constructed, dynamic organisation of drives, 

abilities, beliefs and individual history” (Marcia, 1980:160). Second, the subjective 

component of identity, conceptualised by Erikson as the individual’s sense of continuity 

and inner cohesiveness, is reflected in Marcia’s dimensions of commitment and 

exploration which show self-conscious awareness of the growth process. Third, the 

Eriksonian developmental perspective on identity is evident in the fact that the 

instruments based on Marcia’s model assess the adolescent task of resynthesizing self

definition in the light of emerging cognitive capabilities. Fourth, the dynamic qualities of 

identity suggest that its assessment at any single time will only provide a snapshot of the 

process. The issue of capturing the continuity of identity formation is one of the major 

limitations of the identity status paradigm and will be addressed later on. Fifth, as an 

adaptive process, identity formation requires young people to adjust their self-definitions 

to the society in which they live; Marcia’s paradigm captures this adaptation process. 

Sixth, the inclusion of both ideological and interpersonal domains in the assessment of 

identity formation corresponds to Erikson’s view of identity as a socially recognised or 

psychosocial self-representation. Lastly, the existential stance of the individual is 

measured using commitment ratings. The identity status paradigm, therefore, appears to 

have construct validity since it includes the seven cmcial facets of Erikson’s concept of 

ego identity. Craig-Bray and Adams (1986) also claim that Marcia’s conceptualisation of 

the four statuses has captured the general richness of Erikson’s writings.

Criticisms of the identity status paradigm point out that the identity research literature 

has overlooked Erikson's value orientation stages and his emphasis on the ego-superego
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struggle (Cote and Levine, 1988). The researchers admit that the identity status 

paradigm has adequately addressed the Eriksonian formation of commitments during the 

process of ego identity formation. In focusing on this element, however, research has 

taken a psychological perspective and in doing so has ignored Erikson’s integration of 

sociological, historical, and psychological factors into a social psychological perspective. 

Questions concerning the overall meaning of identity have indeed been neglected, but 

many of the instruments compiled to measure the construct have gained acceptance 

among researchers despite the lack of theoretical development of the identity concept 

(Jones and Streitmatter, 1987).

Further, current thinking about the process of identity formation has focused on three 

central issues: theory, structure and transitions (LaVoie, 1994). The discussion of 

theoretical issues focuses on the various identity models and criticism of the identity 

status paradigm. The structural issue concerns whether identity is a structure. The 

concept of transformative learning is advanced as an explanatory mechanism for 

structural change in identity.

From a conceptual point of view. Waterman (1982) suggested that adding a third 

dimension of personal expressiveness to the existing dimensions of exploration and 

commitment creates a more satisfying description of the overall domain of identity. An 

activity which is personally expressive is associated with feelings of intense involvement 

and an idea that the activity is what the person was always intended to do. This 

dimension has not been empirically assessed but the problem with adding it to Marcia’s 

model is that it magnifies the number of identity statuses; a plurality of subcategories and 

dimensions could lead to a loss of focus (Hill, 1993). The other conceptual area which is 

being explored is the development of a process rather than a static, structural description 

of personal identity. Grotevant (1987) and Berzonsky (1992) have developed models 

based on the importance of context, arguing that the adolescent works on identity 

through problem-solving and elicitation of information in making life choices.

With regard to the conceptualisation of identity as a structure, Kroger (1996) argues that 

the apparent absence of a common deep structure across the identity statuses is a major 

problem with the existing identity models. The deep structures of identity need to be 

explored but this is prevented by our view of identity as a stage acquisition; therefore, it 

is necessary, according to Kroger, to view identity formation as a continuous process, a 

series of overlapping stages which are not mutually exclusive. She further proposes the

24



use of domain ratings instead of global ratings and the need to examine the transition 

process within domains.

Another problem with identity models is their failure to address the mechanisms involved 

in the transition between statuses even though they recognise identity as a developmental 

process (LaVoie, 1994). The knowledge that separation and individuation are important 

precursors for identity formation does not reveal what actually changes during the 

transition. Current research (e.g. Kroger, 1992) is providing some clues about the 

processes involved. The early stage of identity formation seems to involve intrapsychic 

separation from introjects and early identifications rather than individuation. Once 

intrapsychic separation has been completed, the individuation process of constructing a 

distinct self that assumes responsibility for one’s decisions and actions can begin. 

Josselson (1980) proposed that individuation is one component of an interdependent 

sequence consisting of individuation-autonomy-identity formation. With greater 

individuation, adolescents manifest greater autonomy and movement toward identity 

formation. As to the processes facilitating transition in identity status, the use of 

transitional objects, adolescent love relations, cliques and readiness for change are 

among those reported. The criticism of the transitional aspects of identity mainly 

concerns methodology. LaVoie (1994) notes that in order to examine transitional 

processes, it is necessary to shift from global commitment ratings to examining the 

content of each domain.

Deriving from the above criticisms, recent empirical research on identity formation has 

three major areas of advance. First, there have been findings that question the 

conventional notion that achievement is the “appropriate” goal of identity activity and the 

identity status most associated with psychological well-being (Archer, 1989). Earlier 

findings showed achievement and moratorium to be associated with positive 

psychological aspects (e.g. Adams et al., 1985; Read et al., 1984; Toder and Marcia, 

1973). Within adolescent populations, however, such findings do not equate identity 

achievement with psychological health. Archer (1989) and Rotheram-Borus (1989) have 

shown that sometimes “being diffused makes good sense” while not all achievers are 

integrated within themselves. With the unpredictability of a fast paced world, it would 

appear that flexibility, exploration, cognitive weighing of alternatives, making choices 

from among feasible options and periodically reassessing one's decisions are becoming 

basic mental health survival skills for many individuals. In other words, adaptation to 

context and time requires engaging in “MAMA” cycles (moratorium-achiever-
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moratorium-achiever) (Archer, 1989; Stephens et al., 1992). Personal, family and 

societal changes are inevitable and as they occur, the flexibility and skill required to 

explore new alternatives and live new commitments facilitate one’s coping with changing 

life events.

Related to the above, the second theme of research concerns the assertion that identity 

achievement is the central concern of adolescence and is accomplished during its span 

(Archer, 1989; Waterman, 1982). Certainly there is a developmental trend during the 

teenage years with young teenagers showing a higher rate of diffusion and foreclosure 

and lower rates of moratorium and achievement than adolescents in their late teens. 

However, only a small percentage of youngsters can be said to have an identity domain 

in the two advanced statuses. The vast majority of adolescents have global identity of 

uncommitted-passive (diffusion) or unquestioning (foreclosure) styles (Adams and Fitch, 

1982; Waterman, 1985) and the exploratory behaviour characteristic of identity 

formation as envisaged by Erikson seems to be more a concern of young adult life. 

Undoubtedly, the speed of identity formation in differing domains and the relative health 

and desirability of identity statuses depend on the cultural and sociohistorical context. It 

is crucial that the content of the instruments assessing identity formation are a function of 

the contemporary adolescent experience.

A third theme in recent research evolves around the issue of overall scores. Traditionally, 

identity has been presented as global (overall) statuses. However, different strands of 

identity formation can progress at varying speeds according to the importance attached 

to the specific area of the adolescent’s life. Coleman's (1978) “focal theory” of 

adolescent development suggests that adolescents do not resolve or work on all issues 

simultaneously. Because adolescents do not deal with all identity issues simultaneously, 

overall ratings mask rather than clarify the adolescent’s identity and become increasingly 

meaningless as the number of domains investigated increases. Further, the decision

making style used in one domain may not be used in another domain. Therefore, 

Grotevant et al. (1982) state that identity is a profile of an adolescent's statuses across a 

number of domains rather than a global quality. The status categories are only crude 

ways of structuring our understanding of the individual and all adolescents do not neatly 

fit within the categories provided. Marcia himself (1966) notes that the identity statuses 

are a typological model rather than a reality. Differing statuses for various domains of 

identity formation are evident in a large number of research (Archer, 1989; Kroger, 

1988), indicating that adolescents undergo a series of crises and that at one particular
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time, one content area may be stable while another area of life decisions is very much in 

crisis. In other words, identity is increasingly viewed as a differentiated rather than a 

unitary concept within which different components proceed developmentally at different 

rates and by different paths (Hill, 1993).

In the light of the aforementioned criticisms, broad personality characteristics such as 

ego identity must be broken down into subcategories, stages or statuses if they are to 

have any empirical rigor and generalizability (Bourne, 1978).

2.1.5. Measurement of identity formation.

Studies of identity development have used a variety of data collection methods, including 

Q-sorts (Hauser, 1976), questionnaires (Marcia Ego Identity Incomplete Sentence, 

Blanc, 1966; Rasmussen Ego Identity Scale, 1964; Constantinople, 1969; Simmons 

Identity Achievement Status Scale, 1973 in Berzonsky, 1989) or semi-structured 

interviews (Marcia Identity Status Interview, 1966). Identity interviews were criticised 

for cost in time, small sample sizes, demanding scoring procedures (Grotevant and 

Adams, 1984), social desirability response bias and inadequate construct validity (Enright 

et al., 1984).

Given the need for an easily administered and scored instrument with established 

reliability and validity, providing comparable results and being suitable for classification 

purposes, the Objective Measure of Ego Identity Status (Grotevant and Adams, 1984) 

was devised. The inventory can be used as an instrument in its own right, along with a 

clinical interview or included in a battery of psychological tests. It can be used to classify 

an individual at a single point in time, to assess developmental changes in identity, or to 

classify individual differences between adolescents with the intent of finding out which 

identities are associated with different behaviours, attitudes and values. The ideal age 

range for administration of the OMEIS is between 15 and 30 years of age.

The prototypic version of the Objective Measure of Ego Identity (OMEIS) (Adams et 

al., 1978) contained 24 items with six items reflecting each of the four Identity Statuses 

(achievement, moratorium, foreclosure and diffusion) for the areas of Occupation, 

Religion and Politics; these three domains were chosen to match those used by Marcia 

(1966) in his early semi-structured clinical interview. The initial questionnaire was 

promising for evaluating exploration and commitment in the ideological domains of 

identity. However, Grotevant et al. (1982) demonstrated that identity consists of both
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ideological and interpersonal aspects. Therefore a distinction was made between 

ideological identity, including occupational, religious, political and philosophical 

standards and social or interpersonal identity incorporating aspects of friendship, dating, 

gender roles and recreational choices. Using the above conceptualisation, the prototype 

OMEIS was expanded to include 64 items designed to measure both ideological and 

interpersonal identity (Extended Version of OMEIS-Grotevant and Adams, 1984). 

Finally, an investigation focusing solely on the psychometric development of the OMEIS, 

was undertaken by Bennion and Adams (1986) to improve on the interpersonal identity 

items and provide estimates of reliability and validity for the final revision. The 

researchers report that this final version provides a clear improvement on the scale's 

psychometric qualities.

2.1.6. Review of research based on the identity status paradigm.

Gender differences in identity formation.

The Eriksonian premise (1968) is that interpersonal issues are the domain of female 

identity and occupational choice is the domain of male identity formation. In his original 

work, Erikson suggests that the psychosocial stage following identity formation is that of 

intimacy versus isolation and, thus, exploring and committing to an ideology of 

interpersonal relationships is an important aspect of adolescent identity formation. 

Several studies have confirmed that there is an association between identity and intimacy 

resolutions (e.g. Fitch and Adams, 1983; Orlofsky et al., 1973). Despite the originally 

strong concern with relational issues apparent in Erikson’s ideas, subsequent theoretical 

and empirical work on adolescent identity has tended to concentrate on the individuation 

aspects of self-development; as a result, Erikson’s theory has been criticised for ignoring 

relational issues of self-development (Gilligan, 1982; Josselson, 1988) and for being 

more relevant to male identity formation (Grotevant et al., 1982).

Marcia’s (1966) Identity Status Interview initially assessed only ideological identity areas 

and identity achievement was presented as a longer process for young women than for 

young men. An extensive amount of literature (e.g. Douvan and Adelson, 1966; Gilligan, 

1982; Hodgson and Fischer, 1979; Josselson et al, 1977; Stein and Bailey, 1973) 

indicated that female identity issues were not fully covered by occupational or ideological 

domains and suggested that the domain of social and interpersonal skills was a central 

component of female identity. In particular, issues relating to the establishment and
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maintenance of interpersonal relationships were more salient in female identity 

development while issues of ideological identity were more crucial for male adolescents. 

Further, Matteson (1977) asserted that the literature indicates consistently that the 

identity formation process in males reflects the cultural expectation of autonomy and 

personality differentiation, whereas in females it reflects the equally powerful cultural 

expectation of the establishment of an intimate relationship. Craig-Bray et al. (1988) and 

Eaton et al. (1991) supported the notion that identity and intimacy formation may be 

more psychologically integrated constructs for women than for men. A number of studies 

indicated that the experiencing of a crisis is quite different for women than for men 

(Toder and Marcia, 1973). Marcia and Freedman (1970) found that female achievers 

attained low self-esteem scores and speculated that identity achievement might alienate 

females from their peers; they concluded that though crisis seems to be demanded from 

males, foreclosure seems to be demanded by females and therefore may be the most 

adaptive status for women.

The apparent dominant need for affiliation among female adolescents (Gilligan, 1982), 

the reports of gender differences in identity formation and the psychosocial focus of 

Erikson's identity construct lead to the extension of Marcia’s Identity Status Interview to 

include the interpersonal domains of friendship, dating and gender roles (Grotevant et al.,

1982). The perspective that interpersonal relatedness is a significant domain for identity 

formation was an important advance in the study of identity formation.

The study of gender differences in identity development has since produced conflicting 

results. A number of research reports no significant gender differences in identity 

formation (e.g. Abraham, 1983; Bennion and Adams, 1986). In contrast, other research 

(Adams et al., 1992; Grotevant and Adams, 1984; Streitmatter, 1987, 1988) found that 

females score higher on the most sophisticated measures of identity development. 

Moreover, Thorbecke and Grotevant (1982) and Cooper and Grotevant (1987) report 

that women are significantly more identity achieved in the friendship domain. Archer 

(1989) found that both genders use the identity statuses comparably, except for 

foreclosure which characterises males significantly more than females; moreover, females 

are significantly more likely to be in moratorium or identity achievement with regard to 

family roles.

Recently, charges of male bias have been made against Marcia’s model of identity 

development (Archer, 1992; Patterson et al., 1992), claiming that the differentiation 

between ideological and interpersonal domains of identity converts identity assessment
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into male and female. However, the above claim is not empirically supported (Archer, 

1992).

Age differences in identity formation.

The Eriksonian notion of ego identity development conceptualises identity formation as 

beginning in middle adolescence and continuing into late adolescence and even early 

adulthood. Research has documented significant associations between ego identity and 

age (Adams and Fitch, 1982; Adams and Jones, 1983; Jones and Streitmatter, 1987; 

Streitmatter, 1988; Wires et al., 1994), indicating that identity maturity increases with 

age.

A basic developmental assumption (Archer and Waterman, 1983) is that we most likely 

become foreclosed during adolescence, initially committed to the values, beliefs and 

goals of significant others. With increasing life experiences and cognitive sophistication 

we may move into moratorium, assessing those alternatives which appeal to us. This may 

result in identity achievement as we select those alternatives that are most personally 

expressive given our individual, social and historical context. However, even with the 

significant increase in sophisticated identity activity with increasing age, the majority of 

adolescents can best be described as primarily engaging in one of two decision-making 

processes, namely, foreclosure or diffusion (e.g. Meilman, 1979). Adams and Jones 

(1983) also suggest that middle adolescence is a period of gradual change but not a 

period of crystallisation in the identity development process. To reconciliate these 

findings with Eriksonian theory stating that moratorium is the status of adolescence, an 

explanation could be sought in factors that influence the identity status of the adolescent 

in “real life” conditions: family style (Grotevant and Cooper, 1985), cognitive capacity 

(Archer and Waterman, 1983), opportunities to explore (Grotevant, 1987), social 

perspective taking (Enright et al., 1984) and competition with other adolescent 

developmental tasks (Havighurst, 1972) are some of the factors that may affect 

adolescent identity development and differentiate it from the sequences described in 

theory.

Cultural differences in identity formation.

Race/ethnicity has been examined as a potential mediating variable in adolescent identity 

development since the role of culture in identity formation is unquestionably integrated 

throughout Eriksonian writings (Adams et al., 1995). Research findings provide mixed
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and complicated results. A number of studies have shown that ethnic minorities are 

significantly more foreclosed than non-minority counterparts (Abraham, 1986; 

Streitmatter, 1988). Self-definition processes are apparently related to the specific time 

and context; social and ethnic groups may vary in the degree to which they either allow 

for optional choice or require it. Ethnic minority groups may focus more on themes of 

connectedness and family values that might be encouraging of a more passive form of 

identity while White families may be more individualistic and encouraging of an active 

identity type. With regard to cultural differences, Taylor and Oskay (1995) found that 

American adolescents attain higher identity statuses (identity achievement and 

moratorium) but are also higher in the foreclosure status than their Turkish counterparts. 

The researchers explained these findings through an association between family decision 

making, identity formation and self-esteem in Turkish and American adolescents. 

Meaningful interpretation of these differences is compounded due to the absence of 

sampling techniques that allow for generalisations and unclear comparisons between 

groups due to socio-economic differences (Adams et al., 1993). Adams et al. (1993) 

found few significant ethnic group differences in identity formation when socio-economic 

diversity was controlled.

2.1.7. A psychological profile of statuses.

Cognitive Development.

According to Eriksonian theory, identity formation includes parallel development of 

increasingly mature cognitive abilities. Achieved and moratorium subjects score higher 

on a measure of cognitive development than other identity statuses. They also have a 

more reflective style in decision making (Waterman et al., 1974), are least conforming 

and more autonomous in their way of thinking (Neuber and Genthner, 1977; Toder and 

Marcia, 1973) and tend to consider alternatives before committing themselves to a 

particular choice whereas foreclosures and diffusions tend to make quick decisions 

without considering all the available evidence (Bernard, 1981). Moreover, achievers have 

greater cognitive complexity, a stronger capacity for inner-directed behaviour, higher 

level of moral reasoning (Podd, 1972) and a higher need for achievement (Orlofsky, 

1978; Bourne, 1978). Berzonsky and Neimeyer (1994) found that foreclosed adolescents 

rely on a normative approach to personal problem solving and decision making, diffusers
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are most apt to avoid dealing with identity issues and conflicts and moratoriums are most 

likely to employ an informational orientation.

Personality characteristics and Social skills.

Achieved subjects score higher on psychosocial development measures, self-actualisation 

scales and adjustment scales (Bennion, 1988 in Markstrom and Adams, 1995; O’Neil, 

1986 in Clancy and Dollinger, 1993) have more internal locus of control (Abraham, 

1983), higher self-esteem and self-acceptance (Bennion and Adams, 1986). Based on the 

Eriksonian notion that identity development involves the concurrent development of 

effective and adaptive interpersonal styles, mature identity statuses have been found to be 

more interpersonally intimate than less mature identity statuses (Bennion and Adams,

1986) and more socially effective in peer relations and social interaction encounters (e.g. 

Bennion, 1988 in Markstrom and Adams, 1995; Read et al., 1984). Moratoriums tend to 

be more anxious, socially ambivalent and intense in their interactions (Craig-Bray et al.,

1988). With regard to psychosocial adjustment, research findings are ambivalent; 

sophisticated status individuals have been found to be dissatisfied with their situation and 

have high levels of anxiety (Rotheram-Borus, 1989) while, in contrast, Bernard (1981) 

reported a positive correlation between progress toward identity formation and an 

increasing stability of self-image as well as an open, focused and flexible lifestyle. 

Foreclosures have “parent-centred” values, high need for social approval and are least 

susceptible to “storm and stress” (Bourne, 1978); they also have lower self-esteem and 

self-directness and they score low on measures of autonomy (Orlofsky et al., 1973) and 

independence from parents (Waterman and Waterman, 1971). A strong relation is 

reported between behavioural difficulties and both foreclosure and diffusion (Wires et al., 

1994). Diffusions are socially withdrawn, lacking any significant social relationships and 

showing low levels of intimacy (Orlofsky et al., 1973). Moreover, they are more 

influenced by their peers than by an authority figure (Adams et al., 1985). While the 

other identity statuses also exhibit conformity behaviours, their motivation appears to be 

associated with personal motives, rather than submission to peer pressures.

Familv environment.

A number of studies have dealt with the effect of adolescent-parents relationship on 

identity formation (e.g. Weinmann and Newcomb, 1990). Diffused and foreclosed 

adolescents perceive more parental rejection and parental control than achieved or
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moratorium teenagers (Adams et al., 1985). Campbell et al. (1984) report that foreclosed 

youths are more likely to report affectionate relationships with their parents. 

Socialisation styles that have been found to correlate with advanced identity development 

include a warm and positive relationship between both parents and the adolescent 

(Douvan and Adelson, 1966), a democratic parenting style (Adams and Jones, 1983; 

Enright et al., 1980), encouragement of personal exploration (Grotevant, 1983), secure 

family relations (Grotevant and Cooper, 1985), adequate separation-individuation, 

individuality and connectedness in family interactions (Grotevant, 1983; Marcia, 1983), 

minimal maternal restrictiveness (LaVoie, 1976), emotional self-disclosure to parents 

(Papini et al., 1990) and moderate amounts of parental behaviours such as praise 

(LaVoie, 1976), acceptance (Cushing, 1971 in Jackson et al., 1990), affection (Adams et 

al., 1985) and involvement (Matteson, 1977).

2.1.8. Adolescent Identity and its relation to Consumer Behaviour.

Giddens (1991) offers an interesting analysis of the relationship between identity and 

consumption. In his view, self-identity is not something that is given, as a result of the 

continuities of the individual's action system, but something that has to be routinely 

created and sustained in the reflexive activities of the individual. He argues that 

consumer culture has contributed to a reflexive understanding of identity in so far as it 

provides many of the resources with which the individuals fashion their own personal and 

political identities.

In contemporary consumer society, the consumption of ever-novel goods becomes in 

some part a substitute for the genuine development of self; appearance replaces essence 

as the visible signs of successful consumption come actually to outweigh the use-values 

of the goods and services themselves. In this context, the establishing of standardised 

consumption patterns, promoted through advertising and other methods, becomes 

central. To a greater or lesser degree, the project of the self becomes translated into the 

possession of desired goods and the pursuit of externally framed life-styles. Within 

consumer culture, life-style choice is increasingly important in the constitution of self- 

identity. The selection or creation of lifestyles is influenced by group pressures and role 

models, as well as by socio-economic circumstances. All such choices are decisions not 

only about how to look or how to act but how to Be. Life style concerns are the very 

core of self-identity. In other words, consumption addresses the alienated qualities of

33



modem social life and daims to be their solution: it promises attractiveness, beauty, 

success and personal popularity-through the consumption of the “right” kinds of goods 

and services. As Giddens (1991) notes, all of us, in modem social conditions, live as 

though surrounded by mirrors; in these we search for the appearance of an unblemished, 

socially valued self.

While the relationship between an individual’s identity status and the way he thinks or 

acts has been empirically demonstrated in research based on the identity status paradigm 

(e.g. Berzonsky, 1989; Streitmatter, 1993), the connection between identity and 

consumption has also been addressed in the literature on consumption symbolism and 

meanings of material possessions as reflections of identity, presented in parts four and 

five. In parts two and three, we review the literature on adolescent consumer behaviour 

and response to advertising and attempt to identify links with the process of identity 

formation.

2.2. Consumer behaviour in Adolescence.

2.2.1. Research on the relationship between consumer behaviour and identity.

Engel, Kollat and Blackwell define consumer behaviour as “acts of individuals directly 

involved in obtaining and using economic goods and services, including the decision 

processes that precede and determine these acts”(Engell et al., 1973:4).

Helgelson et al. (1984) identify four major trends in the literature on consumer 

behaviour. First, the intemal antecedents of consumption such as cognitive and 

information models, attitudes, motivation and personality factors of consumption. 

Second, the external determinants of consumer behaviour including consumer 

socialisation and demographics. The third topic refers to the purchase process while the 

fourth includes other aspects of consumption such as consumerism and public policy 

issues.

Early attempts to explain aspects of consumer behaviour on the basis of psychological 

processes such as personality and motivation (e.g. Kassaijian and Sheffet, 1981) 

produced equivocal results (Brandstatter, 1993; Foxall and Goldsmith, 1988; Kassaijian, 

1971). Demographic characterisations also offered little insight into the consumer choice 

process and psychographic studies failed to provide an integrated and theoretically 

relevant taxonomy of individual differences within the context of consumer decision 

processes (Punj and Stewart, 1983).
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Recent studies, however, are exploring personality traits, such as self-monitoring 

(Goldsmith, 1987; Snyder and DeBono, 1985), public self-consciousness (Gould and 

Barak, 1987) and mood states (Gardner, 1985) and their effects on consumer behaviour 

as partial explanations interacting with social, cultural and economic moderator variables. 

Interest has also been drawn to the area of self-concept (Sirgy, 1985); the image- 

congruence hypothesis is that the consumer tends to seek and select products and stores 

which he believes to be consistent with his self-concept (Dolich, 1969; Grubb and Hupp, 

1968; Onkvisit and Shaw, 1987) or will enhance his self-concept through the 

consumption of goods as symbols (Giges, 1987; Sirgy, 1985). Another perspective for 

linking consumption with identity is the use of psychological constructs in defining 

segments of consumers; these segments have some homogeneity in buying or other 

consumption-related characteristics as a result of assumed underlying psychological 

mechanisms such as values, traits and needs (Kamakura and Mazzon, 1991). Also, Braun 

and Wicklund (1989) report that individuals who are committed to an identity and who 

evidence incompleteness with respect to that identity will tend to lay claim to prestige 

symbols; they point out that there is a compensatory relationship between a person’s 

identity and certain kinds of conspicuous consumption.

Even though the results of the above studies provide evidence for a relationship between 

consumption and personality variables, little research has been conducted on the possible 

link between consumption and identity; in fact, most of the interest has focused on the 

relevance of identity for the meanings attached to material possessions (e.g. Dittmar, 

1991, 1992b, 1994; Kamptner, 1991, 1995) to the neglect of the role of identity relating 

to other aspects of consumption.

In the following sections, we will review the literature on aspects of adolescent consumer 

behaviour such as economic and consumer socialisation, the emergence of the adolescent 

consumer in the context of materialistic society and research findings on adolescent 

consumer patterns.

2.2.2. Economic socialisation.

Berti and Bombi (1988) distinguish three phases in the history of research in economic 

socialisation. First, research was focused on establishing that children have a developing 

understanding of economic life. Second, the influence of the Piagetian theory (1932) lead 

to the notion that the understanding of the economy depends on the stage of cognitive
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development. Third, social factors were introduced into the explanation of the 

development of economic understanding (Lunt and Fumham, 1996).

Stemming primarily from the work of Jean Piaget (1932), the theories of cognitive 

development suggest that socialisation is a function of qualitative stages in cognitive 

organisation; stages are defined in terms of cognitive structures the child can use in 

perceiving and coping with the environment at different ages. All stage-wise theories 

appear to have a number of implicit assumptions. The sequence of development is fixed. 

There is an ideal end-of-state towards which the child and adolescent inevitably progress. 

Most of the young person’s time is spent in one of the several specific stages with short, 

relatively abrupt transitions between stages (Fumham, 1986).

Stage theories of economic socialisation were confirmed by research indicating that

economic knowledge is acquired in a way that is compatible with the Piagetian idea of

the child’s advancement by a sequence of qualitative cognitive stages rather than by a

continuum (Burris, 1983; Danzinger, 1958; Furth, 1980; Jahoba, 1979; Leiser, 1983;

Strauss, 1952; Sutton, 1962) and by evidence for the existence of developmental trends

in economic understanding (Fumham and Jones, 1987; Fumham and Cleare, 1988; Leiser

et al., 1990). Berti and Bombi (1981, 1988) systematically applied the Piagetian theory

to economic socialisation. Exploring the acquisition of the concept of money in children,

Berti and Bombi distinguished six stages, the first four in the pre-operational period and

the other two presupposing acquisition of arithmetic operations. Although there have

been various accounts of the stages a child goes through, the trend among the more

recent studies seems to be that there are three main phases

“...a first stage in which the child does not understand the role of money in 
transactions but sees it as a rite or moral imperative. At an intermediate stage, the 
child understands immediate exchanges, but neither the network of exchanges which 
constitute the economic system nor the divisibility of money ... The final stage 
involves the understanding of all types of exchanges with money, including the 
concepts of profit, investments and so on” (Lea, Tarpy and Webley, 1987:326).

Problems with the stage approach include a disagreement between studies conceming the 

number of stages, points of transition and content of understanding at each stage. There 

are also concems that an abstract cognitive approach would underestimate the diversity 

of economic activity in children as well as the socialisation processes and the undertaking 

of various roles that take place in economic transactions. Researchers (e.g. Webley, 

1983) have further criticised the application of the standard Piagetian approach and 

argued in favour of looking for what is distinct about economic concepts instead of
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treating economic cognition as just another area where general principles of cognitive 

development apply.

To compensate for these drawbacks, the social learning model of human learning was 

applied to economic socialisation. The social learning approach emphasises sources of 

influence-commonly known as socialisation agents-which transmit norms, attitudes, 

motivations and behaviours to the learner through the processes of modelling, 

reinforcement and social interaction. Learning is assumed to be taking place during the 

person’s interaction with these socialisation agents in various social settings (McLeod 

and O’Keefe, 1972 in Moschis and Moore, 1979). The aims of this approach are to 

examine the social determinants of economic attitudes, beliefs and values and to conceive 

of economic understanding as going beyond personal finance to include broader 

economic issues (Webley and Lea, 1993). Within this realm, research addressed issues 

such as practical everyday life activities as the means of socialisation (Lassarre and 

Roland-Levy, 1989), the influence of informal play activities in children’s understanding 

of economic concepts (Webley et al., 1991; Webley, 1996 in Lunt and Fumham, 1996) 

and the role of material possessions as reflections of identity and social status (Dittmar,

1991).

Emphasis has also been given to the role of social class and cultural and historical 

context. According to Emler and Dickinson (1985), economic transactions take place in 

a variety of social roles; economy and society are inextricably linked and there is no clear 

domain of economic knowledge distinct from the broader social world. Much of the 

knowledge required for engaging in and interpreting economic activity is highly 

ideological and socially differentiated; thus, making sense of economic behaviour and 

economic relationships demands an understanding of social stmcture and socio-economic 

relationships. Socioeconomic status has indeed been found to be the stronger predictor 

of economic values according to Fumham (1987) while the influence of social class 

differences on perception of wealth and poverty has been shown by Leahy (1981) and 

Emler and Dickinson (1985).

Several studies highlight the existence of cross-cultural differences in economic 

socialisation (Jahoba, 1983; Leiser et al., 1990; Leiser and Ganin, 1996 in Lunt and 

Fumham, 1996); these differences may be attributable to different political and 

economical systems, institutional conditions and prosperity of the participating countries. 

Given the complexity of economic socialisation, Webley and Lea (1993) argue that it is 

misleading to rely on the “little adult” conception of the child when conducting research
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on economic socialisation. They note that most research into children’s economic 

socialisation has concentrated on children’s understanding of aspects of the adult 

economic world (Berti and Bombi, 1988; Fumham, 1986; Leiser et al., 1990). While 

children’s’ economic behaviour has been extensively explored, adolescence has also been 

shown to be cmcial for consumer socialisation (Moore and Stephens, 1975). 

Developmental cognitive research (Berti and Bombi, 1988; Fumham and Thomas, 1984; 

Leiser, 1983; Leiser et al., 1990; Stacey, 1982) emphasises the importance of 

adolescence as the age at which economic knowledge and attitudes become more 

systematic and better co-ordinated and, indeed, approach the level commonly found 

amongst adults. Since it is not until adolescence that a complex view of possessions 

emerges, it is imperative to study the economic world with which adolescents are 

conducting themselves (Furth, 1978).

2.2.3. The consumer socialisation process. The role of parents, peers and the mass 

media as agents of consumer socialisation.

The most frequently cited definition of consumer socialisation is the “process by which 

young people acquire skills, knowledge and attitudes relevant to their effective 

functioning as consumers” (Ward, 1974:2).

Moschis and Moore (1978b) note that a complete socialisation theory must include five 

types of variables. First, the teaming properties (cognitions and behaviours) necessary for 

the performance of a given social behaviour pattem. Second, the sources of influence, 

commonly known as socialisation agents; these significant others are directly involved in 

socialisation because of the frequency of their contact with the leamer and of their 

control over reinforcement and punishment. The influence of socialisation agents is 

received either passively by observing behaviour or actively by seeking or receiving 

influences from significant others (Mascarenhas and Higby, 1993). Third, the leaming 

processes through which the leamer acquires specific behaviours (e.g. modelling, 

reinforcement and social interaction). Fourth, the social environment within which the 

leaming takes place. Finally, the time span in the person’s Ufe during which leaming is 

occurring.

Consumer leaming refers to various aspects of consumption; a basic distinction is made 

between the “rational”, “adaptive” consumer skills and the “expressive”, “affective” 

elements of consumption. The rational components of consumption cover a wide range
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of consumer knowledge and skills, such as consumer affairs knowledge, ability to 

manage consumer finances, knowledge of prices and ability to select goods and services 

which are considered essential by society for the youth to function as adult in economic 

life (Moschis and Churchill, 1978). The expressive components of consumption refer to 

the personal and social meanings attached to material goods and to the development of 

consumption-related attitudes such as materialistic values.

Socialisation agents.

Consumer socialisation research highlights the predominance of parents, peers, the mass 

media and the school as the potential agents of consumer socialisation (Churchill and 

Moschis, 1979; Moschis and Churchill, 1978; Moore and Moschis, 1981).

Parents as agents of consumer socialisation.

Consumer socialisation in the family involves various processes: overt communication 

(Moschis et al., 1983; Wilkie, 1994), observation (Ward et al., 1977), reinforcement 

mechanisms (Moschis et al., 1983), modelling, providing opportunities for guided 

consumption and “training” that occurs when going shopping (Lassare et al., 1989, 

1992) and communicating norms and expectations (Moschis, 1985). Within the family 

context, adolescents may undertake various consumer roles such as those of stimulators, 

buyers and consumers (Wilkie, 1994). Adolescents have been found to influence their 

family's purchasing decisions for a variety of products and family members admit that 

adolescents influence family decision making in purchase decisions (Foxman et al.,

1989). Moreover, goods are used within the family dynamics as expressions of affect and 

control, to mark boundaries and role identities, to define appropriate behaviours and 

problem-solving techniques, to punish and reward (Lunt and Livingstone, 1992).

The effects of family communication include direct and indirect influences. Direct 

influences of family communication on a person's consumer behaviour involve the 

acquisition of consumption-related information and subsequent formation of patterns of 

beliefs, norms and behaviours while indirect influences involve the leaming of patterns of 

interaction with other sources of consumer information, which may in turn affect 

consumer leaming (Moschis, 1985). Specifically, parent-adolescent communication 

about consumption (as reported by the adolescent by items measuring overt interaction 

between parent and adolescent conceming goods and services) positively predicts 

“rational” and socially desirable consumer behaviours (Moschis and Churchill, 1978)
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such as managing money and leaming comparative shopping (Moschis, 1976 in Moore 

and Moschis, 1981), shopping for quality products (Ward et ah, 1977), leaming price- 

quality relationships (Ward and Wackman, 1971), saving money for anticipatory 

consumption (Moore and Moschis, 1981a, 1981b), leaming to use price reduction 

(“sales”) as a criterion for choosing among brands (Moschis and Moore, 1980 in 

Moschis, 1985), being aware of brands in the marketplace, the cost of goods and 

services and consumers’ legal rights (Moschis and Moore, 1978b; Moschis and 

Churchill, 1978; Moschis et ah, 1983) and able to discriminate facts from exaggerations 

in advertising messages (Moschis, 1985). Research has also shown the effect of parental 

influence on both economic and social motivations for consumption (Churchill and 

Moschis, 1979) while Moore and Moschis (1981b) found that the family may affect the 

development of materialistic orientations. Moreover, parents appear to be the most 

influential factor in determining the individual's attitude toward money (Lunt and 

Livingstone, 1992).

The degree of adolescent-family involvement may vary across stages of decision-making 

processes and type of product. Specifically, data suggests that adolescent shopping 

goods (clothing) tend to be purchased jointly by the adolescent consumer and family 

members whereas adolescent speciality goods (records, sporting equipment) tend to be 

purchased in the absence of family members (Moschis et al., 1977). Mascarenhas and 

Higby (1993) report that parental influences on teen shopping are significantly higher 

when parents finance purchases or when it comes to special, expensive or risky 

purchases.

Finally, family influence on the development of the youth's consumer decision-making 

patterns appears to be based upon certain parent/child characteristics such as age and 

gender. Generally, youths attain greater independence in decision making with age 

(Moschis and Moore, 1979a; Moschis and Churchill, 1978) but the adolescent's tendency 

to observe parental behaviours is not related to age (Moore and Moschis, 1981b). 

Moreover, economic dependence on parents is often irrelevant of age due to limitations 

of job opportunities, high cost of living and the need for post secondary education in 

western societies (Peters, 1991). With regard to gender differences, males appear to be 

less likely than females to communicate overtly with their parents about consumption and 

less likely to receive positive reinforcement (Moschis et al., 1983). Moschis and Moore 

(1979b) also suggest that purposive consumer training may focus upon teaching the
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female child more than the male. Rao and Childers (1993) note that the degree of family- 

based influence is expected to vary across cultures that reflect different family types. 

There is considerable evidence to suggest that family communication processes modify 

the effects of other socialisation agents. Churchill and Moschis (1979) and Moschis and 

Moore (1982) found that the effects of television advertising on consumer leaming were 

contingent upon the adolescent's frequency of communication with his parents about 

consumption matters and Atkin (1982 in Faber and O’Guinn, 1988) reports that parents 

and children often discuss and argue over consumer purchase decisions that are 

stimulated by television advertising. Also, family communication about consumption 

increases with the amount of television viewing and the amount of peer communication 

(Moore and Moschis, 1981a).

Peers as agents of consumer socialisation.

Social comparison theory (Festinger, 1954) suggests that adolescents need to evaluate 

some of their perceived knowledge about consumption acquired from their parents by 

comparing it with the knowledge of other persons who are likely to have similar value 

perspectives about consumption. The peer group is crucial for providing a social milieu 

for adolescents for the development of new identities and lifestyles, providing emotional 

security and a sense of belonging (Coleman and Hendry, 1990). Indeed, research shows 

that the major influences on young people are their friends, followed by their parents 

(Henley Centre “Planning for social change” Research, 1988, in Stewart, 1992). Several 

studies suggest that the typical teenager is particularly responsive to peer opinions on 

topics about which they have similar interests, opinions and attitudes such as clothes 

choice and hair style, for purchases that are considered important to social acceptance 

within the peer group and for the “expressive” and “affective” elements of consumption 

(Moschis and Moore, 1979). Adolescents frequently communicate with their peers prior 

to making purchases in order to maintain group identity (Bearden and Randall, 1990). In 

other cases, adolescents might not overtly discuss the specific purchase with their peers 

but they “know” from previous discussion or observation that group norms favour 

certain styles; a clear perception of group norms is a form of internalised prior search and 

as such may have strong effects on information seeking (Midgley, 1983).

It has been found that peer communication about consumption is positively and 

significantly associated with consumer affairs knowledge, social motivations for 

consumption, social utility reasons for watching television and materialistic values
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(Moschis and Churchill, 1978). With regard to the effects of age and gender on 

susceptibility to peers’ influences, Moschis and Moore (1979) report that age is 

positively related to the adolescent’s propensity to prefer “friends” as a source of 

information. It also appears that female adolescents are more susceptible to peer 

influence than males for products important to personal appearance (Moschis et al., 

1977). Churchill and Moschis (1979), however, found no significant gender differences.

The role of the mass media in economic socialisation.

Reviewing the role of the mass media in consumer socialisation, Faber and O’Guinn 

(1988) report that the mass media are likely to operate through different processes than 

interpersonal sources of information. Leaming via the mass media often involves a type 

of imitative leaming (Bandura, 1971 in Faber and O’Guinn, 1988) which does not 

demand reasoned action. Socialisation via the mass media is often shallow and 

incomplete; the media can impart strong visual images and memorable phrases and 

slogans but rarely the understanding of why they are important. However, the mass 

media may stimulate people to engage in further information seeking which will 

eventually result in tme leaming.

Television is particularly relevant to the teaching of social, “expressive” and “affective” 

components of consumption (Moschis and Churchill, 1978). Amount of television 

viewing is positively related to social motivations for consumption and negatively related 

to economic motivations for consumption (Moschis and Churchill, 1979). However, 

amount of exposure to the medium alone is not a sufficient predictor of consumer 

leaming; Moschis and Churchill (1978) note that leaming from television is linked mainly 

to the uses and gratifications of television watching. Specifically, the researchers report 

that social utility reasons for watching television advertisements are positively related to 

materialism and social motivations for consumption and negatively related to economic 

motivations for consumption.

In general, the outcomes of mass-mediated consumer socialisation can be categorised 

into cognitive, affective and behavioural. At the cognitive level, the greatest impact of 

media socialisation is the promulgation of a false sense of consumer reality. Research 

(Holbrook and Hirschman, 1982) has shown the importance of the experiential elements 

of consumption expressed through consumer fantasies. The media provide viewers with 

fantasy scripts about specific types of products and brands which are related to idealised 

self-images. The perceptions of the world which come from the media may also have
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affective outcomes. By comparing their own lives with the more exciting and abundant 

lives presented in the media, people may feel unhappiness and discontent. Additionally, 

through associative leaming, people may come to relate visible goods with the exciting 

lives of media characters. A potential outcome may be terminal materialism (Atkin, 1975 

in Faber and O’Guinn, 1988; Churchill and Moschis, 1979; Ward and Wackman, 1971). 

Belk and Pollay (1985) oppose terminal materialism, the ultimate value for the individual 

laying on having things, to instrumental materialism, or the desire for goods to facilitate 

achieving other goals or experiences. Indeed, the very nature of television programming 

and commercials require that they stress terminal materialistic messages over 

instrumental ones. For example, advertisers seem to be increasingly highlighting the 

product for its own sake (terminal materialism) rather than for its function (instrumental 

realism). Also, evidence for the advertising’s emphasis on terminal materialism is found 

in the themes advertisements employ; appeals to luxury and pleasure (“having”) have 

increased while the use of practical and functional appeals (“doing”) have decreased.

The pervassiveness of television may promote greater homogeneity of consumer tastes 

and preferences and encourage conspicuous consumption. The media may be the one 

constant in many peoples’ lives, creating a feeling of consistency and belonging. 

Television characters form an extended reference group for the audience. People relate 

and respond to media performers as they would to their friends; as viewers, they do not 

just model what they see, but actively think about situations, evaluate behavioural 

strategies and broaden their tastes during viewing interactions. Growing up with the 

media has taught them to rely on them for instantaneous, accessible and generally reliable 

knowledge of what is “current”. In some cases, the influence of the media may simply be 

reflected in clothing or other possessions but it can also go further into the development 

of shared value systems (McCracken, 1986).

The school as a source of consumer socialisation.

If the mass media influences the “expressive” components of consumption, the school as 

a social institution reflects the needs and goals of society and teaches young people the 

“adaptive” and “rational” functions of consumption. The child is initiated in formal 

education between ages five and eight-a period identified as crucial in the development of 

consumption based stereotyping (Driscoll et al., 1985). Moschis and Churchill (1978), 

however, found that the amount of the adolescent's formal consumer education does not 

have any significant bearing on various aspects of his consumer knowledge or behaviour.
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Overall, it has been shown that parents, peers and the mass media are equally powerful 

agents of consumer socialisation, relating to different aspects of the consumer behaviour 

of adolescents.

2.2.4. Research on adolescent consumer behaviour.

The income, the spending priorities and the consumption patterns of young people.

The main sources of income for teenagers are parents, pocket money, money received as 

a gift from relatives and paid work outside the home or for household chores (Lassarre 

et al., 1992; Lassarre, 1996 in Lunt and Fumham, 1996; Stewart, 1992). The budget of 

adolescents increases as the teenager’s everyday life gets more autonomous (Lassarre et 

al., 1992) but savings decrease because the constraints of everyday necessities get 

heavier (Neyrand and Guyot, 1990).

Lassarre et al. (1992) report that parents encourage saving. Indeed, most 14-15 year olds 

from their sample report saving by putting money in a bank account, in a money box or 

by giving money to their parents. Savings are destined for a specific purchase (hi-fi, 

computers, holidays, a motorbike) or just “for later on” (Neyrand and Guyot, 1990).

The spending priorities of 14-16 year olds are clothes, outings, books and magazines, 

records and cassettes, sweets, pastries and cigarettes (British Market Research Bureau, 

1994). Gender differences indicate that boys are more likely to spend money on stereos 

and athletic equipment while girls spend money on cosmetics, radios, cameras and gifts 

(Peters, 1989, 1991).

Anthony (1985) comments on the importance of the shopping mall as a teenage hangout 

and produces an enlightening picture of the adolescents’ consumer patterns. She reports 

that a significant number of adolescents visit the shopping centre once or twice a week, 

spending on average two to three hours. The most popular time to visit the mall are the 

weekend afternoons and weekday evenings. Teenagers rarely go to the shopping mall 

alone; only a fraction visit the mall with a brother or sister and few with their parents 

while the vast majority go with their friends. When asked why they go to the mall, about 

half said it is for shopping. The next most common responses were: looking for members 

of the opposite gender, playing video games, having fun, seeing friends and people- 

watching, eating and “just to have something to do”. They also report that what they like 

best about the mall is being with other people and being near shops. They note high
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prices, crowds and closing time as aspects they like least. One of the most surprising 

findings in the study was that adolescents do not spend much money in the mall despite 

the large amount of time spent there. Also, many adolescents seem to take pride in their 

use of the mall, viewing it as a “secondary territory” (Altman, 1975 in Anthony, 1985) or 

a “third place”-a respite from the treadmill between home and school, a place for 

enjoying social life. At its best, a third place provides friendship and a sense of belonging 

while retaining a distinctive personal identity, an opportunity for emotional expression. 

For teenagers, the shopping mall may well serve as an antidote to the regimentation of 

school and home life. Longman (in Shields, 1992) also reports that the mall is the space 

where identities are expressed and recognised and images are tested out.

Age, gender and cultural differences in the consumer behaviour of adolescents.

There is a consistently strong, positive correlation between age and consumer 

information processing skills. With increasing age, adolescents are more likely to perform 

socially desirable behaviours, are better able to manage consumer finances, have greater 

knowledge of consumer affairs (brand knowledge, price accuracy, legal knowledge), a 

better understanding of marketing strategies relating to the pricing of products and 

generally become more sophisticated consumers (Moschis and Churchill, 1978). The 

adolescent’s age also relates positively to the strength of materialistic values, economic 

and social motivations for consumption (Churchill and Moschis, 1979).

With regard to gender differences in the consumer behaviour of adolescents, males have 

been found to have stronger social motivations for consumption, hold stronger 

materialistic attitudes and have greater consumer affairs knowledge than females 

(Moschis and Churchill, 1978, 1979). Females, on the other hand, are more likely to 

perform socially desirable consumer behaviours than their male counterparts. Bryce and 

Olney (1991) found significant gender differences in consumption aspirations and dream 

stereotypes although the form of these differences varies as a function of culture. The 

researchers state that gender differences may depend on the particular culture examined, 

given the key role played by socialisation and cultural norms in determining both the 

particular “consumption dream” aspired to and gender stereotypes. There is evidence 

that individuals act in accordance with the gender role stereotypes present in their culture 

and that these stereotypes are internalised as part of their self-identity (Meyers-Levy, 

1988). In terms of consumption aspirations, one might expect men to desire instrumental 

objects and experiences that permit control and mastery over the environment and/or
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objects that represent accomplishments; women would be more likely to desire objects 

and experiences that allow nurturing and emotional expression and that promote 

interpersonal relationships (Belk, 1988; Csikszentmihalyi and Rochberg-Halton, 1981; 

Dittmar, 1989, 1991).

Uses and gratifications of shopping.

Early conceptions of consumer motivation picture a buying motive continuum, where at 

one extreme operational buying motives stem from the expected satisfaction to be gained 

from the performance of the product and at the other extreme, psychological buying 

motives are linked to the consumer's social and psychological interpretation of the 

product and its performance (Udell, 1964).

Tauber (1972) distinguishes between personal and social motives for shopping. Personal 

motives include sensory stimulation, aesthetic experience, recreation, role playing and an 

antidote to loneliness, depression or boredom. Social motives refer to communication 

opportunities, peer group attraction and gaining status. Moreover, Holbrook and 

Hirshman (1982) argue that shopping provides an opportunity to daydream, while Faber 

et al. (1987) state that dysfunctional shopping may help to cope with stress, escape 

demands and pressure and overcome unpleasant emotions or situations.

Gender appears to be a mediating variable for motivations for consumption with male 

adolescents holding stronger social motivations for consumption (Moschis and Churchill, 

1978, 1979). This finding contradicts popular notions which consider females to be more 

prone to social influence (e.g. Solomon, 1963). It is possible that conspicuous 

consumption provides the male more than the female adolescent with means for 

establishing his status, power and respect among his peers. More recent research has 

shown that women indulge in dreaming and arousal experiences in connection with 

shopping while men are predominantly rational shoppers (Valence et al., 1988; Elliott, 

1994).

Compulsive consumption in adolescence.

Valence et al. (1988) define compulsive buying as characterised by an uncontrollable 

urge to buy which is impelled by a psychological tension arising from intemal factors and 

accompanied by a feeling of relief along with the fmstration caused by the addictive 

nature of the behaviour.

46



Motivational explanations for compulsive consumption may derive from an attempt to 

attain interpersonal and self-fulfilling goals rather than from a strong desire to possess 

things (O'Guinn and Faber, 1987). Compulsive consumers might use shopping as an 

attempt to buy an enhanced self-concept, to serve various forms of mood modification 

(“emotional lift”- O'Guinn and Faber, 1989), to enable self-expression and enhance their 

self-identity through the symbolic meaning of possessions. Cushman (1990) argues that 

we are in an era of the “empty self’ in which alienation and loss of community can be 

solved by the “lifestyle” solution whereby the consumer constructs a “self’ by purchasing 

products. Shopping emerges as a readily available and socially acceptable source of self

gratification. Social image benefits (Elliott, 1994) are also associated with consumption. 

This is indicated by some evidence which supports the link between addictive 

consumption and a susceptibility to social influence (d'Astous, 1990) as well as a 

favourable reaction to image-oriented as opposed to product-benefit oriented advertising 

(d'Astous and Bellemare, 1989 in Elliott, 1994).

The above evidence indicates a connection between compulsive consumption and self

perception. Since adolescence is a crucial period for identity formation, it is plausible to 

assume that adolescents are prone to compulsive consumption as a means to enhance 

self-identity. Dittmar et al.(1995) also propose that impulse buys will tend to be those 

items that symbolise the preferred or ideal self. Symbolic functions served by possessions 

include expressing social status and group membership as well as one’s personal identity 

and unique qualities, values, attitudes and personal relationships. The researchers found 

that high impulse buys differ from low impulse buys along a self-expressive to functional 

continuum. The type of goods impulsively purchased and the reasons given for these 

choices reveal strong identity concems. Gender differences were also detected with 

personal identity being particularly important for men and social identity for women. 

Gender differences in compulsive buying tendencies indicate that women score much 

higher on compulsive shopping scales than men (Elliott, 1994; Valence et al., 1988). This 

may be explained by the fact that women generally have more occasions to shop (for 

themselves or for the family) and also that shopping activities for them represent 

opportunities to socialise and perhaps to confirm their status (d'Astous, 1990). Women 

are more likely to have been socialised to derive pleasure from shopping (Faber et al.,

1987) and to incorporate it in their diverse roles. Moreover, men and women appear to 

manifest compulsive spending differently, with women spending more on clothes and 

jewellery, and men spending more on cars and electronics. Dittmar et al. (1995) found
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that men tend to impulsively buy instrumental and leisure items projecting independence 

and activity while women tend to buy symbolic and self-expressive goods concerned with 

appearance and emotional aspects of self. However, it may be that these different 

products actually serve the same goal of bolstering self-esteem.

A negative correlation between age and compulsive buying tendencies has been reported 

(d'Astous et al., 1990; Elliott, 1994) and compulsive buying problems have been detected 

in the adolescent consumer population with many adolescents admitting being impulsive 

and incapable of refraining from buying things they see in stores. Compulsive buying 

tendencies in the adolescent population are positively associated with amount of 

television viewing and susceptibility to peers’ influences and negatively associated with 

communication with parents (d' Astous et al., 1990). Also, Faber and O’Guinn (1988) 

report that compulsive consumers are more materialistic, more inclined to think that 

shopping is fun but also to question what they bought.

2.2.5. The adolescent consumer. Importance of studying adolescent consumer 

behaviour.

A number of issues have driven contemporary consumer research (Lunt, 1996). First, 

there is the growth of the consumer culture in the post-war period which generally 

expanded the potential for psychological dimensions of materialism. Second, the 

invention of the childhood and the teenage market meant that children became a target 

for advertising and consumers in their own right. Third, there has been an ideological 

shift towards individualism and the responsibilities of citizens. Finally, there is a trend to 

complexity and expansion of consumer markets in western economies.

The emergence of the adolescent consumer within the context of the individualistic and 

materialistic consumer society.

Stewart (1992) provides an interesting analysis of the influence of the materialistic and 

individualistic nature of the consumer culture on the consumer behaviour of the youth 

and, indeed, on the emergence of a youth culture. The notion of youth culture is that of a 

distinct set of values and motivations which unites young people, cutting across class or 

gender boundaries and separating them from other groups in the population (Stewart, 

1992). Popular stereotypes of young people throughout the prosperous post-war period 

pictured the image of “irresponsible”, “hedonistic-oriented” youth opposing to the values
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of the adult world (e.g. Parsons in Stewart, 1992). The increasingly individualistic nature 

of contemporary society, however, lead to the breakdown of the notion of a unifying 

youth culture. There are two elements in this individualism which have an important 

impact on the values and behaviour of young people. First, overall affluence and 

changing production methods have provided both the desire and the means to move 

away from mass consumption; in this environment, the simple abihty to buy goods is less 

important than what is actually bought and how it is different from what others buy. 

Young people have been found to be more likely than the population as a whole to 

endorse the idea of buying things that not many people have (Henley Centre, 1988, in 

Stewart, 1992). Second, individualism has lead to changes in the way individuals arrange 

and organise their social lives and achieve their life goals by reducing the importance of 

traditional social institutions; consumption has filled the gap that the loss of class, 

professional association or other social institutions have left. The essentially material 

aspirations of young people need to be seen against this background.

Further evidence for the youth’s instrumental and individualistic outlook on life is 

reflected in the conventional attitudes of young people (Henley Centre, 1988 in Stewart, 

1992). A study was conducted in 34 countries by Research International (Annual RIO 

program, 1996) to picture the basic characteristics of youngsters aged between 20 and 

35 and explore their consumer desires. It was found that there are strong international 

tendencies in the values of youngsters from these 34 countries despite cultural 

differences. The results of the research showed that honesty, realism, cynicism and 

indifference are the main characteristics of today’s youngsters. The “failure” of the 

revolutions of the past generations, the compromise and the consumerism they have been 

taught by their parents makes them feel that the only way to survive is to be incorporated 

into the existent economic status quo instead of fighting it. Moreover, youngsters feel 

that they live in a world which promises that they deserve social recognition, an 

“hedonic”, careless life and financial security without, however, giving them the means or 

the opportunity to achieve this. The discouraging economic conditions world-wide do 

not affect materialistic ambitions; as a result, the life of young people becomes a vicious 

circle of work and increased economic ambitions. The researchers discern four groups in 

which youngsters from the 34 participating countries can be categorised. In the most 

developed Western societies of North Europe, the USA and Australia, the “realistic” 

young people do not believe that their life can be better than their parents’ and therefore, 

they do not wish “to change the world”; instead, they feel that everything is vain and they
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have no expectations. They become “spectators” rather than active participants and they 

believe that indifference is the only possible reaction. In contrast, youngsters in the 

developing economies-South Asia, India, Africa, China, Turkey-are optimistic 

materialists. They embrace materialism and get actively involved in the economy aiming 

to have successful careers. They believe in the power of the mass media, like to show off 

and value the importance of material symbols of status. A third group includes young 

people from prosperous materialistic societies such as Japan; these youngsters have 

grown up in prosperity and in an overprotective environment and have become 

egocentric. Finally, in countries such as Greece, Spain, Portugal and countries in South 

America, young people do not appear to be as disappointed and tired as youngsters in 

the rest of Europe or in the USA; instead, they have material aspirations, they believe in 

“success” and they try to maintain the values of the ‘80’s in the economic context of the 

‘90’s.

For the Greek participants in particular, the research showed that the generation of 20 to 

35 year olds is the “oldest” in the last decades. Emotionally insecure and compromised 

with the status quo, these youngsters are fully integrated in the society’s current status. 

They feel that society is materialistic, corrupted and immoral. They do not believe in 

collective ideals nor in “revolutions” and they consider themselves unable to influence the 

social and political situation while they also believe that older generations had more 

opportunities to express themselves and to be creative. Instead, they choose indifference 

as the only form of reaction and they seek a superficially hedonic, careless life. On the 

other hand, they are very critical of themselves, they are concerned about their economic 

situation and they invest effort in trying to secure themselves financially. They feel 

trapped by the internationalisation promoted by the mass media and they return to 

traditional values; family, friendship, human contact and marriage are the most precious 

values for youngsters between 15 to 29 year olds who value close family relationships 

and are not in conflict with their parents (Teperoglou et al., 1996). The young generation 

in Greece is trapped in the ideology of effortless prosperity which they disregard in 

theory but cannot avoid in practice (Kourakis, 1998).

The emergence of the adolescent market.

The emergence of this leisure-based youth culture is highlighted by Horowitz (1982) 

who claims that the young represent a distinct group of consumers with a distinct pattern 

of choice, their consumer behaviour being determined by different motives and attitudes
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than that of older groups. He proposes that sociocultural variables such as fashion affect 

the consumer behaviour of youngsters in the direction of satisfying symbolic and 

expressive needs rather than instrumental or utilitarian needs. This tendency is expressed 

in a preference for the “excitement” motive and style considerations rather than by the 

economy motive and quality considerations in consumption.

Indeed, one of the most intriguing questions in the consumer behaviour literature is how 

much and in what aspects the consumer behaviour of adolescents differs from that of 

adults. The generational and the life course approaches (Livingstone and Lunt, 1991) 

deal with this issue. The life course approach tends to assume social stability, claiming 

that young people now live under similar conditions to those of earlier generations, 

irrespective of differences in sociohistorical context. The generational approach tends to 

assume social change; everyone now lives according to contemporary ideas, participating 

in modem consumerism, irrespective of the different resources or commitments of their 

stage in the life course.

Lunt and Livingstone (1992) suggest that both approaches are needed to explain 

economic behaviour. Even though people of all ages and stages broadly agree in their 

perceptions of mass consumption, clear age trends are found in relation to values and 

attitudes toward everyday life and mass consumption, perceived control over finances, 

the relationship between spending, pleasure and identity as a function of the specific 

demands and resources of different stages in the life course. Thus, some differences 

between the stages in the life course which are popularly attributed to generational 

differences are better explained by stage in the life course.

Areas in which generational differences exist are, for example, the definition of 

necessities and the meanings attached to possessions. The definition of necessities and 

luxuries is socially determined, depending on each generation (Mack and Lansley, 1985 

in Lunt and Livingstone, 1992). It seems that different goods are acquired according to 

people’s stage in the life course and hence according to their specific personal and social 

requirements. However, the representation of the younger generation as more acquisitive 

and greedy, seeing more goods as necessary to their way of life, seems more myth than 

reality. The young seem less likely to judge something as a necessity; it seems that 

everyday demands and commitments serve to change the meanings of these goods rather 

than the consumer culture of one's generation. Also, younger people find a pleasure in 

acquiring objects, seeing this process of acquisition as relevant not only to their material 

lives but to other aspects of their lives also. Young people are also more likely than older
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people to say that they would buy themselves something as a reward or bribe (Lunt and 

Livingstone, 1992).

As the above theoretical notions indicate, since their emergence as a large specialised 

market segment in the booming post-war economy (Stewart, 1992), children and 

adolescents have become consumers in their own right, they influence the purchases 

within the family and the peer group and they constitute a target for advertisers. The 

adolescent market is of particular importance to marketers of consumer goods for 

several reasons: the number of teens, their purchasing power, their influence on family 

spending patterns and the formation of attitudes and interests that influence their 

consumption behaviour in later life (e.g. Moschis and Moore, 1979; Moore and 

Stephens, 1975). Indeed, the adult habits of spending, saving and investing are 

established in childhood and adolescence (Fumham and Lewis, 1986; Yankelovich, 

Skelly and White, 1980 in Shim and Gebrt, 1996).

The complexity of consumption and its requirements of adolescent consumers.

The expansion of the consumer market to include children and adolescents has lead to 

increasing demands for the economic socialisation of young consumers. As economic 

competence is growing in complexity and diversity, young people become more 

educated, demanding and sophisticated consumers. There are growing opportunities and 

dangers to the consumer in contemporary western economies which require the 

socialisation of more skilled, autonomous and informed individuals (Giddens, 1991). 

New issues of everyday life, such as the protection of the environment and the movement 

for consumer rights, but also major changes in various aspects of economic and social 

activity in the 20th century have caused dramatic alterations in the field of consumer 

behaviour: For the consumer, the range of goods and services available is greatly 

widened, as well as the expectations to possess the newest and most fashionable. In the 

domain of marketing, the media persuade consumers to buy and the shopping centres 

work at the expense of local shops. In economic life, new methods of transaction, such 

as credit cards or till machines are introduced. Socially, we note the formation of more 

defined consumer/fashion subgroups and also the increase in leisure time. All of the 

above changes influence the consumer behaviour of individuals and attract our attention 

to the particularly vulnerable market of adolescent consumers.

One more reason for the importance of studying consumer socialisation and the 

consumer behaviour of the youth in general, is that economic socialisation appears to be
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one of the main agents of the reproduction of economic status and social organisation in 

society. There is, thus, mounting interest in understanding the extent to which the lives of 

young people, in terms of their aspirations and life styles, are converging across national 

boundaries (Stewart, 1992). One of the most powerful influences cementing the “shared” 

experience of Europe’s young consumers has been the pervasiveness of American 

cultural norms and commercial brands; these have established an almost universal appeal 

among young people to such an extent that they have become synonymous with youth 

and fully integrated into mainstream culture. The sense of an identity emerging across 

European youth is set to counterbalance the influence of American imagery as well as the 

impact of national identity and culture.

To summarise, the study of the consumer behaviour of adolescents provides an insight 

into a wide range of economic, psychological and social issues which characterise 

contemporary society. The importance of studying the consumer behaviour of the youth 

is derived by practical concerns which relate to the growing economic power of this 

market and of the role they will play in the economy of the future. Additionally, the 

economic and consumer behaviour of youth both reflects and influences major anchors of 

contemporary society such as the development of materialistic values and the 

individualistic orientation of citizens.

2.3. Advertising and adolescents.

Introduction.

In order to provide an insight into the role of advertising in adolescents’ life, we will first 

review the literature on their patterns of television use and their reported uses and 

gratifications of television advertising watching. After a critical evaluation of the 

functions of advertising, emphasis will be given to the effects of advertising on the 

consumer behaviour of adolescents and to the role of advertising in the identity 

formation process as reflected in the prevalence of image advertising. Finally, we will 

report research findings on adolescents’ perceptions of and attitudes toward advertising 

as well as on the factors that influence adolescents’ susceptibility to advertising.
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2.3.1. Patterns of television advertising vievying.

Adolescents spend on average 4 hours per day (Carruth et al., 1991) or the equivalent of 

over nine years of their lifetime watching television (Moschis, 1987). Television 

advertising comprises a large amount of air time. In Britain, the Independent Television 

Commission allows 7 minutes per hour for advertisements in the private channels; the 

corresponding allowance for other EC countries is 12 minutes per hour. As a result, 

young people are likely to be exposed to a great deal of television advertising (Covell,

1992). Moreover, advertising companies frequently participate in the production of 

youth programs or even the creation of youth channels (such as MTV) that survive on 

advertisements. The idea behind this policy is that youngsters trust a product that is 

related to a television program more than a product that is merely promoted through an 

advertising campaign.

There appears to be a developmental trend in the quantity of television viewing with a 

gradual increase to a peak in amount of television exposure during early adolescence 

(Carruth et al., 1991; Moore and Stephens, 1975; Roberts and Bachen, 1981). It also 

appears that in middle and late adolescence, adolescents carry on watching television 

(personal communication with Livingstone). Stewart (1992) reports that watching 

television is consistently high among 16-24 year olds with an average of 22 hours per 

week. The relationship between amount of television viewing and age can be largely 

attributed to variations in available time which occur as a function of competing activities 

in different ages.

2.3.2. Uses and gratifications of television advertising watching.

The uses and gratifications paradigm is a major research tradition within mass 

communication (Rosengren, 1974). Derived from a number of studies in the field (e.g. 

Katz et al., 1973 in Blumler and Katz, 1974; Rosengren and Windahl, 1972), Rosengren 

(1974) outlines the major assumptions of the uses and gratifications approach. It is 

assumed that the audience is active, thus much media use can be conceived as goal 

directed. Media consumption can fulfil a wide range of gratifications, depending on the 

media content and the social situation in which exposure takes place. Moreover, 

gratifications sought in media use cannot be viewed in isolation, connected as they are in 

a host of both antecedent and consequent variables, such as media, perceptual, social and 

psychological. Lull (1982, in Rosengren, 1974) notes that some of the motivations for
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using media are trivial and fleeting (wants) while others are steeped in the psychological 

and social circumstances of life (needs), signifying the adolescent’s immersion in the 

environment formed by family, peers and the larger society. Consequently, many of the 

media-related needs and requirements of individuals spring from their location in and 

interaction with their social and cultural environment (“social cultures” of media 

gratifications-Blumler, 1979; Katz et ah, 1973) and are used to add meaning and salience 

to important aspects of the audience’s own hfe or to promote social integration (Roe,

1983).

Bloch et al. (1986) point out that people may attend to television advertisements not just 

to gain information but also for guidance, for entertainment and for alienating boredom 

(recreational and hedonic motivations). Often people attend to the mass media for social 

reasons; by watching commercials, they form impressions of what kinds of people buy 

certain products or brands and they develop associations of products with various life 

styles (Ogilvy, 1963 in Ward and Wackman, 1971). These “social utility” reasons for 

watching commercials provide a means of conforming to the perceived expectations of 

others-that is, individuals feel that if they buy a certain product or brand, they can 

manipulate the impression others have of them (Ward and Gibson, 1969 in Churchill and 

Moschis, 1979). Individuals also attend to mass communication in order to provide a 

basis for later interpersonal communication (Chaffee and McLeod, 1967 in Ward and 

Wackman, 1971) (“communication utility” motivations). Finally, people watch 

commercials as a means of association with attractive others and of identifying with 

desired life styles (“vicarious consumption”). Teens utilise vicarious experiences such as 

those provided by television advertisements in order to confirm their ideas about 

appearance and social behaviour and perhaps thereby reduce their social anxiety.

The study of media gratifications through the life cycle has confirmed the differential use 

of the media as a function of age and life stage (Greenberg, 1974; Rubin, 1979). Lometti 

et al. (1977) found that media use for entertainment, excitement or to overcome 

loneliness decreases with age whereas media use for behavioural guidance, 

companionship and information increased. Younger adolescents are more likely to watch 

commercials for social and communication utility reasons than older adolescents while 

the two groups do not differ in watching television commercials for vicarious 

consumption reasons (Moore and Stephens, 1975; Ward and Wackman, 1971).

The issue of cultural differences in the uses and gratifications of television advertising 

watching was addressed by Pingree et al. (1991); they found differences in the television
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viewing patterns between adolescents in the U.S.A. and Sweden and attributed them to 

the differences in the television systems of the two countries (number of channels, time 

of broadcasting, content of programs, broadcasting of commercials).

Ward and Wackman (1971) also report interesting relationships between different uses 

and gratifications for television advertising viewing and a number of other variables. 

They state that attitudes toward advertising are positively related to social utility reasons 

for watching television commercials among young adolescents and to vicarious 

consumption reasons for viewing commercials among older adolescents. Another 

interesting finding is that social utility and vicarious consumption reasons for viewing 

television conunercials are positively related to materialism for both younger and older 

adolescents (Moschis and Churchill, 1978). Also, reasons for watching commercials are 

important intervening variables between exposure to television advertisements and actual 

purchase. Eastman (1985) investigated the uses and gratifications of television viewing 

and their relation to consumer life styles. She found that people who watch television to 

get away, to enjoy themselves, for stimulation or to provide a substitute for interaction 

with others tend to be people who buy a lot of new products, look for bargains and tend 

to be particularly vulnerable to advertising appeals of new products. Ward and Wackman 

(1971) report that for both younger and older adolescents, social utility reasons for 

viewing television commercials are positively related to purchase behaviour; also, for 

younger adolescents, communication utility reasons for viewing conunercials are 

negatively related to buying behaviour. These findings indicate that consumption 

behaviour is a social process, involving overt communication with others, not simply an 

individual psychological process triggered by exposure to advertising.

Evidently, uses and gratifications for television advertising watching seem to influence 

both response to advertising (such as attitudes) and consumption variables (such as 

materialistic values and purchase intentions). It appears that mere exposure to advertising 

is not sufficient to trigger effects on consumer behaviour; rather, the motives for 

television advertising watching mediate the effectiveness of advertising as well as the 

social process of consumer learning.

2.3.3. Adolescents’ perceptions of and attitudes toward television advertising.

Attitude toward advertising is defined as “a learned predisposition to respond in a 

consistently favourable or unfavourable manner to advertising in general” (Lutz, 1985:53
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in Alwitt and Mitchell, 1985). Researchers (e.g. Muehling, 1987; Pollay and Mittal,

1993) note that attitude toward advertising is based on general perceptions about 

advertising, incorporating beliefs about the economic, social and entertainment effects of 

advertising.

Much of the evidence on young people and advertising suggests that over the years, as 

adolescents become more experienced consumers, their attitudes to advertising tend to 

be much closer to those of adults (Stewart, 1992). With increasing age, adolescents’ 

feelings and attitudes toward television commercials become increasingly negative 

(Brand and Greenberg, 1994; Haller, 1974; Moore and Stephens, 1975). The majority of 

young respondents believe that advertising persuades people to buy things they don't 

need or want, makes invalid or misleading claims, insults their intelligence, is not 

informative, is of bad taste, annoying and offensive (Haller, 1974). Moreover, they 

question the economic effects of advertising and they feel that advertising does not 

contribute to lower prices (Muehling, 1987). Despite their negative attitudes, however, 

the majority of respondents like advertisements (Biel and Bridgewater, 1990) and believe 

that advertising is necessary (Muehling, 1987). Similar findings emerge for Greek 

adolescents; research conducted in Greece by AGB Hellas (1994) showed that most 

viewers believe that television advertisements are shown too often, are responsible for 

higher prices, lie and are not entertaining; however, they admit that advertisements help 

people by informing about the products and services available (Papathanasopoulos, 

1996).

2.3.4. Adolescents' susceptibility to advertising.

With the purpose of enhancing the effectiveness of advertising among young people 

advertisers have devised specific strategies. Advertisements addressing adolescents tend 

to be limited to products adolescents buy or influence family members to buy such as soft 

drinks, sporting goods, clothing (especially jeans), personal care products, models and 

games and other entertainment items such as records and movies (Moschis, 1982). While 

amount of television viewing is a significant positive predictor of susceptibility to 

advertising (Moschis and Moore, 1978a), factors that further enhance the effectiveness 

of advertising are curiosity, humour, fun, excitement, lack of information, redundant 

information (repetitions, picture and verbal cues), brand-related executional cues that are 

suitable for gestalt processing, use of brand-related cues that promote exemplar-based
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learning (e.g. demonstrations, concrete examples) (Maclinns et al., 1991). Adolescents 

like original and creative advertisements and are touched by messages which convey 

elements of success, status, originality, group conformity and escape from social 

demands. Ross et al. (1984) have also shown that celebrity endorsement positively 

influences perceptual and cognitive responses to advertisements.

Even though adolescents often report being at least somewhat influenced by 

commercials, their susceptibility to advertising has been disputed. The results of research 

by Henley Centre (Henley Centre, 1988 in Stewart, 1992) show that advertisements are 

considered by adolescents as being less influential than friends, parents and partner. 

Young people tend to feel that they are less likely to be influenced by nationally 

advertised and well-known brands than older groups. Certain cynics may argue, 

however, that the fact that young people do not feel they are being influenced by 

advertising tells us merely of the power of such commercial messages and their ability to 

manipulate the peer-group.

An overview of the relevant literature and research, indicates that cognitive factors, 

interpersonal communication, type of advertisements and elicited response, are some of 

the main factors that influence teenagers' susceptibility to advertising.

Cognitive factors.

Cognitive maturation is the best explanatory factor associated with the adolescent's 

ability to retain information in advertising messages, to understand the purpose of 

television advertising and to discriminate between television commercials and programs 

(Moschis and Moore, 1978a). Moschis and Moore (1978a) also report that age is 

negatively related to credibility of and susceptibility to advertising.

Adolescents tend to be sceptical of advertisers, reporting that advertisers often lie or 

cheat, but they nevertheless accept advertisements rather than critically evaluate the 

specific claims that are made (Covell, 1992; Linn, deBenedictis and Delluchi, 1982). 

Moreover, they fail to effectively assess the relevance of claims in advertisements to meet 

their own needs or the criteria they consider important and they have difficulty separating 

puffery (i.e. advertisers’ claims about the product which are not relevant to the 

consumer’s decision) from substantiated claims. To avoid being persuaded, they may 

reject advertisements in general rather than assess the relevance and importance of their 

messages.
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In reasoning about advertising, factors such as product and advertisement familiarity 

(Calder and Stemthal, 1980; Johnson and Russo, 1981) and the opportunity to process 

information after advertisement exposure (Maclinns et al., 1991) may influence how 

adolescents perform.

Interpersonal communication.

Certain advertising-related cognitions may be positively related to the adolescent's 

interaction with various socialisation agents (Carruth et al., 1991). Attitudes toward 

advertising, cognitive recall of television advertising, retain of information provided in 

advertisements, perceived credibility of advertising, susceptibility to advertising, ability to 

filter “puffery” in advertising and effects of television advertising on actual buying 

behaviour are found to be positively related to interpersonal communication about 

consumption matters with parents and peers (Moschis and Moore, 1978a; Moore and 

Moschis, 1981a; Ward and Wackman, 1971).

Type of advertisement and elicited response.

Emotional responses generated by advertisements are conceptually different from 

cognitive responses, both contributing uniquely to explaining the effectiveness of 

advertising (e.g. Alwitt and Mitchell, 1985; Holbrook and Batra, 1987). Feelings mediate 

the relationship between advertising content and attitudes toward the advertisement and 

the brand (Batra and Ray, 1986; Edell and Burke, 1987). The relative importance of 

feelings and judgements of the advertisement’s characteristics varies based on the extent 

to which the advertisement is transformational or informational.

Quality or informational or hard-sell advertisements are based on a rational appeal and 

on the provision of information about the quality and the functional value of the product 

itself and use the central route to persuasion. Image or transformational or soft-sell 

advertisements are based on an affective appeal to the images associated with the use of 

the product and rely on non-message factors (peripheral route to persuasion) (Petty and 

Cacioppo, 1981; Snyder and DeBono, 1985). Research has shown that adolescents have 

an overall preference for image advertisements (e.g. Covell, 1992).
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2.3.5. The role of advertising in adolescents' consumer behaviour.

Advertising is an integral part of our society and of modem culture. It constitutes an 

indirect formative agent and an important socialisation source, forming values and ideas 

and setting standards of behaviour. The pervasive and persuasive character of advertising 

makes its effects impossible to avoid or ignore. Advertisements are present in the most 

personal settings, just those times and places in which we relax and have the opportunity 

for self-expression. Increasingly, young people turn to television for answers, allowing 

television programs and commercials to guide their choices in relation to education, 

sexuality, career, health and personal relationships.

The important role played by mass media in the consumer socialisation process has long 

been recognised (e.g. O'Guinn and Faber, 1988 in Elliott, 1994). Television 

advertisements play a particularly influential role in adolescent consumer socialisation 

providing consumption-learning experiences (Moschis and Moore, 1978a) and 

information on the availability of consumer goods and services and appropriate consumer 

behaviour (Carmth et al., 1991).

Advertising may thus be regarded as playing a generally positive role in society as an 

efficient means of distributing information about the huge, ever-changing array of 

available products. The crucial role of advertising in contemporary consumer society is 

further highlighted by recent changes in the nature of the market such as the increased 

number of product categories resulting in shorter average product life cycles, the new 

layers of meanings attached to brands (brand image and symbolic meanings) (Hirschman, 

1990), the increasing emphasis put by advertisers on nurturing long-term relationships 

with consumers and the relatively small inter-brand differences (Poiesz, 1993). In the 

context of these market changes, conununication acquires a more dominant role as 

carrier of product-information and brand-related information and both manufacturers and 

suppliers are largely dependent on the effectiveness of their advertising campaigns. 

However, advertising has received harsh criticism. Television commercials have a strong 

role in shaping product and brand preferences among young viewers (Greenberg, 1989) 

while exposure to television commercial messages increases positive evaluations of, 

desire for and requests for the purchase of advertised products (Brand and Greenberg, 

1994). On the other hand, research has shown that various factors mediate the impact of 

television advertisements both on consumer orientations and on purchase behaviour. 

Therefore, adolescents’ mere exposure to advertisements may not have significant effects
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on the development of consumption-related motivations and behaviours. For example, 

Moschis and Moore (1982) note that television advertising affects the development of 

consumer values when parents do not discuss product consumption with their children, 

leaving youth with the advertisers’ perspectives. The researchers conclude that 

adolescents learn consumer skills primarily from parents and secondarily from media 

contact. In contrast, peers appear to play a minor mediating role in learning from mass 

communication (Moschis and Moore, 1982a). Further, opportunities for consumption 

may condition the child’s perception of the importance of various types of information in 

television advertisements while actual purchase also depends on attitude toward the 

product, the product class, the product brand and the commercial and on relevance of the 

product for the viewer (Phelps, 1991 in Brand and Greenberg, 1994).

As an agent of consumer socialisation, advertising strongly influences the consumer 

attitudes, values and behaviour of youths (Moschis and Moore, 1982a). Researchers 

report a negative relationship between rational motivations for consumption and socially 

desirable consumer behaviours and amount of television viewing (Churchill and Moschis, 

1979). Increased advertising exposure has also been reported to contribute to the 

development of consumption-oriented and materialistic values and traditional gender-role 

perceptions among adolescents (Moschis and Moore, 1978, 1982; Brand and Greenberg,

1994).

Advertising has been accused of being more concerned with entertaining and persuading 

than with training people to be good consumers. Having a better knowledge of 

consumers than they have of themselves, advertisers make individuals creatures of 

conditioned reflex rather than of rational thought, playing on basic human emotions and 

manipulating them into buying. Advertising has been accused of creating false needs, 

distracting us by channelling all needs through object-laden lifestyles and promoting 

consumption as a way of life. It has been noted that “the entertainment media or indeed 

the whole flourishing youth culture industry served simultaneously to create the teenager 

and thus to exploit the young” (Davis, 1990:166 in Wilkie, 1994).

The notion is that the media manipulates young people into buying things they do not 

want, perhaps cannot afford and even possibly should not have.

One of the most important and controversial functions of advertising evolves around its 

effects on adolescent identity.
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2.3.6. The role of advertising in the identity formation process. The importance of 

image advertising.

Image or self-esteem advertising is a type of advertising which attempts to alter 

consumers’ attitudes and behaviour toward products by stimulating positive feelings 

toward themselves (Durgee, 1986). People who are low in self-esteem are more 

susceptible to persuasion and have a higher need to believe in products which might help 

achieve their desired self-concepts.

Covell (1992) highlights the overall preference of adolescents for image advertisements. 

Young adolescents are preoccupied with their social images (Enright and Deist, 1979) 

and they undergo significant changes in their self-esteem. Shen (1980, in Potts et al., 

1986), notes that coping in adolescence is characterised by the ability to maintain a 

reasonable level of esteem and a good self-image. Theories like Erikson's (1980) identity 

formation, Elkind's (1967) imaginary audience and Rosenberg's (1965) heightened self- 

consciousness provide the theoretical underpinnings for the adolescent's need to attend 

to image information.

Adolescents constitute a market segment with a high need to believe in products that 

help achieve a desired identity; high in embryonic identity development, they seek 

information about and attempt to behave in accord with what they believe will project a 

socially desired image. By offering models, roles and identities, advertising provides 

valuable information on desirable manners and lifestyles; knowing what is new or popular 

may be a means of gaining prestige and acceptance. Advertising messages are assimilated 

by teenage consumers who construct a lifestyle representing their unique interpretations 

of the consumption ideals prevalent in popular culture (Englis et al., 1993). The 

insecurity of personal identity is fertile ground for advertising; in the advertising mirror, 

we see reflections of what advertisers want us to think their products will do for us 

(Moog, 1990). In other words, advertising sells exciting new definitions of who we are 

and adolescents internalise the advertising image as an identity.

Indeed, the appeal of image advertisements to adolescents relates to some of the major 

reasons adolescents report for watching television and advertisements. Image 

advertisements fulfil social and communication utility needs. They help adolescents form 

impressions of what kind of people buy certain products or brands and develop 

associations of products with various lifestyles. They provide means of conforming to the 

expectations of others, but they also provide the basis for later interpersonal
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communication (peer group utility). Finally, image advertisements facilitate the 

adolescent's vicarious participation in desired lifestyles.

Image advertisements frequently base their influence on the use of idealised images. The 

contents of these advertisements are very well in tune with the adolescents' values and 

they have a high emotional appeal, promoting not only particular brands, but mainly the 

idea that through the possession and use of specific products, the adolescent may be able 

to acquire the portrayed, highly desired qualities. One of the most characteristic 

examples are cigarette advertisements (e.g. Burton et al., 1989; Botvin et al., 1991; 

Carruth et al., 1991; Chapman and Fitzerald, 1982; Potts et al., 1986) portraying 

smokers who are having fun or who have characteristics (such as physical beauty or 

popularity) or possessions (such as automobiles) desirable to adolescents. By 

incorporating images and role models designed to have high salience and appeal for 

adolescents, the attractive, emotional imagery of these advertisements may reinforce 

teenage smoking by associating smoking to favourable self-images, a sense of desired 

self-identity (Botvin et al., 1991; Chapman and Fitzerald, 1982; Potts et al., 1986). 

Image advertisements also base their influence on the self-referent feelings they provoke. 

The greater the use of cues that enhance the relevance of the advertisement to the self, 

the greater the consumers’ motivation to attend to the advertisement and the more 

favourable his attitudes are (Debevec and Romeo, 1992; Maclinns et al., 1991; Petty and 

Cacioppo, 1981). Another weapon used by image advertising is the notion of self

monitoring. Snyder and DeBono (1985) distinguish between high self-monitors, who 

tailor their behaviour to fit social expectations and low self-monitors who guide their 

behaviour on the basis of their inner sources. As young adolescents are preoccupied with 

their social images, it seems reasonable to claim that they evaluate image advertisements 

similarly to high self-monitoring adults. Research has shown that high self-monitors react 

more favourably to image advertisements, while low self-monitors are more responsive 

to product-quality advertising appeals (DeBono and Packer, 1991).

Covell (1992) found gender differences in the appeal of image advertisements at the age 

of 11-13 year olds; girls show a greater interest for information about lifestyle and peer 

popularity, offered in image advertisements. A possible explanation lies in the girls' 

earlier physiological development, enhancing concerns of developing identity (lower self

esteem, more self-consciousness and so on). As Goethals (1986, in Martin and Kennedy, 

1993) notes, often social comparison is automatic and takes place with available social 

categories instead of similar others as proposed in the original social comparison theory
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(Festinger, 1954). Advertisements offer a readily available basis for comparisons of 

physical attractiveness for female adolescents and this tendency is greater for those with 

lower self-perceptions of physical attractiveness and/or self-esteem (Martin and 

Kennedy, 1993; Richins, 1991). However, exposure to advertising containing idealised 

images of physical attractiveness will eventually create unreachable needs or wants and 

lower satisfaction with their own appearance (Linn et al., 1984). Moreover, by adding 

social-psychological criteria to their brand decisions, adolescents are likely to be 

disappointed because the brand fails to perform as they anticipate.

Evidently, advertising and portrayed consumption images are instrumental in the identity 

development process. Research has also directly explored the meanings of material 

possessions as reflections of identity.

2.4. Meanings of material possessions as reflections of identity.

2.4.1. Theories of meanings attached to possessions.

The ownership of material possessions constitutes one of the vital characteristics of 

contemporary industrialised Western consumer society. The relationship between people 

and their possessions is regarded as extremely complex. Dittmar (1991) has suggested a 

schematic model to describe the meanings and functions of possessions for identity.

Symbolic

CategoricalUse-related Self-expressive

Instrumental

Meanings of material possessions

Figure 2.2.: Meanings o f material possessions for identity (Dittmar, 1991).

Initially, possessions can be classified into instrumental and symbolic ones. The 

instrumental purposes of possessions are their direct functional uses and the control over 

the environment they afford. However, a highly significant dimension of material objects 

is that they serve as symbolic expressions of who we are. As categorical symbols, they 

can signify status, social position and group membership. As self-expressive symbols, 

they function as expressions of personal history, personal attributes, values and qualities
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or they signify relationships. Finally, possessions have a variety of use-related features 

which combine functional and symbolic elements.

The above model highlights the role of material possessions as reflections of identity. 

That we are what we have (e.g. Feirstein, 1986) is perhaps the most basic and powerful 

fact of consumer behaviour (Belk, 1988) and it contributes to a better understanding of 

the role of material possessions in Western society and its implications for the social 

psychological reality of everyday life. A pioneer of the research on the hnk between 

possessions and self was Levy (1959). Further research focused on the correspondence 

between self-concept and the use of goods (Sirgy, 1985), the meanings of high 

involvement products (Bloch and Richins, 1983), the meanings of goods as extensions of 

self (Belk, 1988), all promoting an effort to envision a less mechanised, information 

processing rational consumer (Belk, 1988; Holbrook and Hirschman, 1982). Even 

though research on the social psychological relevance of material possessions is sparse 

and fragmented (e.g. Belk, 1988; Csikszentmihalyi and Rochberg-Halton, 1981; Dittmar, 

1991; Furby, 1978; Lunt and Livingstone, 1992; Trasler, 1982), Dittmar and Pepper 

(1994) distinguish three broad theoretical frameworks:

1) Biological. The usefulness of describing the relationship between people and 

possessions as the “acquisitive” instinct has been questioned, both on theoretical and 

empirical grounds (e.g. Trasler, 1982). A range of evidence documents the pronounced 

historical and socio-cultural diversity of people’s relationships with material goods (e.g. 

Belk, 1984a; Wallendorf and Amould, 1988).

2) Individual-centred. This approach encompasses a variety of research efforts which 

examine specific psychological meanings or functions of material goods. This perspective 

shares with the social constructionist approach the assumption that possessions are 

perceived as self-extensions. However in contrast to the last perspective, its level of 

analysis is intra-individual or interpersonal. A prominent example is Furby’s (1980) 

model which postulates that the psychological significance of possessions lies primarily in 

the control they afford their owners over the material and social environment. 

Researchers (Prentice, 1987) suggest a major functional dichotomy with respect to 

material possessions: possessions fulfil instrumental purposes, such as providing control, 

entertainment or activities but they also serve as symbolic expressions of personal and 

social identity. In their model possessions are also regarded as functional or symbolic 

self-extensions which serve intraindividual or interpersonal purposes. The disadvantage
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of this approach is that it tends to neglect the social and symbolic features of material 

goods.

3) Social-constructionist. The social constructionist perspective (Dittmar, 1989, 1991) 

views the meanings of possessions for identity as socially constituted and socially shared. 

The term identity in this case is used in a broad sense to refer to individuals’ personal 

qualities and social locations, as seen both by themselves and others (e.g. Bouton, 1984). 

Drawing on Mead’s symbolic interactionism (e.g. Mead, 1934), Dittmar argues that 

material objects come to objectify aspects of a person’s self-definition because their 

socially shared meanings are gradually internalised to express aspects of one’s identity to 

self and others. Material possessions are thus instmmental for the construction, 

maintenance and expression of both personal and social identity (Dittmar, 1992), as 

expressive symbols of individuals’ social standing as well as of their personal qualities, 

attitudes and beliefs (Dittmar, 1994). In this way, our sense of identity can be reproduced 

through interacting with and thinking about our possessions (Dittmar, 1991; Solomon,

1983) and the ways in which people relate to possessions can be seen as reflections of 

how they view themselves and of how they relate to their social and physical 

environment. In other words, self-conceptions can be analysed through their material 

signs. It is therefore argued that if the meanings of material possessions are socially 

constituted and shared, their function as reflections of identity construction and 

maintenance will bear the influence of socially-defined dimensions such as the cultural 

environment, gender or socio-economic status.

Apart from constituting reflections of the self, material possessions are also used to 

express and communicate identity.

2.4.2. Consumption symbolism.

Consumption symbolism is defined as “the representation and communication of personal 

characteristics by the goods and services owned by the person” (Driscoll et al., 

1985:117).

This process of communication involves the encoding of self-perceptions through 

consumption choices and the decoding of information about others based on their 

consumption behaviours.

Consumption symbolism is a universal vehicle of non-verbal communication and self- 

expression, allowing us to communicate information to us and others about who we are
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(Holman, 1981; McCracken, 1986). As Rudmin (1991:86) puts it “property is a social 

perceptual phenomenon”. Possessions form a system of symbols and amongst their wide- 

ranging symbolic significance, their relation to our sense of identity and the identity of 

others appears to be particularly important (e.g. Dittmar, 1991; Dittmar et al., 1989). 

Identity has become increasingly achieved by individuals not least through the acquisition 

of material wealth and possessions ( e.g. Belk, 1984a). As Schultz et al. (1989:359) put 

it, “a sense of linkage to the concrete and observable world external to ourselves permits 

us to obtain a sense of stability and continuity in an otherwise less stable existence” 

(Schultz et al., 1989:359). Possessions are symbols of what we are, what we have been 

and what we are attempting to become, symbols of our unique identity as well as a 

connection to others through socially shared meanings.

The communicative act paradigm has been adopted by consumption theorists such as 

Bourdieu (1984) and Baudrillard. Baudrillard (1988) has advanced a theory of 

consumption. Drawing on Marx, he argues that in capitalist societies, consumption 

should be understood as a process in which only the signs attached to goods are actually 

consumed. He argues that there are no “true” or “false” needs for humans, rather that all 

needs are socially created. Thus, goods are not treasured for their practical use but as 

embodiments of meanings determined by their position in a self-referential system of 

signifiers; it is through the operation of a symbolic code or the logic of signs that 

commodities are given meaning. Miller (1995) notes that Baudrillard has focused on the 

social construction of the value of material possessions alone, reducing people to 

mannequins who legitimate arrays of goods through embodying the lifestyles that are 

used to justify their purchase. The work of other theorists addressed this limitation.

One of the most prominent contemporary theorists of consumption (Miller, 1995) is 

Bourdieu. Miller (1995) notes that the work of Bourdieu provides the link between 

theories primarily concerned with social relations and the role of goods in uncovering 

them and theories focusing in how culture is constructed through both social and 

material worlds. In contrast to most of the postmodern theorists, Bourdieu proposes that 

consumption practices (especially the manifestation of “taste”) are vital for the creation 

and maintenance of social relationships of domination and submission. He argues for the 

use of taste as a social phenomenon, suggesting that taste is not the result of 

individualistic choices but is socially patterned. For Bourdieu, taste is a key mechanism 

for organising the distribution of symbolic resources and as such is an important part of 

social reproduction. He describes how individuals struggle to improve their social
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position by manipulating the cultural representation of their situation and by affirming 

their superiority of taste and lifestyle (Lury, 1996). Bourdieu (1979, 1984) emphasises 

the hierarchical nature of the status system of modem society and the importance of the 

way in which the individual’s capital can be used to display taste. He recognises that 

there are inherent limitations on an individual’s chances of succeeding in moving up 

through such a system as a consequence of their “habitus”, i.e. internalised dispositions 

associated with the cultural orientations and social practices of a particular field of 

activity. The habitus is concerned with the qualities acquired over a period of time that 

become instinctive and habitual. It is also connected with cultural status and the power 

potential that is contained in the competence to act culturally correctly. In other words, a 

cultural perspective exists in which meanings are culturally defined. If one has the right 

habitus, this creates the foundation for successful action within the area. The habitus 

makes possible a successful use of symbolism. It will shape an individuals’ apparently 

personal taste through the way in which the individual applies the system of 

classification. An habitus is thus a stable although never static set of principles. It is the 

application of these principles as a distinctive mode of culture consumption that is 

recognised as taste or lack of it (Lury, 1996). The habitus is not static in as much as it is 

shaped by the outcome of the interaction of the strategies adopted in different social 

groups or by the competition of social classes to impose their own habitus. By using 

style, ways of expression and means of communication, one can imply originality, 

competence and professionalism. Bourdieu demonstrated how differences in peoples’ 

consumption preferences reflect key social distinctions such as social class and gender. 

However, Lamont (1992, in Lury, 1996) criticised Bourdieu in that he neglects the 

importance of distinctive natural cultures in providing the framework for taste 

preferences.

The role of culture in consumption symbolism was also explored by Douglas and 

Isherwood (1979). Douglas and Isherwood contrasted economists’ approaches to 

consumption with a structuralism concern with the use of objects to create order in the 

world as a system of categories. According to them, consumption is an activity by which 

consumers create intelligibility in the world and make visible and stable the categories of 

culture as they experience them. As they put it, goods are the “visible part” of culture 

(Douglas and Isherwood, 1979:66). The utility of goods is always framed by a cultural 

context and material goods act as meaningful markers of social relations. There are 

similarities in the ways in which all societies make meaning through the use of material
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goods and these similarities are demonstrated in rituals related to the use of material 

goods. It has been noted that “attachment to objects as symbols of security, as 

expressions of self-concept and as signs of one’s connection to or differentiation from 

other members of society is a usual and culturally universal function of consumption” 

(Wallendorf and Amould, 1988:532).

McCracken (1990) also identifies gift rituals or possession rituals which involve 

collecting, cleaning, comparing, showing off and even photographing possessions. These 

rituals are a way to personalise goods, to create a personal world of goods which reflects 

the individual’s experience, concept of self, his social and personal identity. For Douglas 

and Isherwood, the process of making goods meaningful in ritual is primarily consensual. 

It results from the active participation in a particular culture in a process of making 

meaning. However, with their emphasis in the apparently timeless nature of ritual, 

Douglas and Isherwood do not consider how modem systems of production, publicity 

and communication such as the mass media or advertising may affect individuals’ 

participation in the process (Lury, 1996). Even though culture is more stable and 

consistent when it is concretised in the form of consumer objects, it is not correct to 

ignore that the material system is merely a reflection of current social norms (Hudson,

1984).

The above review of theory and research has demonstrated that material possessions 

constitute indistinguishable symbols of self for both adults (Gordon, 1968; Prelinger, 

1959) and children (Dixon and Street, 1975; Keller et al., 1978). Indeed, studies on the 

developmental recognition of consumption symbolism (Belk et al., 1982; Driscoll et al.,

1985) have shown that the tendency of children to draw inferences based on others’ 

consumption as well as the extent of consumption-based stereotyping increase with age. 

The language of consumption symbolism is leamed as a child becomes socialised by the 

family, media, school and peers (Ward, 1974).

Deriving from findings suggesting that people describe themselves, other individuals and 

social groups in terms of possessions (e.g. Belch and Landon, 1977; Hamm and Cundiff, 

1969; Holman, 1981, 1983), Csikszentmihalyi and Rochberg-Halton (1981) suggested 

that possessions are instrumental to the development of self (Rochberg-Halton, 1984); in 

particular, they play a role in the development of a more individuated self during early 

life, whereas in later life they become an important means by which individuals maintain 

and cultivate their sense of self (e.g. Kamptner et al., 1989; Sherman et al., 1981; Unruh 

and Livings, 1989). Central in the role of possessions in reflecting the developing self at
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different stages is the concept of treasured possessions and the meanings attached to 

them.

A theoretical model of product importance perceptions has been suggested by Bloch and 

Richins. Instmmental importance is defined as “a temporary perception of product 

importance based on the consumer’s desire to obtain particular extrinsic goals that may 

derive from the purchase and/or usage of the product” (1983:72). Enduring importance 

is defined as “a long-term, cross-situational perception of product importance based on 

the strength of the product’s relationship to central needs and values” (1983:72).

Overall perceptions of product importance will naturally contain elements of both 

instmmental and enduring importance. Belk (1991) adopts a three-dimensional 

perspective of the sources of product importance, namely, product characteristics, 

situational variables and consumer characteristics. Product characteristics refer to the 

nature of the product itself, its cost, the meaning attributed to the product class, the 

activities or uses associated with the product, the product’s social or personal 

symbolism. Situational variables define the purchase situation as well as the intended 

consumption situation. Consumer characteristics refer to individual differences triggered 

by social roles, self-concept, personality traits and consumer needs. Schultz et al. (1989) 

propose attachment as an explanation for the meanings attached to special possessions. 

Attachment is defined as “a multidimensional property of material object possession 

which represents the degree of linkage perceived by an individual between him/her self 

and a particular object” (1989: 360). Attachment arises from association with a 

consumption experience and can change over time (Myers, 1985). It reflects three 

dimensions-integration, individuation and temporal orientation. Attachment serves the 

developmental progression of the individual and therefore the two basic self- 

developmental tasks, the differentiation of self from others and the integration of self 

with others, i.e. individuation and integration. Integration represents implementation of 

the social self reflected in strong attachment to things that remind an individual of a 

valued association with another in the past or facilitate the anticipation of an important 

relationship of the future (e.g. an engagement ring). Individuation represents the self 

which desires to be unique, autonomous, reflected in strong attachments to things that 

remind an individual of past achievements or that facilitate working toward future 

accomplishments. Temporal orientation relates to the continuity establishing the function 

of self-cultivation, i.e. the carrying of past selves into the present, the maintenance of 

present selves or the anticipation of future selves.
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Developmental patterns in treasured possessions and the meanings attached to them 

emerge in the literature. At the earliest stage of development, until six years of age, 

Winnicot (1953) has described the soothing, comforting function of special possessions 

such as the “security blanket”. In elementary school years special possessions acquire 

multiple meanings, facilitating activities and fantasy play, aiding to the learning of 

“sharing”, enhancing role modelling and identification with significant others (Myers, 

1985). The role of special possessions in adolescence is presented below in greater detail. 

For adults, special possessions serve as symbols of intimacy, commitment and sharing.

2.4.3. Symbolic meaning of possessions for adolescents.

Adolescence is characterised by major physical changes which alter the sense of self, 

intellectual growth which facilitates a complex and sophisticated self-concept and 

experiences of role changes, conflicting societal demands and increasing emotional 

independence. Three major tasks of adolescence are establishing autonomy from parents, 

testing and consolidating one's identity(ies) and learning to cope with the newly emergent 

sexuality. Coleman and Hendry (1990) state that identity in adolescence is based 

primarily on social comparisons with peers; physical attractiveness is an index of 

popularity and status while a positive body image and success with the opposite gender 

seem prudent to demarcate the parameters of social confidence. Within this context, 

material possessions affect the adolescent's social reputation, constitute self-extensions 

and expressions of self-image (Belk, 1988; Furby, 1978).

Data on the adolescent years comes primarily from a study by Csikszentmihalyi and 

Rochberg-Halton (1981) who examined possessions considered “most special” by three 

generations of Chicago families. They found that the youngest generation named objects 

that required physical manipulation, skill and activity (e.g. stereos, pets, sports 

equipment) and that they attach egocentric meanings to these possessions; the 

researchers explained this finding as an indication of the adolescent’s preoccupation with 

establishing an autonomous identity. As we have reported in the previous section, one of 

the universal functions of consumption is that it constitutes an intrinsic part of self

definition (Fumham and Jones, 1987). During the identity crisis (Erikson, 1959), the 

adolescent increasingly seeks identity through acquiring and accumulating selected 

consumption objects. Wallendorf and Amould (1988:531) write that “possessions put an 

individual’s personality in a context” by serving to identify one’s self-concept both to
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oneself and to others. Consumer products are useful for both the “actual self’ and the 

“ideal self’ image; we can use them to reflect on who we are and to become like those 

who we would like to be. Self-enhancement takes place through association with goods 

which have a desirable social meaning. New “layers of meaning” are therefore constantly 

attracted to products allowing a psychological rather than a technical differentiation. 

Montemayor and Risen (1977) report that early teenagers cited possessions, name and 

location as part of who they are. However, in later teenage years, respondents are more 

likely to cite skills (e.g. athletic or artistic) and traits (e.g. expressions of moral character 

or self-sufficiency), a finding which was confirmed by Csikszentmihalyi and Rochberg- 

Halton. These findings suggest that only certain types of possessions are valued as 

extensions of self during adolescence and that self-definition through doing things may be 

preferred to self-definition through having things. Kamptner (1991) also notes that the 

task of developing a sense of self-identity may be evident in the activity-related and 

egocentric references of treasured possessions during adolescence. Consumption offers 

empowerement and helps coping with anxiety and insecurity, expectations and ambitions. 

Furby (1978b) reports that use and the right to control use are the most salient features 

of possessions for young people and notes that the most salient developmental theme 

relating to possession and ownership is the abihty to produce effects in the environment. 

The acquisition of possessions is, thus, one way for the adolescent to increase his sense 

of competence and to reduce dependence on others (Stacey, 1982), The acquisition of a 

feeling of autonomy, privacy and control enabled by the relationship to material 

possessions or indeed the personal space of the bedroom is confirmed by Rochberg- 

Halton (1984) who found that most treasured possessions of early adolescents are 

located in their own bedroom. It appears to be important for adolescents that they are 

surrounded physically in the same room where they sleep and spend time in with those 

things most closely associated with their developing identity.

In a recent study, Kamptner (1995) analysed treasured possessions and their meanings in 

adolescence. Results showed that males’ most treasured possessions (i.e. motor vehicles, 

sports equipment and music) embodied enjoyment, self-related and instrumental 

meanings whereas females’ treasured objects (i.e. jewellery, stuffed animals, motor 

vehicles) embodied primarily interpersonal and social meanings. Kamptner suggests that 

the meanings most frequently attached to valued possessions (enjoyment, utilitarian, 

social and self) parallel the Eriksonian developmental tasks of adolescence: a desire for 

autonomy and independence, separation-individuation, the development of deeper ties

72



with peers and a need for activity, excitement and intense affective experiences (e.g. 

Bios, 1967; Erikson, 1968). More importantly, treasured possessions contribute to the 

development of self-identity during adolescence; enjoyment meanings embodied in 

objects are relevant to the development of self because enjoyable activities support the 

self as autonomous entity (Belk, 1991; Furby, 1978). Utilitarian functions of objects have 

implications for the development of self since the activity they make possible provides 

feedback as to what individuals can do and thus who they are (Furby, 1978; Siegel, 

1982). Social meanings of possessions contribute to self development since social ties 

have been described as functioning as a mirror of the self, facilitating self knowledge and 

contributing to the perception of continuity of self over time (Bemdt, 1982; Erikson, 

1968). By acting as a mirror of the self, possessions facilitate the development of self 

reflecting to adolescents who they are and functioning as signs of the self 

(Csikszentmihalyi and Rochberg-Halton, 1981).

Moreover, consumption sets signs of connection to or differentiation from other 

members of society and it clarifies interpersonal boundaries. Csikszentmihalyi and 

Rochberg-Halton (1981:38) account for the symbolic meanings of objects for 

maintaining personal identity as a balance between two dynamic forces: differentiation, 

“separating the owner from the social context, emphasising his individuality” and 

similarity, where “the object symbolically expresses the integration of the owner with his 

social context”. Indeed, consumption both solidifies the sense of personal self and 

confirms it as social through common membership in specific groups; objects are bound 

up with personal and social identities, they provide opportunities for self-expression and 

personal development but they also symbolise social status. The idea of a mass identity 

promoted through material possessions could be particularly attractive for adolescents 

who treat goods as “social communicators”. Moreover, possessions in adolescence have 

been said to serve many of the transitional functions as blankets and soft toys for infants 

(Free and Goodrich, 1985). Thus, possessions provide security and comfort, help in the 

separation-individuation process by clarifying interpersonal boundaries (e.g. Steude, 

1985), offer freedom and feelings of self-efficacy (Costello, 1986; Furby, 1978), provide 

sensory pleasure (Hirschman and LaBarbera, 1990 in Richins, 1994).

Another dimension of possession importance is their contribution to the development of 

the cognitive organisation of one’s environment as stable reference points and the 

provision of links among one’s past, present and future (Cszikszentmihalyi and 

Rochberg-Halton, 1981; Dyl and Wapner, 1996). Further, possessions provide links to
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important others (Hirschman and LaBarbera, 1990 in Richins, 1994). Snyder (1972) and 

Furby (1978) also report that teenagers feel that material possessions come second-after 

personal qualities-in importance for prestige among one’s peers by implying social power 

and status. By adolescence, possessions become agents of “influence and control” 

(Stacey, 1982:165) or “marker goods” (Douglas and Isherwood, 1979) that lead to the 

social classification of the individual by peers. Dyl and Wapner (1996) also report that 

adolescents treasure emotional or social development items, an indication that 

adolescents use their possessions to meet complex social needs.

To conclude, through the media, mass consumption and mass identities youth stake out 

an investment in society, make statements and use material possessions as a point of 

reference (Dittmar, 1992; Lunt and Livingstone, 1992; McRobbie, 1989).

2.4.4. Gender differences in object and meaning salience.

Empirical evidence has shown that there are gender differences in treasured possessions, 

the meanings attributed to them and the way they are used (Rudmin, 1990). With regard 

to the objects reported as treasured, women tend towards sentimental possessions and 

men towards functional and leisure items. With regard to the reasons for object 

preference, women appear to treasure their possessions because of the emotional 

comfort they provide and the relationships they symbolise while men refer more to 

instrumental, use- and activity- related functions and to self-expressive features of 

possessions (Dittmar, 1989, 1991; Dyl and Wapner, 1996; Kamptner, 1989, 1991, 1995; 

Peters, 1991; Wallendorf and Amould, 1988).

A host of theoretical and empirical work identifies gender role stereotypes by which 

attributes such as independent, forceful, self-sufficient are integral to the notion of 

“male” and characteristics such as warm, understanding, sensitive to the needs of others 

are descriptive of “female” (Wilkinson, 1986). It is also claimed that “male” versus 

“female” qualities are cultural and socially constituted assumptions about gender (Billig 

et al., 1988) and constitute the framework within which women and men define 

themselves (Gilligan, 1982). Specifically, the literature states that male identity evolves 

around autonomy, independence, instrumental, assertiveness, achievement and self- 

sufficiency while society emphasises the construction of an expressive female ego defined 

in the context of relationships (e.g. Bem, 1974; Gilligan, 1982).
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Dittmar (1989) suggests that gender acts as an organising principle of self-conception 

which is reflected in the meanings attached to material possessions. Or, possessions can 

be meaningfully analysed as material signs of self-conceptions and symbols of both 

personal and social identity. With material possessions as embodiments of cultural 

meanings (Baudrillard, 1988; Belk, 1985; Douglas and Isherwood, 1979; Hirschman, 

1986; Solomon, 1983), we expect that their meanings reflect social dimensions of 

identity such as gender.

2.4.5. Cultural differences in object and meaning salience as a function of self- 

construal.

The mediating role of culture in the salience of certain categories of treasured 

possessions and meanings attached to them has been explored as a function of cultural 

differences in self-construal and identity.

Recently, Dittmar and Papadopoulou (1995) compared a British and a Greek adult 

sample in the meanings of personal possessions as reflections of differences in male and 

female self-construal. Their hypothesis was that individuals’ self-construal in Greece 

would be comparatively more interdependent than individuals’ self-construal in Britain, 

based on the distinction between the Western individualistic independent person and the 

non-western interdependent person (e.g. Smith and Bond, 1993; Triandis, 1988). 

Further, interdependent self-construal would be linked to valuing personal possessions as 

markers of social status, group membership and interpersonal relationships (“social 

identity”) while independent self-construal would be linked to valuing personal 

possessions as symbols of a unique self and one’s personal history and as a means which 

enables activity and control (“personal identity”). The results however were unexpected. 

Self-construal was more independent in some respects in the Greek sample but also more 

interdependent in some respects in others. Greek respondents gave more individual and 

activity-based self-descriptions while British respondents gave more social and physical 

self-descriptions. Meaningful but moderate links emerged between self-construal and 

meanings attached to possessions. Greek respondents referred significantly more to 

possessions as symbols of personal history, symbols of emotional relationships and safety 

symbols. The prevalence of emotion-related aspects of possessions by the Greek 

respondents is in accord with the hypothesis of an interdependent self-construal while the

75



emphasis on personal history corresponds to the actual findings of Greek respondents’ 

more individualistic self-construal.

2.4.6. Materialism and meanings attached to possessions.

Richins and Dawson (1992) define materialism using three central themes. First, 

materialists place possessions and their acquisition at the centre of their lives 

(“acquisition centrality”). As Daun (1983 in Richins and Dawson, 1992) describes, 

materialism becomes a way of life. Second, materialists view possessions as essential to 

their satisfaction and well-being. The pursuit of happiness is through acquisition rather 

than through other means such as personal relationships, experiences or achievements 

(“acquisition as the pursuit of happiness”). Third, materialists tend to judge their own 

and others’ success by the number and quality of possessions and believe that 

possessions confer status and well-being (“possession-defined success”).

A distinction is made between “instrumental” and “terminal” materialism. Instrumental 

materialism refers to objects acting as “a means for discovering and furthering goals” 

(Csikszentmihalyi and Rochberg-Halton, 1978:8) while terminal materialism refers to a 

consumption which furthers no other goal beyond possession itself. Materialism has been 

conceptualised as an individual value orientation which can influence consumers’ 

cognition and emotion (Richins and Dawson, 1992).

A number of personality traits have also been linked to materialism, such as alienation 

and unconcern for others (Heilbroner, 1956 in Richins and Dawson, 1992), self

centredness and interpersonal detachment (Fournier and Richins, 1991) and external 

locus of control (Hunt et al., 1996). Materialists value acquisition more highly than other 

hfe goals and more than their relationships with other people (Belk, 1984; Richins and 

Dawson, 1992); moreover, they are oriented toward the pursuit of individual rather than 

community goals (Watchtel, 1983).

With regard to age, gender and culture differences in materialism, Csikszentmihalyi and 

Rochberg-Halton (1981) report that there may be important differences in materialism 

that occur during the life span of the individual. Belk (1985) draws the theoretical basis 

for generational differences in materialism from an array of developmental 

characteristics. For example, in infancy, the active acquisition of possessions facilitates 

the need for independence (Furby, 1978). The ability to empathise with others combined 

with socialisation pressures for sharing contribute to a less selfish retention of
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possessions as children reach adolescence (McNeal, 1979, in Belk, 1985). On the other 

hand, the quest for a personal identity during adolescence leads to the attachment to 

personal possessions that enhance independence and self-efficacy (Csikszentmihalyi and 

Rochberg-Halton, 1981; Montemayor and Risen, 1977). As to materialistic tendencies in 

adulthood, research indicates that married couples with children tend to be high on 

materialism (Belk, 1985). No gender differences in materialism have been found (Belk,

1985). In contrast, Belk (1984) points out that historical and cultural differences in 

materialism undoubtedly exist. In countries with high incomes and an abundance of 

consumer goods, materialism tendencies are encouraged; research has shown, for 

example, that economic conditions in Japan have contributed to an increase in 

materialism which reaches the American levels (e.g. Burton, 1985, in Belk, 1985). Belk 

(1985) suggests that the relationship between consumer culture and materialism may also 

be affected by social systems; for example, strained economic resources and rising life 

costs means that many societies can no longer sustain a materialistic ideal.

Richins (1994b) explored the impact of materialistic tendencies on object and meaning 

salience. The basis for the assumption that possessions will express the owners’ material 

values is derived by the notion that the judgements a person makes about the significance 

of a possession are made in accordance with his personal values (Prentice, 1987). 

Research (Sirgy, 1985) has indicated that individuals tend to treasure possessions whose 

public (i.e. widely shared meanings of an object that are shaped by society through 

socialisation and enculturation experiences, including exposure to advertising and the 

mass media; Hirschman, 1980 in Richins, 1994) and private (i.e. the sum of the 

subjective meanings derived from the owner’s personal experiences with the object; 

Richins, 1994) meanings are congruent with the self. Therefore, materialists are expected 

to define themselves through possessions (Wright et al., 1992).

Richins (1994) found that material values are reflected in the type of treasured 

possessions and in the public and private meanings of these possessions. The possessions 

valued by low-materialists are more likely to be those used privately while the treasured 

possessions of high-materialists are more likely to be those used in public. Non

materialists are more likely to derive value from a possession’s symbohc ties with other 

individuals or its potential for hedonic satisfaction. In contrast, materialists are more 

likely to value assets, transportation items and expensive possessions that convey status, 

appearance-related and utilitarian meanings and less likely to treasure recreational items.
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Also, materialists place a greater emphasis on financial security than non-materialists and 

are more likely to use possessions to express characteristics of success to themselves and 

to others (Richins and Dawson, 1992).

Overall, high-materialists are less likely to mention interpersonal ties or enjoyment 

related to possessions as a reason for valuing possessions and more likely to refer to 

financial worth, utilitarian benefits, appearance-related reasons or control exercised on 

these possessions. Richins (1994) suggests that low-materialists are more hedonically 

oriented since they are more likely to mention recreational possessions as important and 

to describe the value of their possessions as stemming from the possessions’ ability to 

provide pleasure or comfort. This finding should be considered in conjunction with 

previous findings that indicate that materialists are less content with their life (Belk, 

1985; Richins, 1987). Richins (1994) suggests that a possible explanation is that 

materialists simply do not cultivate pleasurable meanings and experiences since goods 

derive their value by signalling accomplishment or by the pleasure associated with use or 

that consumption-related pleasure comes from acquiring rather than from possessing and 

using. It also appears that materialists are more conscious of the design, beauty and other 

appearance features (Richins, 1994).

Another aspect of the link between possessions and values is the extent to which 

possessions communicate the individual’s personal values to others. Dittmar (1992) 

found that socially constructed stereotypes hnk possessions and personal characteristics. 

Fournier and Richins (1991) also found that consumers relate certain types of 

possessions with materialists and non-materialists, which suggests the existence of social 

stereotypes concerning materialists’ treasured possessions. In particular, they found that 

low-materialists tend to value the objects that observers had expected to be owned by 

low-materialists. Similarly, high-materialists tend to value these objects that others 

expect materialists to value.

2.5. The role of possessions in person perception.

Psychological research on material possessions (Csikszentmihalyi and Rochberg-Halton, 

1981; Dittmar, 1992, 1994; Furby, 1980; Lunt and Livingstone, 1992), consumption 

symbolism (e.g. Belk, 1988; McCracken, 1990; Solomon, 1983) and materialism as a 

social cognition (Hunt et al., 1992 in Dittmar and Pepper, 1994) lend support to the 

notion that self- and other-perceptions are influenced by material goods. Possessions can

78



influence personality inferences and communicate information about others (Belk, 1980, 

1981; Holman, 1981) and individuals can make reliable inferences about the personal 

characteristics of others based on possession cues (e.g. Burroughs et al., 1991; Holman, 

1981). Both “encoding” and “decoding” of a person’s identity are facilitated through 

material possessions (e.g. Belk et al., 1982; Dittmar, 1989) on the basis of the 

consumer’s general expectation that others’ consumption selections are expressive 

behaviours which may be interpreted in the light of a shared system of product symbols 

(Belk, 1980). Inferences about a product user are determined in part by the products he 

is seen to use or consume, provided that some prior image of these products exists. 

Similarly, inferences about the image of a product are partially determined by those seen 

to use or consume the product, provided that some prior image of these users exists. 

Moreover, the effects of product image on inferences about product user image are likely 

to be strongest where little prior information about the user exists (Belk, 1978). 

Examining the use of material possessions in person perception from a social- 

constructionist perspective leads to an investigation of socially shared representations 

about others’ identities as a function of material context. If the identity of others as well 

as one’s own, is visible in objectified form, people should evaluate others in a social 

context in which material possessions and consumer goods form an important part (Belk, 

et al. 1982; Burroughs et al., 1991). Part of the function of such evaluations may be that 

people can orient themselves in their social worlds and anticipate interactions with others 

through locating them in a social-material hierarchy. Initially, judgements are made about 

the target person’s wealth and status, thus locating him in the social-material hierarchy 

(categorical evaluation). In turn, this social location on the basis of possessions appears 

to give rise to impressions of personal qualities (expressive evaluation). This implies that 

shared representations exist about constellations of goods typical of diverse material- 

status locations and that material stereotypes are consensual, socially shared 

representations (Dittmar, 1994).

Both socio-cultural (McCracken, 1990) and individual-centred theories have dealt with 

the evaluation of self and others by the number and quality of material possessions 

owned. Two bodies of literature provide a proposed link between identity and material 

context.

Social identity theory (Tajfel, 1982, 1984) postulates that people are motivated to view 

members of their own and similar social groups in a more positive light than members of 

“outgroups”; social identity is thus defined by a sense of belongingness, rather than by
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regular face-to-face interaction with group members and thus applies to both clearly 

defined social groups and broad social categories. As Dougherty et al. (1992) note, 

through the individual’s identification with a social group, a “social identity” evolves, 

evoking a corresponding social representation that contains the beliefs and values about 

the group that are recognised by those who identify with the group. The associated social 

representation serves to mediate the meaning of identity. Relevant to the principles of 

social identity theory, Moscovici’s (1984) concept of social representations proposes 

that knowledge is socially generated and sustained through processes of social 

interaction; Moscovici argues that there will be significant variations in this knowledge as 

a function of the social groups to which individuals belong. According to social identity 

theory, comparing one’s own group favourably with outgroups offers a source for 

bolstering one’s self-image in the context of intergroup perceptions.

The dominant representations/social constructionist approach (e.g. Gergen, 1985) 

postulates the general tendency of people to use individualistic accounts for why some 

people are better off than others (e.g. Fumham and Lewis, 1986). According to this 

notion, affluent people are seen as intelligent, hard-working and skilful, whereas less 

affluent people are viewed as lazy, unmotivated and lacking in abilities and skills. As a 

result, individuals form essentially similar first impressions of others on the basis of their 

relative wealth, quite irrespective of their own material background. A number of studies 

support the dominant representations approach (e.g. Fumham and Lewis, 1986).

With regard to adolescence, in a study on developmental recognition of consumption 

symbolism, Belk (1981) reports that the extent of consumption-based stereotyping 

increases with age. Evidence has shown that children and adolescents increasingly 

endorse dominant representations about the social and economic world (e.g. Dittmar, 

1992, 1994; Dittmar and VanDuuren, 1993 in Dittmar and Pepper, 1994), portraying the 

wealthy person as more intelligent and successful; however, ambivalent evaluations also 

occurred which considered the less affluent target person as more warm and successful in 

interpersonal relationships than the wealthy target person (Dittmar, 1992, 1994). Late 

adolescence is particularly interesting with respect to dominant representations and social 

class because they have been shown to lack a strong sense of their own class position or 

strong feelings of class allegiance, whilst they have reached the end stage of a 

socialisation process intended to encourage a positive evaluation of the affluent 

(Fumham and Stacey, 1991).
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Another approach to the use of material possessions in person perception is provided by 

Solomon (1983). The dramaturgical perspective of self, derived from role theory and 

symbolic interactionism, posits that individuals engage in “performances” in order to 

present to others a consistent set of impressions or social identity. It is assumed that a 

symbol system of actions, gestures and objects that is consensually understood will be 

used by individuals in self-presentations that have the goal of establishing and 

maintaining a personal identity. Solomon (1983) asserts that since a person can play 

many roles as a function of the cues inherent in a given setting, role behaviour is also 

facilitated or inhibited by the presence of the material symbols that have been culturally 

associated with a particular role. Thus, possessions that surround individuals are critical 

components of the fronts presented to an audience and integral parts of performances; by 

manipulating the possessions around them, performers exert control over the information 

audiences receive.

While it is true that most material symbolism is produced at the societal level, Solomon 

(1983) points out that products are consumed both for their social meaning (as symbols) 

and for their private meaning (as signs). He asserts that if material symbols are used to 

infer or predict other peoples’ roles or behaviours, it seems reasonable to assume that the 

same symbols are used for self-attributions. Thus, consumers display products for 

impression management but they also use products for self-definition. This assertion 

parallels Bem’s (1974) self-perception theory which holds that actors rely upon the same 

cues in making attributions for their own behaviour as they do for explaining the 

behaviour of others.

Consumer research has applied these theoretical principles and empirical findings. 

Consumer typology (Bowring, 1985) is concerned with how observers decode external 

product ownership information into meaningful impressions of the consumers of these 

products. Belk (1981) reports that factors that influence the prevalence of certain 

consumer goods categories for impression formation are their current uniqueness, the 

variety of choices available, the cost of the consumption item, the length of time that the 

consumer is committed to a choice, the amount of time and effort that go into the 

selection decision and the goods’ visibility or noticeability as well as their complexity. He 

found that products available in greater variety, involving more thoughtful selection and 

costing more are thought to be better clues for personality and social class inferences. 

Product categories that have been found to be particularly expressive in communicating 

information about the consumer are clothes (Belk, 1981), furniture (Belk, 1981),
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automobiles (Friedman, 1985; Grubb and Stem, 1971; Sirgy, 1980), cosmetics (Belk,

1978), books and magazines (Friedman, 1985; Sirgy, 1980), foods (Belch and Landon, 

1977; Belk, 1978), cigarettes (Dolich, 1969) and leisure products (Belk, 1978).

2.5.1. Gender differences in the use of possessional cues in person perception.

Social identity theory postulates that there are gender differences in the involvement of 

possessions in person perception. Males tend to form stronger stereotypes than females 

based on consumption cues (Belk, 1981), possibly because they are more achievement 

oriented and thus more attentive to consumption cues (Simmons and Rosenberg, 1977 in 

Belk et al., 1982). However, in a study on the effects of visible consumption on the 

impressions which others form about the consumers of these products, Belk (1978) 

reports that females are consistently the best judges of a number of personality 

characteristics based on consumption cues. Belk (1978) suggests that gender differences 

in the utilisation of consumption cues in person perception are dependent on the type of 

consumer cues.

There also appear to be gender differences in the use of possessional cues for person 

perception in the sense that the gender of the target (evaluated) person differentiates the 

direction of these impressions. Dittmar (1989, 1992) reports that the female target 

person is seen as less autonomous and self-reliant when poor whereas the reverse is true 

for the male character. The authors propose that gender-identity related stereotypes may 

attach characteristics such as autonomy and self-expression to a man as a function of his 

wealth because his possessions are believed to derive from his personal efforts. However, 

the female’s identity is derived from possessions that come from association with 

someone else (e.g. partner) and thus implies less autonomy. Dittmar et al. (1989) also 

comment that the absence of gender of respondent effects may imply the existence of 

consensual gender-related representations about wealth and identity.

2.5.2. Cultural differences in the use of possessional cues in person perception.

Solomon (1983:322) asserts that material goods as “cultural symbols acquire meaning 

only when placed in the context of contemporary culture”. In other words, the 

interpretation of symbol systems are shared by members of a common culture. The 

relevance of these claims to the dominant representations theory and socio-cultural 

explanations (McCracken, 1990) point to the direction that caution should be taken in
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generalising conclusions to cultures with different values. For example, the prevalence of 

materialistic values or the individualistic versus intra-individualistic orientation of a 

culture may influence the relevance of material wealth in personality inferences (Markus 

and Kitayama, 1991; Triandis, 1988).

Cultural differences in the use of possessional cues in person perception were 

investigated by Dittmar et al. (1989). Italian and British respondents differed drastically 

in their expressive evaluations of personality attributes as a function of relative wealth in 

so far that variations in the material wealth of a target person will affect the symbolic 

identity that the target person conveys received strong support only for British 

respondents.

2.5.3. Materialism differences in the use of possessional cues in person perception.

According to Richins and Dawson (1992:307), materialism is anchored in the 

individual’s value system in as much as it “guides peoples’ choices and conduct in a 

variety of situations including but not limited to consumption arenas”. Hunt et al. (1996) 

point out that this orientation manifests itself in the cognitive structure of materialists 

who are more likely to engage in relational encoding of acquisition-related information 

about a target person and more able to infer important properties of a person from 

possession-related information. In other words, materialism provides the constructs or 

frames that people use to interpret the ongoing events in their environment (“personal 

constructs”-Kelly, 1955). The assumption is that materialists possess a unique set of 

constructs to categorise and judge themselves and others, primarily based on a target’s 

external features. The manner in which such judgements are made is anchored in certain 

trait ensembles-specifically those having to do with acquisition and possession. 

Consequently, in assimilating information about people, materialists focus on what 

individuals have; impressions are formed and judgements are made on the basis of these 

possessions. These trait ensembles originate in materialists’ set of personal constructs 

and they form the core of their person schemata. However, merely maintaining such 

values does not define one as a materialist; operationalising them in terms of a 

possession-related system of constructs does (Richins and Dawson, 1992). Empirical 

studies (Dittmar, 1994) have confirmed that materialistic individuals show a stronger 

tendency to judge the personal qualities of others in terms of the number and quality of 

material goods possessed.
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Chapter 3.

Reflections of adolescent identity formation in 

consumer behaviour and response to television

advertisements.

Introduction.

The present study explores the relationship between identity formation in adolescence, 

self-reported consumer behaviour and response to television advertising.

One of the conclusions drawn from our literature review was that theory and research 

have highlighted the role of material possessions as reflections of identity (e.g. Belk, 

1984, 1988; Baudrillard, 1988; Bourdieu, 1984, 1985; Csikszentmihalyi and Rochberg- 

Halton, 1981; Dittmar, 1989, 1991, 1994; Douglas and Isherwood, 1979; Furby, 1978, 

1991; Holman, 1981; Lunt and Livingstone, 1992; McCracken, 1986; Solomon, 1983). 

It was also shown that research has focused on the relevance of identity to relatively 

theoretical aspects of consumption, such as meanings of material possessions or the role 

of material possessions in person perception (e.g. Dittmar, 1991, 1992, 1994; Kamptner, 

1991, 1995) to the neglect of the role of identity relating to other aspects of 

consumption.

Another area of research exploring the influences behind consumer behaviour and 

response to advertising has focused on the global outcomes of identity, on the 

measurable effects of constructs such as self-concept (e.g. Durgee, 1986), self

monitoring (Snyder and DeBono, 1985), self-consciousness (Gould and Barak, 1987), 

personal values (Prentice, 1987) or personality traits and motivational factors 

(Brandstatter, 1993).

With regard to research on adolescents, most work has explored behavioural aspects of 

consumption without relating it to identity (e.g. Berti and Bombi, 1988; Fumham and 

Thomas, 1984; Lassarre et al., 1992; Moschis and Moore, 1982; Moschis and Churchill, 

1978; Moore and Stephens, 1975; Stacey, 1982; Wilkie, 1994) but there have been 

attempts to highlight the importance of material possessions as reflections of the
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adolescent identity (e.g. Csikszekszentmihalyi and Rochberg-Halton, 1981; Costello, 

1986; Dittmar, 1989, 1991; Furby, 1978; Kamptner, 1991; Montemayor and Eisen, 

1977; Steude, 1985).

Theoretical notions about the emergence of identity within the context of consumer 

society (e.g. Baudrillard, 1988; Bourdieu, 1984; Giddens, 1991; Stewart, 1992) as well 

as the growing realisation of the importance of adolescence both in terms of being a 

crucial and qualitatively distinct age for consumer socialisation (e.g. Berti and Bombi, 

1988; Fumham and Thomas, 1984; Horowitz, 1982; Leiser et al., 1990; Lunt and 

Livingstone, 1992; Stacey, 1982) and in terms of the economic and social implications of 

the involvement of adolescents in consumption (e.g. Fumham and Lewis, 1986; Lunt and 

Livingstone, 1992) has drawn our attention to the study of the relationship between the 

emerging adolescent identity and consumer behaviour and response to advertising.

The study examines consumer behaviour and response to advertising within the broad 

context of adolescent life (Lassarre and Roland-Levy, 1989; Webley and Lea, 1993). The 

Objective Measure of Ego Identity (Grotevant and Adams, 1984) is ideal for these 

purposes as it covers a wide range of the adolescent's life domains (occupation, politics, 

religion, philosophy, friendship, gender roles, dating and recreation), thereby providing a 

global and complex insight into the adolescent's emerging ego identity. It is assumed that 

all the above life domains or areas of identity may be related to pattems of consumer 

behaviour and response to advertising. The level of psychosocial maturity or the strength 

of his commitment to personally formed values and beliefs, will differentiate the 

adolescent’s response to advertising and his consumer behaviour. It is also important to 

stress that the relationship between identity, consumption and response to advertising is 

by no means conceived as unidirectional. As much as identity leads to different pattems 

of consumer behaviour and response to advertising, material goods and advertisements 

deeply influence the formation of identity in a variety of domains. Consumption, 

possessions and advertising influence the process, pace and direction of identity 

formation, with the flooding of models, roles or “identities” they provide (e.g. Belk, 

1988; Covell, 1992; Durgee, 1986; Dittmar, 1989, 1991; Englis et al., 1993; Fumham 

and Jones, 1987; Greenberg, 1974; Hirschman, 1986, 1990; Kamptner, 1995; O’Guinn 

and Faber, 1987).

Drawing from the above theory and research, the aim of the present research is to 

explore the link between identity, consumer behaviour and response to advertising.
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These relationships will be explored in two cultural contexts (Britain and Greece) and on 

adolescent populations representing the age range of 12-14 years old (early adolescence) 

and 16-18 years old (late adolescence). Further, gender differences will be evaluated.

The goals of the present study are both methodological and theoretical. The 

methodological goal is the psychometric evaluation of the questionnaires assessing 

identity formation, consumer behaviour and response to advertising. The theoretical goal 

is to evaluate the importance of identity in relation to adolescents’ consumption pattems 

and response to advertising. On a more detailed level, we will investigate which aspects 

or domains of identity are related to consumption and response to advertising.

The variables.

Cultural differences are assessed through the comparison between two European 

cultures, Britain and Greece. It seems plausible to assume that differences in the two 

cultures in terms of economic, political and social structures will be reflected in identity 

formation, consumer behaviour and response to advertising. Indeed, the ecological 

context, historical background, economical and political organisation of Greece 

constitute a framework which is likely to diversify the psychosocial characteristics as 

well as the behaviour of Greeks (Georgas, 1988). The main cultural characteristics being 

the homogeneity of the culture (one language, one religion), the strong bonds in the 

immediate community and the unity and interdependence of the family (Vassiliou and 

Vassiliou, 1974; Katakis, 1984; Georgas, 1988), it is likely that Greeks will exhibit 

differentiated pattems of consumption. However, it is worth noting that as teen cultures 

world-wide become increasingly similar due to the globalization of mass media vehicles 

of popular culture, we should expect an increasing homogeneity in taste cultures (Englis 

et al., 1993).

In order to explore the role of age, samples were recmited from two distinct age groups: 

12-14 and 16-18 year olds, as this age is the best period to study emerging identity 

issues. The specific age difference was mainly limited for practical reasons but it is hoped 

that it is sufficient for developmental pattems to be revealed.

The literature review indicated that identity maturity increases with age (e.g. Adams and 

Fitch, 1982; Erikson, 1980; Grotevant and Adams, 1984; Jones and Streitmatter, 1987; 

Yatim, 1982 in Grotevant and Adams, 1984; Wires et al., 1994) even though only a small 

percentage of youngsters reach the highest statuses of achievement and moratorium and
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the status of adolescence is foreclosure or diffusion (e.g. Adams and Jones, 1983; 

Meilman, 1979 in Streitmatter, 1987). It is, therefore, assumed that a developmental 

trend will be revealed between the two age groups of the study with relatively higher 

scores in the more advanced identity statuses in the oldest age group. However, the 

prevalent status for both age groups is expected to be foreclosure or diffusion. 

Maturational development appears to be the strongest predictor of the adolescent’s 

economic understanding and consumer knowledge (e.g. Berti and Bombi, 1981; Furth, 

1980; Fumham and Jones, 1987; Fumham and Cleare, 1988; Leiser et al., 1990; Lea, 

Tarpy and Webley, 1987; Leiser, 1983). Age is positively correlated with socially 

desirable consumer behaviours (Moschis and Churchill, 1978), availability of money 

(Lassarre et al., 1992), prevalence of the peer group influences in shopping (Churchill 

and Moschis, 1979) and economic motivations for consumption (Moschis and Churchill, 

1979) and negatively correlated with amount of interaction with parents on consumption 

matters (Ward and Wackman, 1974; Moschis and Churchill, 1978; Moschis and Moore,

1979) and compulsive buying tendencies (D’Astous, 1990; Elliott, 1994). It is, thus, 

expected that the older age group adolescents will be less compulsive consumers, less 

susceptible to parents’ influences in shopping, more susceptible to social and peers’ 

influences in shopping and will report rational uses and gratifications of shopping more 

than their younger counterparts.

With regard to response to advertising, age is negatively related to amount of television 

watching (Carmth et al., 1991) and susceptibility to advertisements (Moschis and 

Moore, 1978; Moschis, 1982). Also, younger adolescents are more likely to watch 

television advertisements for social and communication utility reasons (Moore and 

Stephens, 1975; Ward and Wackman, 1974) and have more favourable attitudes to 

advertising (Moschis and Churchill, 1979). It is thus hypothesised that younger 

adolescents will have more favourable attitudes to and perceptions of advertising and will 

be more susceptible to advertising. It is also expected that younger adolescents will 

watch more television than their older counterparts and will seek social and 

communication gratifications in television advertising watching.

With regard to the role of gender in identity formation, it was shown in the literature that 

issues of interpersonal relationships appear to be more salient for female identity 

development while issues of ideological identity are more crucial for male adolescents 

(Abraham, 1986; Douvan and Adelson, 1966; Erikson, 1968; Gilligan, 1982; Josselson et 

al., 1977; Streitmatter, 1987). The assumption that there is a differentiating advantage of
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ideological versus interpersonal identity domains for male and female adolescents 

respectively is explored in the present study.

Gender differences in adolescent consumer behaviour indicate that females are more 

likely to communicate with parents and peers about consumption and are more 

susceptible to peers’ influences in shopping (e.g. Moschis et al., 1977, 1983), more likely 

to be compulsive consumers (Elliott, 1994; Valence et al., 1988) and less likely to have 

social motivations for consumption (Moschis and Churchill, 1978, 1979). Based on these 

research findings, it is our assumption that female adolescents will be more compulsive 

consumers, more susceptible to parents, social and peers’ influences in shopping and less 

prone to use shopping for social gratifications than their male counterparts.

With regard to gender differences in response to advertising, Churchill and Moschis 

(1979) report that females have more favourable attitudes to advertising. It is thus 

expected that female adolescents will have more positive attitudes to and perceptions of 

advertising than male adolescents.

Cultural differences in identity formation have been reported in the literature and the role 

of culture in identity development is unquestionably integrated throughout Eriksonian 

writings (Adams et al., 1992; Abraham, 1986; Streitmatter, 1988; Taylor and Oskay,

1995). Theories revolving around the major dimension collectivism versus individualism 

(Hofstede, 1980 in Smith and Bond, 1993) identify a number of essential attributes of 

collectivist cultures. First, the subordination of individual goals to the goals of the 

collective, like the family or the ingroup. Second, the prevalence of vertical social 

relations which allow for parents to interfere in the lives of children as opposed to the 

horizontal relationships (e.g. spouse, friend) characterising the individualistic societies. 

Third, the conception of the ingroup as extended family and the differentiated behaviour 

toward members of the ingroup and the outgroup as opposed to the definition of the 

ingroup as people with similar beliefs and values in the individualistic societies (Triandis, 

1988; Schwartz, 1995). Within this context, a Western individualistic self-construal is 

opposed to a non-western inter-individualistic self-construal (Triandis, 1988). Greece is 

identified in the literature as a collectivist society (Triandis and Vassiliou, 1972 in 

Triandis, 1988; Triandis, 1988; Georgas, 1989) while a further confirmation of this 

characterisation is provided by the prevalence of the aforementioned collectivist 

attributes in contemporary Greek society such as the central role of the family (Tetteri, 

1992; Teperoglou et al., 1996) and the strong bonds with the ingroup (Georgas, 1988). 

On the basis of these theories, it is possible to claim that individualistic self-construal is
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represented by the ideological area of identity while inter-individualistic perspective is 

reflected in the interpersonal area of identity and to expect that British adolescents will 

be more advanced in ideological identity while Greek adolescents will be more advanced 

in interpersonal identity.

With regard to consumer behaviour, with family assuming a more central role in the life 

of Greek adolescents compared to the British (Tetteri, 1992; Teperoglou et al., 1996), it 

is expected that Greek adolescents will be more susceptible to parents’ influences in 

shopping. Moreover, with the Greek society being more inter-individualistic and 

emphasising the importance of interpersonal relationships (Triandis, 1988; Georgas, 

1988; Motti-Stefanidi et al., 1996), it is assumed that Greek adolescents will also be 

more susceptible to social and peers’ influences in shopping. D’Astous (1990) reports a 

positive relationship between compulsive buying tendencies and susceptibility to peers’ 

influences but a negative relationship between compulsive buying tendencies and 

communication with parents. It is, thus, assumed that British adolescents will be more 

compulsive consumers than Greek adolescents for whom compulsive tendencies are 

overpowered by parental communication. Since there is a positive relationship between 

parent-adolescent communication and economic motivations for consumption and 

between peer communication about consumption and social motivations for consumption 

(Churchill and Moschis, 1979), it is expected that British adolescents will be more prone 

to shop for social reasons while rational shopping will be more prevalent to Greek 

adolescents.

Cultural differences have also been detected in terms of total amount of television 

watching and uses and gratifications of television watching (Pingree et al., 1991). Since 

social utility reasons for watching television advertisements are positively related to 

social motivations for consumption (Moschis and Churchill, 1979) and to attitudes to 

advertising (Ward and Waterman, 1971) and we have also assumed that social 

motivations for consumption are more prevalent for British adolescents, it is 

hypothesised that British adolescents will be more prone to watch television 

advertisements for social reasons and will have more positive attitudes to and 

perceptions of television advertisements than Greek adolescents. Susceptibility to 

advertising is also positively related to intrafamily communication (Moschis and Moore, 

1978); since we have assumed that Greek adolescents communicate more frequently with 

parents, we can hypothesise that Greek adolescents will also be more susceptible to 

advertising than British adolescents. Overall, on the basis of previous research indicating
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that Greek adolescents are under strong pressure to behave according to parental rules 

(Tsiantis et al., 1994), Greek adolescents are expected to conform to parental 

stereotypes and to adopt rational pattems of consumption and response to advertising 

Based on the psychosocial profile of identity statuses, a number of assumptions can be 

made with regard to their consumer behaviour and response to advertising.

Being more reflective and cognitively mature (e.g. Bourne, 1978), advanced identity 

statuses are less likely to be susceptible to advertising (Moschis and Moore, 1978; Linn 

et al., 1982) and are expected to report predominantly rational motives for shopping and 

to be less compulsive consumers. As socially effective (Read et al., 1984), achievers are 

likely to have frequent communication with peers and therefore to have social 

motivations for consumption since the two have been found to be positively correlated 

(Moschis and Churchill, 1978).

As socially anxious (Craig-Bray et al., 1988), moratoriums may turn to advertisements to 

confirm their explorations (“vicarious consumption”) and to use shopping to learn or for 

company and they are expected to be susceptible to social influences and peers’ 

influences in shopping.

Foreclosures might watch television advertisements for social utility reasons since these 

gratifications provide a means for conforming to the perceived expectations of others 

(Ward and Gibson, 1969 in Churchill and Moschis, 1979). Foreclosures are expected to 

have frequent communication with parents since they have parent-centred values 

(Orlofsky et al., 1973) and therefore to have more positive attitudes to advertising and to 

be more susceptible to advertising on the basis of the positive relationship between 

interfamily communication and attitudes to advertising and susceptibility to advertising 

(Ward and Wackman, 1971). In an attempt to conform to parental stereotypes (Moschis 

and Churchill, 1978), they may demonstrate socially desirable consumer behaviours and 

consume for economic and social reasons (Moore and Moschis, 1981).

Diffusers may watch television advertisements to compensate for their lack of social 

skills (Medrich et al., 1982 in Rosengren et al., 1984; Orlofsky et al., 1973) by using 

advertisements as a basis for later communication (“communication utility” reasons) 

(Chaffee and McLeod, 1967 in Ward and Wackman, 1971). Least advanced identity 

statuses, low in self-esteem will be more susceptible to compulsive buying (O’Guinn and 

Faber, 1987). Diffusers and foreclosures are also more likely to be susceptible to 

advertising due to their low self-esteem since there is a negative relationship between 

self-esteem and susceptibility to advertising (Durgee, 1986).

90



Articulation of the hypotheses of the study.

Drawing on the above theoretical assumptions and empirical evidence, the study’s 

research hypotheses were formulated.

Age, gender and cultural differences in identity.

Hypothesis 3.1. Older adolescents will score higher in advanced identity statuses than 

younger adolescents.

Hypothesis 3.2. Females’ identity will be more advanced in issues of interpersonal 

identity while males’ identity will be more advanced in issues of ideological identity. 

Hypothesis 3.3. Greek adolescents will be more advanced in interpersonal while British 

adolescents will be more advanced in ideological identity formation.

Age, gender and cultural differences in consumer behaviour and response to advertising. 

Hypothesis 3.4. Older adolescents will be less compulsive consumers, less susceptible to 

parents’ influences in shopping, more susceptible to peers’ and social influences in 

shopping and will report rational uses and gratifications of shopping more than their 

younger counterparts.

Hypothesis 3.5. Younger adolescents will spend more time watching television, will 

have more favourable attitudes to and perceptions of advertising and will be more 

susceptible to advertising than older adolescents. Moreover, younger adolescents will be 

more likely to watch television advertisements for social utility and communication utility 

reasons than older adolescents.

Hypothesis 3.6. Female adolescents will be less prone to use shopping for social 

gratifications, will be more compulsive consumers and will be more susceptible to 

parents, social and peers’ influences in shopping than their male counterparts.

Hypothesis 3.7. Female adolescents will have more positive attitudes to and perceptions 

of advertising than male adolescents.

Hypothesis 3.8. British adolescents will be more prone to shop for social reasons while 

rational shopping will be more prevalent to Greek adolescents. Moreover, Greek 

adolescents will be more susceptible to parents’, social and peers’ influences in shopping 

while British adolescents will be more prone to be compulsive consumers than Greek 

adolescents.

Hypothesis 3.9. British adolescents will be more prone to watch television 

advertisements for social reasons and will have more positive attitudes to and
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perceptions of television advertisements than their Greek counterparts. However, Greek 

adolescents will be more susceptible to advertising than British adolescents.

Identity differences in consumer behaviour and response to advertising.

Hypothesis 3.10. Foreclosures will watch television advertisements for social utility 

reasons, diffusers will watch television advertisements for communication utility reasons 

and moratoriums will watch advertisements for vicarious consumption reasons. Diffusers 

and foreclosures will be more susceptible to advertising. Foreclosures will have more 

positive attitudes to and perceptions of advertising.

Hypothesis 3.11. Foreclosures will have more frequent communication with parents 

while achievers and moratoriums will have more frequent communication with peers. 

Achievers will predominantly report rational and social motives for shopping, 

moratoriums will use shopping to leam/for company or for rational reasons while 

foreclosures will go shopping for economic and social reasons. Adolescents in advanced 

identity statuses and foreclosures will be less compulsive consumers than adolescents in 

least advanced identity statuses.

Relationships among and between consumer behaviour and response to advertising 

variables.

Hypothesis 3.12. Parent-adolescent communication will be positively correlated with 

rational consumption, social motives for consumption and amount of peer 

conununication and negatively correlated with compulsive buying tendencies. Peer 

communication about consumption will be positively correlated with social motivations 

for consumption.

Hypothesis 3.13. Television viewing will be positively associated with susceptibility to 

advertising. Attitudes to advertising will be positively related to social utility reasons for 

watching television for young adolescents and to vicarious consumption reasons for 

watching advertisements for older adolescents.

Hypothesis 3.14. Peer communication about consumption will be positively related to 

social utility reasons for watching television commercials. Amount of television viewing 

will positively predict social motivations for consumption, interfamily communication 

about consumption and compulsive buying tendencies and will be negatively correlated
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with economic motivations for consumption. Attitudes to advertising and susceptibility 

to advertising will be positively related to communication with family and peers.

Method.

Sample and administrating procedures.

Schools were selected to represent typical middle-class areas which reflect a similar 

socio-economic background in the two countries. Middle-class was chosen on the basis 

of previous research indicating that middle-class children are more conscious of socio

economic phenomena such as social differences (Emler and Dickinson, 1985). In Britain, 

middle-class areas were identified on the basis of information provided by the 1991 

Census (London Research Centre). Among these middle-class areas, specific boroughs 

were selected for convenience. The Socioeconomic profile and demographic 

characteristics of the areas participating in the studies are as follows. 82.2% of the 

population of the areas are white and 28.7% (10% sample) of the areas are qualified (i.e. 

with a higher degree, degree or diploma). The rate of unemployment is 13.2% for males 

and 7.5% for females. The main occupations of residents in the areas are managers and 

administrators (19%), professionals (16%), associate professionals and technicians 

(18%), clerical and secretarial occupations (15%). The prevalent Socioeconomic groups, 

as defined by the Census, are employers and managers (33.7%), intermediate and junior 

non-manual occupations (34.2%), skilled manual occupations (12%) and semi-skilled 

occupations (14%) (10% sample). The distribution of households across social class is 

11.3% in social class I (professionals), 40.6% in social class II (managerial/technical) and 

20.2% in social class HI (skilled, non-manual) (10% sample). In terms of housing, 33.8% 

of residents live in owner occupied accommodation, 32.3% in rented accommodation 

and 34% in local authority housing. Overall, these are middle-class areas. Within these 

areas, a number of schools were selected randomly and required to participate in one of 

the studies.

In Greece, the schools participating in the studies were located in suburban areas; these 

areas were randomly selected among those classified as middle priced from the Bureaux 

of Housing specifying the land property and housing taxes. This criterion was chosen 

because accomplishing an homogenous sample in terms of parents’ education or socio

economic status would be practically impossible, at least in Greece. That is, the 

distribution of the population across areas in terms of educational level, career or socio
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economic status is very mixed; individuals with different educational levels, professional 

careers or socio-economic cultures are dispersed in various areas of Athens. As a result, 

it is very difficult to identify areas that are predominantly inhabited by individuals from a 

certain social class or socio-economic status. The idea that parental occupation is not a 

safe criterion to identify distinct social groups is also supported by Emler and Dickinson 

(1985), who propose that the area where respondents live and the schools they attend are 

more appropriate to operationalise social class. Therefore, in the present research, a safer 

criterion applied was to identify the status of the whole area according to the annually 

announced lists of price levels for land property and housing. The areas where the 

participating schools are located are thus areas characterised by middle prices. In public 

opinion, these areas also represent middle-class individuals.

In both Britain and Greece, a selection of specific areas from among these middle-class 

areas was based on convenience. A number of schools in these areas was randomly 

selected. For all the three studies presented in the thesis, samples came from schools in 

the above middle-class areas. The schools in Britain and Greece were matched in the 

sense that they represented typical middle-class areas, reflecting a similar socio-economic 

background in the two countries. A random selection of classes within each school 

provided the number of participants required.

For the present study, respondents were 199 adolescents who participated in the study 

on a voluntary basis. The mean age for the four groups of the sample is 14.3 years for 

the British 12 to 14 year olds, 12.9 years for the Greek 12 to 14 year olds, 16.6 years for 

the British 16 to 18 year olds and 15.9 years for the Greek 16 to 18 year olds. Evidently, 

the age difference for the British sample is slightly lower than that for the Greek sample; 

because of this discrepancy, caution should be taken in the interpretation of age 

differences. The two age groups represent 57.4% and 42.6% of the total sample 

respectively. Within the cultural groups, the average age of males and females is the 

same (14.4 years for both males and females). The number of classes recruited was 

specified on the basis of the number of students in each class so that more or less equal 

numbers of subjects from Britain and Greece participated in the study. Of the 199 

respondents, 44.2% (28.6% 12-14 year olds and 15.5% 16-18 year olds) are British and 

55.8% (27.1% 12-14 year olds and 27.6% 16-18 year olds) were Greek. The analogy of 

male and female students in each class was more or less balanced and equal numbers of 

boys and girls within the two countries filled in the questionnaire. The representativeness 

of genders in the sample is 51.1% females to 48.9% males. Within the four groups of the
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subjects used in this study, the distribution of genders is 59.6% females and 36.8% males 

for the British 12-14 year olds, 40.4% females and 59.6% males for the Greek 12-14 

year olds, 59.3% females and 40.7% males for the British 16-18 year olds and 44.9% 

females and 55.1% males for the Greek 16-18 year olds.

Subjects were approached in the classroom with the request to fill in a questionnaire on 

consumer behaviour and response to advertising. All members of the class who were 

present on the day the questionnaire was distributed were included in the study. The 

arrangement with the schools was that the subjects would self-complete the 

questionnaire at home. The questionnaires were then collected by the teachers and 

delivered to the researcher after a fortnight.

The questionnaire.

The questionnaire is presented in Appendix A. Apart from demographic information on 

the respondents’ age, gender, father’s and mother’s occupation, the questionnaire 

consists of three main parts.

The first part consists of the Objective Measure of Ego Identity Status (Grotevant and 

Adams, 1984) used, after permission was granted by the researchers, to assess identity 

development. The second part of the questionnaire concerns various aspects of consumer 

behaviour while the third part of the questionnaire measures aspects of response to 

advertising.

The battery was administered in English to both the English and the Greek sample for 

purposes of homogeneity. Albaum et al. (1989, in Ger and Belk, 1996) also suggest that 

keeping the original language helps avoid translation problems if respondents are fluent 

in the language. Greek adolescents are taught English throughout highschool and also 

take private lessons in English from an early age. The average age of acquiring the 

University of Cambridge First Certificate in English (Lower), is below 16 years of age 

(First Certificate in English Handbook, University of Cambridge Local Syndicate 1997, 

Cambridge: UCLES) while the majority of candidates taking the relevant exam are 

around 14 years of age (British Council, Athens). With regard to the nature of the First 

Certificate in English, “learners at this level are expected to be able to handle the main 

structures of the language with some confidence, demonstrate knowledge of a wide 

range of vocabulary... Their understanding of spoken language and written texts should 

go beyond being able to pick out items of factual information... They should be able to
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produce written texts of various types ...” (First Certificate in English Handbook, 

University of Cambridge Local Syndicate 1997, Cambridge:UCLES). Evidently, 12-15 

year old Greeks have either received the First Certificate in English or take English 

language lessons which aim to this degree (in June 1990, 26241 individuals under 18 

years took the exam). Studying toward this Certificate, they should demonstrate a 

sufficient comprehension and use of English language. Further, the expansion of tourism 

and the prevalence of English speaking programs in the mass media contribute to the 

exposure of Greek youngsters to the English language from an early age and require a 

high level of knowledge of the English language. A discussion with the teachers of 

English in the Greek schools participating in the study indicated that the level of English 

for the adolescents of 12-14 year olds and the adolescents of 16-18 year olds was 

sufficiently high to enable them to comprehend and fill in the items of the battery. Indeed, 

the content and phrasing of the battery is fairly simple and the closed form of the items 

facilitates answering.

The Objective Measure of Ego Identity Status (OMETS).

Structure, content and scoring of the OMETS.

The Objective Measure of Ego Identity Status (Grotevant and Adams, 1984) consists of 

64 items, 32 to assess ideological identity and 32 to assess interpersonal identity. Each 

combination of identity status by area of identity is represented by two items as 

illustrated in table 3.1.

Achievement Moratorium Diffusion Foreclosure
IDEOLOGY
Occupation 33,49 9,57 1,25 17,41
Religion 18,42 26,34 2,10 50,58
Politics 8,40 32,48 16,56 24,64
Philosophy 20,60 12,36 4,52 28,44
INTERPERSONAL
Friendship 13,45 5,61 29,53 21,37
Dating 15,55 31,47 7,23 39,63
Gender Roles 35,51 11,43 19,59 3,27
Recreation 22,46 14,54 6,30 38,62

Table 3.1: The items constituting the ideological and the interpersonal areas o f identity in the OMEIS 
(Grotevant and Adams, 1984). The numbered items are presented in Appendix A.

For the purposes of this study, two reasons led to omission of items. The first reason was 

to reduce completion time, since the total amount of time required for the completion of 

the whole battery was exceptionally high (more than an hour) and it was not possible to 

get permission from the schools to occupy the subjects for so long. The second reason 

relates to our assumption that, in the context of the specific research, omission of some
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of the items would not greatly affect the profile of the subjects' identity status; in other 

words, we did not seek to primarily investigate adolescents' identity formation, but to use 

it as an index in relation to consumer behaviour and response to advertising. For the 

above reasons, we omitted the first of the two items corresponding to each combination 

of subscale and status. As a result, we ended up with 32 items, four for each subscale 

and status.

The scoring rules of the original measure were applied. A six-point Likert-type scale with 

the anchors “Strongly disagree” to “Strongly agree” was used for the scoring. Identity 

status subscales are derived by totalling all four (instead of eight) items, across the eight 

content domains, into a summated subscale score for diffusion, foreclosure, moratorium 

and achievement. Each item of the inventory is identified under the appropriate status 

subscale that is summed to provide a raw subscale score. The raw subscale scores 

ranging from a possible low of eight to a possible high of forty-eight in the original 

version, became a possible low of four to a possible high of twenty-four for the 

shortened version.

A series of rules for the classification of subjects into a single identity status 

categorisation have been modelled after the framework used in the Minnesota Personality 

Inventory and tested in validation studies; according to these rules, scores on raw 

subscales are only thought appropriate for interpretation if they exceed a certain 

magnitude above the norm (mean). Using a similar strategy, means and standard 

deviations were generated for each of the raw subscale scores and a cut-off point was 

derived for each subscale, by adding the mean and standard deviation. Evidently, new 

cut-off marks were derived for the shortened version of the instrument used in this study. 

Using a series of three rules, by comparing an individual's raw subscale scores against the 

cut-off points, a subject can then be classified into a single identity status or into a 

transition identity status category. The classification rules for scoring all versions of the 

OMEIS are the following;

Pure Identitv Status Rule: Individuals scoring one standard deviation above the mean (or 

higher) on a given subscale are scored as being in that identity status if all remaining 

scores are below their appropriate subscale cut-off comparison (“Pure” Identity Status 

types ).

Low-profile status Rule: Individuals with scores falling less than one standard deviation 

above the mean on all four measures are scored as the “low profile” moratorium.
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Transition Status Rule: Individuals with more than one score above the standard 

deviation cut-offs are scored as in transition and are given a “transition” status category. 

Collapsing transition rules are also used. This is a procedure by which individuals whose 

scores cannot be classified into the four basic identity statuses, are rank ordered into the 

next less sophisticated identity status. Diffusion is least advanced, foreclosure next most 

advanced, followed by moratorium, with identity achievement the theoretical hiatus of 

identity formation. Thus, everything above diffusion, when represented as a diffusion 

transition blend (e.g. diffusion-foreclosure, diffusion-moratorium) is collapsed into 

diffusion. When foreclosure transitions are present, such as foreclosure-moratorium or 

foreclosure-achievement, the subject is collapsed into foreclosure. When moratorium- 

achievement transitions are observed, they are collapsed into moratorium.

Reported psychometric properties of the OMEIS.

Beyond eight basic psychometric studies, the OMEIS has been extensively used. The 

majority of these studies provide information on the reliability and validity of the 

instrument. For internal consistency, the median Cronbach alpha was .66. Generally, the 

internal consistency of the ideological subscales (.62-.75) tends to be higher than that of 

the interpersonal subscales (.58-.80) (Bennion and Adams, 1986). Available estimates of 

test-retest reliability have a median correlation of .76. Split-half correlations of the 

ideological and interpersonal subscales range from .10 to .68; total identity score 

correlations with subscale scores ranged from .37 to .64 (e.g. Grotevant and Adams, 

1984). In conclusion, internal consistency and split-half reliability indicate moderate to 

strong consistency between items and the estimate of test-retest reliability provides 

evidence for consistency over time.

The validity of Erikson’s construct of identity and Marcia’s identity statuses have been 

amply demonstrated (Marcia, 1966; LaVoie, 1976; Bourne, 1978; Marcia, 1980; 

Waterman, 1982). A number of studies have provided evidence for the predictive validity 

of the OMEIS; individuals classified into different statuses appear to demonstrate 

significantly different behaviours or responses in various domains, such as cognitions 

(Berzonsky and Neimeyer, 1994), personality characteristics and social skills (e.g. 

Bourne, 1978; Bernard, 1981; Abraham, 1983; Bennion and Adams, 1986; Read et al., 

1984; Craig-Bray et al., 1988; Wires et al., 1994), family factors (e.g. Adams et al., 

1985; Grotevant, 1983) and demographic variables, such as age (e.g. Jones and 

Streitmatter, 1987; Wires et al., 1994), gender (e.g. Craig-Bray et al., 1988; O’Neil,
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1986 in Clancy and Dollinger, 1993; Archer, 1989) and culture (e.g. Taylor and Oskay, 

1995).

The convergence of the ideological and the interpersonal scales ranges from .38 to .92 

(Bennion and Adams, 1986). Divergence between interpersonal subscales ranges from 

.27 to .76 and of the ideological subscales from .19 to .79. Correlations of identity 

subscales with the overall identity status derived from the OMEIS range from .91 to .94 

(Jones and Hartmann, 1984 in Streitmatter, 1987). Grotevant and Adams (1984) report 

that discriminant validity ranges from -.25 to .22.

High estimates of concurrent validity are also found when the OMEIS is compared with 

Marcia’s Blank Sentence Scale (Grotevant and Adams, 1983 in Jones and Streitmatter, 

1987) and Marcia's interview ratings (e.g. Adams and Montemayor, 1987 in Clancy and 

Dollinger, 1993; Adams et al., 1985).

Psychometric comparison between the original and the half version of the OMEIS.

As described in the previous section, a “half’ version of the OMEIS was derived and 

used for the purposes of the present study.

In order to estimate the reliability and validity of this half version, a small scale study 

took place. The complete version of the OMEIS was administered to a sample of 30 

university students. The method of sampling was convenience and the age range of the 

participants was 24 to 28 years old. A series of analyses was then conducted in order to 

compare the half and the original version of the OMEIS in terms of psychometric 

properties.

The results of these analyses will be discussed in this section. Estimates of reliability and 

validity for the two versions of the questionnaire will be presented and compared with 

the corresponding estimates for the original OMEIS reported in the literature.

Reliability evaluation.

In table 3.2. we present the alphas for total scale, for ideological and interpersonal 

subscales, for the possible combinations of ideological and interpersonal scales with the 

four identity statuses (ideological and interpersonal achievement, moratorium, 

foreclosure and diffusion) and for the items composing the four identity statuses- 

achievement, moratorium, foreclosure and diffusion-irrespective of area of identity for 

the half and the original version of the OMEIS from our pilot study as well as for the 

original version of the OMEIS reported in the literature.
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Evidently, all the indexes for the internal consistency of the original version of the 

OMEIS on our sample are high or at least comparable to the ones reported by previous 

research.

With regard to the internal consistency of the half version, the alphas for the ideological 

and the interpersonal subscales are not particularly high but they are nevertheless within 

the hmits of the corresponding indexes for the original version. Some problems occur 

with the estimates for ideological diffusion and interpersonal moratorium and diffusion 

which are considerably lower than the corresponding estimates for the original version.

Original version H alf
Version

Bennion(1988) Bennion et al. 
(1986)

Craig-Bray et 
al.(1986)

Our sample

Ideological ,53-.73 .62-.75 - .73 .61
Interpersonal .52-.80 .58-.80 - .79 .59
Total - - .41-.74 .87 .78
Original version H alf Version

Grotevant Craig-Bray Bennion Our sample
and Adams and Adams and Adams

(1984) (1986) (1986)
IDACH .60 .60 .62 .64 .61
IDMOR .64 .61 .75 .73 .56
IDFOR .77 .74 .75 .76 .54
IDDIF .54 .62 .62 .67 .45
INACH .37 .49 .60 .68 .50
INMOR .53 .70 .58 .66 .32
INFOR .62 .70 .80 .79 .71
INDEF .57 .41 .64 .66 .39
Original version H alf version

Yatim(1982) Carlson(1984) Adams Our sample
and

Montemayor
(1987)

Achievement .80 .76 .84 - .89 .76 .69
M oratorium .76 .66 .70 - .77 .82 .70
Foreclosure .77 .81 .81 - .86 .87 .78
Diffusion .84 .69 .69-.73 .76 .60

Table 3.2.: Comparison between Cronbach alphas fo r the total OMEIS scale, the ideological and the 
interpersonal subscales, the combinations o f the four identity statuses within ideological and 
interpersonal subscales and the four identity statuses irrespective o f area o f identity fo r  the 
original and the half version used in the pilot study and the original version as reported in the 
literature. Bennion (1988) in Markstrom and Adams, 1995, Yatim (1982) and Carlson (1984) in 
Grotevant and Adams, 1982.

A key to the short forms o f the variables is presented in Appendix E.

The split-half reliability of the half version is .74 compared to a split-half reliability 

ranging from .37 to .64 for the original version (Grotevant and Adams, 1984).

In order to further explore the reliability of the half version of the OMEIS, a series of 

within-subjects t-tests were executed to compare the sample’s scores in the half form of 

the OMEIS questionnaire used in our research and in the other half of the OMEIS. 

Results are presented in table 3,3. The results of the t-tests show that there are no
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significant differences in the scores of the half version used in the present study and in 

the other half version, with the exception of interpersonal moratorium (t = 3.36, p = 

.002) and ideological foreclosure (t=2.56, p=.01). It is also encouraging that most of the 

correlations between corresponding scores for the two versions are significant and high. 

These results are generally supportive for the reliability of the half version of the OMEIS.

Correlation Sign, level t-value df Sign, level
ID E 02-ID E 03 .68 .000 -1.10 26 .284
IDSC2-IDSC3 .32 .099 1.11 26 .277
INTER2-INTER3 .31 .093 1.10 28 .281
INSC2-INSC3 .19 .315 1.93 28 .064
IDACH2-IDACH3 .40 .031 -1.53 28 .138
IDDIF2-IDDIF3 .66 .000 1.24 27 .225
IDFOR2-IDFOR3 .68 .000 2.56 28 .016
IDMOR2-IDMOR3 .65 .000 -1.67 29 .105
INACH2-INACH3 .47 .010 -0.66 28 .517
INDIF2-INDIF3 .58 .001 -1.51 29 .141
INFOR2-INFOR3 .72 .000 0.36 29 .722
INMOR2-INMOR3 .72 .000 3.36 29 .002

Table 3.3.: Results o f a series o f t-tests to compare the means between the sample’s scores in the global 
ideological (IDSC, IDEO), global interpersonal (INSC, INTER), subscale ideological (IDACH, 
IDMOR, IDFOR, IDDIF) and subscale interpersonal (INACH, INMOR, INFOR, INDIF) scores in 
the half version o f the OMEIS used in the present study and in the other half version o f the 
OMEIS. Scores in the half version used in the present study are indicated by 2 and scores in the 
other half version are indicated by 3.

Validity evaluation.

Factor Analvsis.

For the original version of the OMEIS, three separate factors emerge, one for 

achievement, one for foreclosure and one for diffusion and moratorium statuses which 

were found to share some variance (Grotevant and Adams, 1984; Bennion and Adams, 

1986; Bennion, 1988 in Markstrom and Adams, 1995).

For both the original version on our sample and for the half version, the factor analyses 

conducted gave a blurred picture with only the achievement status emerging as a distinct 

factor. Alternatively, a factor analysis for subscale scores was conducted on the basis of 

a factor analysis reported for the original version of the OMEIS (Grotevant and Adams, 

1984). Using Principal components extraction and Varimax rotation, a three-factor 

solution was produced with eigenvalues greater than 1, accounting for 75% of the total 

variance. Clear factor structures were observed for identity achievement and foreclosure 

subscales. Diffusion and moratorium loaded on a single factor. The results of the factor 

analysis are presented in Appendix C, table 4.4 and are consistent with the ones reported 

by Grotevant and Adams for the original version of the OMEIS and the ones found for 

the original version of OMEIS on our sample. A possible explanation for diffusion and

101



moratorium loading together may be that these statuses are more similar than theory 

suggests or it may be caused by the inability of the OMEIS to discriminate between these 

two identity statuses.

Correlational analysis.

As the typical thinking patterns of the four identity statuses are not compatible, 

correlations between the status subscales are expected to be low (divergent validity). 

Conversely, corresponding status subscales from the interpersonal and ideological 

domains are expected to have a moderate degree of convergence. The correlations for 

the half version of the OMEIS and for the original version of the OMEIS (Bennion and 

Adams, 1986; Streittmatter, 1993) are presented in Appendix C, tables 4.1. to 4.3. 

Overall, correlations between corresponding ideological and interpersonal statuses range 

between .42 (correlation between Interpersonal Achievement and Ideological 

Achievement) and .70 (interpersonal Moratorium and Ideological Moratorium), which is 

in accord with the correlations reported in the literature (.38 to .92, Bennion and Adams, 

1986). Moreover, the direction of the relationships between subscales for the half version 

of the OMEIS agrees with the findings of Craig-Bray and Adams (1986); diffusion 

correlates positively with moratorium and negatively with achievement and foreclosure is 

not related or negatively correlated with achievement.

Commenting on the differences in the subscale correlations between the original and the 

half version, a number of observations can be made. In general, the original version 

seems to be characterised by significant negative correlations while for the half version 

we have insignificant correlations (for example, between interpersonal achievement and 

ideological moratorium and interpersonal achievement and ideological diffusion). In 

support of our findings, it may be claimed that the initial theory separates the two areas- 

ideological and interpersonal-suggesting that identity status in the two areas may be 

distinct; in other words, if we agree that an individual may be an Achiever in the 

interpersonal domain and a Moratorium in the Ideological domain, it appears logical to 

assume that the correlation among these two categories will not be significant in any 

direction. Another difference between the half and the original version lies in the 

correlation between Interpersonal Foreclosure-Ideological Diffusion and Interpersonal 

Diffusion-Ideological Foreclosure. In the original version, these appear to be 

uncorrelated, while in the half version they are positively correlated; this positive
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correlation may be explained by the fact that Diffusion and Foreclosure are collapsing 

statuses.

With regard to the correlations within the ideological and interpersonal categories, there 

is a significant positive correlation between Ideological Diffusion-Ideological 

Moratorium and Ideological Diffusion-Ideological Foreclosure in accord with similar 

findings reported for the original version of the OMEIS (Bennion and Adams, 1986; 

Craig-Bray and Adams, 1986). This appears logical in terms of the three categories 

succeeding each other in the identity status hierarchy. Also, the insignificant relationship 

between interpersonal achievement-interpersonal moratorium and the positive correlation 

between interpersonal foreclosure-interpersonal diffusion are more theoretically 

congruent with the statuses being collapsing in the identity status paradigm than the 

negative or insignificant relationship reported in the literature.

Conclusions.

In some cases, the reliability estimates for the half version were lower than the ones 

reported in the literature for the original version. It may well be the case that this was 

directly relevant to the procedure that we followed in the “compilation” of the half 

version, namely the deletion of one of the two items for all possible combinations of 

area/status of identity. Since the alphas were lower for certain subscale scores rather than 

for the global scores, these problems may be overcome if we concentrate on the global 

categories of identity status and area of identity and avoid the use of the subscales.

In general, however, the half version of the OMEIS appears to have satisfactory internal 

consistency in the sense that most of the indexes of reliability estimated for the half 

version are more or less within the limits of the corresponding indexes reported for the 

original version of the instrument. It is worth noticing, however, that the range of these 

estimates is quite wide and different from study to study, suggesting reservations about 

the reliability of the instrument in the first place. One further reason for concern is that 

the reliability estimates considered as satisfactory in Grotevant and Adams’s (1984) 

reports are in some cases below the conventional .80.

Despite these problems, the factor analysis suggests the existence of three basic identity 

statuses and the instrument’s ability to differentiate between them. With regard to the 

correlational analysis, certain observations are encouraging for the reliability of the half 

version: namely, the significant correlations between corresponding identity statuses in 

the ideological and the interpersonal areas, the direction of correlations between
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collapsing identity statuses, the significant positive correlations between corresponding 

scores of the half and the original version, the results of the t-tests and the similar 

patterns of distribution of the sample across statuses with both of the half versions of the 

OMEIS. In addition, the findings from the correlational analysis are consistent with the 

ones reported for the original version.

Overall, considering our time restrictions which impose the use of the half version and 

the abundant research based on the OMEIS despite its reliability problems, we can 

conclude that the OMEIS is appropriate for the purposes of this study as long as caution 

is taken in the generalisation of the results.

Results. 

Part A.
The battery used in the present study consists of the Objective Measure of Ego Identity 

Status, a questionnaire evaluating aspects of consumer behaviour and a questionnaire 

assessing response to advertising. In Part A, we present the results of a psychometric 

evaluation of the measures and of data reduction applied on some of the measures.

3.1. Psychometric evaluation of the half version of the OMEIS on the 

adolescent samples used in the present study.
The present study uses four samples representing the age ranges of 12 to 14 year olds 

and 16 to 18 year olds from the respective adolescent populations of Britain and Greece. 

Estimates of the OMEIS reliability and validity will be reported in this section and a 

comparison will be made with the corresponding estimates for the original version 

derived from studies on adolescent populations (e.g. Adams and Jones, 1983; Bennion, 

1988 in Markstrom and Adams, 1995; Jones and Hartmann, 1988 in Streitmatter, 1987; 

Jones and Streitmatter, 1987).

Reliability evaluation.

A comparison of the different reliability estimates for the original version of the OMEIS 

on college samples (Grotevant and Adams, 1984), for the original version of the OMEIS 

on adolescent samples (Jones and Streitmatter, 1987) and for the half version of the 

OMEIS on the four samples used in the present study is presented in table 3.4.
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The picture emerging from the comparison of the alphas for the four samples is blurred. 

The most encouraging index is the general Cronbach alpha, which is within the hmits of 

the original version for all samples except for the old British. It is thus possible to say 

that problems may occur in the use of subscales but it is relatively safe to use the scale as 

a whole.

Cronbach alpha Original Original-
adolescent

sample

Young
Greek

Old Greek Young
British

Old British

Total .31:11 .68 .50 .52 .68 -.21
Ideological .53:13 .44 .27 .41 .03
Interpersonal .51-.80 .39 .43 .48 .31

IDACH .66 .25 .47 .48 -.04
IDMOR .60 .40 .49 .60 .56
IDFOR .66 .43 .43 .36 .08
IDDIF .53 -.01 .08 .54 .24
INACH .62 .01 .27 .66 -.14
INMOR .59 .28 .092 .45 .16
INFOR .66 .31 .39 .53 .58
INDIF .52 .36 .43 .19 .15

Achievement ,84-.89 .77 .42 .56 .75 .001
Moratorium .10:11 .74 .39 .48 .73 .46
Foreclosure .81-.86 .80 .52 .57 .65 .60
Diffusion .69-.73 .68 .22 .37 .51 -.19
Split-half .37-.64 .38 .32 .83

Table 3.4.: Cronbach alphas for the four samples o f the study compared to estimates fo r  the original 
scale in an adult (Grotevant and Adams, 1984) and an adolescent population (Jones and 
Streitmatter, 1987).

Between the four samples, the one that gives the most theoretically congruent picture is 

the young British; most of the alphas for this sample are within the limits of the 

corresponding indexes reported for the original version with the exception of the alpha 

for interpersonal diffusion (.19). For the two Greek samples, particularly low alphas are 

derived for interpersonal achievement (.01) and ideological diffusion (-.01) for the young 

and for ideological subscale (.27), ideological diffusion (.08) and interpersonal 

moratorium(.09) for the old. A number of low alphas are detected for the British old 

sample. It is worth noticing that in some cases, Cronbach alpha would improve with 

elimination of one or two items. However, the items whose elimination would contribute 

to improvement of alpha differed for each combination of items (total or subscale scores) 

and for each of the four samples. This diversity prevented us from eliminating these items 

from further analysis since such a measure would lead to a considerable reduction of the 

already “half’ version of the OMEIS. Therefore, these estimates are not reported.
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In conclusion, some of the reliability estimates of this study are lower than the estimates 

reported for the original version of the OMEIS but the abundance and diversity of those 

estimates in previous research as well as the acceptance in the literature of those alphas 

as satisfactory suggests that the instrument is appropriate for use with our samples. An 

additional argument in favour of the OMEIS for our study is that the lower reliability 

estimates are expected since we use the “half’ version of the instrument and not the 

original form.

Validity evaluation.

Factor Analvsis.

On the basis of a factor analysis reported for the original version of the OMEIS 

Grotevant and Adams, 1984), Principal components factor analyses using Varimax 

rotation were performed for the subscale scores of the OMEIS for the four samples 

separately. The results of the factor analyses are presented in Appendix C, tables 4.9. to 

4.12.

For the British 12-14 year olds, Greek 12-14 year olds and Greek 16-18 year olds, the 

factor analyses gave a three-factor solution with eigenvalues greater than 1, accounting 

for 72.8%, 64.1% and 56.2% of the total variance for the three samples respectively. In 

accord with findings for the original version of the OMEIS (Grotevant and Adams, 

1984), clear factor structures are observed for the achievement and foreclosure 

subscales. Diffusion and moratorium load on one single factor although for the 

interpersonal diffusion subscale high factor loadings are observed on the foreclosure 

factor as well. For British 16-18 year olds, the factor analysis produced slightly different 

results. A three-factor solution emerged accounting for 67% of the total variance. 

Moratorium formed a relatively distinct and clear factor; achievement and foreclosure 

loaded together on one single factor, while ideological diffusion loaded high on the 

moratorium factor and interpersonal diffusion loaded high on a distinct factor.

Overall, however, the analysis revealed relatively clear and theoretically congruent factor 

structures.

Correlational analysis.

In order to further assess the reliability of the half version of the OMEIS on the four 

samples of adolescents used in the present study, the correlations between the ideological 

and the interpersonal subscales were estimated. Moreover, in order to assess the validity
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of the measure, we will show that correlations between corresponding ideological/ 

interpersonal subscales are convergent, while correlations between different statuses 

within the ideological or the interpersonal subscales are divergent. These correlations are 

presented in Appendix C, tables 4.5. to 4.8 for each of the four samples separately.

For the British 12-14 year olds, correlations comparing interpersonal with corresponding 

ideological subscales are all significant (.35 to .66.), in accord with similar estimates for 

the original version (Craig-Bray and Adams, 1986). In contrast, for both the Greek 12- 

14 year olds and the Greek 16-18 year olds the only significant correlations are between 

ideological-interpersonal achievement and ideological-interpersonal foreclosure while for 

the British 16-18 year olds only the correlation between ideological and interpersonal 

foreclosure is significant.

With regard to the correlations between ideological and interpersonal subscales, for the 

British 12-14 year olds there is a significant negative correlation between interpersonal 

diffusion-ideological achievement which is theoretically congruent with the two statuses 

representing the extreme ends in the identity hierarchy. Moreover, there is a significant 

positive correlation between interpersonal foreclosure-ideological diffusion and 

interpersonal moratorium-ideological diffusion. The only other significant correlation 

between ideological-interpersonal subscales for the old Greek sample is between 

ideological achievement-interpersonal foreclosure. No significant convergent correlations 

are detected for the young Greek sample or the old British sample.

With regard to divergent correlations, the picture emerging for the British young 

adolescent sample shows a high positive correlation between ideological diffusion- 

ideological moratorium and interpersonal diffusion-interpersonal foreclosure, in accord 

with those reported for the original version of the OMEIS. There is also a significant 

positive correlation between interpersonal achievement and interpersonal moratorium 

which is explained by the fact that the two statuses are collapsing categories in the 

identity status hierarchy and a significant negative correlation between ideological 

achievement-ideological diffusion and interpersonal diffusion-interpersonal achievement, 

explained by the two statuses representing the two extremes in the identity status 

paradigm. No significant relationships within the interpersonal subscales are detected for 

the British 16-18 year olds. Within the ideological subscales, two significant relationships 

are detected between diffusion and moratorium and foreclosure and diffusion in accord 

with reports for the original version of the OMEIS (Bennion and Adams, 1986).
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In general, the significant relationships for the Greek sample are fewer than for the 

British sample or for the original version of the OMEIS. The Greek young sample agrees 

with the young British sample on a significant correlation between ideological diffusion 

and ideological moratorium and a significant positive relationship between interpersonal 

foreclosure and interpersonal diffusion. For the Greek 16-18 year olds, all correlations 

are low and no significant relationships are detected.

Overall, the results of the convergent and divergent validity of the OMEIS for the four 

samples reveal similar patterns of correlations. In line with the theoretical assumptions of 

the identity status paradigm and with previous research findings (e.g. Bennion and 

Adams, 1986), for all the four samples, achievement was uncorrelated or negatively 

correlated with the other identity statuses; the only exceptions were the correlations 

between interpersonal achievement-interpersonal moratorium for the young British and 

between ideological achievement-interpersonal foreclosure for the old Greek, which 

were positive and significant. Correlations between diffusion and moratorium and 

foreclosure were positive for all the four groups with the exception of the following 

negative relationships: interpersonal diffusion-interpersonal moratorium for the young 

Greek, interpersonal foreclosure-interpersonal diffusion for the old Greek, ideological 

moratorium-interpersonal diffusion, interpersonal foreclosure-interpersonal diffusion and 

ideological foreclosure-ideological diffusion for the old British. We can explain these 

results in the following ways: the positive correlation between interpersonal 

achievement-interpersonal moratorium for the young British is explained by the two 

statuses collapsing in the identity hierarchy; the significant positive correlation between 

ideological achievement-interpersonal foreclosure for the old Greek is difficult to explain 

and may relate to the two statuses representing different areas of identity (ideological 

and interpersonal). The general picture of these findings suggest that moratorium, 

foreclosure and diffusion are measuring distinct but overlapping constructs.

Associations between similar ideological and interpersonal subscales are in most cases 

positive. For the young British, all the correlations of corresponding ideological and 

interpersonal subscales are significantly positive. For the two Greek samples aU 

correlations are positive, yet only the correlations between ideological achievement- 

interpersonal achievement and ideological foreclosure-interpersonal foreclosure are 

significant. For the old British, only the correlation between ideological foreclosure- 

interpersonal foreclosure is significant; the other corresponding status correlations are 

positive except for the ideological diffusion-interpersonal diffusion correlation which is
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negative. This finding suggests that these two subscales may be distinct and may assess 

non-overlapping aspects of identity. Overall, the tests of validity suggest that the identity 

constructs operate in a predictable and similar manner for the four groups. These findings 

argue for the meaningfulness and comparability of the measures for the four groups. 

Collectively, the OMEIS exhibits properties which are congruent with theoretical 

speculations concerning identity development. The results of the analysis are indicative of 

the appropriateness of the OMEIS for our four samples.

Critical evaluation of the OMEIS.

The OMEIS is a self-report format measure developed with the purpose of classifying 

subjects according to their identity status. Its advantages are that it permits the use of 

large sample sizes as well as the identification of diverse transitional stages in identity 

development. Further, the OMEIS can be used to provide a continuous scale score on 

the degree to which a subject perceives being diffused, foreclosed, in moratorium or 

achieved as well as being scored to place the individual into an identity status type-a 

categorical form of classification (Craig-Bray and Adams, 1986).

The OMEIS is limited in that it does not sharply differentiate between diffusion and 

moratorium. However, this may be due to few pure diffusion-status types being observed 

among healthy adolescent populations. Another limitation is that the cut-off score 

method of assigning identity statuses yields a rather sizeable proportion of subjects who 

do not score above the cut-off on any of the four scales and are therefore classified as 

low-profile moratoriums (Jones and Hartmann, 1988 in Streitmatter, 1987). Therefore, 

Jones et al. (1994) proposed revised classification criteria with the cut-off point 

consisting of the mean plus a half standard deviation instead of the mean plus one 

standard deviation as originally proposed. Their results showed that the proportion of 

pure status classifications increased when the revised criteria were used. Adams (1994), 

however, posed the question of whether a researcher should utilise measurement 

techniques that readily categorise individuals into a single, pure status when in reality 

they are manifesting transformation states. He argues that we need to be able to measure 

and study individual differences between pure identity statuses, but not at the expense of 

being able to measure and study inter-individual change in the form of transformative 

states of ego identity.

Overall, the OMEIS has some psychometric and methodological weaknesses. However, 

its extensive use in previous research and its theoretical relevance to the purposes of the
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present study contribute to overlooking its inherent disadvantages and using it with 

caution to evaluate identity development.

3.2. Psychometric Evaluation of the Consumer Behaviour 

Questionnaire.

3.2.1. Content of the consumer behaviour questionnaire.

A structured questionnaire was compiled for the purposes of the present research to 

provide information on the sample's self-reported consumer behaviour. The questionnaire 

consists of six parts.

The first part of the questionnaire refers to patterns of consumption, such as frequency of 

shopping, duration of shopping, factors influencing selection of shops, priorities in 

purchases and availability and use of money. The form of the above questions is mostly 

open-ended.

The second part of the questionnaire concerns the motives that adolescents report for 

shopping and the kind of satisfaction they seek in it. The Uses and Gratifications for 

Television Advertising Watching Scale compiled by Greenberg et al. (1974) was adapted 

to study uses and gratifications of shopping. Additional items were derived from 

d'Astous (1990), Elliott (1994) and Lunt and Livingstone (1992). Scoring is on a 5-point 

Likert type scale ranging from “Strongly agree” to “Strongly disagree”.

The third part of the questionnaire is the Modified Compulsive Buying Scale (d'Astous, 

Maltais and Roberge, 1990), which was compiled for use with adolescent populations. 

Scoring is on a 5-point Likert-type scale with the anchors “Strongly agree” to “Strongly 

disagree”.

The fourth part of the questionnaire is the susceptibility to Social Influence Scale which 

consists of 9 items; a five-item scale was derived by d’Astous (1990) and was 

supplemented with four items from depth interview data by Elliott (1994) to measure 

perceived social image benefits associated with consumption. Scoring is on a 5-point 

Likert-type scale with the anchors “Strongly agree” to “Strongly disagree”.

Finally, the fifth and sixth part of the questionnaire measure susceptibility to parents’ and 

peers’ influences in shopping. A 13-item scale was compiled based on various relevant 

items reported in the literature. In line with previous studies of consumer learning, family 

and peer communication about consumption is operationally defined as overt interaction 

between adolescent and parents/peers concerning goods and services (Moschis and
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Churchill, 1978; Ward and Wackman, 1971; Moore and Stephens, 1975; Moschis and 

Moore, 1982), For both scales, respondents indicate the frequency with which they 

perform the behaviours described on a 5-point Likert type scale with the anchors “Nearly 

always” to “Never”.

3.2.2. Psychometric evaluation of the Uses and Gratifications of Shopping Scale.

The original Uses and Gratifications measure (Greenberg et al., 1974) set out to pool 

nine different uses and gratifications of television watching, namely, rationality, 

relaxation, habit, material learning, social learning, company, arousal, escape and 

dreaming. A number of items were added to the initial scale in order to adjust it to the 

evaluation of gratifications sought in shopping with the assumption that they reflected 

conceptually relevant uses and gratifications. In particular, the items were incorporated 

in the categories of rationality (items 4, 5, 6 and 7), habit (items 14, 15 and 16), company 

(items 25 and 26) and arousal (item 30). The original and the added items of the scale, 

the source from which the added items were derived and the category to which they are 

conceptually incorporated are presented in table 3.5.

A factor analysis for all the four groups was performed in order to provide validation for 

the inclusion of the added items and to create common categories of uses and 

gratifications for shopping. Using principal components analysis and Varimax rotation, a 

three-factor solution emerged accounting for 62.8% of the total variance.

The picture emerging from the factor analysis reveals a clear pattern of uses and 

gratifications for shopping. All the items of the shopping for rational motives category 

(1,2,3,4,5,6,7) form factor 3, with the exception of item 1 which has a negative loading 

on factor 1. Factor 2 consists of all the items from the social and material learning 

categories (18,19,20,21,22), most of the items from the categories of company 

(23,25,26) and two of the items from the habit category (11,16). The items from the 

categories of arousal (27,28,29,30), escape (31,32,33), dreaming (34,35,36), relax 

(8,9,10) and the remaining items from the categories of habit (12,13,14,15), material 

learning (17) and company (24) form factor 1. With regard to the added items, in most 

cases the factor analysis confirmed their conceptual classification.

Based on the above analysis, three uses and gratifications of shopping are identified and 

named as shown in table 3.6.
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Rational Shopping
1 ■ I only shop when it is necessary.
2. My main concern when shopping is that I get value for money.
3. It is important to me to shop as efficiently as possible.
4. I tend to shop around for the best buy or for a bargain.(Lunt and Livingstone, 1992)
5. I wait for the sales to buy expensive items.(Lunt and Livingstone. 1992)
6. I gather information and make comparisons before purchase.
7. To choose a store, I take prices, travel costs and time into consideration.
Shopping to relax
8. I find shopping relaxing.
9. When I am shopping, I do not need to think about anything else.
10. Shopping frees me from my chores.
Shopping as a habit
11.1 shop because it is a habit.
12 .1 go shopping just because I like it.
13 .1 go shopping just for fun.
14 .1 enjoy shopping.(Lunt and Livingstone, 1992)
15.1 enjoy window shopping.(Lunt and Livingstone, 1992)
16. “I shop, therefore I am”
Shopping for material learning
17. When I shop, I go to see what is new in the shops.
18 .1 shop to get new ideas.
19.1 shop to see what other people prefer.
Shopping for social learning
2 0 .1 like to look at the people and images and see if they are me.
2 1 .1 go shopping to realise my ideas.
2 2 .1 go shopping to see that my style is correct.
Shopping for company
23. When I am shopping, I feel less lonely.
2 4 .1 enjoy the service I get when shopping.
2 5 .1 go shopping to meet my friends.(Holbrook and Hirshman, 1982)
26.1 go shopping to communicate with like-minded people.(Holbrook and Hirshman, 1982)
Shopping for arousal
2 7 .1 enjoy the buzz of people around me when shopping.
28. Shopping cheers me up.
29. Shopping excites me.
3 0 .1 buy something in order to make myself feel better.(Elliott, 1994)
Shopping to escape
31. When I am shopping, I am engrossed.
32. When shopping, I forget about problems at home and/or school.
33. Shopping is a break from the mundane.
Shopping for dreaming
34. When I shop, I feel like a different person.
35. Shopping is a bit like a dream.
36. When I shop, I feel really good.

Table 3.5.: Categorisation o f items o f the original Uses and Gratifications o f Shopping scale and o f 
added items.

The internal reliability coefficients for the three uses and gratifications categories are .61 

for rational shopping, .81 for shopping to leam/for company and .93 for shopping for 

psychological lift/to relax/as a habit.

In order to investigate the relationship between the different uses and gratifications, the 

categories were tested for the level of intercorrelation. Shopping to leam/for company is 

highly related to shopping for psychological lift/to relax/as a habit (pearson r=.6S, 

p<.01). Also, rational shopping is related to shopping to leam/for company (pearson
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r=.17, p<.05). Two distinct and unrelated functions of shopping are rational shopping 

and shopping for psychological reasons/as a habit/to relax (pearson r=.03, p>.05).

Category name Item Question formulation
Rational Shopping 1 1 only shop when it is necessary.

2 My main concern is that I get value for money.
3 It is important to me to shop as efficiently as possible.
4 1 tend to shop around for the best buy or for a bargain.
5 1 wait for the sales to buy expensive items.
6 I gather information and make comparisons before purchase.
7 To choose a store, 1 consider prices, travel costs and time.

Shopping for psychological lift/ 
relax /habit

8 I find shopping relaxing.

9 When 1 am shopping, 1 do not need to think about anything.
10 Shopping frees me from my chores.
27 I enjoy the buzz of people around me when shopping.
28 Shopping cheers me up.
29 Shopping excites me.
30 1 buy something in order to make myself feel better.
31 When I am shopping, I am engrossed.
32 When shopping, I forget about problems at home/school.
33 Shopping is a break from the mundane.
34 When 1 shop, 1 feel like a different person.
35 Shopping is a bit like a dream.
36 When 1 shop, I feel really good.
11 I shop because it is a habit.
12 I go shopping just because I like it.
13 I go shopping just for fun.
14 1 enjoy shopping.
15 1 enjoy window-shopping.
16 “1 shop, therefore 1 am.”

Shopping to learn/ for company 23 When 1 am shopping, 1 feel less lonely.
24 1 enjoy the service 1 get when shopping.
25 1 go shopping to meet my friends.
26 1 go shopping to communicate with like-minded people.
17 When I shop, I go to see what is new in the shops.
18 I shop to get new ideas.
19 I shop to see what other people prefer.
20 I like to look at the people and images and see if they are me.
21 I go shopping to realise my ideas.
22 I go shopping to see that my style is correct.

Table 3.6.: The Uses and Gratifications o f shopping categories-Total sample.

To conclude, the identified categories of uses and gratifications of shopping for the total 

sample have satisfactory reliability levels and levels of intercorrelations and will thus be 

used for the rest of the analysis.

3.2.3. Psychometric evaluation of the Compulsive Buying Scale.

Compulsive buying tendencies are evaluated by the Modified Compulsive Buying Scale 

(d’Astous, Maltais and Roberge, 1990) which was compiled on the basis of the original 

Compulsive Buying Scale (Valence et al., 1988) for use with an adolescent population; 

the modified scale contains 11 items and has a reported internal reliability of 0.78.
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Alpha is 0.88 for the British 12-14 year olds, 0.70 for the British 16-18 year olds, 0.80 

for the Greek 12-14 year olds and 0.82 for the Greek 16-18 year olds. The split-half 

reliability estimates are 0.86, 0.74, 0.80 and 0.85 for the four samples respectively. All 

the estimates are satisfactory; the relatively lower Cronbach alpha for the British 16-18 

year olds may be due to the smaller size of this sample.

The answers to the eleven questions were summed in order to give each subject a 

measure of compulsive shopping, called Compulsiveness. For the British 12-14 year olds. 

Compulsiveness’ scores range from 12 to 52 with a mean of 29.70 and a standard 

deviation of 10.04. For the British 16-18 year olds, scores range from 19 to 48 with a 

mean of 29.90 and a standard deviation of 6.28. For the Greek 12-14 year olds. 

Compulsiveness’ scores range from 15 to 54 with a mean of 32.67 and a standard 

deviation of 8.97. Finally, for the Greek 16-18 year olds, scores range from 15 to 51 with 

a mean of 33.25 and a standard deviation of 8.41.

3.2.4. Psychometric evaluation of the Susceptibility to Social Influence in Shopping 

Scale.

Susceptibility to social influence in shopping is measured by nine questions compiled by 

d’Astous (1990) and supplemented by Elliott (1994) to measure perceived social image 

benefits associated with consumption. The reported internal reliability for the 

susceptibility to social influence scale is 0.84 (Elliott, 1994).

Cronbach alpha is 0.86 for the British 12-14 year olds, 0.75 for the British 16-18 year 

olds, 0.85 for the Greek 12-14 year olds and 0.59 for the Greek 16-18 year olds. The 

reliability estimates raise to 0.84, 0.87 and 0.65 for the British 16-18 year olds, Greek 

12-14 year olds and Greek 16-18 year olds respectively with the deletion of one item 

(“When I come home from shopping, I enjoy unwrapping what I have bought”). Split- 

half reliabilities for the susceptibility to social influence scale are 0.81, 0.78, 0.72 and 

0.57 for the British 12-14, Greek 12-14, British 16-18 and Greek 16-18 year olds 

respectively; split -half reliabilities become 0.73 for the British 12-14 year olds, 0.88 for 

the Greek 12-14 year olds, 0.70 for the British 16-18 year olds and 0.55 for the Greek 

16-18 year olds if the above outlying item is deleted. Reliability estimates for the 

Susceptibility to Social Influence Scale are sufficient for the scale to be used as a 

measure of the phenomenon.

Responses are summed up to create a measure of social influence in shopping. For the 

British 12-14 year olds, the social influence measure ranges from 10 to 40 with a mean of
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28.12 and a standard deviation of 7.28. For the British 16-18 year olds, the scores range 

from 16 to 40 with a mean of 26.32 and a standard deviation of 6.41. For the Greek 12- 

14 year olds, the minimum score is 15 and the maximum score is 40 with a mean of 

27.34 and a standard deviation of 7.50. Finally, for the Greek 16-18 year olds, the scores 

range from 18 to 40 with a mean of 28.70 and a standard deviation of 4.99.

3.2.5. Psychometric evaluation of the Susceptibility to Peer Influence in Shopping 

Scale.

The scale used in the present study consists of the initial 7-item Communication with 

peers scale derived by Moschis and Moore (1982) with the addition of one item (“I shop 

from the stores that my friends shop”).

The reported internal reliability of the Moschis and Moore scale is 0.80. Cronbach alpha 

is 0.81 for the British 12-14 year olds, 0.65 for the British 16-18 year olds, 0.79 for the 

Greek 12-14 year olds and 0.76 for the Greek 16-18 year olds. One outlying question 

was removed (“When I go shopping, I often try to find things that are different from 

things that my friends have”) increasing the alpha to 0.84, 0.75, 0.85 and 0.79 for the 

British 12-14 year olds, British 16-18 year olds, Greek 12-14 year olds and Greek 16-18 

year olds respectively. Split-half reliabilities for the susceptibility to peers influence scale 

are 0.80, 0.84, 0.73 and 0.67 for the British 12-14, Greek 12-14, British 16-18 and 

Greek 16-18 year olds respectively, rising to 0.81, 0.84, 0.74 and 0.68 for the 

corresponding groups with the deletion of the outlying item. These reliability estimates 

are considered satisfactory for the scale to be used as a measure of Susceptibility to 

peers’ influence in shopping.

A sum for the remaining seven questions is, thus, calculated for each subject to measure 

Communication with Peers/Susceptibility to Peers’ influence in shopping. For the British 

12-14 year olds, scores range from 7 to 31 with a mean of 18.77 and a standard 

deviation of 5.59. For the British 16-18 year olds, the scores range from 7 to 31 with a 

mean of 18.50 and a standard deviation of 5.31. For the Greek 12-14 year olds, the 

minimum score is 11 and the maximum score is 35, with a mean of 21.87 and a standard 

deviation of 6.71. Finally, for the Greek 16-18 year olds, the score ranges from 10 to 32 

with a mean of 20.31 and a standard deviation of 5.45.
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3.2.6. Psychometric evaluation of the Susceptibility to Parents’ Influence in 

Shopping Scale.

Five items are included to determine the extent to which the adolescent interacts with his 

parents about consumption matters. The items are formed on the basis of the 

corresponding items of the Susceptibility to Peers’ Influence in Shopping Scale.

Cronbach alpha is 0.71 for the British 12-14 year olds, 0.47 for the British 16-18 year 

olds, 0.72 for the Greek 12-14 year olds and 0.81 for the Greek 16-18 year olds. The 

internal reliability of the scale for the sample of the British 16-17 year olds is very low 

and this may be due to a combination of the small number of items of the scale (5 items) 

with the small size of the sample. Split-half réhabilités for the susceptibility to parents’ 

influence scale is 0.47, 0.78, -0.19 and 0.71 for the British 12-14, Greek 12-14, British 

16-18 and Greek 16-18 year olds respectively. Despite the low alpha of the scale for the 

sample of British 16-18 year olds, the scale is conceptually valuable and the reliabilities 

for the other three samples high enough to justify the use of the scale as a measure of 

susceptibility to parents’ influence in shopping.

A new variable is, thus, created by summing up the responses across the five items of the 

scale; the new variable measures Communication with parents/Susceptibility to Parents’ 

influences in shopping. For the British 12-14 year olds, the scores range from 10 to 25 

with a mean of 17.20 and a standard deviation of 3.69. For the British 16-18 year olds, 

the range is 9 to 21 with a mean of 15.59 and a standard deviation of 2.79. For the Greek 

12-14 year olds, the scores range from 6 to 25 with a mean of 14.85 and a standard 

deviation of 4.50. Finally, for the Greek 16-18 year olds, the minimum score is 7 and the 

maximum 25 with a mean of 15.02 and a standard deviation of 4.31.

3.3. Psychometric evaluation of the Response To Advertising 

Questionnaire.

3.3.1. Content of the response to advertising questionnaire.

A structured questionnaire, compiled for the purposes of the present study, was used to 

provide information on media use and response to advertising. The questionnaire consists 

of five parts.

The first open-ended part of the questionnaire provides brief information on quantity of 

media use, availabihty of television sets in the household and patterns of television 

watching.
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The second part of the questionnaire is based on Greenberg's (1974) list of uses and 

gratifications of television viewing since it was assumed that most of the items could 

describe the gratifications sought in commercials-watching; certain items were omitted 

because they strictly referred to the use of television as a whole-for example “television 

is like a friend”. Certain items were also adapted by the Motivations for Shopping Scale 

(Moschis and Moore, 1982) and some were compiled for the purposes of this study, 

based on the literature review and bearing in mind the age of the sample. Rephrasing was 

also essential in certain occasions to enhance comprehensibility. Items are scored on a 5- 

point Likert-type scale with the anchors “Strongly agree” to “Strongly disagree”.

The third part of the questionnaire consists of items referring to beliefs about and 

perceptions of television advertising. Again, various sources were used (e.g. Alwitt et al., 

1992; Bauer and Grayser, 1968 in Durvasula et al., 1993; Moore and Moschis, 1981; 

Haller, 1974; Linn et al., 1982, 1984). Responses are scored on a 5-point Likert type 

scale ranging from “Strongly Agree” to “Strongly disagree”.

The fourth part of the inventory is a susceptibility to advertising scale compiled by 

Moschis and Moore (1978). The scale numbers 6 items and is scored on a 5-point 

Likert-type scale ranging from “Strongly agree” to “Strongly disagree”.

The fifth part of the questionnaire measures attitudes to advertising on 7-point semantic 

differential scales on the basis of previous research (Muehling, 1987).

3.3.2. Psychometric evaluation of the uses and gratifications of television 

advertising watching scale.

The uses and gratifications of television advertising watching scale is a combination of 

two scales. Greenberg (1974)’s list of uses and gratifications of television viewing was 

adopted for use with television advertising watching instead of general television 

watching. The original scale set out to pool eight different uses and gratifications of 

television advertising watching; namely, relaxation, companionship, learning about 

things, habit, passtime, learning about myself, arousal and to forget. The items drawn 

from the Moschis and Moore’s (1982) scale of motivations for television watching were 

categorised under conceptually relevant categories of uses and gratifications identified in 

Greenberg’s list. In addition, two items were drawn from the work of Alwitt et al. (1992) 

on beliefs about television advertisements and five items were drawn from the literature 

and added to the final scale because they were considered to offer additional information 

on the existing categories. The items of the original uses and gratifications of television
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watching scale, the added items, the source from which they were derived and the 

categorisation of items are presented in table 3.7.

Item: I watch television advertisements
Television advertising watching to relax
1. because it relaxes me
2. because it calms me down when I am in temper
3. because it is a pleasant rest
4. because I do not have to do anything when I watch
Television advertising watching for company
5. so I will not be alone
6. when there is no one to talk to
7. because it makes me feel less lonely
8. to have something to talk about with my friends(Moschis and Moore, 1982)
Television advertising watching to learn

9. because it gives me ideas about products by showing the kinds of people who use them
10. to find out about what products and services are available(Alwitt et al., 1992)
11. to find out how good a product is(Moschis and Moore, 1982)
12. to find out what brands have the features I am looking for(Alwitt et al., 1992)
13. to help me decide what things to buy (Moschis and Moore, 1982)
14. to learn about the “in” things to buy(Moschis and Moore, 1982)
Television advertising watching as a habit
15. because it is a habit
16. because I just like to watch
17. because it is so much fun
18. because I just enjoy watching
Television advertising watching as a passtime
19. because it makes me feel good
20. when I am bored
21. when I have nothing better to do
22. because it passes the time away
23. because it gives me something to do
Television advertising watching to leam  about myself
24. because it helps me learn things about myself
25. to get ideas about fashion and ways to act
26. so I could leam about what could happen to me
27. because it shows how other people deal with the same problems I have
2 8 .1 see people on television ads who are examples of the way I wish I were(Moschis and Moore, 1982)
29. because they help me be more confident in the brands/products I actually use
30. because they tell me that there are other people, like myself, who use the same products/brands
31.1 can really relate to some television advertisements because they seem made just for me
Television advertising watching for arousal
32. because it is thrilling
33. because it excites me
34. because it stirs me up
Television advertising watching to forget
35. so I can forget about school and homework
36. because it helps me forget my problems
37. so I can get away from the rest of my family
38. so I can get away from what I am doing

Table 3.7: Categorisation o f the original and the added items o f the Uses and Gratifications o f 
television advertising watching scale.

In order to validate the combination of the Uses and Gratifications scale with the 

Motivations scale and to verify the classification of added items under the initial 

categories of the uses and gratifications scale, a factor analysis to the total sample was
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performed. Using Principal components analysis and Varimax rotation, the factor 

analysis revealed the existence of four factors accounting for 57.5% of the total variance. 

A distinct factor emerged for the Forget (items 35,36,37,38) category (factor 4), while 

the other factors encompassed a combination of categories; factor 3 consists of items 

from the categories of Passtime (20,21,22,23), Habit (15,16) and Relax (4). Factor 2 

consists of items from the categories of Arousal (32,33,34), Passtime (19), Relax (1,2,3), 

Habit (17,18) and Company (5,6,7). Finally, factor 1 consists of items from the 

categories of Leam about things (9,10,11,12,13,14), Learning about myself 

(24,25,26,27,28,29,30,31) and Company (8).

With regard to the added items, the results of the factor analysis indicate that the 

inclusion of the added items in the categories of Learning about things and Learning 

about myself has generally followed the expected direction. Certain problems have, 

however, occurred with added items 8 and 19, which do not cluster with the 

conceptually relevant categories of company and passtime respectively. As a general 

conclusion, it can be argued that similar differentiations in the grouping of items also 

occur in the case of items which in the initial uses and gratifications scale belonged to the 

same category. Therefore, we do not interpret the categorisation of added items in a 

different category as an indication that the items should not be included in the scale. 

Indeed, a further verification for the inclusion of these items are the high reliability 

coefficients for all the categories in which they are included. All the reliability estimates 

for the identified categories of uses and gratifications of television advertising watching 

are above the convention of 0.80.

Based on the above analysis, four uses and gratifications of television advertising 

watching are identified and named as shown in table 3.8.

The Cronbach alphas for the above uses and gratifications categories are .87 for 

television advertising watching to forget, .91 for television advertising watching to leam, 

.89 for television advertising watching to relax, for arousal, company and .88 for 

television advertising watching as a habit/passtime.

Inter-correlations between the different uses and gratification categories are high and 

significant as shown in table 3.9.
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Category name Item Question formuIation(l watch tv ads)
as a passtime or as a habit 20 when I am bored

21 when I have nothing better to do
22 because it passes the time away
23 because it gives me something to do
15 because it is a habit
16 because I just like to watch
18 because I just enjoy watching
4 because I do not have to do anything when I watch

to forget 35 so I can forget about school and homework
36 because it helps me forget my problems
37 so I can get away from the rest of my family
38 so I can get away from what I am doing

for company/arousal/to relax 19 because it makes me feel good
32 because it is thrilling
33 because it excites me
34 because it stirs me up
1 because it relaxes me
2 because it calms me down when l amina temper
3 because it is a pleasant rest
17 because it is so much fun
5 so I will not be alone
6 when there is no one to talk to
7 because it makes me feel less lonely

to learn 8 to have something to talk about with my friends
9 because it shows the kinds of people who use products
10 to find out what products and services are available
11 to find out how good a product is
12 to find out what brands have the features I am looking for
13 to help me decide what things to buy
14 to leam about the “in” things to buy
24 because it helps me leam things about myself
25 to get ideas about fashion and ways to act
26 so I could leam about what could happen to me
27 because it shows how other deal with the same problems
28 people on tv ads are examples of how I wish 1 were
29 because they help me be more confident in the products
30 because they tell about others using the same products
31 I can relate to some tv ads because they seem made for me

Table 3.8: Classification o f the uses and gratifications o f television advertising watching items-Total .sample.

Television advertising watching______________ 1__
to relax/for arousal/for company(1) 1,000
to forget(2) .54**
to Iearn(3) .48**
as a habit/passtim e(4)______________________ .62**

.54**
1,000
.44**
.58**

.48**

.44**
1,000
.52**

.62**

.58**

.52**
1,000

Table 3.9: Pearson r correlations between different uses and gratifications fo r  television advertising 
watching as identified by factor and cluster analyses.

*p<.05
**p<.01.

To conclude, it appears that the categories of uses and gratifications of television 

advertising watching for the total sample have satisfactory reliability levels and levels of 

intercorrelations and will, thus, be used in further analysis.

3.3.3. Psychometric evaluation of the Perceptions about television advertising scale.

The scale measuring beliefs about and perceptions of television advertisements is adapted 

from previous studies of attitudes toward advertising (Bauer and Greyser, 1968 in
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Durvasula et al., 1993; Alwitt et al., 1992). An attempt to include additional items lead 

to confusing results and was dropped. The items included in further analysis are the 

classification proposed by Alwitt and Prabhaker (1992) are presented in table 3.10.

Perceptions o f the social benefits of advertising
TV advertising results in better products for the public.
TV advertising helps raise our standard of living
TV advertising helps me find products that match my personality and interests
TV advertising helps me buy the best brand for the price
I am willing to pay more for a product that is advertised on TV
TV ads present true picture of products
You can trust brands advertised on TV
Evaluations of how TV commercials are executed
Most television commercials are in poor taste
A lot of TV advertising is funny or clever
TV advertising is more offensive today than it used to be
Perception that TV advertising is deceptive
Most television advertisements try to work on peoples’ emotions
There is a critical need for more truth in today’s advertising
Television commercials do not show life as it really is
TV advertising mostly tries to create imaginary differences between products that are very similar
Perceptions of offensive aspects o f television advertising
TV advertising is upsetting to people because it sets goals for the average person that he can not reach
TV advertising is a main reason society is concerned with buying and owing things
There is too much sex in TV advertising
There is too much violence in TV advertising
Perceptions that TV advertisements are shown too often or too much
There seems to be more advertising on television now than there used to be
Most commercial breaks on television have too many commercials in a row
The same television advertisements are constantly shown again and again
Perception that television advertising does not offer information
Most television advertisements today are not about products themselves, but just to create a mood
Today television advertisements give you as much information as they used to
Today’s television advertisements tell you more about the people who use a brand than about what the brand 
does for you______________________________________________________________________________________

Table 3.10: The categories o f perceptions about television advertisements.

Evidently, a clear factor is formed for the categories of Social benefits of television 

advertising (factor 1) with the addition of item 31. Items forming the other categories of 

perceptions have high loadings dispersed on a number of factors. An hierarchical cluster 

analysis using Ward’s method was applied to show us how these factors cluster together. 

The results of the cluster analysis reveal that perceptions that television advertisements 

are deceptive and perceptions that television advertisements are shown too often cluster 

together but since they have high internal reliability, they are treated as separate 

categories. Also, perceptions about how television advertisements are executed, 

perceptions that television advertisements do not offer information and perceptions that 

television advertisements are offensive form a distinct cluster.
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The final categories of perceptions of television advertisements and the corresponding 

reliability coefficients are .82 for perceptions about the social benefits, .75 for 

perceptions that advertisements are deceptive, .67 for perceptions that advertisements 

are shown too often and .62 for perceptions that advertisements do not offer 

information/about the way they are executed/that they are offensive.

A new variable was created to measure overall perceptions of television advertisements 

by summing up individuals’ scores in all items measuring overall positive or negative 

perceptions of television advertisements. The internal reliability of this new variable for 

the total sample is 0.75, while the split-half reliability is 0.70. The score of the overall 

perceptions of television advertisements measure for the total sample ranges from 60 to 

113 with a mean of 83.70 and a standard deviation of 10.54.

Further, a new measure was created for each of the four subcategories of perceptions of 

television advertisements, derived from the analyses described above, by summing up 

individual’s scores in the items comprising each subcategory. For perceptions that 

advertisements are shown too often the score ranges from 3 to 15 with a mean of 12.24 

and a standard deviation of 2.54. For perceptions that advertisements are deceptive, the 

score ranges from 4 to 20 with a mean of 15.65 and a standard deviation of 3.25. For 

perceptions that television advertisements are offensive, not informative and about how 

they are executed the score ranges from 13 to 41 with a mean of 27.62 and a standard 

deviation of 5.17. For perceptions of the social benefits of television advertisements, the 

score ranges from 8 to 40 with a mean of 28 and a standard deviation of 6.37.

3.3.4. Psychometric evaluation of the Susceptibility to Advertising Scale.

The fourth part of the inventory is a susceptibility to advertising scale compiled by 

Moschis and Moore (1978). Susceptibility to advertising is based on the degree of 

interest in and attention to advertising by the respondent and on the desire to have 

products he saw advertised.

Cronbach alphas are 0.67 for the British 12-14 year olds, 0.77 for the British 16-18 year 

olds, 0.72 for the Greek 12-14 year olds and 0.63 for the Greek 16-18 year olds. Split- 

half reliability is 0.68,0.71, 0.55 and 0.62 for the British 12-14, Greek 12-14, British 16- 

18 and Greek 16-18 year olds respectively.

Individuals’ scores on each item are summed up to create a new variable which measures 

susceptibility to advertising. For the British 12-14 year olds, this new variable ranges 

from 13 to 30 with a mean of 20.13 and a standard deviation of 3.97. For the British 16-
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18 year olds, the score ranges from 6 to 30 with a mean of 18.31 and a standard 

deviation of 4.54. For the Greek 12-14 year olds, the minimum score is 6 and the 

maximum 30 with a mean of 19.90 and a standard deviation of 4.96. Finally, for the 

Greek 16-18 year olds, the score ranges from 10 to 30 with a mean of 18.90 and a 

standard deviation of 4.27.

3.3.5. Psychometric evaluation of the Attitudes toward advertising Scale.

Attitudes to television advertising were based upon the respondent’s affective 

orientations toward liking/disliking of advertising. Semantic differential items (such as 

“good/bad”) widely used in previous research were selected to assess acceptability of 

advertising (Muehling, 1987). The measure consists of a 7-point bipolar rating measuring 

how much television advertisements are liked or disliked and a set of 7-point adjectives 

measuring how the respondent feels about advertising.

A new variable was created by summing the responses to the six pairs of adjectives 

measuring how the respondent feels about advertisements. Cronbach alpha for the new 

variable is 0.85 for the British 12-14 year olds, 0.83 for the British 16-18 year olds, 0.88 

for the Greek 16-18 year olds and 0.59 for the Greek 12-14 year olds.

For the rest of our analysis, we will refer to overall liking/disliking of advertisements 

(measured by a single item in our questionnaire) and to a new variable called Attitudes 

(measured by summing up responses to the six pairs of adjectives evaluating feehngs 

toward advertisements).

Conclusion.

The battery used in the present study consists of three parts evaluating identity 

formation, consumer behaviour and response to advertising. Having discussed the 

psychometric qualities of the questionnaires, the measures which emerged and are going 

to be used in further analyses are as follows:

For identity formation, total and subscale identity scores have been proven valid and 

reliable measures of identity and will be used.

With regard to the consumer behaviour variables, the emerging measures are scores for 

compulsive buying tendencies, susceptibility to social influences in shopping, 

susceptibility to parents’ influences in shopping and susceptibility to peers’ influences in 

shopping. Moreover, scores are estimated for the categories of shopping for
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psychological reasons/to relax/as a habit, shopping for rational motives and shopping to 

leam/for company.

With regard to the response to advertising variables, the emerging measures are scores 

for susceptibility to advertising, attitudes to advertising (overall liking/disliking of 

advertisements and feelings toward advertisements) and perceptions of television 

advertisements (overall perceptions and perceptions of social benefits of television 

advertisements, perceptions that television advertisements are deceptive, perceptions that 

television advertisements are shown too often and perceptions about how television 

advertisements are executed/that they do not offer information/that they are offensive). 

Moreover, scores are estimated for the categories of watching television advertisements 

for company/arousal, to forget, to leam and as a passtime/habit.

Part B.
In Part B, we explore hypotheses relating to age, gender and cultural differences in 

identity (section 3.4.) and in consumer behaviour/response to advertising (section 3.5.).

Guidelines to analysis.
In all studies in this thesis, where the identity scale is used, analyses are performed with 

both total ideological and interpersonal scores and with the four ideological and four 

interpersonal subscale scores. The analysis with the total scores is performed because of 

their potential to provide a meaningful interpretation of identity progress; even though 

these scores are categorical, their ordinal nature enables us to use them in multivariate 

analysis. The analysis with the subscale scores is performed to compensate for the 

theoretical and statistical restrictions embodied in the use of total scores discussed in the 

methodology section; Kroger (1989) also proposes the use of subscale ratings instead of 

global scores.

Prior to analysis, the variables were examined for accuracy of data entry, missing values 

and fit between their distributions and the assumptions of multivariate analysis. The 

histograms revealed that our variables had a reasonably normal distribution and that there 

were no univariate or multivariate outliers. Bartlett’s test for homogeneity of dispersion 

matrices gave no reason to reject the hypothesis that the variances were equal. The 

exploration of residual plots and pooled covariance matrices showed no indication for 

linearity or multicollinearity. Because stepdown analysis was planned to assess the
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importance of dependent variables after MANOVA, a test of homogeneity of regression 

for each step of this stepdown analysis as well as an overall test of homogeneity of 

regression for MANCOVA were necessary. Sufficient homogeneity of regression was 

established for all tests. Moreover, caution was taken so that more cases than dependent 

variables were included in each cell. For this reason, total ideological and total 

interpersonal identity scores were either used in separate analyses or in the same analysis 

with no other variables so as to avoid combinations which entailed small fragments of the 

sample to be distributed in each cell.

Results of evaluation of assumptions of normality, linearity and homoscedasticity of 

residuals for regression were satisfactory. With the use of a p<.001 criterion for

Mahalanobi’s distance, no outliers among the cases were found.

In reporting the results of MANOVA and MANCOVA, we focus on variables that best 

discriminate the groups we compare, that is, variables making a unique contribution to 

predicting differences between the groups. To describe the nature of the detected 

differences, we compare the unweighted means of the relevant groups on the variables 

involved in the analysis. In order to investigate the nature of the relationships between 

the independent and the dependent variables, univariate analysis results are reported. 

When correlations among the dependent variables are in excess of .30, stepdown analysis 

is appropriate to investigate the impact of each main effect on the individual dependent 

variables. The priority order of dependent variables is based on their correlations with the 

independent variables (Tabachnick and Fidell, 1989).

For all MANOVAs, the tests of significance used are in order of priority Scheffe, Tukey 

and LSD tests; if a difference is not significant with the Scheffe test, Tukey tests are 

introduced while LSD tests are only used if the difference is not significant with Scheffe 

or Tukey (Howell, 1997).

A key to all the short forms of the variables used in tables reporting results for the three

studies is provided in Appendix E.

3.4. Age, gender and cultural differences in identity formation.

Analytic strategy for the exploration of age, gender and cultural differences in 

identity.

In this section, we explore the hypotheses that older adolescents will score higher in 

advanced identity statuses than younger adolescents and that female and Greek
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adolescents will be more advanced in issues of interpersonal identity while male and 

British adolescents will be more advanced in issues of ideological identity.

With regard to the scoring of the identity measures, both low scores in the less advanced 

identity statuses (diffusion and foreclosure) and high scores in the more advanced 

identity statuses (moratorium and achievement) are interpreted as identity maturity.

The results of the MANOVA using total identity scores are presented in section 3.4.2. 

while the results of the MANOVA using subscale scores are presented in section 3.4.3. 

In section 3.4.1. we provide some descriptive statistics.

3.4.1. Descriptive statistics for age, gender and cultural differences in identity 

formation.

In order to assess the representativeness of sample across statuses, the distribution of our 

subjects across the identity statuses in the Ideological and the Interpersonal areas of 

identity are presented in table 3.11.

IDEO Percent INTER Percent
Diffusion 40.5% Diffusion 45.7%
Foreclosure 35.3% Foreclosure 22%
Moratorium 19% Moratorium 30.5%
Achievement 5.2% Achievement 1.8%

Table 3.11.: Distribution o f the total sample across the identity statuses in the Ideological and the 
Interpersonal areas o f identity.

It is encouraging for the purposes of the study to see that subjects are dispersed across 

the identity statuses. Roughly, almost 75% of the sample is concentrated in the diffusion 

and foreclosure statuses for the ideological area of identity and a similar 75% is 

concentrated in the diffusion and moratorium statuses for the interpersonal area of 

identity. A remaining 20% belongs to the moratorium and the foreclosure status for the 

ideological and the interpersonal identity respectively. Finally, only a small percentage of 

adolescents have reached the achievement status; the percentage is higher for the 

ideological (5.2%) than for the interpersonal (1.8%) identity.

3.4.2. Age, gender and cultural differences in identity (total scores).

In order to explore age, gender and cultural differences in total identity scores, a 

2(gender) x 2(culture) x 2(age) MANOVA is performed with culture (British/Greek), 

gender (male/female) and age group (young and old) as the independent variables;
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individuals’ scores in total ideological and total interpersonal scales are entered 

simultaneously as the dependent variables.

With the use of Wilk’s criterion, the combined dependent variables are not significantly 

affected by any of the independent variables. Table 3.12. presents Wilk’s criterion, F 

value and significance of F for every main effect and their interaction.

Independent Variable W ilk’s criterion df F-ratio F-prob
Age 0.99 2,120 0.008 0.99
Gender 0.99 2,120 0.48 0.61
Culture 0.96 2,120 2.29 0.10
Culture X Age 0.98 2,120 1.20 0.30
Culture X Gender 0.98 2,120 1.03 0.35
Age X Gender 0.99 2,120 0.52 0.59
Age X Gender x  Culture 0.95 2,120 3.01 0.053

Table 3.12.: Wilks’ criterion, F value and Significance o f F fo r  the main and interaction effects o f the 
independent variables (age, gender, culture) on the dependent variables (total ideological and 
total interpersonal score) from the MANOVA analysis.

Since correlation between the dependent variables is not high (pearson r=.13), stepdown 

analysis is not reported. The significant results of the univariate analysis are presented in 

table 3.13.

Independent variables Dependent variables Univariate F df
Culture X Age x  Gender Ideo 6.06* 1,121
Culture Inter 3.61* 1,121

Table 3.13.: The significant results o f the MANOVA with age, gender and culture as the independent 
variables and total ideological and total interpersonal scores as the dependent variables. 
Univariate analysis results are reported.

*p<.05.

The main effect of culture is related to total interpersonal identity score. Greek 

adolescents are more mature in interpersonal identity (mean=1.96) than British 

adolescents (mean=1.62). The interaction of culture by age by gender is related to total 

ideological identity score. Gender is a differentiating variable among young British 

adolescents with females being more mature in ideological identity (mean=2.25) than 

male adolescents (mean=1.38). Moreover, culture is a differentiating variable for young 

male adolescents with Greeks being more advanced in ideological identity (mean=2) than 

British (mean=1.38).

3.4.3. Age, gender and cultural differences in identity (subscale scores).

The second MANOVA we perform in order to explore age, gender and cultural 

differences in identity is a 2(gender) x 2(culture) x 2(age group) MANOVA with age.
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gender and culture as the independent variables. The dependent variables are individuals’ 

scores in the eight identity subscales, namely Ideological and Interpersonal achievement, 

moratorium, foreclosure and diffusion.

With the use of Wilk’s criterion, the combined dependent variables are not significantly 

affected by any of the independent variables. Table 3.14. presents Wilks’ criterion, F 

value and significance of F for every main effect and their interaction.

Independent Variable W ilk’s criterion df F-ratio F-prob
Age 0.90 8,138 1.74 0.09
Gender 0.93 8,138 1.19 0.30
Culture 0.92 8,138 1.49 0.16
Age by Gender 0.96 8,138 0.70 0.68
Age by Culture 0.94 8,138 1.02 0.41
Gender by Culture 0.95 8,138 0.76 0.63
Age by Gender by Culture 0.95 8,138 0.87 0.54

Table 3.14.: Wilks’ criterion, F value and Significance o f F  fo r  the main and interaction effects o f the 
independent variables (age, gender, culture) on the dependent variables (identity subscales) from  
the MANOVA.

The correlations between the dependent variables are presented in Appendix D, table 5.1. 

The significant results of both the univariate and the stepdown analysis are shown in 

table 3.15.

Independent variables Dependent variables Univariate F df Stepdown F df
Culture X Age INMOR 4.52* 1,145 3.34 1,144

INACH 5.07* 1,145 1.23 1,143
Age INMOR 5.36* 1,145 3.33 1,144

INACH 6.15* 1,145 1.09 1,143
Culture INDIF 5.33* 1,145 5.33* 1,145

INMOR 3.39* 1,145 2.66 1,144
IDDIF 3.95* 1,145 1.93 1,142

Gender INFOR 0.53 1,145 4.28* 1,138
Table 3.15.: The significant results o f the MANOVA with age, gender and culture as the independent 

variables and identity subscale scores as the dependent variables. Univariate and stepdown 
analysis results are reported.

*p< .05.
The full form of the abbreviations of identity statuses are presented in Appendix E .

The main effect of culture is related to scores in interpersonal diffusion, interpersonal 

moratorium and ideological diffusion. British adolescents are less advanced in 

interpersonal and ideological identity (interpersonal diffusion mean= 17.31 and 

ideological diffusion mean= 18.07) but they are also more likely to be interpersonal 

moratoriums (mean=22.02) than their Greek counterparts (mean= 10.03, mean= 13.99 

and mean=13.04 for interpersonal diffusion, interpersonal moratorium and ideological 

diffusion respectively).
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The main effect of age is related to scores in interpersonal achievement and interpersonal 

moratorium. Young adolescents are more advanced in interpersonal identity 

(mean=23.72 for achievement and mean=22.12 for moratorium) than older adolescents 

(interpersonal achievement mean=15 and interpersonal moratorium mean=13.89).

The main effect of gender is related to score in interpersonal foreclosure. Males are less 

advanced in interpersonal identity (foreclosure mean= 11.63) than females (foreclosure 

mean=9.85).

The interaction of culture by age is related to scores in interpersonal achievement and 

interpersonal moratorium. With regard to interpersonal moratorium, culture is a 

differentiating variable for young adolescents with the British being more advanced in 

interpersonal identity (mean=27.29) than the Greeks (mean= 14.32). Further, age is a 

differentiating variable for British with younger adolescents being more advanced in 

interpersonal identity (mean=27.29) than older adolescents (mean=14.22). The same 

pattern emerges for interpersonal achievement. Culture is a differentiating variable for 

young adolescents with the British being more advanced in interpersonal identity 

(mean=28.50) than Greeks (mean= 16.38). Further, age is a differentiating variable for 

British with younger being more advanced in interpersonal identity (mean=28.50) than 

older adolescents (mean=15.10).

Summary and discussion of the results of section 3.4.

The adolescents of our sample are dispersed across the different statuses of identity 

formation but there is a predominance of diffusion and foreclosure statuses for 

ideological identity across age, culture and gender. For interpersonal identity, diffusion 

and moratorium are the two most frequent statuses, an indication of higher maturity 

levels for the interpersonal as opposed to the ideological area of identity across age, 

culture and gender. The picture emerging from our sample joins the abundant evidence 

which indicates that diffusion and foreclosure are the statuses of adolescence (e.g. 

Archer and Waterman, 1982; Archer, 1989; Jones and Streitmatter, 1987; Rotheram- 

Borus, 1989).

With regard to gender differences, we found that males are more likely to be foreclosures 

in interpersonal identity which is in line with our hypothesis and with previous research 

findings suggesting higher levels of interpersonal maturity for females as an expression of 

a female inter-individualistic versus a male individualistic self-construal (Douvan and
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Adelson, 1966; Erikson, 1968; Hodgson and Fisher, 1979; Josselson, 1973; LaVoie, 

1976; Thorbecke and Grotevant, 1982) on the basis of traditional gender stereotypes 

(Gilligan, 1982). However, the absence of further gender differences in identity 

formation constitutes an indication that there is a similar epigenetic underpinning to the 

formative period of identity development for males and females (Archer, 1989).

The interaction effect of age by gender by culture in total ideological score indicates that 

among young British adolescents, females are more advanced than males. Drawing on 

the assumption that the earlier onset of puberty for females results in an earlier 

exploration of mature identity roles, some researchers have found that young females 

score higher on advanced statuses (Grotevant and Adams, 1984; Jones and Streitmatter, 

1987; Streitmatter, 1987). Apparently, this trend applies to the British adolescents, 

overpowering the gender stereotype of males being more advanced in ideological 

identity. A possible explanation is that British society is more free of gender stereotypes 

and applies undifferentiated methods of upbringing, therefore equally promoting 

ideological and interpersonal aspects of identity for both males and females. In contrast, 

Greek society is more traditional (Research International, 1996) and fosters gender roles; 

moreover, the inter-individualistic orientation of the Greek society may generally 

emphasise the relevance of interpersonal identity. Previous research has indicated the 

adaptive value of sociability as well as the popularity of socially active teenagers in 

Greece (Georgas, 1988; Motti-Stefanidi et al., 1996). On the other hand, our finding that 

young Greek males are more advanced in ideological identity than young British males 

contradicts the theoretically assumed cultural tendencies. It appears that for Greek 

adolescents, gender stereotypes are stronger than the cultural assumption of advanced 

interpersonal maturity. Since all the above tendencies apply to young adolescents, it may 

be claimed that both cultural and gender differences are more prevalent among young 

adolescents. It is possible that older adolescents have more homogenous patterns of 

behaviour and are least prone to the influence of cultural and gender factors.

With regard to cultural differences, in line with our hypothesis, Greek adolescents are 

more advanced in interpersonal identity. This finding confirms the British individualistic 

versus the Greek inter-individualistic orientation which emphasises the importance of 

developing a committed interpersonal identity. Within the collective Greek society 

(Triandis and Vassiliou, 1972 in Triandis, 1988; Georgas, 1988), there is pressure on 

youngsters to explore and commit on issues such as friendship, gender roles and 

recreation. The stereotype of Greeks being more mature in interpersonal identity,
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however, does not apply among young adolescents; as the interaction effect of age by 

culture indicates, among young adolescents, British are more interpersonally mature than 

Greeks. It is possible that British adolescents have the opportunity to personally explore 

issues of interpersonal identity earlier than Greek adolescents. This may be due to British 

society being more free and tolerant and British parents being more relaxed and allowing 

more freedom to early adolescents than Greek parents. Another possible explanation may 

be sought in “socially desired” responses; younger adolescents may be more prone to 

give answers which support the image of the “independent thinker” or “uninfluenced by 

parents”. This tendency is stronger among British adolescents due to the emphasis in 

British society on autonomous and independent thinking. In contrast, among young 

Greek adolescents it is socially acceptable, if not expected, to adopt significant others’ 

commitments. Indeed, previous research has shown that Greek parents project their own 

wishes on their children who are seen as the extension of parents rules (Motti and 

Triandis, 1995). Greek children are under strong pressure to conform to parental 

stereotypes and they rarely revolt against their family (Research International, 1996). 

Further, the prolonged staying of adolescents or even young adults in the context of the 

family fosters their continuing dependence (85% of 20-24 year olds live with their 

parents, Xatzhmava et al., 1997).

Moreover, contrary to our hypothesis, among the British, young adolescents are more 

advanced in interpersonal identity than older adolescents. Although contradicting theory 

and previous research (e.g. Wires et al, 1994), this pattern of younger adolescents being 

more advanced supports the idea of the “MAMA” (moratorium-achievement- 

moratorium-achievement) cycles (Adams and Jones, 1983; Archer, 1989; Stephens et al., 

1992) and the need of older adolescents to renegotiate their commitments.

Contrary to our hypothesis, we also found that British adolescents are more prone to be 

indifferent to issues of ideological identity. It is possible that the Greek educational 

system and the society’s obsession with entering higher education and making a 

vocational choice put pressure on young Greeks to explore occupational choices and 

philosophical and life style attitudes. School competence is one of the highest values of 

Greek society (Georgas, 1988, Motti-Stefanidi et al., 1996; Maratou-Alipranti, 1997) 

and academic success is considered a means of ascending the “social ladder” and 

enhancing family prestige (Georgas, 1988). Also, the ideological domains of politics and 

religion are more salient in Greek society, forcing adolescents to reflect on relevant 

issues. Research indicates that Greek parents encourage religious commitment to a larger
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extent than British parents (religious faith considered important value that should be 

encouraged by 21.9% of Greek parents as opposed to 9.7% by British parents in a 

research conducted by the European Community, Kathimerini, August 1997). In Britain, 

in contrast, education and parents are not as career-focused while religion and politics 

attract much less attention and are less prominent in peoples’ lives. Therefore, British 

adolescents are more relaxed and allowed to delay exploration in and commitment to 

ideological issues of identity.

The above results show that there are age, gender and cultural differences in identity 

formation. Developmental patterns in psychosocial maturity have emerged and cultural 

and gender factors are related to identity development.

It is important to note, however, that caution should be taken in generalising on our 

findings. In particular, the present study used samples derived from middle-class areas. 

Previous research has shown that in adolescence, individuals become conscious of the 

heterogeneity in the social environment (Fumham, 1982). Further, these developing 

socio-economic conceptions are linked to the specific social environment in which the 

adolescent lives; the social groups, communities or institutions in which the adolescent 

belongs define the information he receives and form his conceptions and judgements. 

Adolescents with differentiated socioeconomic backgrounds, attending different schools 

and living in different areas will, thus, live in different social environments (Emler and 

Dickinson, 1985). In turn, these different social environments will differentiate their 

socioeconomic perceptions and behaviour. From the above, it is apparent that social 

class differences are expected in the study of economic behaviour and indeed previous 

research has highlighted the role of social class in defining economic beliefs (e.g. Leahy, 

1981; Emler and Dickinson, 1985; Dickinson, 1990). By choosing to use samples from 

schools located in middle-class areas, we are obliged to limit our conclusions to the 

population of adolescents living in areas with a similar socio-economic profile.

3.5. Age, gender and cultural differences in consumer behaviour and 

response to advertising.

Analytic strategy for the exploration of age, gender and cultural 

differences in consumer behaviour and response to advertising.
In this section we explore the following hypotheses: old adolescents (16-18 year olds) as 

opposed to young adolescents (12-14 year olds) will be more prone to report rational
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uses and gratifications of shopping, less susceptible to parental influences in shopping, 

more susceptible to social and peer influences in shopping and less compulsive 

consumers. Further, they will watch less television, will be less likely to watch television 

advertisements for social and communication reasons and less susceptible to advertising 

and will have more negative attitudes and perceptions of advertising.

Female adolescents compared to male adolescents will be less prone to go shopping for 

social reasons, more susceptible to parents,’ peers’ and social influences in shopping and 

more compulsive consumers. Further, they will have more positive attitudes and 

perceptions of television advertisements.

British adolescents as opposed to Greek adolescents will be more prone to shop for 

social reasons and less prone to shop for rational reasons, less susceptible to social, 

parents’ and peers’ influences in shopping and more prone to be compulsive consumers. 

Moreover, they will be more prone to watch television advertisements for social reasons, 

will have more positive attitudes to and perceptions of advertising and will be less 

susceptible to advertising.

Because of the large number of dependent variables, data reduction is applied to the 

items measuring attitudes to advertising, perceptions of advertising and amount of 

television watching. In particular, the overall perceptions of television advertisements 

measure is significantly correlated with the subcategories of perceptions of social benefits 

(pearson r=.56, p<.01), perceptions that advertisements are deceptive (pearson r=.64, 

p<.01), perceptions that advertisements are shown too often (pearson r=.61, p<.01) and 

perceptions about how advertisements are executed/that they are offensive/do not offer 

information (pearson r=.63, p<.01). The single item measuring overall liking/disliking of 

television advertisements and the overall attitudes to advertisements measure (computed 

by summing up ratings of positive or negative evaluations of advertisements in seven 

pairs of adjectives) are also highly correlated (pearson r=.44, p<.01). Calculated amount 

of television watching per average week is highly correlated with amount of television 

watching per average weekday (pearson r=.95, p<.01) and amount of television watching 

per average weekend (pearson r=.56, p<.01).

Therefore, subscales of perceptions of television advertisements, the single item 

measuring overall liking/disliking of television advertisements and amount of television 

watching per average weekday and weekend are omitted and only the measures of
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overall perceptions of and overall attitudes to television advertisements and amount of 

television watching per average week are included in further analysis.

3.5.1. Age, gender and cultural differences in consumer behaviour/response to 

advertising.

In order to explore age, gender and cultural differences in consumer behaviour and 

response to advertising, a 2(age group) x 2(gender) x 2(culture) MANOVA is performed 

with age group (12-14 year olds and 16-18 year olds), gender and culture 

(British/Greek) as the independent variables. The consumer behaviour and response to 

advertising measures entered simultaneously as dependent variables are individuals’ 

scores expressing the degree to which respondents are compulsive consumers, 

susceptible to social, parents’ and peers’ influences in shopping and the degree to which 

they go shopping for rational reasons, to learn or for psychological reasons/to relax/as a 

habit (uses and gratifications of shopping). The response to advertising variables are 

reported amount of television viewing per average week and number of television sets in 

the household and individuals’ scores expressing the degree to which respondents are 

susceptible to advertising, have negative or positive attitudes to and perceptions of 

television advertisements and the degree to which they watch television advertisements 

to learn, to forget, for company/arousal/to relax or as a passtime/habit (uses and 

gratifications of television advertising watching). In order to interpret findings relating to 

these variables, it is essential to note that the susceptibility to peers’, parents and social 

influences in shopping and susceptibility to advertising scales are inversely scored, 

therefore the higher score, the less susceptible to influences respondents are. The uses 

and gratifications of shopping and television advertising watching measures are also 

inversely scored, therefore the highest the score in any given subcategory of motives, the 

less the respondent goes shopping/watches television for the reasons included in the 

subcategory.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by gender and culture. Table 3.16. presents Wilk’s criterion, F value and 

significance of F for every main effect and their interaction.

The correlations among the dependent variables and between the dependent and the 

independent variable are presented in Appendix D, table 5.2. Significant results of both 

the univariate and stepdown analysis are presented in table 3.17.
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Independent variable W ilk’s criterion df F-ratio F-prob
Age 0.78 16,39 0.66 0.81
Gender 0.55 16,39 1.91 0.04
Culture 0.45 16,39 2.90 0.003
Culture X Age 0.70 16,39 1.01 0.46
Culture X Gender 0.80 16,39 0.60 0.86
Age X Gender 0.66 16,39 1.25 0.27
Age X Gender x  Culture 0.79 16,39 0.64 0.82

Table 3.16.: Wilk’s criterion, F value and significance o f F fo r the main and interaction effects o f the 
independent variables (age, gender, culture) on the dependent variables (consumer behaviour 
and response to advertising) from the MANOVA.

Ind. variables Dependent variables Univariate F df Stepdown F df
Age X Gender Susceptibility to social influence 

in shopping
3.94* 1,54 8.96** 1,39

Culture X 

Gender
Susceptibility to peers influence 
in shopping

5.02* 1,54 4.16* 1,53

Hours of television watching per 
average week

3.88* 1,54 3.27 1,51

Culture X Age Television advertising watching 
to forget

9.56** 1,54 6.21* 1,42

Gender Shopping for psychological 
reasons/ to relax/ as a habit

7.86** 1,54 7.86** 1,54

Compulsive buying tendencies 4.94* 1,54 0.002 1,52
Hours of television watching per 
average week

3.20 1,54 5.06* 1,51

Television advertising watching 
for company/ arousal/ to relax

1.88 1,54 6.51* 1,47

Age Television advertising watching 
to forget

1.97 1,54 4.37* 1,42

Culture Susceptibility to peers’ influences 
in shopping

4.75* 1,54 5.40* 1,53

Hours of television watching per 
average week

15.26** 1,54 19.74** 1,51

Attitudes to advertising 7.68** 1,54 8.33** 1,49
Table 3.17.: The significant results o f the MANOVA with age, gender and culture as the independent 

variables and consumer behaviour and response to advertising measures as the dependent 
variables. Univariate and stepdown analysis results are reported.

*p<.05
**p<.01.

The main effect of culture is related to hours of television watching per average week, 

the degree to which respondents have positive or negative attitudes to advertising and 

scores in susceptibility to peers’ influences in shopping. Greek adolescents are less 

susceptible to peers’ influences in shopping (mean=21.17) than British adolescents 

(mean= 17.29). British adolescents watch more television per average week 

(mean=33.01) than Greek adolescents (mean= 16.23). Finally, Greek adolescents have 

more negative attitudes to advertising (mean=28.72) than British adolescents 

(mean=21.51).
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The main effect of age is related to the degree to which adolescents watch television 

advertising to forget. Young adolescents are less likely to watch television 

advertisements to forget (mean=12.77) than old adolescents (mean=10.39).

The main effect of gender is related to the degree to which respondents go shopping for 

psychological reasons/to relax/as a habit, the degree to which respondents watch 

television advertising for company/arousal/to relax, hours of television watching per 

average week and scores in compulsive buying tendencies which is significant in 

ANOVA. Male adolescents are less likely to go shopping for psychological reasons/to 

relax/as a habit (mean=62.65) than female adolescents (mean=46.86) and less susceptible 

to compulsive buying (mean=33.25) than females (mean=26.46). Female adolescents are 

less likely to watch television advertisements for company/arousal/to relax (mean=43.06) 

than male adolescents (mean=38.10) and male adolescents watch more television per 

average week (mean=28.46) than females (mean=20.78).

The interaction of age by gender is related to the degree to which respondents are 

susceptible to social influences in shopping. An analysis of the unweighted means, 

however, revealed no significant differences.

The interaction of culture by gender is related to scores in susceptibility to peers’ 

influences in shopping and hours of television watching per average week which is 

significant in ANOVA. Among British adolescents, males are less susceptible to peers’ 

influences in shopping (mean=20.85) than females (mean= 17.25). The pattern is the same 

among Greek adolescents with males being less susceptible (mean=23.18) than females 

(mean=18.10). With regard to hours of television watching per average week, among 

males, British watch more television (mean=32.57) than Greeks (mean= 15.84); also, 

among females, British watch more television (mean=24.66) than Greeks (mean= 16.91). 

The interaction of culture by age is related to the degree to which respondents watch 

television advertising to forget. Among Greek adolescents, older ones are more likely to 

watch television advertisements to forget (mean= 15.57) than young ones (mean= 12.82). 

Also, among older adolescents, the Greeks are more likely to watch television 

advertisements to forget (mean= 15.57) than the British (mean= 12.28).

Summary and discussion of the results of section 3.5.

With regard to age differences in consumer behaviour/response to advertising, contrary 

to our hypotheses, no age differences emerged to indicate that older adolescents (16-18
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year olds) as opposed to younger adolescents (12-14 year olds) are more prone to report 

rational uses and gratifications, less susceptible to parental influences in shopping, more 

susceptible to social and peers’ influences in shopping, less compulsive consumers, 

watch less television, are less likely to watch television advertisements for social and 

communication reasons, have more negative attitudes and perceptions of advertising and 

are less susceptible to advertising. The only significant result that emerged is the 

interaction effect of age by culture indicating that among Greek adolescents, the old 

watch television advertisements to forget more than the young and among old 

adolescents, Greeks do so more than the British. It is possible that family intrusion and 

intervention are stronger in Greece due to the family-centred nature of Greek society and 

its tendency to prolong adolescent dependence (Tetteri, 1992; Motti and Triandis, 1995; 

Xatzimava et al., 1997); also, societal demands for academic achievement are a 

prominent feature of parent-adolescent relationships in Greece and constitute one of the 

central aims of adolescent life (Tsiantis et al., 1982 in Motti-Stefanidi et al., 1996; 

Georgas, 1988; Motti-Stefanidi et al., 1996; Maratou-Alipranti, 1997). Under these 

circumstances, older Greek adolescents are under more pressure than older British 

adolescents and television offers an easily and readily accessible, cheap escape from 

problems.

With regard to gender differences in consumer behaviour, contrary to our hypotheses, no 

significant findings emerged to indicate that female adolescents compared to male 

adolescents are less prone to go shopping for social reasons and more susceptible to 

parents’ and social influences in shopping. However, gender differences emerged for 

shopping for psychological reasons/to relax/as a habit with females seeking these 

gratifications more than males, in accord with previous research (e.g. Elliott, 1994; 

Valence et al., 1988).

Consistent with the above account, other hypotheses on gender differences in consumer 

behaviour have survived. Confirming previous research (Elliott, 1994; Valence et al., 

1988), we found that females are more compulsive consumers than males. The positive 

relationship between compulsive shopping and both shopping for psychological reasons 

(pearson r=.74, p<.01) and susceptibility to peers’ influences in shopping (pearson r=.52, 

p<.01) and between susceptibility to peers’ influences in shopping and shopping for 

psychological reasons/as a habit or to relax (pearson r=.49, p<.01) completes the picture 

of female adolescents being more prone to focus on the psychosocial aspects of 

shopping.
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Indeed, the hypothesis that female adolescents would be more susceptible to peers’ 

influences in shopping is confirmed for both British and Greek adolescents. Providing a 

theoretical context for similar research findings (Churchill and Moschis, 1979; Coleman, 

1990; Moschis et al., 1977), Midgley (1983) notes that adolescent peer groups are 

particularly important sources of influence for the “expressive” and “affective” elements 

of consumption. As we have reported, females are more likely to use shopping for 

psychological needs, an indication that expressive and affective aspects of consumption 

are more salient for them than they are for males. Therefore, peer group influences 

assume greater significance for females. Gender stereotypes that encourage females to 

acquire consumer knowledge as part of their role (Faber et al., 1987) may also partially 

explain this tendency. It is interesting, however, that we do not detect a significant 

gender difference in susceptibility to parents’ influences in shopping. One would expect 

females to communicate more with parents on consumption matters (e.g. Moschis et al., 

1983) but it appears that this stereotype is not as strong. A possible explanation is the 

changing and increasingly equal for males and females upbringing methods.

Contrary to our expectations, no gender differences emerged for attitudes to and 

perceptions of advertising. Significant gender differences show that male adolescents 

watch more television and are more likely to use television advertising watching for 

company/arousal/to relax than female adolescents. Considering that females use shopping 

for similar reasons (psychological lift/to relax/as a habit), we can trace an interesting 

gender pattern with females turning to the “social” activity of shopping and males turning 

to the “solitary” television watching.

Significant interaction effects show that British adolescents watch more television 

regardless of gender. Previous research findings indicate that differences in the cultural 

background, amount of free time, popularity of other activities and parental restrictions 

between different countries lead to differences in viewing motivations and exposure time 

(Greenberg, 1974; Pingree et al., 1991; Rubin, 1979; Zohoori, 1988). It is true that a 

characteristic of the life of Greek adolescents is the abundance of extra-curricular 

activities (private tutorials, foreign languages, music lessons, sports) which leave them 

with very little free time (Mirtzakis, 1996). Television watching may also be a preferred 

choice for British adolescents due to weather conditions. It would be interesting to 

interpret this finding along with the significant difference in the availability of television 

set for personal use. British adolescents (62%) are significantly more likely than their 

Greek counterparts (38.8.%) to have a television set for their personal use (x^=9,62,
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p<.01). Even though not significantly correlated, it appears that availability of television 

set for own use relates to amount of television viewing.

Expected cultural differences in shopping for social reasons, shopping for rational 

reasons, susceptibility to social and parents’ influences in shopping and compulsive 

buying tendencies did not emerge. Contrary to our hypothesis, British adolescents are 

more susceptible to peers’ influences in shopping than Greek adolescents. It appears that 

even though peer approval is important for Greek adolescents (on the basis of an inter- 

individualistic self-construal, Triandis, 1988), its salience is counterbalanced by the 

financial and influential control of the family. Even though no significant cultural 

differences in susceptibility to parents’ influences in shopping emerged, it is our 

assumption that British adolescents communicate less with their parents and therefore are 

more likely to turn to peers for guidance and advice as a result of the British society 

fostering independent and active exploration and encouraging adolescents to form their 

own culture. In contrast, the family-centred character of the Greek society as well as the 

structure of everyday life in Greek society, which allows for more time to be shared 

between parents and teenagers, result in Greek adolescents enjoying a strong bond with 

their parents (Tetteri, 1992; Research International, 1996). Moreover, Greek parents’ 

influence is derived from their financial control over the adolescent or indeed the young 

adult (Xatzimava et al., 1997).

Contrary to our expectations, no findings emerged to indicate that British adolescents 

compared to Greek adolescents are more prone to watch television advertisements for 

social reasons and less susceptible to advertising. However, in line with our hypothesis, 

we found that British adolescents have more positive attitudes to and perceptions of 

advertising. Previous research findings confirm that Greek viewers generally have 

negative attitudes toward advertising (AGB HELLAS, 1994; Andrews et al., 1991). 

Consistent with our findings, attitudes to advertising have been found to be positively 

correlated to communication with peers and to amount of television exposure (Ward and 

Wackman, 1971). It generally appears that British adolescents are positively inclined 

toward television and equally use peers and television as sources of information and 

guidance. However, consumption and response to advertising patterns constitute 

socioeconomic behaviours and are expected to be linked to socioeconomic beliefs and 

attitudes. These beliefs are defined by the social environment (Fumham, 1982; Emler and 

Dickinson, 1985) and social class differences are expected. Therefore, we can only
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generalise our findings on adolescent populations coming from similar socioeconomic 

environments to the one used in the present study.

Part C.
In Part C, we explore hypotheses relating to identity differences in consumer 

behaviour/response to advertising (section 3.6.).

3.6. Identity differences in consumer behaviour and response to 

advertising.

Analytic strategy for the exploration of identity differences in consumer 

behaviour and response to advertising.
In this section we explore the following hypotheses: foreclosures will have more frequent 

communication with parents, achievers and moratoriums will have more frequent 

communication with peers, achievers will report predominantly rational and social 

motives for shopping, moratoriums will use shopping to leam/for company or for 

rational reasons, foreclosures will go shopping for economic and social reasons and 

advanced identity statuses and foreclosures will be less compulsive consumers.

With regard to response to advertising, we test the hypotheses that foreclosures will 

watch television advertisements for social utility reasons, diffusers will watch television 

advertisements for communication reasons, moratoriums will watch television 

advertisements for vicarious consumption reasons, diffusers and foreclosures will be 

more susceptible to advertising and foreclosures will have more positive attitudes and 

perceptions of advertising.

In order to investigate identity differences in consumer behaviour and response to 

advertising, a series of analyses are performed. In order to provide a clear picture of 

identity differences for consumer behaviour and response to advertising separately, 

separate analyses for the consumer behaviour and the response to advertising measures 

are conducted. A 4(total ideological score) x 4(total interpersonal score) MANOVA on 

the consumer behaviour variables and a 4(total ideological score) x 4(total interpersonal 

score) MANOVA on the response to advertising variables produced empty cells and 

higher order interactions were suppressed. Alternatively, separate MANOVAs for total
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ideological and total interpersonal scores are performed so as to avoid the 16 possible 

combinations of total ideological by total interpersonal score which create the problem of 

empty cells.

Further, to explore identity differences in consumer behaviour and response to 

advertising after adjustment for differences due to age, gender and culture, MANCOVAs 

are performed with age, gender and culture as the covariates.

Finally, a multiple regression is performed with the ideological and interpersonal subscale 

scores for every consumer behaviour and response to advertising variable.

The results of the MANOVAs and MANCOVAs are presented in sections 3.6.2. and

3.6.3. for consumer behaviour and in sections 3.6.4. and 3.6.5. for response to 

advertising. The results of the regression analysis are presented in section 3.6.6. for 

consumer behaviour and in section 3.6.7. for response to advertising.

The consumer behaviour variables and response to advertising measures used as 

dependent variables are presented in detail in section 3.5.1. The correlations between 

consumer behaviour, response to advertising and total ideological and interpersonal 

scores are presented in Appendix D, table 5.3.

3.6.1. Ideological identity differences in consumer behaviour.

The 4(total ideological score) MANOVA we perform is a fixed-factor model with total 

ideological score as the independent variable. The consumer behaviour measures are 

entered simultaneously as multiple dependent variables.

With the use of Wilk’s criterion, the combined dependent variables are not significantly 

related to ideological identity score as shown in table 3.18.

Independent variable W ilk’s criterion df F-ratio F- prob
Ideological score 0.76 21,287 1.36 0.13

Table 3.18.: Wilk’s criterion, F value and significance o f F for the main effect o f the independent 
variable (ideological identity score) on the dependent variables (consumer behaviour measures) 
from the MANOVA.

The significant results of the univariate and the step-down analysis are presented in table 

3.19.

Independent variable Dependent variables Univariate F df Step-down F df
Ideological score Susceptibility to peers 1.16 3,106 4.15** 3,105

Table 3.19.: The significant results o f MANOVA with total ideological score as the independent 
variable and consumer behaviour measures as the dependent variables. Univariate and step
down results are reported.

**p<.01.
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The main effect of total ideological score is related to the degree to which respondents 

are susceptible to peers’ influences in shopping. Although use of Scheffe revealed no 

significant differences, the tendency between the four identity statuses is linear with 

achievers being less susceptible to peers’ influences in shopping (mean=22.66) than 

diffusers (mean= 18.81).

To explore ideological identity differences in consumer behaviour after adjustment for 

differences due to age, gender and culture, a MANCOVA is performed with consumer 

behaviour variables as the dependent variables, and total ideological score as the 

independent variable. Age, gender and culture are entered as the covariates.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

related to the covariates but not to ideological identity score as shown in table 3.20.

Independent variable W ilk’s criterion df F- ratio F- prob
Covariates 0.53 21,256 2.93 0.000
Ideological score 0.73 21,256 1.38 0.12

Table 3.20.: Wilk’s criterion, F value and significance o f F fo r the main effects o f the covariates (age, 
gender and culture) and the independent variable (ideological identity score) on the dependent 
variables (consumer behaviour measures) from the MANCOVA .

The significant results of the univariate and the step-down analysis are presented in table 

3.21.

Independent variable Dependent variables Univariate F df Stepdown F df
Covariates Shopping for psychological 

reasons/to relax/as a habit
8.60** 3,95 8.60 3,95

Susceptibility to peers 6.06** 3,95 2.52 3,94
Compulsive buying tendencies 8.24** 3,95 1.73 3,93
Susceptibility to social 0.51 3,95 2.74* 3,90

Ideological score Susceptibility to peers 1.76 3,95 3.64* 3,94
Table 3.21.: The significant results o f MANCOVA with age, gender and culture as the covariates, total 

ideological score as the independent variable and consumer behaviour measures as the dependent 
variables. Univariate and step-down results are reported.

*p<.05
**p<.01.

To investigate more specifically the power of the covariates to adjust dependent 

variables, multiple regressions were run for each of the dependent variables in turn with 

covariates acting as multiple predictors. Gender provides significant adjustment to the 

degree to which respondents go shopping for psychological reasons/to relax/as a habit 

(beta=0.45, t=4.92, p<.01), to the degree to which respondents are susceptible to peers’
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influence in shopping (beta=0,37, t=3.85, p<.01) and to the degree to which respondents 

are compulsive consumers (beta=0.42, t=4.41, p<.01).

After adjusting for differences in the covariates, the main effect of total ideological score 

is related to the degree to which respondents are susceptible to peers’ influence in 

shopping. Therefore, we can claim that ideological identity differences in susceptibility to 

peers’ influences are real and not attributed to gender.

3.6.2. Interpersonal identity differences in consumer behaviour.

The 4(total interpersonal score) MANOVA we perform is a fixed-factor model with total 

interpersonal score as the independent variable. The consumer behaviour measures are 

entered simultaneously as multiple dependent variables.

With the use of Wilk’s criterion, the combined dependent variables are not significantly 

related to interpersonal identity score as shown in table 3.22.

Independent variable W ilk’s criterion df F- ratio F prob
Interpersonal score 0.74 21,304 1.57 0.05

Table 3.22.: Wilk’s criterion, F value and significance o f F for the main effect o f the independent 
variable (interpersonal identity score) on the dependent variables (consumer behaviour measures) 
from the MANOVA.

The significant results of the univariate and the step-down analysis are presented in table 
3.23.

Independent variable Dependent variables Univariate F df Stepdown F df
Interpersonal score Shopping to leam/for company 2.44* 3,112 2.44* 3,112

Table 3.23.: The significant results o f MANOVA with total interpersonal score as the independent 
variable and consumer behaviour measures as the dependent variables. Univariate and step-down 
results are reported.

*p<.05.

The main effect of total interpersonal score is related to the degree to which respondents 

go shopping to leam/for company. Use of Tukey revealed significant differences with 

interpersonal moratoriums being less likely to go shopping to leam/for company 

(mean=35.78) than interpersonal diffusers (mean=32.16).

To explore interpersonal identity differences in consumer behaviour after adjustment for 

differences due to age, gender and culture, a MANCOVA is performed with consumer 

behaviour variables as the dependent variables, and total interpersonal score as the 

independent variable. Age, gender and culture are entered as the covariates.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

related to the covariates and to interpersonal identity score as shown in table 3.24.
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Independent variable W ilk’s criterion df F ratio F prob
Covariates 0.53 21,273 3.20 0.000
Interpersonal score 0.69 21,273 1.73 0.02

Table 3.24.: Wilk’s criterion, F  value and significance o f F fo r the main effects o f the covariates (age, 
gender and culture) and the independent variable (interpersonal identity score) on the dependent 
variables (consumer behaviour measures) from the MANCOVA.

The significant results of the univariate and the step-down analysis are presented in table 

3.25.

Independent variable Dependent variables Univariate F df Stepdown F df
Covariates Compulsive buying 

tendencies
7.35** 3,101 8.02** 3,99

Susceptibility to peers 5.74** 3,101 3.57** 3,97
Shopping for psychological 
reasons/to relax/as a habit

8.95** 3,101 4.86** 3,96

Table 3.25.: The significant results o f MANCOVA with age, gender and culture as the covariates, total 
interpersonal score as the independent variable and consumer behaviour measures as the 
dependent variables. Univariate and step-down results are reported.

**p<.01.

Gender provides significant adjustment to the degree to which respondents are 

compulsive consumers (beta=0.37, t=4.11, p<.01), to the degree to which respondents 

go shopping for psychological reasons/to relax/as a habit (beta=0.44, t=4.94, p<.01) and 

to the degree to which respondents are susceptible to peers’ influence in shopping 

(beta=0.32, t=3.49, p<.01).

After adjusting for differences in the covariates, no dependent variable makes a 

significant contribution to the composite of the dependent variables that best 

distinguishes between adolescents in different statuses of interpersonal identity. The 

significant interpersonal identity difference in shopping to leam/for company is not 

replicated in MANCOVA and is therefore attributed to the covariates. However, the role 

of the covariates is not powerful enough to create a significant result for shopping to 

leam/for company in the univariate or regression analysis of the covariates.

3.6.3. Ideological identity differences in response to advertising.

The 4(total ideological score) MANOVA we perform is a fixed-factor model with total 

ideological score as the independent variable. The response to advertising measures are 

entered simultaneously as multiple dependent variables.

With the use of Wilk’s criterion, the combined dependent variables are not significantly 

related to ideological identity score as shown in table 3.26.
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Independent variable W ilk’s criterion df F- ratio F- prob
Ideological score 0.69 27,170 0.81 0.72

Table 3.26.: Wilk’s criterion, F value and significance o f F  fo r the main effect o f  the independent 
variable (ideological identity score) on the dependent variables (response to advertising 
measures) from the MANOVA.

To investigate further the relationships between the independent and the dependent 

variables, an assessment of the univariate and the step-down results of the MANOVA 

was performed but produced no significant results.

To explore ideological identity differences in response to advertising after adjustment for 

differences due to age, gender and culture, a MANCOVA is performed with response to 

advertising variables as the dependent variables, and total ideological score as the 

independent variable. Age, gender and culture are entered as the covariates.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

related to the covariates but not to ideological identity score as shown in table 3.27.

Independent variable W ilk’s criterion df F- ratio F- prob
Covariates 0.33 27,146 2.50 0.000
Ideological score 0.57 27,146 1.11 0.33

Table 3.27.: Wilk’s criterion, F value and significance o f F  fo r  the main effects o f the covariates (age, 
gender and culture) and the independent variable (ideological identity score) on the dependent 
variables (response to advertising measures) from the MANCOVA.

The significant results of the univariate and the step-down analysis are presented in table 

3.28.

Independent variable Dependent variables Univariate F df Stepdovm F df
Covariates Television advertising 

watching to learn
3.12* 3,58 9.17** 3,52

Hours of television watching 
per week

5.73* 3,58 4.96** 3,51

Ideological score Television advertising 
watching to learn

2.84* 3,58 2.81* 3,52

Table 3.28.: The significant results o f MANCOVA fo r the effect o f the covariates (age, gender and 
culture) and the independent variable (total ideological score) on dependent variables (response 
to advertising variables). Univariate and stepdown results are reported.

*p<.05
**p<.01.

Age provides significant adjustment to the degree to which respondents watch television 

advertising to learn (beta=0.30, t=2.21, p<.05). For hours of television watching per 

average week, culture reaches statistical significance (beta=-0.55, t=-4.08, p<.01).
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After adjusting for differences in the covariates, the main effect of total ideological score 

is related to the degree to which respondents watch television advertising to learn but use 

of Scheffe, Tukey and LSD produced no significant differences.

3.6.4. Interpersonal identity differences in response to advertising.

The 4(total interpersonal score) MANOVA we perform is a fixed-factor model with total 

interpersonal score as the independent variable. The response to advertising measures are 

entered simultaneously as multiple dependent variables.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

related to interpersonal identity score as shown in table 3.29.

Independent variable W ilk’s criterion df F ratio F prob
Interpersonal score 0.52 27,184 1.68 0.02

Table 3.29.: Wilk’s criterion, F value and significance o f F fo r  the main effect o f the independent 
variable (interpersonal identity score) on the dependent variables (response to advertising 
measures) from the MANOVA.

The significant results of the univariate and the step-down analysis are presented in table 

3.30.

Independent variable Dependent variables Univariate F df Stepdown F df
Interpersonal score Attitudes to advertising 4.28** 3,71 4.28** 3,71

Number of television sets 3.06* 3,71 2.49 3,63
Table 3.30. : Significant results o f MANOVA with total interpersonal score as the independent variable 

and response to advertising measures as the dependent variables. Univariate and step-down 
results are reported.

*p<.05
**p<.Q].

The main effect of total interpersonal score is related to the degree to which respondents 

have positive or negative attitudes to advertising. Use of Scheffe revealed significant 

differences with interpersonal achievers having more negative attitudes to advertising 

(mean=39.33) than interpersonal diffusers (mean=24.87).

To explore interpersonal identity differences in response to advertising after adjustment 

for differences due to age, gender and culture, a MANCOVA is performed with response 

to advertising variables as the dependent variables and total interpersonal score as the 

independent variable. Age, gender and culture are entered as the covariates.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

related to the covariates but not to interpersonal identity score as shown in table 3.31.
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Independent variable W ilk’s criterion df F ratio F prob
Covariates 0.40 27,158 2.13 0.002
Interpersonal score 0.52 27,158 1.42 0.09

Table 3.31.: Wilk’s criterion, F value and significance o f F  fo r the main effect o f the covariates (age, 
gender and culture) and the independent variable (interpersonal identity score) on the dependent 
variables (response to advertising measures) from the MANCOVA .

The significant results of the univariate and the step-down analysis are presented in table 

3.32.

Independent variable Dependent variables Univariate F df Stepdown F df
Covariates Attitudes to advertising 3.25* 3,62 3.25* 3,62

TV ads watching for 
company/arousal/relax

3.62* 3,62 5.49** 3,58

Hours of television 
watching per week

6.80** 3,62 4.18* 3,55

Susceptibility to 
advertising

0.79 3,62 3.54* 3,56

Interpersonal score Attitudes to advertising 4.14* 3,62 4.14* 3,62
Number of television sets 3.31* 3,62 2.40 3,54

Table 3.32.: The significant results o f MANCOVA with age, gender and culture as the covariates, total 
interpersonal score as the independent variable and response to advertising measures as the 
dependent variables. Univariate and stepdown results are reported.

*p<.05
**p<.01.

Culture provides significant adjustment to the degree to which respondents have positive 

or negative attitudes to advertising (beta=0.30, t=2.47, p<.05), to the degree to which 

respondents watch television advertising for company/arousal/to relax (beta=-0,35, t=- 

2.72, p<.01) and to hours of television watching per average week (beta=-0.56, t=-4.49,

p<.01).

After adjusting for differences in the covariates, the main effect of total interpersonal 

identity is related to the degree to which respondents have positive or negative attitudes 

to advertising. Number of television sets would be significant in univariate analysis but its 

variance is already accounted for.

3.6.5. Relationship between ideological and interpersonal identity (subscale scores) 

and consumer behaviour.

To explore the relationship between identity and consumer behaviour variables, a 

multiple regression is performed between each of the consumer behaviour measures as 

the dependent variable and ideological and interpersonal identity subscale scores as the 

independent variables. The correlations between these measures are presented in
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Appendix B, table 1.1. The full model of regression is applied. The significant results of 

the full model regression analysis are presented in table 3.33.

Dependent variable Ind. variables B Beta t S ig n t
Shopping for psychological 
reasons/relax/hahit

IDACH -0.24 -0.18 -1.54 0.12

IDDIF 0.05 0.03 0.45 0.65
IDFOR -0.04 -0.05 -0.55 0.58
IDMOR 0.05 0.04 0.39 0.69
INACH 0.23 0.26 1.90 0.05
INDIF 0.09 0.08 0.84 0.39
INFOR -0.09 -0.07 -0.64 0.51
INMOR 0.09 0.09 0.84 0.40

Susceptibility to peers’ influences in shopping Ind. variables B Beta t S ig n t
IDACH -0.09 -0.20 -1.67 0.09
IDDIF -0.03 -0.06 -0.81 0.41
IDFOR -0.07 -0.25 -2.43 0.01
IDMOR -0.13 -0.23 -1.68 0.09
INACH 0.11 0.33 2.49 0.01
INDIF -0.009 -0.02 -0.23 0.81
INFOR 0.07 0.17 1.31 0.18
INMOR 0.05 0.13 1.18 0.23

Susceptibility to parents’ influences in shopping Ind. variables B Beta t S ig n t
IDACH -0.03 -0.10 -0.78 0.43
IDDIF 0.04 0.10 1.26 0.20
IDFOR 0.007 0.03 0.33 0.73
IDMOR -0.06 -0.15 -1.08 0.28
INACH 0.02 0.07 0.52 0.59
INDIF -0.01 -0.05 -0.50 0.61
INFOR -0.01 -0.05 -0.38 0.69
INMOR 0.07 0.27 2.28 0.02

Table 3.33.: The significant results o f the fu ll model regression analysis between ideological and 
interpersonal identity subscale scores as the independent variables and each o f the consumer 
behaviour measures as the dependent variables. For shopping fo r  psychological reasons/to 
relax/as a habit as the dependent variable F(8,133)=1.29, p> .05, R^=.07 Adj.R^=.01 R=.26. For 
susceptibility to peers’ influences in shopping as the dependent variable F(8,140)=1.80, p> .05, 
R^=.09 Adj.R^=.04 R=.30. For susceptibility to parents’ influences in shopping as the dependent 
variable F(8,138)=1.39, p> .05, R^=.07 Adj.R^=.02 R=.27.

It appears that interpersonal achievement is a strong predictor of the degree to which 

adolescents go shopping for psychological reasons/to relax/as a habit; also, ideological 

foreclosure and interpersonal achievement are strong predictors of the degree to which 

respondents are susceptible to peers’ influences in shopping and interpersonal 

moratorium is a strong predictor of the degree to which respondents are susceptible to 

parents’ influences in shopping. The direction of the relationships indicates that the more 

adolescents are ideological foreclosures, the more they are susceptible to peers’ 

influences in shopping while the more adolescents are interpersonal achievers, the less 

they tend to be susceptible to peers’ influences in shopping and the less they tend to use 

shopping for psychological reasons/to relax/as a habit. Moreover, the more adolescents
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are interpersonal moratoriums, the less they are susceptible to parents’ influences in 

shopping.

3.6.6. Relationship between ideological and interpersonal identity (subscale scores) 

and response to advertising.

To explore the relationship between identity and response to advertising variables, a 

multiple regression is performed between each of the response to advertising measures as 

the dependent variable and ideological and interpersonal identity subscale scores as the 

independent variables. The correlations between these measures are presented in 

Appendix B, table 1.2. The full model of regression is applied. The significant results of 

the full model regression analyses are presented in table 3.34.

Ideological moratorium is a strong predictor of the degree to which respondents watch 

television advertising for company/arousal/to relax and of the degree to which 

respondents have positive or negative perceptions of television advertisements in a 

direction that shows that the more adolescents are ideological moratoriums, the less they 

watch television advertisements for company/arousal/to relax and the more negative 

perceptions of television advertisements they have. Ideological diffusion is a strong 

predictor of the degree to which respondents watch television advertising as a 

passtime/habit and of the degree to which respondents watch television advertisements to 

learn in a direction that shows that the more adolescents are ideological diffusers, the 

more they watch television advertisements as a passtime/habit and to learn. Interpersonal 

foreclosure is a strong predictor of the degree to which respondents watch television 

advertising to learn, of the degree to which they have positive or negative perceptions of 

television advertisements and of the degree to which they are susceptible to advertising 

in a direction that shows that the more adolescents are interpersonal foreclosures the 

more they watch television advertisements to learn, the more positive perceptions of 

television advertisements they have and the more susceptible to advertising they are.
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Dependent variable Ind. variables B Beta t S ig n t
Tv ad watching for company/arousal/relax IDACH 0.04 0.05 0.48 0.63

IDDIF -0.06 -0.09 -1.03 0.30
IDFOR 0.09 0.17 1.65 0.09
IDMOR 0.26 0.35 2.09 0.03
INACH -0.03 -0.06 -0.44 0.65
INDIF -0.12 -0.19 -1.44 0.14
INFOR -0.15 -0.19 -1.54 0.12
INMOR 0.01 0.02 0.18 0.85

Susceptibility to advertising Ind. variables B Beta t S ig n t
IDACH 0.06 0.13 1.13 0.26
IDDIF 0.005 0.01 0.18 0.85
IDFOR -0.001 -0.005 -0.04 0.96
IDMOR 0.02 0.07 0.46 0.64
INACH -0.01 -0.07 -0.54 0.58
INDIF 0.003 0.01 0.09 0.92
INFOR -0.10 -0.25 -2.22 0.02
INMOR 0.04 0.16 1.24 0.21

Tv ad watching as passtime/habit Ind. variables B Beta t S ig n t
IDACH -0.04 -0.07 -0.64 0.51
IDDIF -0.11 -0.20 -2.31 0.02
IDFOR 0.01 0.02 0.27 0.78
IDMOR 0.11 0.19 1.24 0.21
INACH 0.03 0.07 0.54 0.58
INDIF -0.04 -0.09 -0.79 0.42
INFOR -0.12 -0.19 -1.59 0.11
INMOR 0.07 0.17 1.36 0.17

Tv ad watching to learn Ind. variables B Beta t S ig n t
IDACH 0.02 0.02 0.20 0.83
IDDIF -0.22 -0.21 -2.32 0.02
IDFOR 0.04 0.06 0.64 0.51
IDMOR 0.22 0.25 1.49 0.13
INACH -0.08 -0.13 -0.93 0.35
INDIF -0.12 -0.15 -1.16 0.24
INFOR -0.24 -0.25 -1.98 0.04
INMOR 0.15 0.23 1.77 0.07

Perceptions of tv ads Ind. variables B Beta t S ig n t
IDACH 0.03 0.03 0.27 0.78
IDDIF -0.13 -0.16 -1.54 0.12
IDFOR 0.06 0.12 1.11 0.26
IDMOR 0.31 0.32 2.22 0.02
INACH -0.06 -0.10 -0.81 0.41
INDIF -0.09 -0.13 -0.92 0.35
INFOR -0.27 -0.28 -2.46 0.01
INMOR -0.04 -0.07 -0.59 0.55

Table 3.34.: The significant results o f the full model regression analysis between ideological and 
interpersonal identity subscale scores as the independent variables and each o f the response to 
advertising measures as the dependent variable. For television advertising watching fo r company/ 
arousal/ to relax as the dependent variable F(8,141)-1.04, p> .05, R^=.05 A d j . =.002 R=.23. 
For susceptibility to advertising as the dependent variable F(8,136}=1.29, p> .05, R^=.07 
Adj.R^=.01 R=.26. For television advertising watching as a passtime/ habit as the dependent 
variable F(8,142)=1.74, p> .05, R^=.08 Adj.R^=.03 R=.29. For television advertising watching to 
learn as the dependent variable F(8,134)=1.58, p> .05, R^=.08 Adj.R^=.03 R=.29. For 
perceptions o f television advertisements as the dependent variable F(8,130)=1.45, p> .05, R^=.08 
Adj.R^=.02 R=.28.
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Summary and discussion of the results of section 3.6.

Contrary to our expectations, no identity differences were discernible in compulsive 

consumption. The findings that least advanced statuses are more susceptible to peers’ 

influences in shopping, that moratoriums are less likely to go shopping to leam/for 

company and that interpersonal achievers are less likely to go shopping for psychological 

reasons/to relax/as a habit contradict our hypotheses.

However, several of our hypotheses survived. The most important findings, in terms of 

explained variance, concern television advertising watching as a passtime/habit, 

susceptibility to advertising and susceptibility to peers’ influences in shopping. It appears 

that identity status explains a larger percent of the variance in the above phenomena 

among our subjects than in other consumer behaviour or response to advertising 

measures. The least important prediction appears to concern television advertising 

watching for company/arousal/to relax. Foreclosures watch television advertisements for 

social utility reasons, have more positive perceptions of television advertisements and are 

more susceptible to advertising. Our hypothesis that foreclosures would have more 

frequent communication with parents is partially supported by our finding that 

moratoriums are less likely to communicate with parents. Our hypotheses that 

moratoriums would watch television advertisements for vicarious consumption reasons 

and that diffusers would watch television advertisements for communication reasons are 

indirectly supported by our finding that moratoriums are less likely to watch television 

advertisements for company/arousal/to relax while ideological diffusers are more likely to 

watch television advertisements to learn and as a passtime/habit.

Our finding that ideological and interpersonal achievers are less susceptible to peers’ 

influences in shopping is one of the strongest in terms of explained variance and verifies 

the image of an autonomous, self-confident, socially effective adolescent who is free of 

the pressure to conform to the pressures of societal demands, parental and peer 

influences (e.g. Bennion, 1988 in Markstrom and Adams, 1995; Read et al., 1984); 

achievers are confident about their roles and choices, therefore tend to be independent in 

their consumer decisions. Even though one would expect that interpersonal identity is 

more relevant to susceptibility to peers’ influences in shopping than ideological identity, 

it appears that there is a link between the two areas of identity; conscious commitment in 

ideological areas of identity such as lifestyle may indeed enhance resistance to peer 

pressures and norms. It is interesting to note that the rationale that achievers would be
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more susceptible to peers’ influences because age is positively related to susceptibility to 

peers’ influences (Moschis and Moore, 1979) is not confirmed. Evidently, age is not as 

strong a predictor of susceptibility to peers’ influences as the psychosocial characteristics 

of identity statuses that define the frame of action, the way of thinking and the sources of 

influence in adolescence.

Consistent with previous findings (Adams et al., 1985), foreclosures use peers as a 

source of reference. Due to their low social skills (Bourne, 1978) foreclosures have a 

greater need for role models and guidance in social behaviour; for these adolescents, the 

peer group is crucial for providing a social milieu for the development of new identities, 

for providing emotional security and a sense of belonging (Coleman, 1990).

Emerging from their autonomous way of thinking (Neuber and Genthner, 1977), 

interpersonal moratoriums are less likely to communicate with parents on consumption 

matters.

With regard to uses and gratifications of shopping, our findings indicate that 

interpersonal moratoriums are less likely to go shopping for learning or company than 

interpersonal diffusers and interpersonal achievers are less likely to go shopping for 

psychological reasons/to relax/as a habit. Considering the psychosocial profile of 

statuses, it is apparent that for adolescents in least advanced identity statuses with poor 

social skills, shopping is a source of social and material learning, providing models and 

desired lifestyles as well as a means of communication with attractive others. Through 

vicarious consumption, diffusers “borrow” the glamour and status of socially competent 

peers, they confirm their ideas about appearance and social behaviour and possibly 

thereby reduce their social anxiety and reach peer acceptance and integration. In 

contrast, it is expected that the prevalence of psychological motives for shopping 

weakens as adolescents enter the achievement status since they no longer need 

psychological reassurance (Bennion, 1988 in Markstrom and Adams, 1995) and they turn 

to more socially desirable consumer behaviours (Moschis and Churchill, 1978).

With regard to advertising, interpersonal achievers have more negative attitudes to 

advertising than diffusers, ideological moratoriums have more negative perceptions 

while interpersonal foreclosures have more positive perceptions of television 

advertisements and are more susceptible to advertising. The objective and critical 

evaluation of advertisements by advanced identity statuses is consistent with previous 

findings indicating that age is negatively related to credibility of advertising (Moschis and 

Moore, 1978) and to positive attitudes to advertising (Stewart, 1992). Further, it is

152



expected due to advanced statuses’ cognitive maturity (e.g. Berzonsky et al., 1994) and 

social competence (Bennion, 1988 in Markstrom and Adams, 1995). Apparently, 

adolescents who have resolved the identity crisis consciously and have formed a persona 

in the areas of gender roles, friendship, relationships and recreation are more able to filter 

available information and messages. Indeed, resolution of dilemmas with regard to 

interpersonal identity may enhance resistance to persuasive advertisements which often 

rely on emotional insecurities and unsolved relational problems to be effective. Their 

psychosocial profile also explains why moratoriums are less likely to turn to television 

advertisements for social utility gratifications, even though the finding is not important in 

terms of explained variance.

In contrast, interpersonal foreclosures and diffusers are found to have positive attitudes 

and perceptions of advertising and to be more susceptible to its influence. Low in self

esteem (Orlofsky et al., 1973)-which has been related to susceptibility to persuasion 

(Durgee, 1986)-foreclosures presumably rely on advertisements as a source of 

confirmation of adults’ behavioural models and thus turn to television advertisements to 

learn. Diffusers are also socially withdrawn (Orlofsky et al., 1973) and may compensate 

the lack of interpersonal intimacy with television use. Therefore, they have positive 

attitudes to advertising and they are more likely to watch television advertisements to 

learn and as a passtime/habit (a strong effect in terms of explained variance).

Since the present study included only adolescents from middle class areas, our fmdings 

can be generalised on adolescent populations with a similar socioeconomic background.

3.7. Critical evaluation of the relevance of the Objective Measure of 

Ego Identity Status.

In an attempt to further explore the relevance of various areas of identity to predict 

consumer behaviour/response to advertising and to establish the effectiveness of the 

OMEIS as a means to differentiate consumer patterns and advertising watching practices 

among adolescents from different identity statuses, a regression analysis is applied of the 

various identity items on consumer behaviour/response to advertising variables. The 

results of the full model (for the identity items which had been found to be statistically 

significant for each of the consumer behaviour/response to advertising variables 

separately) are reported in table 3.35. The correlations between the identity questionnaire
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items and the various measures of consumer behaviour/response to advertising are 

presented in Appendix B, table 1.3.

Dependent variable Identity item B BETA t S ig n t
Attitudes to 
advertising

1 9 .1 ‘ve never really seriously considered 
m ens’ and wom ens’ roles in marriage. It 
just doesn’t seem to concern me. SR/DIF

-0.36 -0.26 -2.39 0.01

33. It took me a while to figure it out, but 
now I really know what I want for a 
career.OCC/ACH

-0.36 -0.26 -2.08 0.04

Compulsive buying 
tendencies

Identity item B BETA t S ig n t

12. I ’m looking for an acceptable 
perspective for my own lifestyle view, but 
haven’t really found it yet. LS/M OR

-1.24 -0.18 -1.9 0.04

14. W hile I don’t have one recreational 
activity I’ m  really committed to. I ’m  
trying various activities to identify one I 
can really enjoy. RECR/MOR

-1.51 -0.23 -2.8 0.004

4. There’s no single lifestyle which appeals 
to me more LS/DIF

1.14 0.17 1.98 0.04

Hours of television  
watching per average 
week

Identity item B BETA t S ig n t

14. W hile I don’t have one recreational 
activity I ’ m really committed to. I ’m  
trying various activities to identify one I 
can really enjoy. RECR/MOR

2.29 0.13 2.30 0.02

Shopping for 
com pany/leam

Identity item B BETA t S ig n t

14. W hile I don’t have one recreational 
activity I ’ m  really conunitted to. I ’m 
trying various activities to identify one I 
can really enjoy. RECR/MOR

-1.14 -0.22 -2.95 0.003

22. I’ve chosen one or more recreational 
activities to engage in regularly from lots 
of things and I’m satisfîed with those 
choices.RECR/ACH

-1.08 -0.16 -2.20 0.02

28. M y views on a desirable life style were 
taught to me by my parents and I don’t see 
any need to question what they taught 
me.LS/FOR

-0.85 -0.16 -1.99 0.04

5. There are a lot of different kinds of 
people. I ’m still exploring the many 
possibilities to fînd the right kind of 
friends for me.FRIEND/M OR

-0.92 -0.18 -2.44 0.01

Shopping for 
psychological 
reasons/relax/habit

Identity item B BETA t S ig n t

14. W hile I don’t have one recreational 
activity I ’ m  really committed to. I ’m  
trying various activities to identify one I 
can really enjoy. RECR/MOR

-2.33 -0.19 -2.46 0.015

21. My parents know what is best for me in 
terms of how to choose my friends. 
FRIEND/FOR

-2.60 -0.22 -2.64 0.009

2 9 .1 don’t have any really close friends 
and I don’t think I’m  looking for one right 
nowFRIEND/DIF

2.17 0.18 2.08 0.03

31. I ’m trying out different types of 
relationships with boyfriends/girlfriends. I 
just haven’t decided what is best for 
me.DATE/MOR

-2.07 -0.16 -2.04 0.04
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35. I ’ve spent some time thinking about 
m ens’ and w om ens’ roles in marriage and 
I’ve decided what will work best for 
m eSR /A C H

-2.12 -0.17 -2.02 0.04

3 9 .1 only go out with the type of people my 
parents expect me to date.DATE/FOR

-2.98 -0.21 -2.43 0.01

4. There’s no single lifestyle which appeals 
to me more than another.LS/DIF

2.25 0.13 2.17 0.03

5 0 .1 attend the same church as my family 
has always attended. I ’ve never really 
questioned why.REL/FOR

2.73 0.26 3.17 0.001

Shopping for 
rational reasons

Identity item B BETA t S ig n t

13. There are many reasons for friendship, 
but I choose my close friends on the basis 
of certain values and similarities that I ’ve 
personally decided on. FRIEND/ACH

-0.77 -0.22 -2.69 0.008

2 6 .1’ m not sure what religion means to 
me, I ’d like to make up my mind but I’ m  
not fînished looking yet. REL/MOR

0.52 0.19 2.07 0.03

Tv ad watching for
company/arousal/rel
ax

Identity item B BETA t S ig n t

20. After considerable thought I’ve 
developed my own individual viewpoint of 
what is for me an ideal lifestyle and don’t 
believe anyone will be likely to change my 
perspective.LS/ACH

-1.67 -0.20 -2.10 0.03

2 6 .1’ m not sure what religion means to 
me. I ’d like to make up my mind but I’ m 
not finished looking yet. REL/MOR

1.30 0.19 2.13 0.03

2 9 .1 don’t have any really close friends 
and I don’t think I’m looking for one right 
now.FRIEND/DIF

-1.70 -0.22 -2.44 0.01

5. There are a lot of different kinds of 
people. I ’m still exploring the many 
possibilities to fînd the right kind of 
friends for me.FRIEND/M OR

-1.46 -0.19 -2.36 0.01

Tv ad watching to 
forget

Identity item B BETA t S ig n t

5. There are a lot of different kinds of 
people. I ’m still exploring the many 
possibilities to find the right kind of 
friends for me.FRIEND/M OR

-0.68 -0.19 -2.41 0.01

6 .1 sometimes join  in recreational 
activities when asked but I rarely try 
anything on my own RECR/DIF

-0.65 -0.19 -2.44 0.01

Tv ad watching to 
learn

Identity item B BETA t S ig n t

2 4 .1 guess I am pretty much like my 
parents when it comes to politics. I follow  
what they do in terms of voting and so on.

-1.58 -0.18 -2.17 0.03

31. I ’m trying out different types of 
relationships with boyfriends/girlfriends. I 
just haven’t decided what is best for me. 
DATE/MOR

-1.75 -0.17 -2.15 0.03

Tv ad watching as a 
passtim e/habit

Identity item B BETA t S ig n t

12. I ’m looking for an acceptable 
perspective for my own lifestyle view but 
haven’t really found it yet.LS/MOR

1.48 0.23 2.63 0.009

17.1 might have thought about a lot of 
different jobs but there is never really been 
any question since my parents said what 
they wanted.OCC/FOR

1.15 0.19 2.18 0.03
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2 9 .1 don’t have any really close friends 
and I don’t think I’m looking for one right 
now.FRIEND/DIF

-1.46 -0.24 -2.76 0.006

31. I ’m trying out different types of 
relationships with boyfriends/girlfriends. I 
just haven’t decided what is best for me. 
DATE/MOR

-1.19 -0.19 -2.32 0.02

Susceptibility to 
parents’ influences 
in shopping

Identity item B BETA t S ig n t

19. I ’ve never really seriously considered 
m ens’ and womens’ roles in marriage. It 
just doesn’t concern me.SR/DIF

0.59 0.21 2.43 0.01

6 . 1 sometimes join in recreational 
activities when asked but I rarely try 
anything on my own.RECR/DIF

0.57 0.22 2.53 0.01

Perceptions of tv ads Identity item B BETA t S ig n t
35.1’ve spent some time thinking about 
mens and womens roles in marriage and 
I’ve decided what will work best for 
me.SR/ACH

-1.62 -0.20 -2.25 0.02

50.1 attend the same church as my family 
has always attended. I ’ve never really 
questioned why.REL/FOR

1.36 0.20 2.31 0.02

9.1’ m still trying to decide how capable I 
am as a person and what jobs will be right 
for me. OCC/MOR

1.64 0.22 2.43 0.01

Perceptions of how tv 
ads are
executed/offensive/ do 
not offer information

Identity item B BETA t S ig n t

IS.Based on past experiences, I ’ve chosen 
the type of boyfriend/girlfriend I want 
now.DATE/ACH

0.85 0.22 2.56 0.01

17.1 might have thought about a lot of 
different jobs but there is never really been 
any question since my parents said what 
they wanted.OCC/FOR

0.77 0.20 2.26 0.02

50.1 attend the same church as my family 
has always attended. I ’ve never really 
questioned why.REL/FOR

0.88 0.27 3.13 0.002

6 .1 sometimes join in recreational 
activities when asked but I rarely try 
anything on my own.RECR/DIF

0.73 0.19 2.52 0.01

Perceptions that tv 
ads are shown too 
often

Identity item B BETA t S ig n t

4.There’s no single life style that appeals to 
me more than another.LS/DIF

-0.39 -0.20 -2.27 0.02

9.1’m still trying to decide how capable I 
am as a person and what jobs will be right 
for me.OCC/MOR

0.48 0.26 2.89 0.004

SusceptibiUty to 
social influence in 
shopping

Identity item B BETA t S ig n t

35.1’ve spent some time thinking about 
mens and womens roles in marriage and 
I’ve decided what will work best for 
me.SR/ACH

-0.94 -0.18 -2.18 0.03

6 .1 sometimes join in recreational 
activities when asked but I rarely try 
anything on my own.RECR/DIF

-0.99 -0.21 -2.72 0.00

7.1 haven’t really thought about 
boyfriends/girlfriends. I ’m not too 
concerned whether go out with a 
boyfriend/girlfriend or not.DATE/DIF

0.82 0.17 1.95 0.05
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Susceptibility to 
advertising

Identity item B BETA t S ig n t

18.A person’s faith is unique to each 
individual. I ’ve considered and 
reconsidered it m yself and know what I 
can believe.REL/ACH

0.70 0.19 2.08 0.03

2S.My own views on a desirable lifestyle 
were taught to me by my parents and I 
don’t see any need to question what they 
taught me. LS/FOR

-0.32 -0.09 -2.19 0.03

5. There are a lot of different kinds of 
people. I ’m  still exploring the many 
possibilities to find the right kind of 
friends for me.FRIEND/MOR

-0.58 -0.18 -2.16 0.03

8. Politics is som ething that I can never be 
too sure about because things change so 
fast. But I do think it’s important to know  
what I can politically stand for and believe 
in.POL/ACH

0.74 0.23 2.32 0.01

Number of tv sets in 
the household

Identity item B BETA t S ig n t

14. W hile I don’t have one recreational 
activity I ’m really conunitted to I ’m trying 
various activities to identify one I can truly 
enjoy.RECR/MOR

0.15 0.17 2.08 0.03

22.1’ve chosen one or more recreational 
activities to engage in regularly from lots 
of things and I’m satisfied with these 
choices.RECR/ACH

0.28 0.25 3.13 0.002

28.My own views on a desirable lifestyle 
were taught to me by my parents and I 
don’t see any need to question what they 
taught me. LS/FOR

0.21 0.23 2.62 0.009

2 4 .1 guess I am pretty much like my 
parents when it comes to politics. I follow  
what they do in terms o f voting and so 
on.POL/FOR

-0.14 -0.17 -2.06 0.04

Table 3.35.: The identity items that were shown to be statistically significant in the full model regression 
analysis on the various measures o f consumer behaviour/response to advertising. For attitudes to 
advertising F(32,87)=0.94, p> .05 R^=.25 Adjusted R^=.25 R=.50. For compulsive buying 
tendencies F(32,134)=1.60, p<.05 R^=.27 Adjusted R^=.10 R=.52. For hours o f television 
advertising watching per average week F(32,120)=0.98, p>.05 R^=.20 Adjusted R^=-.00 R=.45. 
For shopping fo r company Aearning F(32,134)=2.96, p<.01 R^=.41 Adjusted R^=.27 R=.64. For 
shopping fo r psychological reasons/to relax/as habit F(32,118)=2.45, p<.01 R^=.40 Adjusted 
R^=.23 R=.63. For shopping fo r rational reasons F(32,138)=1.48, p>.05 R^=.25 Adjusted R^=.08 
R=.50. For television advertising watching fo r company/arousal/to relax F(32,134)=1.45, p> .05 
R^=.25 Adjusted R^=.08 R=.50. For television advertising watching to forget F(32,138)=1.47, p> 
.05 R^=.25 Adjusted R^=.08 R=.50. For television advertising watching to leam F(32,126)=1.94, 
p< .05 R^=.33 Adjusted R^=.16 R=.57. For television advertising watching as pastime/habit 
F(32,136)=1.72, p< .01 R^=.28 AdjustedR^=. 12 R=.53. For susceptibility to parents' influence in 
shopping F(32,127)=1.86, p<..01 R^=.31 Adjusted R^=.14 R=.53. For perceptions o f television 
advertisements F(32,118)=1.75, p<..01 R^=.32 Adjusted R^=.13 R=.56. For perceptions o f how 
television advertisements are executed/that they are offensive/that they do not offer information 
F(32,124)=1.86, p<..01 R^=.32 Adjusted R^=.15 R=.57. For perceptions that television 
advertisements are shown too often F(32,131)=1.09, p> .05 R^=.21 Adjusted R^=.01 R=.43. For 
susceptibility to social influence in shopping F(32,123)=2.04, p< .01 R^=.35 Adjusted R^=.17 
R=.58. For susceptibility to advertising F(32,127)=1.46, p> .05 R^=.26 Adjusted R^=.08 R=.51. 
For number o f  television sets in the household F(32,133)=1.72, p<..01 R^=.29 Adjusted R^=.12 
R=.54.
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As a next step, a stepwise regression analysis of different identity items on the consumer 

behaviour/response to advertising variables is performed for the variables that produced 

significant results in the full regression model. The results of this analysis are presented in 

table 3.36.

Dependent variable Identity item B BETA t S ig n t
Compulsive buying 
tendencies

14. W hile I don’t have one 
recreational activity I ’ m really 
committed to, I ’m trying various 
activities to identify one I can really 
enjoy. RECR/MOR

-1.24 -0.19 -2.60 0.01

Shopping to 
learn/company

Identity item B BETA t S ig n t

14. W hile I don’t have one 
recreational activity I ’ m really 
committed to. I ’m trying various 
activities to identify one I can really 
enjoy. RECR/MOR

-0.99 -0.19 -2.81 0.005

22. I ’ve chosen one or more 
recreational activities to engage in 
regularly from lots of things and I ’m  
satisfîed with those 
choices.RECR/ACH

-1.21 -0.18 -2.69 0.007

28. My own views on a desirable life 
style were taught to me by my parents 
and I don’t see any need to question 
what they taught me.LS/FOR

-1.35 -0.25 -3.71 0.0003

5. There are a lot o f diHerent kinds of 
people. I ’m still exploring the many 
possibilities to find the right kind of 
friends for me.FRIEND/M OR

-1.25 -0.24 -3.59 0.0004

Shopping for 
psychological 
reasons/relax/habit

Identity item B BETA t S ig n t

14. While I don’t have one 
recreational activity I ’ m really 
committed to, I ’m trying various 
activities to identify one I can really 
enjoy. RECR/MOR

-2.05 -0.17 -2.38 0.018

21. M y parents know what is best for 
me in terms of how to choose my 
friends. FRIEND/FOR

-2.93 -0.25 -3.22 0.001

2 9 .1 don’t have any really close 
friends and I don’t think I’m looking 
for one right now.FRIEND/DIF

2.48 0.21 2.78 0.006

31. I ’m trying out different types of 
relationships with
boyfriends/girlfriends. I just haven’t 
decided what is best for 
me.DATE/MOR

-1.97 -0.15 -2.11 0.036

35. I ’ve spent some time thinking 
about m ens’ and wom ens’ roles in 
marriage and I’ve decided what will 
work best for me.SR/ACH

-2.48 -0.23 -3.13 0.002

3 9 .1 only go out with the type of 
people my parents expect me to 
date.DATE/FOR

-2.38 -0.17 -2.20 0.029

5 0 .1 attend the same church as my 
family has always attended. I ’ve never 
really questioned why.REL/FOR

1.56 0.15 2.04 0.042

Tv ad watching as 
passtim e/habit

Identity item B BETA t S ig n t

12. I’m looking for an acceptable 1.11 0.17 2.41 0.016
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perspective for my own lifestyle view  
but haven’t really found it 
yet.LS/MOR
2 9 .1 don’t have any really close 
friends and I don’t think I’m looking 
for one right now.FRIEND/DIF

-1.09 -0.18 -2.52 0.012

31. I ’m trying out different types of 
relationships with
boyfriends/girlfriends. I just haven’t 
decided what is best for me. 
DATE/MOR

-1.22 -0.19 -2.69 0.007

Perceptions of tv ads Identity item B BETA t S ig n t
50.1 attend the same church as my 
family has always attended. I ’ve never 
really questioned why.REL/FOR

1.13 0.17 2.16 0.03

9.1’ m still trying to decide how  
capable I am as a person and what 
jobs will be right for me. OCC/MOR

1.55 0.20 2.60 0.01

Perceptions o f how tv 
ads are
executed/offensive/do 
not offer information

Identity item B BETA t S ig n t

IS.Based on past experiences, I ’ve 
chosen the type of boyfriend/girlfriend  
I want now.DATE/ACH

0.97 0.25 3.46 0.0007

50.1 attend the same church as my 
family has always attended. I ’ve never 
really questioned why.REL/FOR

0.78 0.24 3.28 0.0013

6 . 1 sometimes join in recreational 
activities when asked but I rarely try 
anything on my own.RECR/DIF

0.75 0.20 2.80 0.0058

Susceptibility to social 
influence in shopping

Identity item B BETA t S ig n t

35.1’ve spent some time thinking about 
mens and womens roles in marriage 
and I’ve decided what will work best 
for me.SR/ACH

-1.26 -0.25 -3.45 0.0007

6 . 1 sometimes join in recreational 
activities when asked but I rarely try 
anything on my own.RECR/DIF

-1.31 -0.28 -3.85 0.0002

Number of tv sets in  
household

Identity item B BETA t S ig n t

22.1’ve chosen one or more 
recreational activities to engage in 
regularly from  lots of things and I’m 
satisfied with these 
choices.RECR/ACH

0.17 0.15 2.11 0.03

28.My own views on a desirable 
lifestyle were taught to me by my 
parents and I don’t see any need to 
question what they taught me. 
LS/FOR

0.18 0.20 2.78 0.006

Tv ad watching to 
learn

Identity item B BETA t S ig n t

2 4 .1 guess I am pretty much like my 
parents when it comes to politics. I 
follow what they do in terms of voting 
and so on.POL/FOR

-1.63 -0.19 -2.55 0.01

31. I ’m trying out different types of 
relationships with boyfriends/ 
girlfriends. I just haven’t decided 
what is best for me. DATE/MOR

-2.41 -0.24 -3.28 0.001

Susceptibility to 
parents’ influences in 
shopping

Identity item B BETA t S ig n t
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19.1’ve never really seriously 0.63 0.22 2.88 0.004
considered m ens’ and womens’ roles
in marriage. It just doesn’t seem to
concern me.SR/DIF

Table 3.36.: The identity items that were shown to be statistically significant in the stepwise model 
regression analysis on the various measures o f consumer behaviour/response to advertising. For 
compulsive buying tendencies F(l,169)=6.79, p<.01 R^=.03 Adjusted R^=.03 R=.19. For 
shopping fo r  company/ learning F(l,169)=6.79, p<.01 R^=.03 Adjusted R^=.03 R=.45. For 
shopping fo r psychological reasons/to relax/as habit F(7,143)=6.81, p<.01 R^=.25 Adjusted 
Rf=.21 R=.50. For television advertising watching as passtime/habit F(3,169)=5.83, p<..01 
Rf=.09 Adjusted R^=.07 R=.30. For perceptions o f television advertisements F(2,148)=6.71, 
p<..01 R^=.16 Adjusted R^=.15 R=.28. For perceptions o f how television advertisements are 
executed/that they are offensive/that they do not offer information F(3,153)=10.44, p<.01 R^=.16 
Adjusted R^-.15  R=.41. For susceptibility to social influence in shopping F(2,162)=12.82, p<.01 
R^=.13 Adjusted R^=.12 R=.36. For number o f television sets in the household F(2,171)=6.78, p< 
.01 R^=.08 Adjusted Rf=.07 R=.27. For television advertising watching to leam F(2,162)=9.49, 
p< .01 R^=.10 Adjusted R^=.09 R=.32. For the susceptibility to parents’ influence in shopping 
F(l,162)=8.32, p< .01 R^=.04 Adjusted R^=.04 R=.22.

Overall, based on the strength of the relationship in the full and the stepwise regression, 

the items of the identity questionnaire that are the strongest predictors of the consumer 

behaviour/response to advertising variables are presented in table 3.37.

Item Formulation
6 I sometimes join  in  recreational activities when asked but I rarely try anything on my 

own.RECR/DIF
35 I’ve spent some time thinking about mens and womens roles in marriage and I ’ve decided what will 

work best for me.SR/ACH
28 M y own views on a desirable lifestyle were taught to me by my parents and I don’t see any need to 

question what they taught me. LS/FOR
21 Mv parents know what is best for me in terms of how to choose my friends. FRIEND/FOR
15 Based on past experiences. I ’ve chosen the type of boyfriend/girlfriend I want now.DATE/ACH
19 I’ve never really seriously considered m ens’ and womens’ roles in marriage. It just doesn’t seem to 

concern me.SR/DIF
9 I ’ m  still trying to decide how capable I am as a person and what jobs will be right for me. 

OCC/M OR
33 It took me a while to fîgure it out, but now I really know what I want for a career.OCC/ACH
5 There are a lot o f different kinds o f people. I ’m still exploring the many possibilities to ffnd the right 

kind o f friends for me.FRIEND/M OR
50 There are a lot o f different kinds o f people. I’m still exploring the many possibilities to find the right 

kind o f friends for me.FRIEND/M OR
31 I’m trying out different types of relationships with boyfriends/girlfriends. I ju st haven’t decided  

what is best for me. DATE/MOR
8 Politics is som ething that I can never be too sure about because things change so fast. B ut I do think  

it’s im portant to know what I can politically stand for and believe in.POL/ACH
13 There are many reasons for friendship, but I choose my close friends on the basis o f certain values 

and similarities that I ’ve personally decided on. FRIEND/ACH
22 I’ve chosen one or more recreational activities to engage in regularly from lots of things and I’m  

satisfîed with these choices.RECR/ACH
14 W hile I don’t have one recreational activity I ’ m really committed to. I ’m trying various activities to 

identify one I can really enjoy. RECR/MOR
24 I guess I am pretty much like my parents when it comes to politics. I follow what they do in terms of 

voting and so on.POL/FOR
12 I’m looking for an acceptable perspective for my own lifestyle view but haven’t really found it 

yet.LS/M OR
39 I only go out with the type of people my parents expect me to date.DATE/FOR
20 After considerable thought I ’ve developed my own individual viewpoint o f what is for me an ideal 

lifestyle and don’t believe anyone will be likely to change my perspective.LS/ACH
17 I m ight have thought about a lot of different jobs but there is never really been any question since
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my parents said what they wanted.OCC/FOR
4 There’s no single life style that appeals to me more than another.LS/DIF
26 I ’ m not sure what religion means to me. I ’d like to make up my mind but I ’ m not fînished looking 

yet. REL/MOR
18 A person’s faith is unique to each individual. I ’ve considered and reconsidered it m yself and know 

what I can believe.REL/ACH
29 I don’t have any really close friends and I don’t think I’m looking for one right now.FRIEND/DIF

Table 3.37.: Identity items that are the strongest predictors o f both consumer behaviour and response to 
advertising.

These identity items are the strongest predictors of consumer behaviour and response to 

advertising and will constitute an abbreviated form of the identity questionnaire in future 

research. The distribution of the items across the areas and domains of identity and the 

four identity statuses is presented in table 3.38.

Achievement Moratorium Foreclosure Difîusion
Occupation 33 9 17 -

Religion 18 26 50 -

Politics 8 - 24 -

Philosophy 20 12 28 4

Friendship 13 5 21 29
Dating 15 31 39 -

G ender roles 35 - - 19
Recreation 22 14 - 6

Table 3.38.: Distribution o f the identity items across areas and statuses o f identity.

Evidently, some of the possible combinations of area of identity by status of identity 

include few items. It is, however, our intention to show that, on the basis of the analysis 

of the first study, these specific combinations are not predictive of consumer behaviour 

and response to advertising. It is our assumption that the inclusion of the specific items 

that were shown to be strong predictors of consumer behaviour/response to advertising 

in the regression analysis presented above contributes to the creation of an abbreviated 

measure of identity formation that is more “sensitive” to the behaviours we study in the 

second and third study, namely the way adolescents relate to material possessions. 

Further support for the use of the abbreviated form of the identity questionnaire is 

provided by the reliability estimates and the distribution of variance across the eight 

identity subscales estimated for the samples of the second and the third study.

On the basis of number of predictions made by the identity items which were the 

strongest predictors of consumer behaviour and response to advertising (in terms of the 

strength of association as shown in the Beta value), a number of interesting conclusions 

can be drawn.
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With regard to the distribution of the strongest predictors of both consumer behaviour 

and response to advertising across area of identity, friendship and lifestyle appear to be 

the areas of identity more strongly related to consumer behaviour/response to 

advertising, followed by dating, recreation and occupation. It could be argued that 

Interpersonal identity appears to be slightly more relevant to consumer behaviour and 

response to advertising, highlighting the social nature of the phenomena. In other words, 

the fact that the more self-oriented, “theoretical” aspects of identity (the ideological areas 

such as occupation, politics, religion) are not so relevant to consumption and response to 

advertising indicates that consumption and advertising watching are phenomena which 

are socially defined and influenced by the individual’s choices in a host of social areas of 

identity. Or indeed, choices of consumption and television advertising watching are 

forms of expression of social image and exploration for a social identity.

With regard to the distribution of the strongest predictors across the identity statuses, 

advanced statuses of ideological or interpersonal identity are more likely to elicit 

differentiated patterns of consumer behaviour and response to advertising.

With regard to the correspondence of specific consumer behaviour variables with area of 

identity, shopping for company/learning, shopping for psychological reasons and 

compulsive shopping are predicted by ideological lifestyle while shopping for 

psychological reasons and rational shopping are predicted by ideological religion. All the 

other consumer behaviour variables are predicted by interpersonal identity items. 

Susceptibility to social influence in shopping is predicted by dating, recreation and 

gender roles. Susceptibility to parents’ influences in shopping is predicted by gender 

roles and recreation. Shopping for psychological reasons/to relax/as a habit is predicted 

by all interpersonal areas of identity while rational shopping, shopping to leam/for 

company and shopping for psychological reasons/to relax/as a habit are predicted by 

friendship. Overall, shopping for psychological reasons is the consumer variable most 

predicted followed by shopping to leam/for company and susceptibility to social 

influences in shopping. The majority of predictions are derived from interpersonal 

identity. Politics and occupation have no relevance to consumer behaviour while among 

interpersonal identity, recreation and friendship are more related to consumer behaviour. 

One interesting pattern that emerges is the power of identity-and in particular 

interpersonal identity-to predict uses and gratifications of shopping, an indication that the 

stage of identity formation with regard to friendship relates to different functions of
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shopping (achievers are more likely to go shopping for rational reasons, moratoriums are 

more likely to go shopping to leam or for company and foreclosures are more likely to 

go shopping for psychological reasons). Moreover, an adolescent who is in the 

foreclosure stage of identity formation in the area of lifestyle (ideological) is more likely 

to go shopping to leam/for company and more likely to go shopping for psychological 

reasons/to relax/as a habit and an adolescent who is in the achievement status with 

regard to gender roles is more likely to go shopping for psychological reasons/to relax/as 

a habit. Shopping for psychological reasons appears to be a “universal” function across 

status and area of identity.

Another trend is the prediction of susceptibility to parents’ and social influence in 

shopping by the areas of gender roles and recreation. It appears that gender identity 

relates to the adolescent’s susceptibility to various sources of influence (achievers are 

more susceptible to social influences and diffusers are less susceptible to parental 

influences); it is interesting however that we do not detect a relationship between gender 

roles identity and susceptibility to peers’ influences even though we would expect that 

the formation of gender identity is of cmcial importance for peer acceptance among 

adolescents.

With regard to the prominence of identity statuses, moratorium and diffusion are the 

strongest predictors of consumer behaviour. As it is shown from the distribution of 

predictions across the statuses, compulsive buying is predicted by moratorium while 

susceptibility to parents’ and social influences are mostly predicted by diffusion. 

Evidently, adolescents who are exploring altematives are more prone to experiment with 

extreme behaviours such as compulsive shopping while adolescents who are indifferent 

are more prone to be susceptible to extemal influences. Uses and gratifications of 

shopping are predicted by various identity statuses, an indication that shopping 

gratifications are not related to identity development and constitute a generalised 

phenomenon; the only pattem that emerges is the preference of adolescents in advanced 

identity statuses for rational shopping.

With regard to the correspondence of specific response to advertising variables with area 

of identity, perceptions that advertisements are shown too often are predicted by 

ideological occupation and lifestyle while perceptions of how advertisements are 

executed/that they are offensive/do not offer information are predicted by both 

ideological religion and occupation and interpersonal dating and recreation. Attitudes to
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advertising are predicted by ideological occupation and interpersonal gender roles. 

Susceptibility to advertising is predicted by ideological politics, lifestyle and religion and 

interpersonal friendship while amount of television advertising watching is predicted by 

interpersonal recreation. Television advertising watching for company/arousal/to relax is 

predicted by interpersonal friendship and ideological lifestyle and religion. Television 

advertising watching to leam is predicted by interpersonal dating and ideological politics 

while television advertising watching to forget is predicted by interpersonal friendship 

and recreation. Television advertising watching as a passtime/habit is predicted by 

ideological lifestyle and occupation and by interpersonal friendship and dating. Overall, 

susceptibility to advertising, perceptions of television advertisements, television 

advertising watching for company/arousal/to relax and television advertising watching as 

a passtime/habit are the areas of response to advertising that appear to be more relevant 

to identity. Contrary to the distribution of the strong predictions concerning consumer 

behaviour across the areas of identity, the strong predictions for response to advertising 

are more or less equally divided between ideological and interpersonal identity. Within 

ideological identity, lifestyle and occupation are the areas of identity most closely related 

to advertising while within interpersonal identity, recreation and friendship are the most 

relevant areas of identity.

There appears to be a tendency for susceptibility to advertising to be mainly predicted by 

ideological identity while attitudes to and perceptions of television advertisements are 

equally related to ideological and interpersonal identity. In particular, both the adolescent 

who is an achiever in the area of occupation and the adolescent who is a diffuser in the 

area of gender roles has more positive attitudes to television advertising. In contrast, the 

adolescent who is in the moratorium stage in the area of occupation is more likely to 

believe that television advertisements are shown too often; similarly, the adolescent who 

is in the achievement status in the area of dating, the adolescent who is diffuser in the 

area of recreation and the adolescent who is in the foreclosure status in the area of 

religion or occupation are more likely to believe that advertisements are offensive/do not 

offer information/are badly executed. It thus appears that achievers, moratoriums and 

foreclosures alike have negative perceptions of advertisements; or, identity status or area 

do not differentiate how adolescents perceive advertisements.

With regard to the uses and gratifications of television advertising watching, apart from 

television advertising watching to forget which is predicted by interpersonal identity, the 

remaining uses and gratifications of television advertising watching are equally related to

164



interpersonal and ideological identity. Adolescents who are moratoriums in the area of 

dating or foreclosures in the area of politics are more likely to watch television 

advertisements to leam while adolescents who are moratoriums in friendship or diffusers 

in recreation are more likely to watch television advertisements to forget. Adolescents 

who are diffusers in the area of friendship or moratoriums in the area of dating are more 

likely to watch television advertisements as a passtime/habit while adolescents who are 

moratoriums in the area of lifestyle or foreclosures in the area of occupation are less 

likely to do so. Adolescents who are diffusers in friendship, moratoriums in friendship or 

achievers in lifestyle are more likely to watch television advertisements for 

company/arousal/to relax while adolescents who are moratoriums in religion are less 

likely to do so. It seems that moratoriums, foreclosures and diffusers alike, irrespective 

of area of identity, use television advertising watching to fulfil a range of gratifications. 

With regard to the distribution of predictions across identity statuses, moratorium and 

foreclosure are the strongest predictors of response to advertising closely followed by 

achievement and diffusion.

To summarise, three conclusions can be drawn. First, the number of strong predictions 

for response to advertising is higher than the one for consumer behaviour. We can, thus, 

claim that identity is more relevant to response to advertising. Second, the interpersonal 

area of identity is more relevant to predict consumer behaviour while ideological and 

interpersonal identity are equally relevant to response to advertising. Within this context, 

recreation and friendship are the strongest interpersonal identity predictors and lifestyle is 

the strongest ideological identity predictor of both consumer behaviour and response to 

advertising while occupation is also a strong ideological identity predictor for response 

to advertising. Third, identity statuses are differentiated in terms of their power to predict 

consumer behaviour and response to advertising with moratorium and foreclosure being 

more relevant to response to advertising and moratorium and diffusion being more 

relevant to consumer behaviour.

Part D.

3.8. Relationships among and between consumer behaviour and 

response to advertising variables.

In the present section, we explore the following hypotheses: parent-adolescent 

communication will be positively correlated with rational and social motives for

165



consumption and amount of peer communication and negatively correlated with 

compulsive buying tendencies. Peer communication will be positively related to social 

motivations for consumption.

Moreover, television viewing will be positively related to susceptibility to advertising and 

attitudes to advertising will be positively correlated to social utility reasons for watching 

television advertisements for young adolescents and to vicarious consumption reasons 

for watching television advertisements for older adolescents.

With regard to the relationships between consumer behaviour and response to 

advertising, we assess the hypotheses that peer conununication about consumption will 

be positively related to social utility reasons for watching television advertisements, 

amount of television viewing will positively predict social motivations for consumption, 

interfamily communication about consumption and compulsive buying tendencies and 

will be negatively correlated with economic motivations for consumption; further, 

attitudes to advertising and susceptibility to advertising will be positively related to 

communication with family and peers.

In order to explore the relationships among consumer behaviour variables and among 

response to advertising variables, correlational analysis is performed and presented in 

sections 3.8.1. for consumer behaviour and 3.8.2 for response to advertising. The 

correlations are presented in table 3.39. To assess relationships between consumer 

behaviour and response to advertising variables, correlational and regressional analyses 

are performed and presented in sections 3.8.3.a. and 3.8.3.b. respectively.

3.8.1. Relationships among the consumer behaviour variables.

To explore the relationships among consumer behaviour variables, correlational analysis 

is applied. Evidently, a number of significant relationships are detected. Compulsive 

buying tendencies are positively and significantly correlated with susceptibility to social 

influence in shopping (Pearson r=.56, p<.01), susceptibility to peers’ influences in 

shopping (Pearson r=.52, p<.01), shopping for psychological reasons/to relax/as a habit 

(Pearson r=.74, p<.01) and shopping to leam/for company (Pearson r=.57, p<.01). The 

more compulsive consumer the adolescent is, the more susceptible to social and peers’ 

influence he is and the more likely to go shopping for psychological reasons or for 

company.

Susceptibility to parents’ influences in shopping is positively and highly correlated to 

shopping for rational reasons (Pearson r=.27, p<.01). The more susceptible the
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adolescent is to parents’ influences in shopping, the more he goes shopping for rational 

reasons.

Susceptibility to social influence in shopping is positively related to compulsive buying 

tendencies, susceptibility to peers’ influence in shopping (Pearson r=.42, p<.01), 

shopping for psychological reasons/to relax/as a habit (Pearson r=.45, p<.01) and 

shopping to leam/for company (Pearson r=.61, p<.01). The more an adolescent is 

susceptible to social influence, the more compulsive consumer he is, the more susceptible 

to peers’ influences in shopping and the more he goes shopping for psychological 

reasons or for company.

Susceptibility to peers’ influences in shopping is positively related to shopping for 

psychological reasons/to relax/as a habit (pearson r=.49, p<.01) and shopping to 

leam/for company (pearson r=.44, p<.01).

Moreover, there is a positive, significant relationship between shopping for psychological 

reasons/to relax/as a habit and shopping to leam/for company (Pearson r=.68, p<.01) and 

a relatively strong relationship between shopping for rational reasons and shopping to 

leam/for company (Pearson r=.17, p<.05). The more the adolescent goes shopping to 

leam/for company, the more he is likely to go shopping for psychological or for rational 

reasons.

3.8.2. Relationships among the response to advertising variables.

To explore the relationships among the various measures of response to advertising, 

correlational analysis is applied.

Number of television sets in the household is negatively and significantly correlated with 

susceptibility to advertising (Pearson r=-.15, p<.05), television advertising watching to 

learn (Pearson r=-.15, p<.05) and television advertising watching for company/arousal/to 

relax (Pearson r=-.17, p<.05). The bigger the number of television sets in the household, 

the more susceptible to advertising the adolescent is and the more he watches television 

advertisements to leam or for company/arousal/to relax.

Hours of television watching per average week are negatively related to perceptions that 

television advertisements are shown too often (Pearson r=-.22, p<.01). The more 

television the adolescent watches, the less he thinks that television advertisements are 

shown too often.

Susceptibility to advertising is correlated to television advertising watching as 

passtime/habit (Pearson r=.83, p<.01), television advertising watching to forget (Pearson
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r=.25, p<.01), television advertising watching for company/arousal/to relax (Pearson 

r=.39, p<.01), television advertising watching to leam (Pearson r=.46, p<.01), 

perceptions of television advertisements (Pearson r=.26, p<.01), perceptions of social 

benefits of television advertisements (Pearson r=.61, p<.01), perceptions of how 

television advertisements are executed/that they are offensive/do not offer information 

(Pearson r=-.16, p<.05) and attitudes to television advertisements (Pearson r=.22, 

p<.05). The more susceptible to advertising the adolescent is, the more he watches 

television advertisements for all the above reasons, the more positive perceptions of and 

attitudes to television advertisements he has but the more he has a negative opinion of 

how television advertisements are executed, and he thinks that they are offensive and do 

not offer information.

Television advertising watching as a passtime/habit is related to television advertising 

watching to forget (Pearson r=.58, p<.01), television advertising watching for 

company/arousal/to relax (Pearson r=.62, p<.01), television advertising watching to leam 

(Pearson r=.52, p<.01), perceptions of television advertisements (Pearson r=.18, p<.05), 

perceptions of social benefits of television advertisements (Pearson r=.38, p<.01) and 

attitudes to television advertisements (Pearson r=.27, p<.01). The more the adolescent 

watches advertisements as passtime/habit, the more he also watches for all the other 

reasons and the more positive perceptions of and attitudes to advertising he has. 

Television advertising watching to forget is related to television advertising watching for 

company/arousal/to relax (Pearson r=.54, p<.01), television advertising watching to leam 

(Pearson r=.44, p<.01), perceptions of social benefits of television advertisements 

(Pearson r=.43, p<.01) and perceptions of how television advertisements are 

executed/that they are offensive/do not offer information (Pearson r=-.19, p<.05). The 

more the adolescent watches advertisements to forget, the more he watches for the other 

reasons, the more positive perceptions he has of social benefits of television 

advertisements but the more negative perceptions he has of how television 

advertisements are executed/that they are offensive/do not offer information.

Television advertising watching for company/arousal/to relax is related to television 

advertising watching to leam (Pearson r=.48, p<.01), perceptions of television 

advertisements (Pearson r=.22, p<.01), perceptions of social benefits of television 

advertisements (Pearson r=.46, p<.01), perceptions of how television advertisements are 

executed/that they are offensive/do not offer information (Pearson r=-.19, p<.05) and 

attitudes to television advertisements (Pearson r=.21, p<.05). The more the adolescent
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watches advertisements for company/arousal/to relax, the more he watches to leam, the 

more positive perceptions and attitudes he has but the more negative perceptions of how 

television advertisements are executed/that they are offensive/do not offer information he 

has.

Television advertising watching to leam is related to perceptions of television 

advertisements (Pearson r=.29, p<.01), perceptions of social benefits of television 

advertisements (Pearson r=.66, p<.01) and attitudes to advertising (Pearson r=.20, 

p<.05). The more the adolescent watches television advertisements to leam, the more 

positive perceptions of and attitudes to advertising he has.

Overall perceptions of television advertisements are related to perceptions of social 

benefits of television advertisements (Pearson r=.56, p<.01), perceptions of how 

television advertisements are executed/that they are offensive/do not offer information 

(Pearson r=.63, p<.01), perceptions that television advertisements are deceptive(Pearson 

r=.64, p<.01), perceptions that television advertisements are shown too often (Pearson 

r=.61, p<.01) and to attitudes of television advertisements (Pearson r=.38, p<.01).

3.8.3.a. Relationship between consumer behaviour and response to advertising 

variables.

Pearson r correlations between consumer behaviour and response to advertising variables 

are presented in table 3.39. Evidently, a number of correlations are detected between the 

consumer behaviour and response to advertising variables.

Number of television sets in the household is negatively related to shopping for 

psychological reasons/to relax/as a habit (Pearson r=-.19, p<.05). The bigger the number 

of television sets in the household, the more the adolescent goes shopping for 

psychological reasons. Hours of television watching per average week is related to 

susceptibility to parents influence in shopping (Pearson r=.20, p<.05). The more the 

adolescent watches television, the less susceptible he is to parental influences in 

shopping.

Susceptibility to advertising is positively related to compulsive buying (Pearson r=.18, 

p<.05), susceptibility to social influence (Pearson r=.26, p<.01), susceptibility to peers’ 

influence in shopping (Pearson r=.18, p<.05) and shopping to leam/for company 

(Pearson r=.26, p<.01). The more susceptible to advertising the adolescent is, the more 

compulsive consumer he is, the more susceptible to social and peers’ influences in 

shopping and the more likely to go shopping to leam/for company.
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Television advertising watching as passtime/habit is related to compulsive buying 

(Pearson r=.49, p<.01), susceptibility to social (Pearson r=.35, p<.01) and peers’ 

influences in shopping (Pearson r=.23, p<.01), shopping to leam/for company (Pearson 

r=39, p<.01) and shopping for psychological reasons/to relax/as a habit (Pearson r=.40, 

p<.01). The more the adolescent watches television advertisements as passtime/habit, the 

more compulsive consumer he is, the more susceptible to social and peers’ influences in 

shopping and the more likely to go shopping to leam/for company, for psychological 

reasons/to relax/as a habit.

Television advertising watching to forget is related to compulsive buying (Pearson r=.40, 

p<.01), susceptibility to social (Pearson r=.34, p<.01) and peers’ influences in shopping 

(Pearson r=.19, p<.01), shopping for psychological reasons/to relax/as a habit (Pearson 

r=.36, p<.01) and shopping to leam/for company (Pearson r=.37, p<.01). The more the 

adolescent watches television advertisements to forget, the more compulsive consumer 

he is, the more susceptible to social and peers’ influences in shopping and the more likely 

to go shopping for psychological reasons and to leam/for company.

Television advertising watching for company/arousal/to relax is related to compulsive 

buying (Pearson r=.24, p<.01), susceptibility to social influence in shopping (Pearson 

r=.30, p<.01), shopping for psychological reasons/to relax/as a habit (Pearson r=.24, 

p<.01) and shopping to leam/for company (Pearson r=.36, p<.01). The more the 

adolescent watches television advertisements for company/arousal/to relax, the more 

compulsive consumer he is, the more susceptible to social influence and the more likely 

to go shopping for psychological reasons and for company/to leam.

Television advertising watching to leam is related to compulsive buying (Pearson r=.40, 

p<.01), susceptibility to social (Pearson r=.47, p<.01) and peers’ influence in shopping 

(Pearson r=.22, p<.01), shopping for psychological reasons/to relax/as a habit (Pearson 

r=.33, p<.01) and shopping to leam/for company (Pearson r=.62, p<.01). The more the 

adolescent watches television advertisements to leam, the more compulsive consumer he 

is, the more susceptible to social and peers’ influences in shopping and the more likely to 

go shopping for psychological reasons and to leam/for company.

Perceptions of social benefits of television advertisements are related to compulsive 

buying (Pearson r=.24, p<.01), susceptibility to social influence (Pearson r=.35, p<.01) 

and shopping to leam/for company (Pearson r=.38, p<.01). The more positive 

perceptions of the social benefits of television advertisements the adolescent has, the
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more compulsive consumer he is, the more susceptible to social influence and the more 

likely to go shopping to leam/for company.

Perceptions that television advertisements are shown too often are negatively related to 

susceptibility to parents’ influence in shopping (Pearson r=-.21, p<.01). The more 

positive perceptions the adolescent has about the frequency of television advertisements, 

the less susceptible he is to parental influences in shopping. Perceptions of how television 

advertisements are executed/that they are offensive/do not offer information are 

negatively related to shopping for rational reasons (Pearson r=-.23, p<.01) and shopping 

to leam/for company (Pearson r=-.17, p<.05). The more positive perceptions the 

adolescent has of how television advertisements are executed, the less likely he is to go 

shopping for rational reasons and to leam/for company.

3.8.3.b. Regression analysis for the relationship between consumer behaviour and 

response to advertising variables.

To further explore the relationships between consumer behaviour and response to 

advertising variables, a multiple regression analysis, using stepwise method, is performed 

between each of the response to advertising measures as the independent variables and 

the consumer behaviour measures as the dependent variables.

The significant results of the stepwise regressional analysis are presented in table 3.40. 

Evidently, television advertising watching to leam and television advertising watching as 

a passtime/habit are strong predictors of the degree to which respondents are compulsive 

consumers in a direction that shows that the more adolescents watch television 

advertisements to leam or as a passtime/habit, the more compulsive consumers they are.
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1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20
TV(1) 1.000
Htvw(2) .01 1.000
Compuls(3) -.09 -.03 1.000
Parents(4) -.04 .20* -.10 1.000
Suscpt(5) -.15* .09 .18* .03 1.000
Socinf(6) -.04 -.07 .56** .04 .26** 1.000
Peers(7) -.09 .03 .52** .05 .18* .42** 1.000
MTPH(8) -.08 -.01 .49** .01 .38** .35** .23** 1.000
MTF(9) -.10 -.09 .40** -.02 .25** .34** .19* .58** 1.000
MTCAR(IO) -.17* .08 .24** .03 .39** .30** .03 .62** .54** 1.000
M T L (ll) -.05 -.06 .40** .11 .46** .47** .22** .52** .44** .48** 1.000
MSR(12) -.01 -.04 -.06 .27** .07 .11 .003 .06 .07 .11 .14 1.000
MSPSRH(13) -.19* -.05 .74** .06 .12 .45** .49** .40** .36** .24** .33** .03 1.000
MSLC(14) -.15 -.06 .57** .05 .26** .61** .44** .39** .37** .36** .62** .17* .68** 1.000
Percept(lS) -.03 -.07 .03 .04 .26** .09 -.007 .18** .14 .22** .29** -.07 .04 .07 1.000
Persb(16) -.07 .002 .24** .09 .61** .35** .11 .38** .43** .46** .66** .10 .14 .38** .56** 1.000
Perexofi(17) .04 -.05 -.05 .05 -.16* -.15 .005 -.07 -.19* -.19* .14 -.23* .003 -.17* .63** -.11 1.000
Perdec(18) -.04 -.04 -.09 -.03 -.001 -.003 -.09 .003 -.05 .07 .01 .03 -.08 -.06 .64** .08 .33** 1.000
Peroft(19) .008 -.22** -.11 -.21** -.07 -.07 -.13 .007 -.01 .05 .07 -.11 -.15 -.12 .61** .01 .40** .52** 1.000
Advatti(20) -.06 .01 .11 .02 .22* .04 .09 .27** .11 21* .20* -.08 .02 .10 .38** .14 .37** .18** .23** 1.000
Table 3.39.: Pearson r correlations between the consumer behaviour and response to advertising variables. 
*p<.05
**p<.01.
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They are also strong predictors of the degree to which respondents are susceptible to 

social influences in shopping in a direction that shows that the more adolescents watch 

television advertisements to leam or as a passtime/habit, the more susceptible to social 

influences they are. Television advertising watching as a passtime/habit is also a strong 

predictor of the degree to which respondents go shopping for psychological reasons/to 

relax/as a habit in a direction that shows that the more adolescents watch television 

advertisements as a passtime/habit, the more they go shopping for psychological 

reasons/to relax/as a habit. Television advertising watching to leam and television 

advertising watching for company/arousal/to relax are strong predictors of the degree to 

which respondents go shopping to leam/for company, in a direction that shows that the 

more adolescents watch television advertisements to leam or for company/arousal/to 

relax, the more they go shopping for psychological reasons/to relax/as a habit. Amount 

of television watching is a strong predictor of the degree to which respondents are 

susceptible to parents’ influences in shopping, in a direction that shows that the more 

television adolescents watch, the less susceptible to parents’ influences in shopping they 

are.

Dependent variable Independent variables B Beta t S ig n t
Compulsive buying tv watching to leam 0.16 0.23 2.16 0.03

tv watching as passtime/hahit 0.41 0.36 3.41 0.001
Susceptibility to 
parents’ influences in 
shopping

Independent variables B Beta t S ig n t

hours of tv watching per week 0.06 0.22 2.06 0.04
Susceptibility to social 
influences in shopping

Independent variables B Beta t Sign t

tv watching to learn 0.18 0.35 3.37 0.001
tv watching as passtime/hahit 0.21 0.27 2.54 0.013

Shopping for 
psychological reasons/ 
relax/ habit

Independent variables B Beta t S ig n t

tv watching as a passtim e/ habit 0.88 0.44 4.21 0.0001
Shopping to leam /for  
company

Independent variables B Beta t S ig n t

tv watching to leam 0.29 0.50 5.38 0.000
tv watching for company/ arousal/to 
relax

0.15 0.22 2.42 0.01

Table 3.40.: The significant results o f the stepwise regression analysis between measures o f response to 
advertising as the independent variables and measures o f consumer behaviour as the dependent 
variables. For compulsive shopping F(2,81)=14.87, p<.01 R^=.26 Adj R^=.25 R=.51. For
susceptibility to parents’ influences in shopping F(l,77)=4.25, p< .05 R^=.05 Adj R^=.04 R=.22. 
For susceptibility to social influence F(2,76)=14.68, p<.OI R^=.27 Adj R^=.25 R=.52. For 
shopping fo r  psychological reasons/to relax/as a habit F(1,74)=17.79, p<.01 Rf=.19 Adj R^=.18 
R=.44. For shopping to leam/for company F(2,80)=28.07, p<.01 R^=.41 AdjRf=.39 R=.64.
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A multiple regression, using stepwise method, is also performed between measures of 

consumer behaviour as the independent variables and each of the response to advertising 

measures as the dependent variables.

The significant results of the stepwise regression are presented in table 3.41.

Evidently, compulsive shopping and shopping to leam/for company are strong predictors 

of the degree to which respondents watch television advertising as a passtime/habit in a 

direction that shows that the more adolescents are compulsive consumers and the more 

they go shopping to leam/for company, the more they watch television advertisements as 

a passtime/habit. Shopping to leam is a strong predictor of the degree to which 

respondents watch television advertising to forget in a direction that shows that the more 

adolescents go shopping to leam, the more they watch television advertisements to 

forget. Shopping to leam/for company and susceptibility to peers’ influences in shopping 

are strong predictors of the degree to which respondents watch television advertising for 

company/arousal/to relax in a direction that shows that the more adolescents go 

shopping to leam/for company, the more they watch television advertisements for 

company/arousal/to relax. On the other hand, the more adolescents are susceptible to 

peers’ influences in shopping, the less they watch television advertisements for 

company/arousal/to relax. Also, shopping to leam/for company is a strong predictor of 

the degree to which respondents watch television advertising to leam in a direction that 

shows that the more adolescents go shopping to leam/for company, the more they watch 

television advertisements to leam.

Dependent variable Independent variables B Beta t S ig n t
Tv ad watching as a 
passtim e/habit

Compulsive shopping 0.22 0.27 2.69 0.008

Shopping to learn/for company 0.26 0.26 2.26 0.01
Tv ad watching to forget Independent variables B Beta t S ig n t

shopping to leam 0.24 0.38 4.53 0.000
Tv ad watching for 
company/arousal/relax

Independent variables B Beta t S ig n t

shopping to learn/for company 0.61 0.46 4.84 0.000
susceptibility to peers -0.37 -0.21 -2.27 0.024

Tv ad watching to leam Independent variables B Beta t S ig n t
shopping to leam /for company 1.06 0.62 8.47 0.000

Table 3.41.: The significant results o f the stepwise regression analysis between measures o f consumer 
behaviour as the independent variables and each o f the response to advertising measures as the 
dependent variable. For television advertising watching as a passtime/habit F(2,I17)=16.90, 
pK.Ol R^=.22 Adj R^=.2I R=.47. For television advertising watching to forget F(I,I20)=20.59, 
pK.OI R^=.14 Adj R^=.13 R=.38. For television advertising watching fo r company/arousal/to 
relax F(2,117)=11.72, p<.01 R^=.16 Adj ^=.15 R=.40. For television advertising watching to 
learn F(l,113)=71.82,p<.01 R^=.38 Adj R^=.38 R=.62.
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Summary and discussion of the results of section 3.8.

In line with our hypotheses, we found that parent-adolescent communication is positively 

related to rational consumption, peer communication is positively related to social 

motivations for consumption and attitudes to advertising are positively related to social 

utility reasons for watching television advertisements. Contrary to our hypotheses, family 

communication is not positively related to peer communication or to social motives for 

consumption and compulsive consumption tendencies is not negatively related to 

interfamily communication. Also, television viewing is not positively related to 

susceptibility to advertising.

With regard to relationships between consumer behaviour and response to advertising 

variables, contrary to our expectations, amount of television viewing is not positively 

related to social motivations for consumption or compulsive buying tendencies nor 

negatively related to economic motivations for consumption. Moreover, attitudes to 

advertising are not positively related to communication with family and peers and 

susceptibility to advertising is not positively correlated with communication with parents. 

However, a number of our hypotheses have survived: peer communication about 

consumption is positively related to social utility reasons for watching television 

advertisements and susceptibility to advertising. Amount of television watching is 

positively related to interfamily communication about consumption.

Relationships among consumer behaviour variables.

Consistent with previous research findings (O’Guinn and Faber, 1987), there is a 

significant positive correlation between compulsive buying tendencies and both shopping 

for psychological reasons/to relax/as a habit and shopping to leam/for company, which 

might be explained by the low self-esteem of compulsive consumers (e.g. Valence et al., 

1988) who use shopping to serve various forms of mood modification (“emotional lift”) 

or to derive role models. The significant positive correlation between compulsive buying 

tendencies and susceptibility to social and peers’ influence in shopping is verified by 

d’Astous (1990).

Apparently, the most salient social influence in adolescence is the peer group (e.g. 

Bearden and Randall, 1990; Festinger, 1954; Moschis and Moore, 1978) and, thus, peer- 

adolescent communication is positively related to susceptibility to social influence. The 

positively correlated functions of shopping for psychological reasons/to relax/as a habit
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and shopping to leam/for company are also related to susceptibility to social influence in 

shopping. Adolescents who use shopping as an opportunity to communicate or for a 

psychological lift are more likely to be concerned about their social image and to be 

susceptible to social and peer influences. These findings verify the effect of the peer 

group on the “expressive” as opposed to the “rational” aspects of consumption.

The positive and significant correlation between susceptibility to parents’ influences in 

shopping and shopping for rational reasons is consistent with previous findings (e.g. 

Ward et al., 1977) and may be related to parents’ orientation toward teaching the 

“rational” aspects of communication. The positive relationship between rational and 

social/learning motives for shopping is more difficult to interpret and may reflect the 

competing importance of the two gratifications-the rational promoted by parents and the 

social/learning by peers-and the adolescent’s struggle to combine both. Parents may 

actually encourage the use of shopping to promote social and material learning, while 

adolescents who are stimulated by parents to acquire shopping experiences may be more 

aware of the possible social benefits to be derived from consumption.

Relationships among response to advertising variables.

Consistent with previous findings (e.g. Moschis and Moore, 1978), amount of television 

watching does not relate to susceptibility to advertising. Instead, there is a positive 

relationship between susceptibility to advertising and both attitudes to and perceptions of 

advertising which is in accord with research indicating that affective responses mediate 

effectiveness to advertising (Edell and Burke, 1987). Since both perceptions of and 

attitudes to advertising reflect affective responses to advertising (Brand and Greenberg, 

1994), it is logical that they are positively related. Overall perceptions of television 

advertisements are positively linked to all aspects of advertisements as illustrated in the 

subcategories of perceptions. Perceptions of how television advertisements are executed/ 

that they are offensive/ do not offer information are, however, differentiated from the 

other categories of perceptions of television advertisements and are negatively related to 

susceptibility to advertising. It is reasonable to say that adolescents who are susceptible 

to advertising are more likely to watch more television (Pearson r=-.15, p<.01) and thus 

are in a better position to evaluate how advertisements are executed and, indeed, to 

demand better quality of television advertisements.

Susceptibility to advertising is also positively related to various uses and gratifications of 

television advertising watching. Social and communication utility reasons for watching
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television commercials reflect an array of psychological needs such as the need for 

approval, providing the basis for interpersonal communication and reducing social 

anxiety (Chaffee and McLeod, 1967 in Ward and Wackman, 1971); the same 

psychological needs may foster the adolescent’s susceptibility to advertising. Moreover, 

the different uses and gratifications of television advertising watching appear to be 

linked, possibly stemming from related psychological needs.

As Ward and Wackman (1971) point out, the learning of cognitive orientations such as 

attitudes to advertising seem to be mainly a function of the adolescent’s reasons for 

watching advertisements. Indeed, attitudes to and perceptions of advertising (with the 

exception of perceptions of how television advertisements are executed/that they are 

offensive/do not offer information) are positively related to uses and gratifications of 

television advertising watching. In general, the adolescent who admits watching 

television commercials for an array of reasons (for company, to relax, to forget, to learn) 

is expected to report positive attitudes and perceptions of television advertisements in 

order to be consistent.

Relationships between consumer behaviour and response to advertising variables.

A number of positive relationships (between susceptibility to advertising and compulsive 

buying, susceptibility to peers’ influence in shopping and shopping to leam/for company, 

between uses and gratifications of television advertising watching and compulsive 

buying, susceptibility to peers’ influences in shopping and uses and gratifications of 

shopping) indicate a pattern of an interchangeable use of peers, shopping and television 

advertising watching to fulfil psychosocial needs. Apparently, an adolescent who is 

susceptible to one of these agents is likely to be susceptible to the others as well. In 

terms of explained variance, particularly important relationships emerge between uses 

and gratifications of shopping and uses and gratifications of television advertising 

watching as well as between social and psychological gratifications sought in television 

advertising watching and both susceptibility to social influences in shopping and 

compulsive shopping.

On the other hand, our findings of no significant relationships between uses and 

gratifications of television advertising watching, attitudes to, perceptions of and 

susceptibility to advertising with susceptibility to parents’ influences in shopping or 

shopping for rational reasons indicate that parents are a source of influence only with 

regard to rational shopping. Moreover, the negative relationship between amount of
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television watching and susceptibility to parents’ influences in shopping and the negative 

relationship between attitudes to advertising and shopping for rational reasons indicate 

that parents and the mass media operate through different or, indeed, competing 

processes (Faber and O’Guinn, 1988), representing the rational and expressive aspects of 

consumer learning respectively.

Perceptions of advertising (with the exception of perceptions of how television 

advertisements are executed/that they are offensive/do not offer information) are also 

positively related to compulsive consumption and uses and gratifications of shopping, an 

indication that shopping and television advertising watching are both appreciated by the 

adolescent as means to fulfil his needs. Moreover, positive perceptions of television 

advertisements foster susceptibility to social influences but hamper susceptibility to 

parental influences, a further confirmation that the influence of the mass media functions 

in a competing way with the influence of parents.

It is important to note that caution should be taken in generalising on the results of the 

regression analyses performed. The reason is that stepwise regression often produces a 

solution that does not generalise beyond the sample unless the sample is large. However, 

since the samples of the present study were not particularly big, the results of the analysis 

may not be very stable.

Part E. 

3.9. Consuming and television advertising watching patterns of 

adolescents.

In this section we present information on various aspects of the consumer behaviour and 

response to advertising of adolescents. Areas that are explored include the amount and 

source of income of adolescents, ways of economising and attitudes toward money, 

patterns of shopping, spending priorities and factors that influence shopping decisions 

and patterns of television watching.

Apart from descriptive statistics. Chi-square and one-way ANOVA are performed to 

evaluate age, gender and cultural differences.
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3.9.1. The income, source of income, ways of economising and attitudes toward 

money of adolescents.

Income, source of money and ways of economising.

Consistent with previous reports on adolescent income (Wall’s, 1990; Greek National 

Centre for Social Research, 1997), Greek 12-14 year old adolescents report having on 

average 6000-7000drhs per week (around 14 pounds) of which they spend 3000- 

5000drhs (around 9 pounds). For the Greek 16-17 year olds, the weekly income rises to 

lOOOOdrhs (23 pounds) and the weekly expenditures to an average of 7000drhs (around 

16 pounds). For the British 12-14 year olds, the weekly income is within a range of 5 to 

10 pounds and the weekly expenditures are of an average of 10 pounds. British 16-18 

year olds have a weekly income of around 30 pounds of which they spend 15-20 pounds. 

For both British and Greek adolescents, we discern the pattern of increased income with 

increasing age, in accord with Lassarre et al. (1992).

Consistent with previous research (Lassarre et al., 1992; Stewart, 1992), the main source 

of income for the British and Greek 12-14 year olds is parents followed by pocket 

money. For the British 16-17 year olds, parents are the first source of income followed 

by earnings, while no adolescent of this age reports receiving pocket money. In contrast, 

Greek 16-17 year olds continue to rely on parents and pocket money as a source of 

income. This cultural difference reflects the tendency of the British society to encourage 

financial independence while Greek parents tend to prolong childhood and to be 

overprotective of adolescents (Tetteri, 1992; Xatzimavaet al., 1997).

Although a non-negligible percentage of all groups report that they do not economise, 

which is consistent with Neyrand and Guyot (1990), the majority of adolescents who 

have extra money tend to save it. A significant cultural difference (x^= 11.34, p<.01) 

indicates that British adolescents tend to spend extra money on a luxury item 

significantly more than Greek adolescents (34.1% compared to 14.3%) and Greek 

adolescents tend to save extra money significantly more than British adolescents (59% 

compared to 47.1%). This difference may be attributed to Greek adolescents being 

overall more “rational” consumers.

Attitudes toward monev.

Consistent with previous reports (Lunt and Livingstone, 1992; Moschis and Churchill, 

1978), the majority of adolescents across the four groups consider that their parents are 

the primary influence for their attitudes toward money.
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Cultural differences indicate that significantly more British adolescents keep track of 

their money (65.4%) than Greek adolescents (46.1%) (x^=6.82, p<.01) and that British 

adolescents think about money more often (mean=2.01) than Greek adolescents 

(mean=2.48) (F(l,171)=9.53, p<.01). Also, British adolescents are more hkely to use a 

purchase to reward themselves for achieving something (74.1%) than Greek adolescents 

(49%) (x^=11.8, p<.01). These findings may reflect a more materialistic orientation for 

the British adolescents compared to the Greek. Another possible explanation is that the 

continuing dependence of Greek adolescents on their parents makes them feel less 

responsible for their money. In contrast, British adolescents-who start earning their own 

money earlier-are more independent and conscious of the value of money.

British adolescents talk about money with their friends significantly more often 

(mean=2.77) than Greek adolescents do (mean=3.60) (scale inversely scored) 

(F(l,171)=29.6, p<.01). This is consistent with our finding that British adolescents are 

more susceptible to peers’ influences in shopping. Indeed, there is a positive relationship 

between the extent to which adolescent talk with their friends about money and them 

being susceptible to social (pearson r=.25, p<.01) and peers’ influences (pearson r=.26, 

p<.01) and a positive relationship between the extent to which adolescents talk with 

parents about money and them being rational consumers (pearson r=.14, p<.05). In 

general, Greek adolescents appear to trust their parents more than their friends on money 

issues and this finding is in accord with the family-centred nature of the Greek society 

and the financial dependence of Greek youngsters on their parents (Xatzimava et al., 

1997). It is also interesting that adolescents who often think about money, adolescents 

who talk about money with friends and adolescents who would reward themselves with a 

purchase watch more television (pearson r=-.19, -.25 and .19 p<.05 respectively), an 

indication that the mass media promotes the power of money and its salience for peer 

group status and enhances materialistic attitudes and money concerns.

Consistent with previous findings (Churchill and Moschis, 1979), old adolescents talk 

about money with their friends significantly more often (mean=3.07) than young 

adolescents (mean=3.34), (F(l,171)=6.53, p<.05) and are more likely to use a purchase 

to bribe someone else to do something unpleasant (43%) than young adolescents 

(26.3%) (x^=5.53, p<.01). These findings may be related to increasing materialistic 

orientations with age (Belk, 1985).
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3.9.2. Frequency of shopping, spending priorities and factors important in 

shopping decisions.

In accord with previous research findings (Anthony, 1985), the majority of adolescents 

across age and culture go shopping once a week, most likely on Saturday or Friday, and 

report that they have specific shops from which they shop.

The lead in adolescent spending across age and culture is by far clothes. The purchase of 

items related to music (i.e. tapes, CDs, cassettes) is a common theme in all four groups, 

while other popular purchases include food, cosmetics, “going out” expenditures and 

books (confirmed by British Market Research Bureau, 1990; Greek National Centre for 

Social Research, 1997). Overall, there are no important age or cultural differences as to 

the spending priorities of adolescents, supporting the idea of an internationalised market. 

Prices, followed by area, decoration and salespeople are considered important factors in 

shopping decisions by adolescents across the four groups of the present study. A 

significant cultural difference in the extent to which the decoration of the shop is an 

important factor in shopping (F(l,171)=5.15, p<.05) indicates that this factor is more 

important for British (mean=2.36) than for Greek adolescents (mean=2.65) (scale 

inversely scored). It could be tentatively argued that British adolescents are more 

inclined to “prestige”, “image” shopping.

There is agreement across age and culture that salespeople are friendly and helpful while 

British adolescents are more inclined to believe that salespeople are honest (28%) than 

Greek adolescents (13.7%) (x^=5.36, p<.05).

3.9.3. Patterns of television watching.

British adolescents are more likely to possess a television set for personal use (62%) than 

Greek adolescents (38.8%) (x^=9.62, p<.01).

The average weekly frequency of television watching for the four groups is 6.42 hours 

for the British 12-14 year olds, 6.32 hours for the British 16-18 year olds, 7.44 hours for 

the Greek 12-14 year olds and 5.38 hours for the Greek 16-18 year olds. Significant 

interaction effects of culture by gender (F(l,156)=4.24, p<.05) on hours of television 

viewing per average week show that culture is a differentiating variable for both males 

and females with British male and female adolescents watching more television than 

Greeks.
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Summary and discussion of the results of section 3.9.

Overall, our findings confirm the considerable financial power of adolescents. Consistent 

with their financial power, adolescents across culture and age are frequent consumers 

with uniform spending priorities, confirming the notion of an internationalised market. 

British adolescents are more money-conscious and financially independent, a reflection of 

the tendency of British society and British parents to promote the value of financial 

independence and responsibility with regard to money. Moreover, British adolescents are 

more materialistically predisposed; they value material rewards and they have more 

positive perceptions of shopping factors. They are also peer-oriented in their 

consumption practices-they talk more with friends about money and they tend to pay 

attention to factors related to “prestige” or “image” shopping. In contrast, the financial 

dependence and prolonged overprotection characterising the parent-adolescent 

relationship in Greek society literally exclude the possibility of the youngster moving out 

of his parents’ house at an early age; the family is thus vital for the economic survival of 

youngsters who get the message that money is not “their” problem (e.g. National Centre 

for Social Research, Kathimerini, 28/9/1997). They thus conform to parental influences 

with regard to money and shopping, adopting rational consumer patterns such as saving. 

Both British and Greek adolescents consult parents and friends with regard to money and 

this communication is more intense the more the adolescent is concerned with money. 

Parents are also considered responsible for attitudes toward money across culture and 

age, an indication of the role of parents in teaching rational aspects of consumption. The 

role of the mass media is not negligible. British adolescents watch more television and 

amount of television viewing is positively related to the extent to which adolescents 

think/worry about money, the extent to which they talk with their friends about money, 

positive perceptions of salespeople and use of material goods as a reward. It appears that 

the mass media promote the importance of money and their salience for peer approval as 

well as the use of shopping and material goods for psychological and social 

gratifications.

The above findings cannot be generalised across social classes. Undoubtedly, there are 

social class differences in the income of adolescents, their attitudes toward money and 

their spending priorities. Therefore, we can only generalise our findings on middle-class 

adolescents coming from similar socioeconomic environments to the one used in the 

present study.
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Chapter 4. 

Adolescent identity and the role of treasured 

possessions and the meanings of material possessions.

Introduction.

The results of our study of the consumer behaviour of adolescents provided an insight 

into the relationship between adolescents’ consumer behaviour, response to advertising 

and identity formation. In the present research, we will highlight the connection between 

material possessions and self. In particular, we will explore the psychological functions 

that material possessions fulfil and the way in which they are used by adolescents as self

extensions, as perceptions and expressions of their identity.

One of the recurrent themes in the literature is the notion that material possessions 

constitute indistinguishable symbols of self (e.g. Belk, 1988; Baudrillard, 1988; 

Bourdieu, 1984; Douglas and Isherwood, 1979; Feirstein, 1986; Holbrook and 

Hirschman, 1982; Holman, 1981; Lunt and Livingstone, 1992; McCracken, 1986; 

Solomon, 1983).

An array of studies demonstrate that the adolescent task of developing an identity is 

evident in the activity-related and egocentric references of treasured possessions (e.g. 

Csikszentmihalyi and Rochberg-Halton, 1981; Kamptner, 1991, 1995). During the 

identity crisis (Erikson, 1959), the adolescent increasingly seeks identity through 

acquiring and accumulating consumption objects (Csikszentmihalyi and Rochberg- 

Halton, 1981; Montemayor and Eisen, 1977). Utilitarian functions of objects have 

implications for self-development since the activity they make possible provides feedback 

as to what individuals can do and thus who they are, facilitates autonomy and provides 

self-esteem (Costello, 1986; Furby, 1978; Siegel, 1982; Snyder, 1982). Social meanings 

of possessions contribute to self-development by setting signs of connection with or 

differentiation from others (Csikszentmihalyi and Rochberg-Halton, 1981; Steude, 1985), 

providing status (Snyder, 1982), facilitating self-knowledge and contributing to the 

perception of continuity of self over time (Erikson, 1968; Bemdt, 1982). Enjoyment 

meanings embodied to possessions are relevant to the development of self because 

enjoyable activities support the self as autonomous entity (Belk, 1991). It is, thus,
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suggested that self-definitions and identities in adolescence are reflected and facilitated 

through the meanings attached to material possessions (Fumham and Jones, 1987). 

Previous research on treasured possessions has focused on various differences in the 

meanings attached to material possessions: age (Kamptner, 1991, 1995); gender 

(Dittmar, 1989, 1991; Kamptner, 1991); culture (Dittmar and Papadopoulou, 1995); 

family structure (Lunt and Livingstone, 1992); social class (Dittmar, 1989, 1991) and 

self-construal (Dittmar and Papadopoulou, 1995). The above studies demonstrate that 

gender, social class and culture act as organising principles of self-conceptions that are 

reflected in the psychological functions of possessions.

Drawing from the above theory and research, the aim of the present study is to explore 

treasured possessions and their meanings in adolescent populations in Britain and 

Greece.

The study has three goals. First, to add to the growing literature on cross-cultural and 

gender comparisons of the meanings of possessions; culture and gender are explored as 

social principles organising individuals into social groups that may affect beliefs related 

to meanings of possessions (Emler and Dickinson, 1985; Dickinson, 1990; Moscovici, 

1984 in Lunt and Livingstone, 1991). Second, to expand the exploration of the 

relationship between self and object and meaning salience with the introduction of 

identity formation and with the assessment of the relevance of self-construal. Third, to 

investigate the relevance of materialism as an individual value orientation and as a 

socially shared representation (through cultural differences) in object and meaning 

salience.

The variables.

It was shown in the literature review that culture contributes to how we perceive aspects 

of the social world, such as possessions and that meanings of material possessions are 

socially constituted and shared (Douglas and Isherwood, 1979; McCracken, 1986; 

Miller, 1984; Smith and Bond, 1993).

Cultural differences in object and meaning salience have also been explored as reflections 

of cultural differences in self-construal (Markus and Kitayama, 1991; Triandis, 1988) by 

Dittmar and Papadopoulou (1995). The researchers assumed that an individualistic self- 

construal would be linked to valuing possessions as symbols of a unique self and personal 

history and as a means which enables activity and control while an inter-individualistic
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self-construal would be related to treasuring possessions as markers of social status, 

group membership and interpersonal relationships. The results showed that cultural 

differences in the self-construal and in object and meaning salience did not always 

correspond to the hypothesised model of a Greek inter-dependent as opposed to a British 

independent mentality (Triandis, 1988). Dittmar and Papadopoulou (1995) explain some 

of these findings in the light of sampling problems (the Greek sample’s mean age was 

lower than the English sample’s) and in the gender-role patterns of the two countries. 

Therefore, it will be interesting to compare the two countries using adolescent samples 

who are still in the process of forming gender-role stereotypes as well as adopting to the 

more general individualistic/ inter-individualistic perspective. It may also be the case that 

the assumptions illustrated in Dittmar et al.(1995) study are based on theoretical grounds 

and do not reflect the fast changing social reality in Greece; the role of media and the 

internationalisation of social attitudes and beliefs may have recently altered the social 

perceptions of contemporary Greeks toward the adoption of more individualistic 

orientations (Georgas, 1988). In order to examine the self-construal orientation of 

adolescent British and Greeks, we adopt the theoretical assumption that Greek 

adolescents will have a more inter-individualistic self-construal than British adolescents 

(Triandis, 1988). Consequently, we hypothesise that adolescents with an inter- 

individualistic self-construal and Greek adolescents will attach relational meanings to 

treasured possessions while adolescents with an individualistic self-construal and British 

adolescents will treasure possessions for self-expressive reasons.

Deriving from findings on cultural differences in materialism (Belk, 1984, 1985), we also 

explore cultural differences in the endorsement of materialistic values between British 

and Greeks. On the basis of Fournier and Richins (1991) reporting that materialists have 

a more individualistic, self-centred self-construal, it is hypothesised that adolescents with 

an individualistic self-construal and par consequence British adolescents will be more 

materialistic than adolescents with an inter-individualistic self-construal (Greek 

adolescents).

Consistent evidence has shown that women and men relate differently to their material 

possessions (e.g. Csikszentmihalyi and Rochberg-Halton, 1981; Dittmar, 1989; Rudmin, 

1990; Wallendorf and Amould, 1988) reflecting gender-identity stereotypes (e.g. Bem, 

1978; Billig et al., 1988; Gilligan, 1982; Wilkinson, 1986). With regard to the objects 

reported as treasured, women tend towards sentimental possessions and men towards 

functional and leisure items. With regard to the reasons for object preference, women
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appear to treasure their possessions because of the emotional comfort they provide and 

the relationships they symbolise while men refer more to use and activity related 

functions and to self-expressive features of possessions (e.g. Csikszentmihalyi and 

Rochberg-Halton, 1981; Dittmar, 1989, 1991; Lunt and Livingstone, 1992; Kamptner, 

1989, 1991, 1995; Wallendorf and Amould, 1988). Gender differences in object and 

meaning salience are also related to gender differences in self-constmal, indicating that 

female adolescents’ self-constmal is more inter-dependent than male adolescents’ self- 

constmal (Dittmar and Papadopoulou, 1995). It is thus assumed that females have a 

more inter-individualistic self-constmal and attach relational and emotional meanings to 

treasured possessions while males have an individualistic self-constmal and emphasise 

use-related, instmmental and self-expressive features of possessions.

With regard to the materialism variable, Richins (1994) found that materialists are more 

likely to value possessions for their status, appearance-related and utilitarian meanings 

while non-materialists are more likely to derive value from a possession’s symbolic ties 

with others or for its potential for hedonic satisfaction. Drawing from the above, it is 

plausible to assume that materialists will treasure possessions for their utilitarian, activity 

and enjoyment related features while non-materialists are more likely to treasure 

possessions that symbolise relationships or that are used for entertainment. Systematic 

identity differences between materialists and non-materialists will also be expected since 

identity as “a set of ... self-representations that serve to define the individual in a variety 

of social contexts” (Abend, 1974:620) may be reflected in value orientations such as 

materialistic values. However, it is not possible to predict the direction of these 

differences.

From the identity formation point of view, research findings indicate that adolescents in 

different stages of identity formation differ in personality characteristics (e.g. Bennion, 

1988 in Markstrom and Adams, 1995; Bennion and Adams, 1986; Craig-Bray et al., 

1988; O’Neil, 1986 in Clancy and Dollinger, 1993). As a consequence, it is expected that 

differences in these personality characteristics will be linked to the way in which 

adolescents relate to material possessions and to the meanings they attach to them. 

Moreover, the degree of identity maturity in the two areas of identity (ideological and 

interpersonal) will be reflected in the meanings attached to possessions. It seems 

plausible to assume that individuals scoring high in the interpersonal identity areas, being 

interpersonally mature will be more likely to recognise the importance of personal 

relationships and thus to value possessions for their relationship-centred functions while
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individuals who score high in the ideological identity areas and thus have explored and 

committed to self-centred aspects of identity such as lifestyle and occupation will value 

possessions on the basis of their self-expressive attributes.

A systematic relationship between identity and self-construal is also expected. It is 

possible to assume that interpersonally mature adolescents will put priority on issues 

involving interpersonal relationships and will construe themselves around others. 

Similarly, adolescents who have thought about ideological identity issues will be more 

inclined to concentrate on self-centred aspects of their identity and thus to develop an 

individualistic self-construal. Therefore, adolescents who are advanced in ideological 

identity are expected to have an individualistic self-construal while adolescents who are 

advanced in interpersonal identity are expected to have an inter-individualistic self- 

construal.

Articulation of the hypotheses of the study.

Deriving from the literature and from previous research findings, the following 

hypotheses can be formulated:

Culture, gender and identitv differences in materialism and self-construal. Relationship 

between self-construal and materialism.

Hypothesis 4.1. Females’ self-construal will be more inter-individualistic than males’ 

self-construal.

Hypothesis 4.2. British adolescents will be more materialistic than Greek adolescents. 

Hypothesis 4.3. Greek adolescents will have a more inter-individualistic self-construal 

than British adolescents.

Hypothesis 4.4. Adolescents with an individualistic self-construal will be more advanced 

in ideological identity while individuals with an inter-individualistic self-construal will be 

more advanced in interpersonal identity.

Hypothesis 4.5. Materialistic individuals will have a more individualistic self-construal. 

Hypothesis 4.6. Adolescents in different stages of ideological or interpersonal identity 

formation will differ in their materialistic tendencies. It is not possible to predict the 

direction of these differences on the basis of previous research.
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Culture, gender and identity differences in object and meaning salience and the 

relationship with self-construal and materialism.

Hypothesis 4.7. Female adolescents will be more likely to report that they treasure 

possessions that represent relationships because of their emotional, relational and 

symbolic-inter-relatedness meanings. In contrast, male adolescents will be more likely to 

describe self-symbolic and material possessions as important because of their monetary, 

instrumental, individual use-related, effort-symbolising, self-expressive and personal 

history meanings.

Hypothesis 4.8. British adolescents will be more likely to report that they treasure self- 

symbolic and material possessions because of their monetary, instrumental, individual 

use-related, effort-symbolising, self-expressive and personal history meanings as opposed 

to the Greek adolescents who are more likely to treasure possessions that represent 

relationships and refer to the relational and symbolic-inter-relatedness features of 

possessions as the reason why they treasure them.

Hypothesis 4.9. Adolescents with an individualistic self-construal will be more likely to 

treasure self-symbolic possessions and refer to the self-expressive and personal history 

meanings of possessions as the reason why they treasure them while adolescents with an 

inter-individualistic self-construal will be more likely to treasure possessions that 

represent relationships for their relational and symbolic inter-relatedness functions. 

Hypothesis 4.10. Adolescents who are advanced in ideological identity will be more 

likely to treasure possessions as symbols of a unique self (“personal identity”) and refer 

to their self-expressive and personal history meanings as the reason why they treasure 

them, while adolescents who are advanced in interpersonal identity will be more likely to 

value personal possessions as markers of social status, group membership and 

interpersonal relationships (“social identity”) and refer to their relational and symbolic 

inter-relatedness meanings as the reason why they treasure them.

Hypothesis 4.11. Materialists will treasure possessions for their utilitarian and 

appearance-related features and will refer to their monetary, instrumental, aesthetic, 

individual use-related and effort-symbolising value while non-materialists will focus on 

possessions as symbols of interpersonal relationships and will refer to relational and 

symbolic inter-relatedness reasons why possessions are important.
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Method.

Sample and administrating procedure.

Respondents were 163 adolescents who participated in the study on a voluntary basis. 

The rationale and method of selection of schools, the method of selection of subjects and 

the administration procedure are identical to the first study described in the methodology 

section in chapter 2. In both Britain and Greece, schools were drawn from the middle- 

class areas described in this section.

The mean age of the respondents is 16.23 years of age and the age range is 15 to 17 

years. Of the 163 respondents, 85 (52.1%) are British and 78 (47.9%) are Greek. Of the 

163 respondents, 77 (47.2%) are female (39 British and 38 Greek) and 86 (52.8%) are 

male (46 British and 40 Greek).

The questionnaire.

The questionnaire is presented in Appendix A. Apart from demographic information on 

the respondents’ age and gender, the questionnaire consisted of three main sections.

In the first section, an evaluation of self-construal and identity formation is attempted. 

For the assessment of self-construal, respondents are asked to list twenty different 

statements in response to the open-ended question “Who am I?” (Twenty Statements 

Test-TST). It has been argued that the use of both the abstract (that where the question 

“Who I am” is answered in a general format) and the contextualised (where respondents 

answer the question “Who I am” with respect to specified social contexts, such as “at 

school/university”, “at home” or “with friends”) form of the TST enables the evaluation 

of the relational aspects of identity by explicitly asking respondents to describe 

themselves as they relate to others in different settings (Cousins, 1989). On the other 

hand, it could be claimed that the use of contextualised probes directs respondents to 

reference to relational self-descriptions. In contrast, free elicitation of answers to the 

question “Who I am” in an abstract context is more likely to differentiate subjects who 

define themselves in relation to others from subjects who describe themselves with no 

reference to social contexts. Patterns of gender and cultural differences with regard to 

self-concept and its relevance to social contexts will thus be revealed. For the above 

reasons, only the decontextualised form of the “Who am I?” question was used in the 

present study.
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For the evaluation of identity formation, respondents filled in an adapted version of the 

Objective Measure of Ego Identity Status questionnaire (Grotevant and Adams, 1984). 

This adapted version consists of the items which were found to be strong predictors of 

consumer behaviour and response to advertising variables in a regressional analysis 

reported in section 3.7. The adapted version was also used in our study on meanings of 

material possessions in person perception and findings supported our assumption that 

these strong predictors-items adequately reflect the relationship between identity and 

material possessions. A psychometric evaluation of the adapted version is presented 

below. Responses were rated on a five-point Likert-type scale ranging from “Strongly 

disagree” to “Strongly agree”.

In the second section of the questionnaire, respondents were asked to first of all think 

about personal possessions they treasured and then to list their five most treasured 

possessions. Subjects were then asked to describe in their own words and in some detail 

why each of these possessions was important to them (a space of 16 lines per possession 

was provided for these reason statements). It must be stressed that we drew heavily from 

the existing literature ideas and actual measurements which have been tested and proved 

functional (Dittmar, 1989, 1991) for this research. The use of similar measurements 

allows for interesting comparisons since the present research will include new 

populations (British adolescents who have not yet been used for some cases and Greek 

adolescents who have not been used in any previous research of the kind).

In the third section of the questionnaire, respondents filled in the Richins and Dawson 

(1992) materialism scale. Typical examples of the items comprising the materialism scale 

are “I admire people who own expensive homes, cars and clothes”, “I usually buy only 

the things I need” and “I have all the things I really need to enjoy life”.

It was decided that the open-ended form of some parts of the questionnaire presented 

certain difficulties for the Greek sample of the study if the original English version of the 

questionnaire was to be used; therefore, a direct translation from the original English 

version of the battery into Greek was made by the researcher. The method used was 

backtranslation to enhance translation equivalence (Hui and Triandis, 1985); the 

researcher translated the battery into Greek and another fluent speaker of both languages 

re-translated the Greek version into English. The degree of coincidence between the 

original and the translated English versions was high.
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Psychometric evaluation of the materialism scale.

The Consumer Values Orientation for Materialism Scale (Richins and Dawson, 1992) is 

used for the evaluation of materialistic values. The scale consists of eighteen items 

evaluating three aspects of materialism, namely, acquisition centrality, acquisition as the 

pursuit of happiness and possession-defined success with 6, 7 and 5 items for the 

dimensions of success, centrality and happiness respectively. Responses are assessed on 

5-point Likert type scale ranging from “Strongly disagree” to “Strongly agree” and a 

total materialism score summing up responses to the eighteen scale items is derived.

The internal reliability of the scale on an adult sample as reported by the authors ranges 

from .80 to .88, while test-retest reliability is .87 (Richins and Dawson, 1992). Dittmar 

(1994) tested the scale on an adolescent population and reported an Alpha of .77. The 

authors also checked for social desirability bias and reported satisfactory levels of 

validity. A psychometric evaluation of the scale in the present study revealed an Alpha of 

.77 while split half reliability was .71.

Descriptive statistics for the overall materialism score reveal a mean of 53.30 and a 

standard deviation of 9.04 with a range of 26 to 78. The corresponding estimates in one 

of Richins and Dawson’s exploratory studies are mean=47.9, standard deviation=10.2 

and range=23-80.

Psychometric evaluation of the Objective Measure of Ego Identity Status.

An adapted version of the Objective Measure of Ego Identity Status questionnaire 

(Grotevant and Adams, 1984) comprising the items which were found to be strong 

predictors of consumer behaviour and response to advertising variables in the regression 

analysis performed in the first study (reported in section 3.7.) is used in the present study 

to evaluate identity formation.

The series of rules applied to the coding and scoring of the questionnaire was the same 

as the one used for the initial questionnaire except that appropriate means, standard 

deviations and cut-off points were evaluated. Scores were expressed as total identity 

scores (total ideological and total interpersonal score) and as identity subscale scores in 

the eight content domains (ideological and interpersonal achievement, moratorium, 

foreclosure and diffusion).

An evaluation of the distribution of data across the eight domains reveals that the 

distribution is relatively normal considering the low number of items comprising some of
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these domains (e.g. ideological diffusion). The means and standard deviations of the 

eight domains are presented in table 4.1.

Domain o f Identity Mean Standard deviation
Id. Achievement 16.77 3.38
Id. M oratorium 9.93 3.08
Id. Foreclosure 6.53 2.94
Id. diffusion 2.93 1.45
Int. Achievement 15.66 3.28
Int. M oratorium 10.99 3.08
Int. Foreclosure 4.15 1.72
Int. Diffusion 7.02 2.79

Table 4.L: Means and standard deviations across the eight domains o f the identity questionnaire.

With regard to the internal reliability of the scale, the alpha coefficient for the Ideological 

subscale is .43, for the Interpersonal subscale is .49 and for the total subscale it is .57. 

These estimates are relatively low. However, the reliability coefficients for the original 

identity questionnaire reported in the literature are also low and of a wide range; 

regardless of these reliability problems, the scale has been extensively used in the 

literature.

Results. 

Part A.
In the first part of the results, we perform some preliminary analysis. In particular, we 

propose categories of coding for the self-construal descriptions, for types of possessions 

reported as treasured and for meanings attached to treasured possessions. Modifications 

applied to initial categorisation systems are presented and supported by theoretical and 

statistical arguments.

4.1. Categories of coding for self-construal descriptions, types of 

treasured possessions and meanings attached to them.

4.1.1. Categories of coding for the self-construal descriptions.

For the assessment of self-construal, respondents are asked to give twenty answers to the 

open-ended question “Who I am”. The categories of coding for these self-descriptions 

proposed by Dittmar and Papadopoulou (1995) are shown in table 4.2.
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Dittmar and Papadopoulou (1995) propose that the categories “activities” and “social” 

are indicators of a relational self-construal while the categories “individual” and 

“physical” imply an individualistic self-construal.

Categories o f coding for self-descriptions________________________________________________________________
1. Activities(e.g. hobbies, habits, “I do”-type statements)
2. Social

2.1 Role, status
2.2 Personal qualities in social interaction
2.3 Family

3. Individual
3.1 Preferences, wishes
3.2 Qualified personal attributes
3.3 Pure personal attributes, personality traits
3.4 Individuality, uniqueness

4. Physical
5. Other

Table 4.2.: Categories o f coding fo r  self-descriptions elicited by the Twenty Statements Test proposed 
by Dittmar and Papadopoulou (1995).

For the purposes of the present study, a number of changes are proposed as a theoretical 

refinement to the above coding system. Initially, a distinction is made between hobbies or 

habits which imply interaction with others (e.g. basket ball) (“social”) and habits or 

hobbies which are likely to take place in solitude (e.g. stamp collection) 

(“individualistic”). Moreover, reference to nationality, race or religion which imply 

belonging to a social group and reference to social class and gender which declare a 

social role are considered as stating social self-construal. Reference to the respondent’s 

own name and to physical attributes, on the other hand, are interpreted as an emphasis 

on the person’s individuality and are classified as indicative of an individualistic self- 

construal. Finally, the nature of the “I do-type” statement that occurred in the present 

study suggests a distinction between statements that are interpreted as indicative of an 

individualistic self-construal (“I am waiting for something to happen” or “I am saving 

money”) and statements that are indicative of a social self-construal (“I am playing 

football”).

The categories of coding used in the present study consist, thus, of two broad categories, 

corresponding to an inter-individualistic and an individualistic self-construal as presented 

in table 4.3.

Following Dittmar and Papadopoulou’s (1995) guidelines, the responses of each 

individual in the two categories of self-construal are converted into percentages so that 

the entire response of any person adds up to 100%.
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Categories of coding for self-construal
1. Social, inter-individual self-construal

1.1 Social habits or hobbies, “I do” type social statements(e.g. “I play good football”)
1.2 Role, status, social class, gender(e.g. student)
1.3 Personal qualities in social interaction(e.g. good listener, caring)
1.4 Nationality, race, religion
1.5 Family(e.g. sister, daughter)

2. Individual self-construal
2.1 Preferences, wishes(e.g. “I am vegetarian” or “ I would like to be a musician”)
2.2 Qualified personality attributes(e.g. “I am a thinker” or “I am happy”)
2.3 Pure personality trait(e.g. intelligent, shy)
2.4 Individuality, uniqueness(e.g. different from anyone else)
2.5 Individual habits or hobbies(e.g. stamp collector)
2.6 “ I do” type individual statements(e.g. “I am waiting for something to happen”)
2.7 Physical(e.g. tall, blonde)

Table 4.3.: Categories o f coding fo r self-descriptions used in the present study.

4.1.2. Categories of coding for types of possessions reported as treasured.

The categories of coding for the classification of types of treasured possessions 

developed by Dittmar (1989) are presented in table 4.4.

Categories of coding for Types of Possessions
1. Material possessions

a) assets(i. financial, ii. property)
b) transport
c) basic utility(e.g. clothes, duvet)
d) leisure(e.g. sound systems, camera, surf board)
e) extensions of self(e.g. trophies, special collections, musical instruments, religious 

or political symbols)
f) sentimental items(e.g. photo album, teddy bear, gift)
g) other(e.g. plants)

2. Pets
3. Non-material possessions(Not relationships)

a) physical(e.g. health, eyes)
b) non-physical(e.g. dignity, memories)

4. Relationships/People
a) close relationships(e.g. lover, family)
b) friends in general

Table 4.4.: Categories o f coding fo r types o f treasured possessions suggested by Dittmar (1989).

For the purposes of the present study, certain modifications are applied to the above 

categories of coding. In some cases, the alterations are dictated by statistical criteria like 

the low frequency of answers in some of the above categories, while in other cases, the 

criterion is the theoretical relevance of certain categories.

In particular, the subcategories “extensions of self’ and “sentimental items” which in 

Dittmar’s scheme belong to the category of material possessions are in the present study 

differentiated and incorporated in a new distinct category. This new category refers to 

self-symbolic items and incorporates objects representing extensions of the individual self
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(e.g. trophies, collections), sentimental objects (e.g. photos, teddy bears), group 

belonging (e.g. religious items) and the actual space of bedroom or house (as symbols of 

personal space or shelter). The category of “material possessions” in Dittmar’s scheme is 

preserved, incorporating the rest of the subcategories. The category of “non-material 

possessions, non-relationships” is also preserved intact. Finally, the category of 

“relationships/people” incorporates, apart from the subcategories of close relationships 

and friends, the subcategories of items that allow communication with others (e.g. 

telephone, phone number) and the category of pets. The idea that items of domestic 

technology may provide a substitute for social interaction is also proposed by Lunt and 

Livingstone (1992). The new categories of coding are presented in table 4.5.

Categories of coding for Types of Possessions _ __ ____ _________ ________
1. M aterial Possessions

a) assets(i. financial, ii. property)
b) transport
c) basic utility(e.g. clothes, duvet)
d) leisure(e.g. sound systems, camera, surf board)
e) other(e.g. plants)

2. Self-symbolic Possessions
a) extensions of individual self(e.g. trophies, collections, musical instruments)
b) sentimental items(e.g. photos, gifts, teddy bear)
c) group belonging(e.g. religious items)
d) bedroom/House as symbols

3. Non-material Possessions, Non-relationships
a) physical(e.g. body parts, health)
b) non-physical(e.g. dignity, memories)

4. Relationships/People
a) close relationships(e.g. family, boyfriend/girlfriend)
b) friends in general
c) items that facilitate communication with others(e.g. phone number)
d) pet _______ _________

Table 4.5.: Categories o f coding fo r types o f treasured possessions used in the present study.

Following the example of Dittmar (1989), for types of possessions, individual responses 

in each category are converted into percentages so that the entire response of any subject 

adds up to 100%. The category of non-material possessions, non-relationships is 

dropped from the analysis because only a small percentage of respondents refer to the 

specific category (5%). Moreover, the category is not conceptually meaningful in the 

context of the present study since it consists of references to physical attributes (such as 

body parts) or to intangible goods (such as health and dignity); evidently, these 

references can not be included in a study on tangible material possessions and their 

meanings.
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4.1.3. Categories of coding for meanings attached to treasured possessions.

The initial categories of coding for reported reasons why possessions are important 

proposed by Dittmar (1989) are presented in table 4.6.

Categories of coding for reasons why possessions are important
1. Qualities intrinsic to object

a) durability, reliability, quality
b) economy
c) monetary value
d) uniqueness, rarity
e) aesthetics

2. Instrumentality
a) general utility of object
b) enables specific activity associated with object

3. Other use-related features
a) enables social contact
b) provides enjoyment
c) provides entertainment or relaxation
d) enables independence, autonomy and freedom
e) provides financial security
f) provides information or knowledge
g) provides privacy or solitude

4. Effort expended in acquiring/maintaining object
5. Emotion-related features of possessions

a) emotional attachment
b) mood enhancer or regulator
c) escapism
d) emotional outlet/therapy
e) provides comfort or emotional security
f) enhances self-confidence

6. Self-expression
a) self-expression per se
b) self-expression for others to see
c) individuality/differentiation from others
d) symbol for personal future goals
e) symbol for personal skills/capabilities

7. Personal history
a) link to events or places
b) link to past or childhood
c) general symbol of self-continuity
d) long-term association

8. Symbolic inter-relatedness
a) symbol for relationship with specific person(s)
b) symbolic company
c) symbol of inter-relatedness with particular group

9. Non-codable statement
Table 4.6.: Categories o f coding fo r reasons why possessions are important suggested by Dittmar 

(1989).

For the purposes of the present study, certain modifications are applied as a theoretical 

refinement to the above classification system. In particular, the category Qualities 

intrinsic to object is broken down into two categories. The first new category represents 

the financial value of the object and incorporates the subcategory of economy and 

monetary value from the “Qualities intrinsic to object” category and the subcategory of
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providing financial security from the “Other use-related features” category. The second 

new category represents the aesthetic aspects of possessions and incorporates the 

subcategories of uniqueness, rarity and aesthetics from the “Qualities intrinsic to object” 

category. The durability, reliability, quality subcategory is dropped since none of the 

subjects referred to the specific qualities as reasons why possessions are important.

The new categories of coding for why possessions are important are presented in table 

4.7.

Categories of coding for reasons why possessions are important_________________________________
1. Monetary value

a) economy, monetary value
b) provides financial security

2. Aesthetics
a) uniqueness, rarity
b) aesthetics

3. Instrumentality
a) general utility of object
b) enables specific activity associated with object

4. Other individual use-related features
a) provides enjoyment
b) provides entertainment or relaxation
c) enables independence, autonomy and freedom
d) provides information or knowledge
e) provides privacy or solitude

5. E ffort expended in acquiring/maintaining object
6. Emotion-related features of possessions

a) emotional attachment
b) mood enhancer or regulator
c) escapism
d) emotional outlet/therapy
e) provides comfort or emotional security
f) enhances self-confidence

7. Self-expression
a) self-expression per se
b) individuality/differentiation from others
c) symbol for personal future goals
d) symbol for personal skills/capabilities

8. Personal history
a) link to events or places
b) hnk to past or childhood
c) general symbol of self-continuity
d) long-term association

9. Symbolic inter-relatedness
a) symbol for relationship with specific person(s)
b) symbolic company
c) symbol of inter-relatedness with particular group

10. Relation to others
a) enables social contact
b) self-expression for others to see

11. “Abstract”
Table 4.7.: Categories o f coding fo r categories o f meanings attached to possessions reported as 

reasons why possessions are important used in the present study.

A new category referring to relation to others is created including the subcategory of 

enabling social contact from the “Other use-related features” category along with the
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subcategory of self-expression for others to see from the “Self-expression” category. 

This category emphasises the individual’s need to communicate rather than to simply 

express aspects of his personality and is distinguished from the “Symbolic inter

relatedness” category which, as the name implies, refers to an abstract, symbolic 

connection with others. Finally, the non-codable statement category is specified as 

reasons why possessions are important which are abstract references to the value of 

health, education and so on.

Following the example of Dittmar (1989), for reasons why possessions are important, 

each subject’s proportional percentage of responses in each category is calculated. The 

category of “abstract” reasons is dropped from the analysis because only 4.4% of 

responses fall into it; moreover, the category is not conceptually relevant, since it 

consists of abstract references to the meanings attached to intangible values such as 

health and education which are not within the scope of the present study.

Part B. 

Cultural, gender and identity differences in materialism and self- 

construal. The relationship between self-construal and materialism. 

Rationale and structure of the analysis.
Prior to analysis, data screening was applied to ensure that theoretical assumptions for 

multivariate analysis were met. The histograms revealed fairly normal distributions, 

skewness was not extreme and there were no univariate or multivariate outliers. 

Bartlett’s test for homogeneity confirms homogeneity of variance-covariance matrices. 

The determinants of the pooled within-cells correlation matrices were found to be 

sufficiently different from zero that neither multicollinearity nor singularity were judged 

to be a problem. Because stepdown analysis was planned, assumptions for homogeneity 

of regression were confirmed.

In order to perform regression analysis, examination of residuals scatterplots provided 

satisfactory results with regard to assumptions of normality, linearity and 

homoscedasticity between predicted dependent variable scores and errors of prediction. 

With the use of a p<.001 criterion for Mahalanobi’s distance, no outliers were found.

The use of stepwise regression imposes a restriction to the generalisability of our findings 

since the results of this analysis are not very stable when small samples are used.
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In Part B, we explore hypotheses relating to gender, cultural and identity differences in 

materialism and self-construal and to the relationship between self-construal and

materialism.

In order to explore cultural, gender and identity differences in materialism and self- 

construal, two ANOVAs are performed with materialism and self-construal as the 

dependent variable respectively and gender, culture, total ideological and total 

interpersonal score as independent variables (Sections 4.2.1. and 4.3.1.). Moreover, to 

compensate for the theoretical and statistical restrictions related to the use of categorical 

overall identity scores, two multiple regressions are performed with the identity subscale 

scores as the independent variables and materialism score and self-construal as the 

dependent variable respectively (Section 4.2.2. and 4.3.2.). Finally, to evaluate the 

relationship between self-construal and materialism, individualistic self-construal is also 

included among the independent variables in the multiple regression on materialism.

In order to examine identity differences, both total ideological and total interpersonal 

scores and identity subscale scores (ideological and interpersonal achievement,

moratorium, foreclosure and diffusion) are used. Total materialism score is calculated as 

the sum of responses in the items of the materialism scale. For the evaluation of self- 

construal, the responses of each individual in the two categories of self-construal- 

individualistic and inter-individualistic-are converted into percentages so that the entire 

response of any person adds up to 100%.

4.2. Cultural, gender and identity differences in materialism. The

relationship between self-construal and materialism.

In this section, we explore the hypotheses that British adolescents and adolescents with 

an individualistic self-construal will be more materialistic than Greek adolescents and

adolescents with an inter-individualistic self-construal and that adolescents in different

stages of ideological and interpersonal identity formation will differ in their materialistic 

tendencies.

4.2.1. Cultural, gender and identity (total scores) differences in materialism.

A simple factorial 2(culture) x 2(gender) x 4(total ideological score) x 4(total 

interpersonal score) ANOVA is performed with materialism as the dependent variable
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and gender, culture, total ideological and total interpersonal score as the independent 

variables. The results of the ANOVA are presented in table 4.8.

Source o f Variance Sum of Squares df Mean Squares F-ratio F-prob
Culture 1560.00 1,112 1560.00 23.63 0.00
Gender 208.86 1,112 208.86 3.16 0.07
Ideo 551.70 3,112 183.90 2.78 0.04
Inter 384.26 3,112 128.08 1.94 0.12
Culture X Gender 14.74 1,112 14.74 0.22 0.63
Culture X Ideo 406.62 3,122 135.54 2.05 0.11
Culture X Inter 395.84 3,112 131.94 1.99 0.11
Gender x Ideo 4.33 3,112 1.44 0.02 0.99
Gender x Inter 614.99 3,112 204.99 3.10 0.02
Ideo X Inter 1047.53 9,112 116.39 1.76 0.08

Table 4.8.: Results o f the ANOVA fo r the main and interaction effects o f culture, gender, total 
ideological score and total interpersonal score as independent variables and materialism as the 
dependent variable.

Evidently, there is a significant difference in total materialism score indicating that Greek 

adolescents are less materialistic (mean=57) than British adolescents (mean=50.4S) 

(materialism scale inversely scored).

Adolescents in different stages of ideological identity formation also differ in materialism. 

Use of Scheffe shows that ideological moratoriums are less materialistic (mean=54.89) 

than ideological foreclosures (mean=50.11).

A significant interaction effect of gender by total interpersonal score indicates that 

interpersonal identity status is a differentiating factor only for female adolescents. Scheffe 

tests show that female interpersonal moratoriums (mean=52.28) are more materialistic 

than female interpersonal diffusers (mean=61.78). Also, gender is a differentiating factor 

for interpersonal diffusers with female diffusers (mean=61.78) being less materialistic 

than male diffusers (mean=50).

4.2.2. The relationship between identity (subscale scores), self-construal and 

materialism.

A multiple regression, using stepwise method, is performed between scores in the eight 

areas of ideological and interpersonal identity and individualistic self-construal score 

(expressed in percentages) as the independent variables and materialism score as the 

dependent variable. Results of this analysis are shown in table 4.9.

Independent variables B BETA t S ig n t
IDFOR -1.19 -0.28 -3.60 0.0004
IDMOR 0.46 0.15 1.99 0.04
Individualistic self-construal -0.10 -0.20 -2.60 0.01

Table 4.9.: The significant results o f the stepwise regression analysis o f identity subscales and self- 
construal on materialism F(3,139)=7.78, p< .01 =.14 AdjustedR^=. 12 R=.37.
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Evidently, ideological foreclosure, ideological moratorium and individualistic self- 

construal contribute significantly to prediction of materialism tendencies. The direction 

of the results shows that the more adolescents are ideological foreclosures or have an 

individualistic self-construal, the more materialistic they are. On the contrary, the more 

adolescents are ideological moratoriums, the less materialistic they are. The correlations 

between these variables are presented in Appendix B, table 2.1.

Summary and discussion of the results of section 4.2.

Consistent with our hypothesis and with previous research on culturally defined 

meanings attached to possessions (e.g. Belk et al., 1982, 1985; Furby, 1978; Hirschman, 

1990; Holman, 1981; McCracken, 1986; Solomon, 1983), British adolescents are more 

materialistic than Greek adolescents. It is likely that recent economic crisis and political 

instability in the Greek society has lead youngsters away from a materialistic ideal which 

anyway seems unrealistic (Research International, 1996). Disappointed by the economic 

and socio-political conditions, Greek youngsters return to traditional values and seek a 

superficially hedonic, careless life (Research International, 1996), which has been linked 

to low materialism (Richins, 1994).

In accord with our hypothesis and with the image of materialists as self-centred and 

interpersonally detached (Belk, 1984; Fournier and Richins, 1991), materialistic 

adolescents have an individualistic self-construal.

Identity differences in materialism indicate that the more adolescents are ideological 

foreclosures, the more they tend to be materialistic while the more adolescents are 

ideological moratoriums the less materialistic they are. It appears that adolescents who 

have adopted others’ commitments in the ideological sphere are more willing to endorse 

materialistic values, possibly conforming to adult materialistic values (e.g. Belk, 1985). 

This may be related to our finding that ideological diffusers are more individualistic; we 

can discern a link between lower stages of ideological identity development and an 

individualistic self-construal as well as an orientation toward materialistic values.

It is interesting that there is a differentiation between ideological and interpersonal 

moratorium: the main effect of total ideological score shows that ideological 

moratoriums are least prone to materialism while the interaction effect of gender by total 

interpersonal score indicates that female interpersonal moratoriums are prone to 

materialism. It appears that the area of identity is instrumental in the endorsement of
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materialistic values by adolescents in the same stage of identity formation. Being in the 

stage of exploring alternatives in issues of interpersonal identity is more likely to lead to 

the use of materialism as a means of establishing identity than being in the stage of 

exploring alternatives in issues of ideological identity. As socially anxious (Craig-Bray et 

al., 1988), interpersonal moratoriums may endorse materialistic values in their quest for a 

personal identity. This tendency, however, appears to apply to female rather than to male 

adolescents. The opposite tendency, namely the indifference of diffusers to endorse 

materialistic values is also stronger among females since female diffusers are less 

materialistic than male diffusers. It is possible that the pressure for establishing an 

interpersonal identity is stronger for females, as shown in the literature (Douvan and 

Adelson, 1966; Brikson, 1968; Gilligan, 1982; Josselson et al., 1977).

It is important to note that caution should be taken in generalising our results across 

populations from different socioeconomic classes than the middle class in which our 

sample belonged to in terms of school area.

4.3. Cultural, gender and identity differences in self-construal.

In this section, we address the hypotheses that British and male adolescents and 

adolescents who are advanced in ideological identity have an individualistic self-constmal 

while Greek and female adolescents and adolescents who are advanced in interpersonal 

identity have an inter-individualistic self-construal.

The preponderance of individualistic self-construal is strong; the adolescents of our 

sample, regardless of gender, culture and identity stage report having an individualistic 

self-construal (mean in individualistic score=76.65, sd=17.79 compared to average mean 

in inter-individual self-constmal=23.35, sd=17.79).

202



8 0  n

7 0  -

6 0  -

5 0  -

% 4 0 -

3 0  -

2 0  -

10 - 

0  -

7 8 .0 1  7 8 .0 6 7 8 .0 0

7 2 .0 0

2 8 .0 0

2 1 .9 9  2 1 .9 4 21.83

indip intrap

□  BR girls ■  BR boys □  GR girls □  GR boys
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4.3.1. Cultural, gender and identity (total scores) differences in self-construal.

A simple factorial 2(culture) x 2(gender) x 4(total ideological score) x 4(total 

interpersonal score) ANOVA is performed with inter-individualistic self-construal as the 

dependent variable and culture, gender, total ideological and total interpersonal score as 

the independent variables. The results of the ANOVA are presented in table 4.10.

Source of Variance Sum of Squares df Mean Squares F-ratio F-prob
Culture 146.29 1,112 146.29 0.42 0.51
Gender 353.23 1,112 353.23 1.01 0.31
Ideo 369.06 3,112 123.02 0.35 0.78
Inter 897.72 3,112 299.24 0.86 0.46
Culture X Gender 34.20 1,112 34.20 0.09 0.75
Culture X Ideo 662.89 3,112 220.96 0.63 0.59
Culture X Inter 478.90 3,112 159.63 0.45 0.71
Gender x Ideo 545.49 3,112 181.83 0.52 0.66
Gender x Inter 1040.67 3,112 346.89 0.99 0.39
Ideo X Inter 1046.42 9,112 116.27 0 J 3 0.96

Table 4. JO.: Results o f the ANOVA for the main and interaction effects of total ideological score, total 
interpersonal score, gender and culture as the independent variables and self-construal as the 
dependent variable.

There are no significant differences for any of the main or interaction effects.
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4.3.2. The relationship between identity (subscale scores) and self-construal.

A multiple regression, using stepwise method, is performed with identity subscale scores 

as the independent variables and self-construal score as the dependent variable. The 

results of this analysis are shown in table 4.11.

Independent variable B BETA t Sign t
IDDIF -2.00 -0.16 -1.99 0.04

Table 4.11.: The significant results o f the stepwise regression analysis o f identity subscales on self- 
construal (INTRAP) F(1,145)=3.98, p< .05 R^=.02 AdjustedR^=.02 R=.16.

This result indicates that the more adolescents are ideological diffusers, the less they 

have an inter-individualistic self-construal. The correlations between these variables are 

presented in Appendix B, table 2.2.

Summary and discussion of the results of section 4.3.

Contrary to our hypotheses, there are no gender or cultural differences in self-construal. 

The lack of significant cultural differences in self-construal contradicts theoretical 

assumptions (Bond and Smith, 1993; Triandis, 1988). There appears to be an interesting 

age trend; there is an overall individualistic orientation of both British and Greek 

adolescents whereas in adulthood, Greeks tend to become more individualistic than 

British (Dittmar and Papadopoulou, 1995). This age trend contradicts the Eriksonian 

(1959) assumption that the adolescent stage is necessarily more self-oriented since it is 

dominated by the quest of establishing an identity. It may be the case that Greek 

adolescents are oriented toward traditional values (Research International, 1996); as they 

grow older, however, they are forced to meet economic constraints and they become 

more individualistic. The overall prominence of individualistic self-construal in both 

British and Greeks is in accord with the findings of Dittmar and Papadopoulou (1995) 

and reflects the growing internationalisation of values towards a self-centred direction 

(Georgas, 1988).

The lack of gender differences in self-construal contradicts theoretical and empirical 

work (e.g. Dittmar, 1989; Dittmar and Papadopoulou, 1995; Gilligan, 1982). Gender- 

identity stereotypes among adolescents appear to be consensual.

Overall, adolescents appear to define and perceive themselves irrespective of their gender 

or culture. This may be tentatively attributed to the increasingly similar socialisation 

processes and to the intervention of the mass media and the internationalisation of stimuli
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received by young people which tend to homogenise their self-perceptions. It is 

important to note, however, that a different picture might have emerged if adolescents 

from different socioeconomic classes were used. Given that our sample comes only from 

middle class areas, it is not possible to generalise our findings outside the context of the 

specific class. Another possible explanation lies naturally in methodological restrictions; 

it is possible that the use of the Twenty Statements Task fails to elicitate gender and 

cultural differences.

The hypothesis that there would be a systematic relationship between identity and self- 

construal is confirmed but it is of a different nature to the one hypothesised; in particular, 

the less adolescents are advanced in ideological identity, the more individualistic self- 

construal they have. Even though this effect is not so important in terms of explained 

variance, both indifference to issues of ideological identity and an individualistic self- 

construal may be related to the self-centred orientation of socially withdrawn adolescents 

(Orlofsky et al., 1973).

Part C.
In part C we explore hypotheses relating to the role of gender, culture, identity, self- 

construal and materialism in the prevalence of different categories of possessions 

reported as treasured (section 4.4.) and in the prevalence of different categories of 

meanings reported as reasons why these possessions are treasured (section 4.5.). 

Moreover, we explore the relationship between categories of possessions reported as 

treasured and categories of meanings attached to treasured possessions (section 4.6.).

Analytic strategy.
The starting point of the analyses presented in the following sections as well as the 

analyses performed in the study on use of possessions in person perception, is to explore 

a set of hypotheses which were broadly drawn from previous research, theoretical 

considerations and assumptions of the researcher. To explore these hypotheses, a set of 

complex data was collected and no data reduction was applied. The justification for this 

approach is drawn from our aim to seek possible links and relationships between various 

variables and to identify differences between the groups defined by our independent 

variables, namely, culture, gender, identity, self-construal and materialism. In other

205



words, our focus is to test an array of hypotheses and the data is used as a resource to 

test relevant variables with specific hypotheses.

The above analytic strategy entails the use of a big number of independent variables. 

Indeed, in all analyses, a problem that arises is the simultaneous use of total ideological 

and total interpersonal score. If both these scores are used in an analysis, small fragments 

of the sample are distributed in each cell as the cross-tabulation presented in table 4.12. 

shows. The same picture emerges with the sample of the study on use of possessions in 

person perception.

count 
row pet. 
col pet.

INTER
diffusion foreclosure moratorium achievement

row
total

IDEO
diffusion

8(16.7)(36.4) 8(16.7)(23.5) 28(58.3)(36.8) 4(8.3)(26.7) 48(32.7)

foreclosure 3(15.8X13.6) 6(31.6)(17.6) 8(42.1)(10.5) 2(10.5X13.3) 19(12.9)
moratorium 9(13.2)(40.9) 18(26.5)(52.9) 37(54.4)(48.7) 4(5.9)(26.7) 68(46.3)
achievement 2(16.7X9.1) 2(16.7)(5.9) 3(25)(3.9) 5(41.7)(33.3) 12(8.2)
column
total

22(15) 34(23.1) 76(51.7) 15(10.2) 147(100)

Table 4.12.: Cross-tabulation o f the distribution o f our sample across total ideological (IDEO) by total 
interpersonal (INTER) scores.

The addition of other variables (such as gender or culture) in the analysis results in 

further fragmentation of the sample; as a result, the warning of empty cells occurs and 

high order interactions are suppressed. To overcome this problem, total ideological and 

total interpersonal score are either used separately the one from the other along with 

other independent variables or together with no other independent variables.

Another issue is the correlation between identity and self-construal; if a high correlation 

emerged, one of the two measures could be dropped from further analysis. However, the 

only significant correlation between identity and self-construal is the correlation between 

ideological diffusion and individualistic self-construal (pearson r=-.17, p<.05) and 

ideological diffusion and inter-individualistic self-construal (pearson r=-.17, p<.05) 

which, however, are not high. Therefore, further analysis will include both identity and 

self-construal.

Rationale and structure of the analyses.
Since the same analytic strategy for exploring gender, cultural, identity, self-construal 

and materialism differences is applied for both categories of treasured possessions and
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categories of meanings attached to treasured possessions, the rationale and structure of 

the analyses are presented once.

As reported in section 4,1.2., the categorisation system for the categories of possessions 

reported as treasured lead to the distinction of three categories of treasured possessions, 

namely, possessions that represent relationships, material possessions and self-symbolic 

possessions. As reported in section 4.1.3., the categorisation system for the meanings 

attached to treasured possessions lead to the distinction of ten categories, namely 

emotional, monetary, aesthetics, instrumental, individual use-related, effort-related, self- 

expressive, relational, personal history and symbolic inter-relatedness meanings attached 

to possessions or reasons why possessions are important. Responses were coded 

according to the above coding categories. Next, for each of the four categories of 

treasured possessions and the ten categories of meanings attached to treasured 

possessions, individual responses in each category were converted into percentages so 

that the entire response of any subject added up to 100%. These percentages, expressing 

the frequency with which respondents reported each category of possessions as treasured 

and referred to a category of meaning attached to possessions as the reason why they 

treasure them, are used as dependent variables in the analyses presented in the following 

sections.

Rationale for the use of percentages in the scoring of categories of treasured possessions 

and categories of meanings attached to treasured possessions.

For both categories of possessions reported as treasured and categories of meanings 

attached to treasured possessions, individual responses are converted into percentages so 

that the entire response of any subject adds up to 100%.

The use of percentage scores in multivariate analysis is likely to create problems since the 

dispersion of variance is predetermined for the last of the categories involved. On the 

other hand, the use of row frequencies would deprive the analysis of useful information. 

When using the row frequencies, we do not take into consideration the total of each 

individual’s answers; however, the reference of a specific category of possessions as 

treasured “x” times has a different meaning for a subject who reports two treasured 

possessions in total compared to a subject who reports five treasured possessions in 

total. The conversion of the row scores into percentages on the basis of the total number 

of responses for each individual solves this problem.
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To further explore the necessity of using percentages as opposed to row frequencies in 

our analysis, we calculated the sum of responses for the categories of possessions and 

the sum of responses for the categories of meanings attached to treasured possessions. 

Then, we performed ANOVAs with each of these summed amounts of responses as 

dependent variables and culture, gender and total ideological and total interpersonal 

scores separately as independent variables. The results of these analyses show that there 

are significant cultural differences in total amount of responses referring to categories of 

treasured possessions (F(l,161)=26.43, p<.01) as well as to meanings attached to 

treasured possessions (F(l,161)=22.74, p<.01). In particular, British respondents report 

significantly more categories of treasured possessions (mean=4.84) and meanings 

attached to treasured possessions (mean=4.80) than Greek respondents (mean=3.93 and 

mean=3.91 respectively). There is also a significant interpersonal identity difference in 

the amount of responses to the questions concerning types of treasured possessions 

(F(3,148)=3.53, p<.05) and reasons why these possessions are important

(F(3,148)=3.73, p<.05). A Scheffe test shows that interpersonal achievers report 

significantly more categories of treasured possessions (mean=4.93) and categories of 

meanings attached to treasured possessions (mean=4.93) than adolescents who are 

interpersonal diffusers (mean=3.83 and mean=3.79). These results indicate that British 

adolescents give more answers than Greek adolescents and interpersonal achievers give 

more answers than interpersonal diffusers. Therefore, if we used row frequencies in our 

analysis, we would have a constant effect in favour of British and interpersonally 

achieved respondents, which would be misleading. The use of the proportional 

percentage, which takes into consideration the total amount of answers for each 

respondent, helps us overcome this bias.

Another argument for the use of percentage scores as opposed to row frequencies is 

derived from the comparison of the results of the analysis based on the two sets of data. 

To compare the results when using percentages and when using row frequencies, we 

performed two MANOVAs with gender and culture as the independent variables and 

categories of treasured possessions expressed in row frequencies and percentage scores 

for the two analyses respectively as the dependent variables. Some of the results are 

identical in both analyses-there are significant gender differences for the categories of 

material possessions and self-symbolic possessions. On the other hand, there is only one 

significant cultural difference for the category of possessions that symbolise relationships 

in the analysis using row frequencies and two significant cultural differences for the
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categories of material possessions and possessions that symbolise relationships in the 

analysis using percentages. Another example which shows discrepancies in the results of 

the analysis using row frequencies as opposed to percentages is derived from the 

MANOVAs with gender, culture and identity as the independent variables and the 

categories of reported treasured possessions as dependent variables. In both analyses, 

there is a significant cultural difference in the prevalence of category of possessions that 

symbolise relationships. On the other hand, a significant gender difference in the 

prevalence of category of material possessions is detected in the analysis using row 

frequencies but not in the analysis using percentages. The discrepancies in the significant 

results of the two analyses indicate that significant differences detected in the analysis 

using the row frequencies may be deceptive and due to differences in the total amount of 

responses given by different segments of our respondents (British-Greek, male-female, 

adolescents in different stages of ideological and interpersonal identity formation).

From the above, it is indicated that the use of percentage scores facilitates our analysis 

and provides a useful insight which would not be available by the use of row frequencies; 

moreover, the use of percentage scores reduces variance attributable to subjects 

providing low or high number of types of possessions or reasons why they are important.

To evaluate cultural, gender and identity differences in the frequency with which 

different categories of possessions are reported as treasured, two separate MANOVAs 

for total ideological and total interpersonal score are performed, namely, a 2(culture) x 

2(gender) x 4(total ideological score) MANOVA and a 2(culture) x 2(gender) x 4(total 

interpersonal score) MANOVA on the percentages with which each of the categories of 

possessions are reported as treasured. Moreover, a 4(total ideological score) x 4(total 

interpersonal score) MANOVA is performed in order to explore ideological by 

interpersonal identity interaction effects. Moreover, to explore differences in the salience 

of different categories of possessions among adolescents in different stages of identity 

formation after adjustment for differences in gender and culture, a 4(total ideological 

score) X 4(total interpersonal score) MANCOVA is performed. The percentages with 

which each of the categories of possessions are reported as treasured are the dependent 

variables and total ideological and total interpersonal scores are the independent 

variables; culture and gender are entered as the covariates. The results of these analyses 

are reported in section 4.4.2. for categories of treasured possessions and in section 4.5.2. 

for categories of meanings attached to treasured possessions.
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Theoretical and statistical considerations lead us to the decision to apply regression 

analysis using identity subscale scores. The theoretical reasons are that in previous 

research (e.g. in the analysis of identity differences in consumer behaviour and response 

to advertising), we found that identity differences which are not revealed when using the 

total identity scores in the analysis become prominent when using the subscale scores. It 

is our opinion that both levels of analysis are useful in their own right. Statistical reasons 

relate to the inherent weaknesses of the identity questionnaire and the problems we have 

found in its psychometric evaluation related to the use of the overall categorical scores. 

A multiple regression is, thus, performed between scores in the eight areas of ideological 

and interpersonal identity, self-construal and materialism as the independent variables and 

percentages with which each of the categories of possessions are reported as treasured as 

the dependent variable. The results of these analyses are presented in section 4.4.3. for 

categories of treasured possessions and in section 4.5.3. for meanings attached to 

treasured possessions. It is important to note that the use of stepwise regression inhibits 

the generalisability of our findings due to the relatively small sample size.

Theoretical assumptions and research findings (e.g. Richins, 1991, 1994) as well as the 

results of the analyses for meanings attached to treasured possessions indicate that 

materialism is relevant to treasured possessions. To further explore the role of 

materialism in the percentages with which each of the categories of possessions are 

reported as treasured, the above MANOVAs are repeated with materialism as a 

covariate. In particular, we report the results of a 2(culture) x 2(gender) x 4(total 

ideological score) MANCOVA with materialism as a covariate, a 2(culture) x 2(gender) 

X 4(total interpersonal score) MANCOVA with materialism as a covariate and a 4(total 

ideological score) x 4(total interpersonal score) MANCOVA with materialism, gender 

and culture as a covariate. The results of these analyses are presented in section 4.4.4.a. 

for categories of treasured possessions and in section 4.5.4.a. for meanings attached to 

treasured possessions.

Further, the materialism variable is transformed into a categorical variable. A 2(culture) x 

2(gender) x 4(total ideological score) x 2(materialism) MANOVA, a 2(culture) x 

2(gender) x 4(total interpersonal score) x 2(materialism) MANOVA and a 4(total 

ideological score) x 4(total interpersonal score) x 2(materialism) MANOVA produced 

empty cells and instead three separate MANOVAs are performed, namely a 4(total 

ideological score) x 2(materialism) MANOVA, a 4(total interpersonal score) x 

2(materialism) MANOVA and a 2(culture) x 2(gender) x 2(materialism) MANOVA. The
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above analyses are performed with percentages with which each of the categories of 

possessions are reported as treasured as the dependent variables. The results of the 

analyses for categories of treasured possessions are presented in section 4.4.4.b. and the 

results of the analyses for categories of meanings attached to treasured possessions are 

presented in section 4.5.4.b.

4.4. Cultural, gender and identity differences in the prevalence of 

different categories of possessions reported as treasured. The 

relationship with self-construal and materialism.

In this section we explore the following hypotheses: female and Greek adolescents will 

report possessions that represent relationships as important while male and British 

adolescents will report self-symbolic and material possessions as important. Adolescents 

with an individualistic self-construal and adolescents who are advanced in ideological 

identity will treasure self-symbolic possessions while adolescents with an inter- 

individualistic self-construal and adolescents who are advanced in interpersonal identity 

will treasure possessions that represent relationships. Materialistic adolescents will 

treasure material possessions emphasising their use-related and appearance-related 

aspects while non-materialistic adolescents will treasure possessions that represent 

relationships.

In section 4.4.1., we report descriptive statistics on the most frequently reported types of 

treasured possessions. In the remaining sections, cultural, gender, identity, self-construal 

and materialism differences are explored using multivariate techniques.

4.4.1. Most frequently reported categories of treasured possessions.

A comparison of means in the three categories of treasured possessions in table 4.13. 

reveals that material possessions are the category reported as treasured by the largest 

percentage of adolescents, followed by self-symbolic possessions while by far the least 

popular category of possessions is possessions that symbolise relationships.

Category of possessions Mean Standard deviation
POSSRELP 5.22 12.46
POSSELFP 39.18 32.29
POSSM ATP 53.33 33.25

Table 4.13.: Mean percentage scores across the categories o f treasured possessions. 
A key to the categories of treasured possessions is provided in Appendix E.
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With regard to the differentiated reference to types of possessions by British and Greek 

male and female adolescents, the pattern of the reported categories is presented in table

4.14.

British male British female Greek male Greek female
Category of possessions
POSSRELP 10.43(18.73) 7.30(9.15) 0.52(3.24) 1.25(10.93)
POSSELFP 28.36(26.45) 51.66(30.18) 21.97(25.20) 57.63(33.85)
POSSMATP 59.02(27.52) 35.38(29.81) 76.44(28.08) 41.11(32.93)

Table 4.14.: Comparison of mean percentage scores across the categories of treasured possessions for 
British and Greek male and female adolescents (standard deviations in parentheses).

% 4 0  -

I
possmatp posselfp possrelp (possnonp)

□  BR girls ■  BR boys □  GR girls □  GR boys

Figure 4.2.: M ean ratings on fo u r  types o f  possessions reported as treasured by British and Greek male and  

fem ale.

On average, females report 4.44 treasured possessions and males 4.38. Number of 

reported treasured possessions does not differ significantly (F(l,161)=0.91, p>.05) and 

therefore cannot account for disparities in gender patterns. Also, British adolescents 

report on average 4.84 treasured possessions and Greek adolescents 3.93. In this case, 

the number of treasured possessions varies significantly (F(l,161)=26.43, p<.01). 

Evidently, there are gender and cultural differences in the prevalence of types of 

possessions reported as treasured. These differences will be explored in the next sections 

using multivariate analysis techniques.
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4.4.2. Cultural, gender and identity (total scores) differences in the types of 

possessions reported as treasured.

A correlational analysis between our variables, presented in Appendix D, table 5.4., 

reveals that they are significantly correlated. Therefore, both univariate and stepdown 

analyses are reported.

Cultural, gender and identity differences in the prevalence of different categories of 

possessions reported as treasured.

A 2(culture) x 2(gender) x 4(total ideological score) MANOVA is performed with the 

frequencies with which the different categories of possessions are reported as treasured 

entered simultaneously as multiple dependent variables. The independent variables are 

gender (male/female), culture (British/Greek) and total ideological score (Ideo).

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by culture, gender and the interaction of culture by total ideological score. Table

4.15. presents Wilk’s criterion, F value and significance of F for every main effect and 

their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Culture 0.91 3,134 3.98 0.009
Gender 0.92 3,134 3.51 0.01
Ideo 0.90 9,326 1.51 0.14
Culture X Gender 0.97 3,134 1.30 0.27
Culture X Ideo 0.86 9,326 2.15 0.02
Gender x Ideo 0.93 9,326 1.09 0.36
Culture X Gender x  Ideo 0.94 9,326 0.89 0.52

Table 4.15.: Wilk’s criterion, F value and significance o f F fo r  the main and the interaction effects o f 
the independent variables (culture, gender, total ideological score) on the dependent variables 
(frequencies with which different categories o f possessions are reported as treasured) from the 
MANOVA.

To investigate further the relationships among the independent and the dependent 

variables, an assessment of the univariate and stepdown results of the MANOVA is 

required. The significant results of the univariate and the stepdown analysis are presented 

in table 4.16.

Independent variable Dependent variable Univariate F df Stepdown F df
Culture POSSMAT 7.69** 1,136 11.22** 1,135

POSSREL 6.16* 1,136
Gender POSSELF 7.77** 1,136 7.77** 1,136

POSSMAT 9.12** 1,136
Culture X Ideo POSSMAT 3.84* 3,136 3.47* 3,135

Table 4.16.: The significant results o f MANOVA with total ideological score, gender and culture as the 
independent variables and frequencies with which different categories o f possessions are reported 
as treasured as the dependent variables. Univariate and stepdown analysis results are reported. 

*p<.05 **P<.01.
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The main effect of culture is related to frequency with which material possessions and 

possessions that represent relationships are reported as treasured. British adolescents 

report that possessions that symbolise relationships are salient and important to them 

(mean=8.29) significantly more than Greek adolescents (mean=1.22). In contrast, 

material possessions are significantly more important to Greek (mean=62.78) compared 

to British adolescents (mean=44.10).

The main effect of gender is related to frequency with which material and self-symbolic 

possessions are reported as treasured. Female adolescents report that they treasure self- 

symbolic possessions (mean=47.83) significantly more than male adolescents 

(mean=29.36) while male adolescents report that they treasure material possessions 

significantly more (mean=63.61) than female adolescents (mean=43.27).

The interaction of culture by total ideological score is related to frequency with which 

material possessions are reported as treasured. Culture is a differentiating factor for 

ideological diffusers; Greek ideological diffusers treasure material possessions 

significantly more (mean=80.23) than British ideological diffusers (mean=50.39). Also, 

stage of ideological identity formation is significant among the Greek. Use of LSD 

criterion shows that Greek diffusers report that they treasure material possessions 

(mean=80.23) significantly more than Greek moratoriums (mean=51.96).

A 2(culture) x 2(gender) x 4(total interpersonal score) MANOVA is performed with 

frequencies with which different categories of possessions are reported as treasured 

entered simultaneously as multiple dependent variables. The independent variables are 

gender (male/female), culture (British/Greek) and total interpersonal score (Inter).

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by culture, gender, total interpersonal score, the interaction of culture by gender, 

the interaction of culture by total interpersonal score, the interaction of gender by total 

interpersonal score and the interaction of culture by gender by total interpersonal score. 

Table 4.17. presents Wilk’s criterion, F value and significance of F for every main effect 

and their interaction.

The significant results of the univariate and the stepdown analysis are presented in table 

4.18.
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Independent variable W ilk’s criterion df F-ratio F-prob
Culture 0.84 3,130 7.99 0.000
Gender 0.81 3,130 9.66 0.000
Inter 0.85 9,316 2.35 0.01
Culture X Gender 0.87 3,130 2.35 0.001
Culture X Inter 0.83 9,316 2.65 0.006
G ender x Inter 0.84 9,316 2.44 0.01
Culture X Gender x  Inter 0.87 9,316 2.03 0.03

Table 4.17.: Wilk’s criterion, F value and significance o f F fo r  the main and interaction effects o f the 
independent variables (culture, gender, total interpersonal score) on the dependent variables 
(frequencies with which different categories o f possessions are reported as treasured) from the 
MANOVA.

Independent Variables Dependent variables Univariate F df Stepdown F df
Culture POSSMAT 8.20* 1,132 21.16** 1,131

POSSREL 9.50** 1,132
Gender POSSELF 11.44** 1,132 11.44** 1,132

POSSMAT 17.29** 1,132 5.34** 1,131
POSSREL 10.57** 1,130

Inter POSSREL 3.69** 3,130
Culture X Gender POSSREL 16.12** 1,130
Culture X Inter POSSMAT 3.76** 3,131

POSSREL 3.30** 3,130
Gender x Inter POSSREL 4.72** 3,130
Culture X Gender x Inter POSSREL 3.52** 3,130

Table 4.18.: The significant results o f MANOVA with total interpersonal score, gender and culture as 
the independent variables and frequencies with which different categories o f possessions are 
reported as treasured as the dependent variables. Univariate and stepdown analysis results are 
reported.

*p<.05
**P<.01.

The main effect of culture is related to frequency with which possessions that represent 

relationships and material possessions are reported as treasured. British adolescents

report that they treasure possessions that represent relationships significantly more

(mean= 10.03) than Greek adolescents (mean=0.41) while Greek adolescents report that 

they treasure material possessions significantly more (mean=63.65) than British

adolescents (mean=42.56).

The main effect of gender is related to frequency with which material and self-symbolic 

possessions and possessions that represent relationships are reported as treasured. Male 

adolescents report that they treasure both material possessions (mean=68.41) and

possessions that represent relationships (mean=5.91) significantly more than female

adolescents (mean=37.80 and 4.52 for material possessions and possessions that

represent relationships respectively). In contrast, female adolescents report that they

treasure self-symbolic possessions significantly more (mean=48.28) than male

adolescents (mean=24.17).
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The main effect of total interpersonal score is related to frequency with which 

possessions that represent relationships are reported as treasured. Use of Scheffe, Tukey 

and LSD criterion, however, reveals no significant differences between diffusers 

(mean=3.69), foreclosures (mean=4.83), moratoriums (mean=4.18) and achievers 

(mean=8.18).

The interaction effect of gender by culture is related to frequency with which possessions 

that represent relationships are reported as treasured. Culture is significant for both male 

and female adolescents. Among males, British adolescents report that they treasure 

possessions that represent relationships significantly more (mean= 10.43) than Greek 

adolescents (mean=0.52) Also, among females, British adolescents report that they 

treasure possessions that represent relationships significantly more (mean=7.30) than 

Greek adolescents (mean=1.25).

The interaction effect of culture by total interpersonal score is related to frequency with 

which material possessions and possessions that represent relationships are reported as 

treasured. Culture is significant for interpersonal diffusers with Greek diffusers reporting 

that they treasure material possessions significantly more (mean=72.22) than British 

diffusers (mean=38.84). Culture is also significant for foreclosures and moratoriums with 

regard to possessions that represent relationships. British foreclosures report that they 

treasure possessions that represent relationships significantly more (mean= 11.25) than 

Greek foreclosures (mean=0) (no Greek foreclosures reported the category of 

possessions that represent relationships as treasured). Also, British moratoriums report 

that they treasure possessions that represent relationships significantly more (mean=6.79) 

than Greek moratoriums (mean=1.62).

The interaction effects of gender by total interpersonal score and of gender by culture by 

total interpersonal score are related to frequency with which possessions that represent 

relationships are reported. Use of Scheffe, Tukey and LSD, however, reveals no 

significant differences.

A 4(total ideological score) x 4(total interpersonal score) MANOVA is performed with 

frequencies with which different categories of possessions are reported as treasured 

entered simultaneously as multiple dependent variables. The independent variables are 

total ideological score (Ideo) and total interpersonal score (Inter).
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With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by total ideological score. Table 4.19. presents Wilk’s criterion, F value and 

significance of F for every main effect and their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Ideo 0.83 9,304 2.66 0.005
Inter 0.92 9,304 1.03 0.41
Ideo X Inter 0.84 27,365 0.82 0.71

Table 4.19.: Wilk’s criterion, F value and significance o f F fo r  the main and the interaction effects o f 
the independent variables (total ideological and interpersonal score) on the dependent variables 
(frequencies with which different categories o f possessions are reported as treasured) from the 
MANOVA.

The significant results of the univariate and the stepdown analysis are presented in table 

4.20.

Independent variables Dependent variables Univariate F df Stepdown F df
Ideo POSSMAT 2.91** 3,126

POSSREL 2.75* 3,127 4.63** 3,125
Table 4.20.: The significant results o f MANOVA with total ideological and total interpersonal score as 

the independent variables and frequencies with which different categories o f possessions are 
reported as treasured as the dependent variables. Univariate and stepdown analysis results are 
reported.

*p<.05
**P<.01.

The main effect of total ideological score is related to frequency with which possessions 

that represent relationships and material possessions are reported as treasured. For 

possessions that represent relationships, use of Tukey reveals that moratoriums treasure 

possessions that represent relationships significantly less (mean=2.03) than diffusers 

(mean=8.17). For material possessions, use of Scheffe, Tukey or LSD reveals no 

significant differences.

Identity differences in the prevalence of different categories of possessions reported as 

treasured controlling for cultural and gender differences.

To explore differences in the salience of different categories of possessions among 

adolescents in different stages of identity formation after adjustment for differences in 

gender and culture, a MANCOVA is performed with frequencies with which different 

categories of possessions are reported as treasured as dependent variables and total 

ideological and total interpersonal scores as the independent variables; culture and 

gender are entered as the covariates.
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With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by the covariates and by total ideological score. Table 4.21. presents Wilk’s 

criterion, F value and significance of F for every main effect and their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Covariates 0.71 6,246 7.61 0.000
Ideo 0.85 9,299 2.13 0.027
Inter 0.94 9,299 0.80 0.60
Ideo X Inter 0.79 27,359 1.06 0.37

Table 4.21.: Wilk’s criterion, F value and significance o f F fo r  the main and the interaction effects o f 
the covariates (gender and culture) and the independent variables (total ideological and 
interpersonal score) on the dependent variables (frequencies with which different categories o f 
possessions are reported as treasured) from the MANCOVA.

The significant results of the univariate and the stepdown analysis are presented in table 

4.22.

Independent variables Dependent
variables

Univariate F df Stepdown F df

Covariates POSSREL 6.67** 2,125
POSSELF 15.68** 2,125 15.68** 2,125
POSSMAT 15.65** 2,125 6.76** 2,124

Ideo POSSREL 3.69** 3,123
Table 4.22.: The significant results o f the MANCOVA with gender and culture as the covariates, 

categories o f types o f possessions as the dependent variables and total ideological and total 
interpersonal scores as the independent variables.

**p<.01.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

related to the combined covariates and to total ideological score but not to any other 

dependent variable or their interaction.

To investigate more specifically the power of the covariates to adjust dependent 

variables, it is useful to look at the multiple regressions of each dependent variable in 

turn with covariates acting as independent variables. Culture provides significant 

adjustment for frequency with which possessions that represent relationships (beta=- 

0.33, t=-3.6, p<.01) and material possessions (beta=0.18, t=2.03, p<.05) are reported as 

treasured. Gender is statistically significant for frequency with which possessions that 

symbolise self (beta=-0.46, t=-5.57, p<.01) and material possessions (beta=0.42, t=4.96, 

p<.01) are reported as treasured.

Effects of total ideological score, total interpersonal score and their interaction on the 

dependent variables after adjustment for covariates is investigated in univariate analysis. 

There is a significant result for total ideological score. Use of Tukey reveals that
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moratoriums report treasuring possessions that represent relationships significantly less 

(mean=2.03) than diffusers (mean=8.17).

To compare the results of the MANOVAs and MANCOVA, it appears that ideological 

identity differences in material possessions and interpersonal identity differences in 

possessions that represent relationships are attributed to the covariates gender and 

culture.

4.4.3. The relationship between identity (subscale scores), self-construal and 

materialism and the prevalence of different categories of possessions reported as 

treasured.

A multiple regression, using stepwise method, is performed between scores in the eight 

areas of ideological and interpersonal identity, self-construal and materialism as the 

independent variables and frequencies in each of the different categories of possessions 

reported as treasured as the dependent variable. Results of this analysis are shown in 

table 4.23.

Three of the independent variables contribute significantly to prediction of the prevalence 

of the category of possessions that symbolise relationships as treasured, namely 

ideological foreclosure, interpersonal achievement and interpersonal moratorium. The 

direction of the results shows that the more adolescents are ideological foreclosures or 

interpersonal achievers, the more they tend to report possessions that symbohse 

relationships as treasured. In contrast, the more adolescents are interpersonal 

moratoriums, the less they tend to report that they treasure possessions that represent 

relationships. One of the independent variables contributes significantly to prediction of 

the prevalence of the category of self-symbolic possessions as treasured, namely, 

interpersonal moratorium. The direction of the results shows that the more adolescents 

are interpersonal moratoriums, the more they tend to report that they treasure self- 

symbolic possessions.

Two of the independent variables contribute significantly to prediction of the prevalence 

of material possessions as treasured, namely interpersonal moratorium and interpersonal 

achievement. The direction of these results shows that the more adolescents are 

interpersonal moratoriums or achievers, the less they tend to report material possessions 

as treasured. The correlations between these variables are presented in Appendix B, table

2.3.
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Possessions that represent 
relationships

Ind. variables B BETA t S ig n t

IDFOR 1.45 0.25 3.12 0.002
INACH 0.63 0.16 2.04 0.04
INMOR -0.71 -0.17 -2.16 0.03
Ind. variable B BETA t S ig n t

Self sym bolic possessions INMOR 2.44 0.24 2.90 0.004
M aterial possessions Ind. variables B BETA t S ig n t

INACH -1.76 -0.17 -2.17 0.03
INMOR -1.98 -0.18 -2.29 0.02

Table 4.23.: The significant results o f the stepwise regression analysis o f identity subscales, self- 
construal and materialism on the frequencies with which different categories o f  possessions are 
reported as treasured. For possessions that symbolise relationships F(3,136)=6.51, p< .01 R^=.12 
Adjusted R^=.10 R=.35. For self-symbolic possessions F(l,138)=8.45, p< .01 R^-.05 Adjusted 
Rf=.05 R=.24. For material possessions F(2,137)=5.13, p< .01 R^=.06 Adjusted R^=.05 R=.26.

4.4.4.a. The role of materialism in the prevalence of different categories of 

possessions reported as treasured.

In order to explore the role of materialism in treasured possessions, the MANOVAs 

reported in section 4.4.2. are repeated with materialism as the covariate. In particular, we 

perform a 2(culture) x 2(gender) x 4(total ideological score) MANCOVA with 

materialism as the covariate, a 2(culture) x 2(gender) x 4(total interpersonal score) 

MANCOVA with materialism as the covariate and a 4(total ideological score) x 4(total 

interpersonal score) MANCOVA with culture, gender and materialism as the covariates. 

The dependent variables are the frequencies with which different categories of 

possessions are reported as treasured.

For the 2(culture) x 2(gender) x 4(total ideological score) MANCOVA with materialism 

as the covariate, the results are identical to the MANOVA except for a significant 

interaction effect of gender by culture for frequency with which possessions that 

represent relationships are reported as treasured that emerges in the MANCOVA 

(stepdown F(l,129)=4.39, p<.05). Materialism as a covariate is significant at the 

multivariate level (F(3,129)=0.99, p<.01) but fails to reach statistical significance at the 

univariate level.

For the 2(culture) x 2(gender) x 4(total interpersonal score) MANCOVA with 

materialism as the covariate, the results are identical to the MANOVA. Materialism as a 

covariate is significant at the multivariate level (F(3,125)=0.96, p<.01) but fails to reach 

statistical significance at the univariate level.
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For the 4(total ideological score) x 4(total interpersonal score) MANCOVA with 

culture, gender and materialism as the covariates, the results are identical to the 

MANOVA. Materialism as a covariate is not significant.

Overall, the results of the above analyses indicate that materialism as a covariate is not 

significant at the univariate level for any of the categories of possessions and does not 

alter the pattern of cultural, gender and identity differences in the types of treasured 

possessions. Evidently, the impact of materialistic values on the prevalence of different 

categories of treasured possessions is minor compared with the effect of culture, gender 

and identity. In order to assess the interaction of materialism with culture, gender and 

identity on the frequency with which different categories of possessions are reported as 

treasured, materialism is transformed into a categorical variable. The results of these 

analyses are presented in section 4.4.4.b.

4.4.4.b. Materialism differences in the prevalence of different categories of 

possessions reported as treasured.

In order to assess the interaction of culture, gender, identity and materialism, materialism 

is transformed into a categorical variable separating materialistic from non-materialistic 

adolescents. It was decided that the cut-off point for this distinction would be the inter

quartile range; the top 25% of adolescents with the highest materialistic score (score 58- 

78) and the low 25% of adolescents with the lowest scores (score 26-47) were selected.

A 2(culture) x 2(gender) x 2(materialism) MANOVA, a 4(total ideological score) x 

2(materialism) MANOVA and a 4(total interpersonal score) x 2(materialism) MANOVA 

are performed since other combinations of independent variables produced empty cells. 

The dependent variables are the frequencies with which different categories of 

possessions are reported as treasured.

The 2(culture) x 2(gender) x 2(materialism) MANOVA confirmed significant gender 

differences for frequency with which material and self-symbolic possessions are reported 

as treasured and cultural differences for frequency with which material possessions are 

reported as treasured that were found in the MANOVAs described in the previous 

sections.

The 4(total ideological score) x 2(materialism) MANOVA produced no significant 

results.

The 4(total interpersonal score) x 2(materialism) MANOVA produced a significant 

interaction effect of total interpersonal score by materialism at the univariate level for
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frequency with which possessions that represent relationships are reported as treasured 

(F(3,67)=3.46, p<.05) and at the stepdown level for frequency with which material 

possessions are reported as treasured (F(3,66)=3.84, p<.01). Materialism is significant 

for interpersonal achievers (F(l,10)=6.13, p<.05) with materialists interpersonal 

achievers reporting treasuring possessions that represent relationships significantly more 

(mean=20) than non-materialists achievers (mean=0) (no non-materialists achievers 

reported that they treasure possessions that represent relationships). Moreover, stage of 

interpersonal identity is significant among materialists (F(3,33)=4.95, p<.05); use of 

Scheffe shows that among materialists, achievers report that they treasure possessions 

that represent relationships significantly more (mean=20) than moratoriums 

(mean=3.75), foreclosures (mean=0) or diffusers (mean=0) (no moratoriums or diffusers 

materialists reported that they treasure possessions that represent relationships). With 

regard to material possessions, use of LSD shows that among materialists, foreclosures 

report that they treasure material possessions more (mean=84) than achievers 

(mean=40).

Summary and discussion of the results of section 4.4.

Contrary to our expectations, there are no materialism or self-construal differences in the 

categories of possessions reported as treasured. However, a number of our hypotheses 

survived. Adolescents who are advanced in interpersonal identity treasure possessions 

that represent relationships while the opposite is true for adolescents who are advanced 

in ideological identity. There are cultural and gender differences in the categories of 

possessions reported as treasured even though not of the nature we anticipated; British 

adolescents treasure possessions that symbolise relationships, Greek and male 

adolescents treasure material possessions and female adolescents treasure self-symbolic 

possessions. These findings are restricted by our sampling. In particular, the use of 

samples from middle class areas hmits the generalisability of our findings only to 

adolescents living in areas with a similar socioeconomic status.

Cultural differences in the categories of possessions reported as treasured indicate that 

both male and female British adolescents treasure possessions that symbolise 

relationships while Greek adolescents treasure material possessions. The finding for 

Greek adolescents is consistent with their overall individualistic orientation but the 

finding for British adolescents contradict their equally individualistic values as well as
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their materialistic tendencies. Overall, in accord with Dittmar and Papadopoulou (1995), 

adolescents across the two countries treasure different types of possessions compared to 

adults but in neither the adult nor the adolescent population are these cultural differences 

in treasured possessions clearly reflecting an individualistic versus an inter-individualistic 

orientation.

Consistent with previous research (Csikszentmihalyi and Rochberg-Halton, 1981; 

Dittmar, 1989, 1991; Dyl and Wapner, 1996; Kamptner, 1991, 1995; Rudmin, 1990; 

Wallendorf and Amould, 1988) and theoretical assumptions on gender role stereotypes 

(e.g. Bem, 1978; Gilligan, 1982; Wilkinson, 1986), significant gender differences indicate 

that male adolescents treasure material possessions more while female adolescents 

treasure self-symbolic possessions (including sentimental possessions and religious items 

representing group belonging). Our findings do not indicate, however, that gender 

differences in object salience are related to gender differences in self-construal since we 

found no gender differences in self-construal. Rather, material possessions on their own 

as embodiments of social and cultural meanings reflect social dimensions of identity such 

as gender.

The lack of gender differences in the prevalence of possessions that represent 

relationships contradicts our hypothesis and previous theory and research (e.g. Dittmar, 

1989, 1991; Kamptner, 1991). It is possible that across gender, possessions that 

represent relationships serve functions that correspond to common needs of adolescents 

such as peer approval and continuity of self over time and mirror consensually shared 

aspects of the adolescent self.

With regard to the relevance of identity to predict categories of treasured possessions, 

identity statuses appear to be more important predictors of the prevalence of possessions 

that represent relationships than of other categories of treasured possessions in terms of 

explained variance. Identity achievers are more likely to treasure possessions that 

symbolise relationships and less likely to treasure material possessions. As socially 

effective (Read et al., 1984), achievers are prone to treasure the indices of their 

popularity in the face of possessions that symbolise relationships. Also, adolescents who 

have accomplished identity will be less prone to attribute importance to possessions that 

are merely functional; instead, they will be inclined to value possessions that reflect the 

importance they attach to relationships (Prentice, 1987). On the other hand, adolescents 

who are currently exploring alternatives (moratoriums) are less likely to treasure 

possessions that represent relationships and more likely to treasure self-symbolic
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possessions. As socially ambivalent (Craig-Bray et al., 1988), moratoriums may avoid 

attaching importance to objects that reflect intimate relationships since these possessions 

may be reminders of intense or even unpleasant experiences. To counterbalance, they 

focus on self-symbolic possessions that represent personal accomplishments. With regard 

to ideological identity, consistent with our hypothesis, adolescents in less advanced 

ideological statuses (foreclosures and diffusers) treasure possessions that symbolise 

relationships and constitute a link to important others (Hirschman and LaBarbera, 1990 

in Richins, 1994). Apparently, interpersonal identity appears to have a stronger relevance 

to types of treasured possessions than ideological identity.

The interaction of materialism by total interpersonal score indicates that materialism is a 

differentiating variable among achievers, with materialists treasuring possessions that 

represent relationships more than non-materialists and identity is significant for 

materialists with achievers treasuring possessions that represent relationships more than 

adolescents in any other stage of identity. It appears that the general tendency of 

interpersonal achievers to treasure possessions that represent relationships overpowers 

the tendency of materialists not to value this type of possessions (Richins, 1994). It 

seems that among materialists only those in the highest levels of interpersonal identity 

formation treasure possessions that represent relationships. Identity is also a 

differentiating factor for materialists with regard to material possessions, with 

foreclosures treasuring material possessions more than achievers. The overall strong 

tendency of materialists to value material possessions (Richins, 1994) is more prevalent 

among adolescents who have adopted others’ commitments and may seek verification of 

their commitments in the comfort and security provided in material goods (Furby, 1978).

4.5. Cultural, gender and identity differences in the prevalence of 

different meanings attached to treasured possessions. The relationship 

with self-construal and materialism.

In this section we explore the following hypotheses: female and Greek adolescents will 

refer to emotional, relational and symbolic-inter-relatedness meanings of possessions as 

the reasons why possessions are treasured while male and British adolescents will refer 

to monetary, instrumental, individual use-related, effort-symbolising, self-expressive and 

personal history reasons why possessions are important. Adolescents with an 

individualistic self-construal and adolescents who are advanced in ideological identity
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will emphasise self-expressive and personal history meanings of possessions while 

adolescents with an inter-individualistic self-construal and adolescents who are advanced 

in interpersonal identity will refer to relational and symbolic inter-relatedness meanings of 

possessions. Materialistic adolescents will treasure possessions for monetary, 

instrumental, aesthetic, individual use-related and effort-symbolising reasons while non- 

materialistic adolescents will treasure possessions for relational and symbolic inter

relatedness reasons.

In section 4.5.1., we report descriptive statistics on the most frequently reported 

meanings attached to treasured possessions. In the remaining sections, cultural, gender, 

identity, self-construal and materialism differences are explored using multivariate 

techniques.

4.5.1. Most frequently reported meanings attached to treasured possessions.

With regard to reasons why possessions are important, table 4.24. provides a comparison 

of the mean percentage scores across the different categories of meanings attached to 

possessions reported as the reason why these possessions are treasured.

Category of reasons Mean Standard deviation
REASMONP 1.78 6.55
REASAESP 1.82 7.19
REASEFFP 2.18 9.53
REASRELP 3.42 9.53
REASEXPP 8.29 19.74
REASHISP 9.22 16.71
REASEM P 12.84 14.82
REASFUNP 15.65 25.03
REASINDP 19.96 25.36
REASINTP 22.69 28.40

Table 4.24.: Comparison o f the mean percentage scores across the categories o f reasons why 
possessions are important.

A key to the abbreviated forms of the variables is provided in Appendix E.

Evidently, symbolic inter-relatedness, individual use-related, instrumental and emotional 

reasons are the most frequently reported reasons why possessions are treasured.

With regard to the distribution of the different reasons categories across gender and 

culture, the pattern of responses is presented in table 4.25.
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British male British fem ale Greek male Greek fem ale
Category of reasons
REASMONP 4.00(10.09) 2.10(6.22) 0.52(3.2) 0.00(0.00)
REASRELP 7.5(13.69) 1.18(5.12) 0.5(3.24) 3.61(9.53)
REASEXPP 4.78(11.30) 9.73(12.35) 10.26(21.84) 9.16(11.49)
REASHISP 7.60(14.17) 11.97(15.83) 4.21(12.44) 13.65(22.49)
REASEMP 14.45(21.40) 15.78(17.06) 7.32(19.79) 13.47(19.77)
REASFUNP 16.63(22.06) 7.89(14.36) 27.32(32.86) 10.27(24.08)
REASINDP 20.97(21.89) 7.36(13.49) 36.40(33.06) 14.58(20.54)
REASINTP 17.17(24.09) 31.05(26.71) 9.64(21.20) 34.67(34.62)

Table 4.25.: Comparison o f the mean percentage scores across the categories o f reasons why 
possessions are important fo r  British and Greek male and female adolescents (standard deviations 
in parentheses).

On average, females report 4.38 reasons why possessions are important and males 4.36. 

Number of reported reasons does not differ significantly (F(l,161)=0.02, p>.05). On the 

other hand, British adolescents report on average 4.80 reasons why possessions are 

important compared to 3.91 reasons reported by Greek adolescents and this difference is 

significant (F(l,161)=22.74, p<.01).

As was the case with the types of possessions, there are gender and cultural differences 

in the prevalence of different categories of reasons why possessions are important. These 

differences will be explored in the next sections using multivariate analysis techniques.
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4.5.2. Cultural, gender and identity (total scores) differences in the prevalence of 

different categories of meanings reported as the reason why possessions are 

treasured.

A correlational analysis, presented in Appendix D, table 5.5., reveals that our variables 

are not highly correlated; therefore, only univariate results are reported.

Cultural, gender and identity differences in the frequency with which different categories 

of meanings attached to possessions are reported as the reason whv possessions are 

treasured.

A 2(culture) x 2(gender) x 4(total ideological score) MANOVA is performed with 

frequencies with which different categories of meanings attached to possessions are 

reported as the reason why possessions are treasured entered simultaneously as multiple 

dependent variables. The independent variables are gender (male/female), culture 

(British/Greek) and total ideological score (Ideo).

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by culture and gender. Table 4.26. presents Wilk’s criterion, F value and 

significance of F for every main effect and their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Culture 0.83 10,125 2.47 0.01
Gender 0.85 10,125 2.15 0.02
Ideo 0.81 30,367 0.88 0.63
Culture X Gender 0.91 10,125 1.09 0.37
Culture X Ideo 0.80 30,367 0.94 0.54
Gender x Ideo 0.85 30,367 0.67 0.90
Culture X Gender x Ideo 0.80 30,367 0.93 0.56

Table 4.26.: Wilk’s criterion, F value and significance o f F  fo r the main and interaction effects o f the 
independent variables (total ideological score, culture and gender) on the dependent variables 
(frequencies with which different categories o f meanings attached to possessions are reported as 
reasons why possessions are treasured) from the MANOVA.

To investigate further the relationships among the independent and the dependent 

variables, an assessment of the univariate results of the MANOVA is required. The 

significant results of the univariate analysis are presented in table 4.27.
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Independent variables Dependent variables Univariate F df
Culture REASfflS 4.36* 1,134

REASFUN 5.01* 1,134
REASIND 5.88* 1,134

Gender REASfflS 5.00* 1,134
REASIND 10.04** 1,134

Culture X Gender REASREL 6.44* 1,134
Table 4.27.: The significant results o f MANOVA with total ideological score, gender and culture as the 

independent variables and frequencies with which different categories o f meanings attached to 
possessions are reported as the reason why possessions are treasured as the dependent variables. 
Univariate analysis results are reported.

*p<.05
**P<.01.

The main effect of culture is related to frequency with which individual use-related, 

instrumental and personal history reasons for treasuring possessions are reported. Greek 

adolescents report instrumental (mean=23.39) and individual use-related (mean=28.23) 

reasons why possessions are important significantly more than British adolescents 

(mean=10.81 and mean= 14.67 for instrumental and individual use-related reasons 

respectively). In contrast, British adolescents refer to the characteristic of possessions to 

convey personal history as the reason why possessions are treasured significantly more 

(mean= 13.27) than Greek adolescents (mean=5.35).

The main effect of gender is related to frequency with which the categories of individual 

use-related and personal history reasons why possessions are important are reported. 

Female adolescents report significantly more personal history reasons (mean= 13.55) why 

possessions are treasured than male adolescents (mean=5.08) while male adolescents are 

more likely to report that the characteristic of possessions to symbolise individual use- 

related meanings (mean=30.31) is a prevalent reason why possessions are treasured than 

females (mean= 12.59).

The interaction effect of culture by gender is related to frequency with which relational 

meanings attached to possessions are reported as reasons why they are treasured. Gender 

is significant for British adolescents with British males (mean=7.50) referring to the 

characteristic of possessions to symbolise relationships as the reason why possessions are 

treasured more than British females (mean=1.18). Culture is significant for male 

adolescents with male British adolescents reporting relational reasons why possessions 

are treasured significantly more (mean=7.50) than male Greeks (mean=0.52).

A 2(culture) x 2(gender) x 4(total interpersonal score) MANOVA is performed with the 

frequencies with which different categories of meanings attached to possessions are
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reported as the reason why possessions are treasured entered simultaneously as multiple 

dependent variables. The independent variables are gender (male/female), culture 

(British/Greek) and total interpersonal score (Inter).

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by culture, gender and the interaction of culture by gender. Table 4.28. presents 

Wilk’s criterion, F value and significance of F for every main effect and their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Culture 0.78 10,121 3.35 0.001
Gender 0.79 10,121 3.21 0.001
Inter 0.76 30,355 1.10 0.32
Culture X Gender 0.85 10,121 2.13 0.02
Culture X Inter 0.76 30,355 1.12 0.30
Gender x Inter 0.73 30,355 1.28 0.14
Culture X Gender x  Inter 0.75 30,355 1.17 0.24

Table 4.28.: Wilk’s criterion, F value and significance o f F fo r the main and interaction effects o f the 
independent variables (total interpersonal score, culture and gender) on the dependent variables 
(frequencies with which different categories o f meanings attached to possessions are reported as 
reasons why possessions are treasured) from the MANOVA.

The significant results of the univariate analysis are presented in table 4.29.

Independent variables Dependent variables Univariate F df
Culture REASIND 4.33* 1,130

REASEFF 4.73* 1,130
Gender REASHIS 4.60* 1,130

REASINT 6.21* 1,130
REASFUN 7.77** 1,130
REASIND 5.90* 1,130

Culture X Gender REASHIS 4.11* 1,130
REASREL 3.86* 1,130

Gender x Inter REASINT 2.67* 3,130
Table 4.29.: The significant results o f MANOVA with total interpersonal score, gender and culture as 

the independent variables and frequencies with which different categories o f meanings attached 
to possessions are reported as the reason why possessions are treasured as the dependent 
variables. Univariate analysis results are reported.

*p<.05
**P<.01.

The main effect of culture is related to frequency with which effort-related and individual 

use-related reasons for treasuring possessions are reported. British adolescents report 

significantly more (mean=4.05) than Greek adolescents (mean=0) (no reference to this 

category of meanings by any of the Greek respondents) that the characteristic of 

possessions to symbolise effort expended in the acquirement of possessions is the reason 

why possessions are treasured while Greek adolescents report individual use-related 

reasons why possessions are important significantly more (mean=25) than British 

adolescents (mean= 12.69).
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The main effect of gender is related to frequency with which instrumental, symbolic 

inter-relatedness, individual use-related and personal history reasons for treasuring 

possessions are reported. Male adolescents refer to the instrumental (mean=23.62) and 

individual use-related (mean=26.03) features of possessions as the reason why they are 

treasured significantly more than females (mean=5.97 and mean= 11.66 for instrumental 

and individual use-related meanings respectively). In contrast, females report personal 

history (mean= 14.21) and symbolic inter-relatedness reasons why possessions are 

important significantly more than males (mean=5.44 for personal history and 

mean= 12.32 for symbolic inter-relatedness reasons).

The interaction effect of culture by gender is related to frequency with which personal 

history and relational reasons for treasuring possessions are reported. Gender is 

significant for Greek adolescents with female Greeks reporting personal history reasons 

significantly more (mean= 13.65) than male Greeks (mean=4.21). With regard to 

relational meanings, gender is significant for British adolescents with British males 

(mean=7.50) referring to the ability of possessions to symbolise relationships as the 

reason why possessions are treasured significantly more than British females 

(mean=1.18). Also, culture is significant for male adolescents with male British 

adolescents reporting relational reasons significantly more (mean=7.50) than male 

Greeks (mean=0.52).

The interaction effect of gender by total interpersonal score is related to frequency with 

which symbolic inter-relatedness reasons for treasuring possessions are reported. 

Interpersonal identity is significant for females with female diffusers (mean=55.62) 

reporting symbolic inter-relatedness reasons why possessions are important significantly 

more than female foreclosures (mean= 16.78). Also, gender is significant for diffusers 

with females (mean=55.62) reporting this category of reasons significantly more than 

males (mean=9.23) and for moratoriums with females (mean=33.92) reporting this 

category of reasons significantly more than males (mean= 13.33).

A 4(total ideological score) x 4(total interpersonal score) MANOVA is performed with 

the frequencies with which different categories of meanings attached to possessions are 

reported as the reason why possessions are treasured entered simultaneously as multiple 

dependent variables. The independent variables are total ideological score (Ideo) and 

total interpersonal score (Inter).
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With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by total ideological score. Table 4.30. presents Wilk’s criterion, F value and 

significance of F for every main effect and their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Ideo 0.64 30,341 1.81 0.007
Inter 0.75 30,341 1.14 0.28
Ideo X Inter 0.43 90,797 1.15 0.16

Table 4.30.: Wilk’s criterion, F value and significance o f F fo r  the main and interaction effects o f the 
independent variables (total ideological and interpersonal score) on the dependent variables 
(frequencies with which different categories o f meanings attached to possessions are reported as 
reasons why possessions are treasured) from the MANOVA.

The significant results of the univariate analysis are presented in table 4.31,

Independent variables Dependent variables Univariate F df
Ideo REASEFF 3.34* 3,125
Inter REASREL 4.20** 3,125
Ideo X Inter REASHIS 2.82** 9,125

Table 4.31.: The significant results o f MANOVA with total ideological, total interpersonal score as the 
independent variables and frequencies with which different categories o f meanings attached to 
possessions are reported as the reason why possessions are treasured as the dependent variables. 
Univariate analysis results are reported.

*p<.05
**P<.01.

The main effect of total ideological score is related to frequency with which effort- 

related reasons for treasuring possessions are reported. Use of Tukey reveals that 

moratoriums report that the characteristic of possessions to convey the effort expended 

in the acquirement of possessions is the reason why possessions are treasured 

significantly less (mean=1.19) than diffusers (mean=4.71).

The main effect of total interpersonal score is related to frequency with which relational 

reasons for treasuring possessions are reported. Use of Scheffe reveals that achievers 

(mean= 12.33) report that the ability of possessions to represent relationships is the 

reason why possessions are treasured significantly more than diffusers (mean=0.95), 

foreclosures (mean=2.65) or moratoriums (mean=3.16).

The interaction effect of total ideological score by total interpersonal score is related to 

frequency with which personal history reasons for treasuring possessions are reported. 

Use of Scheffe reveals that among ideological moratoriums, interpersonal foreclosures 

report this category of meanings as the reason why possessions are treasured 

significantly less (mean=1.56) than diffusers (mean=23.33). Also, achievers report these 

reasons more (mean=27.50) than foreclosures (mean=1.56) and moratoriums
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(mean=7.70). Use of LSD shows that among interpersonal achievers, ideological 

moratoriums use these reasons more (mean=27.50) than ideological diffusers (mean=0) 

or foreclosures (mean=0) (no ideological diffusers or foreclosures report that the ability 

of possessions to convey personal history is a reason why possessions are treasured).

Identity differences in the prevalence of different categories of meanings reported as 

reasons why possessions are treasured after controlling for cultural and gender 

differences.

To explore differences in the salience of different categories of reasons why possessions 

are important among adolescents in different stages of identity formation after 

adjustment for differences in gender and culture, a MANCOVA is performed with 

frequencies with which different categories of meanings attached to possessions are 

reported as the reason why possessions are important as dependent variables and total 

ideological and total interpersonal scores as the independent variables. Culture and 

gender are entered as the covariâtes.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by the covariates and by total ideological score. Table 4.32. presents Wilk’s 

criterion, F value and significance of F for every main effect and their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Covariates 0.56 20,228 3.82 0.000
Ideo 0.66 30,335 1.68 0.01
Inter 0.78 30,335 0.98 0.49
Ideo X Inter 0.40 90,783 1.25 0.06

Table 4.32.: Wilk’s criterion, F value and significance o f F fo r the main and interaction effects o f the 
covariates (gender and culture) and the independent variables (total ideological and 
interpersonal score) on the dependent variables (frequencies with which different categories o f 
meanings attached to possessions are reported as reasons why possessions are treasured) from the 
MANCOVA.

The significant results of the univariate analysis are presented in table 4.33.

Independent variables Dependent variables Univariate F df
Covariates REASINT 8.15** 2,123

REASFUN 6.91** 2,123
REASIND 13.77** 2,123
REASEFF 4.15* 2,123

Ideo X Inter REASHIS 2.60** 9,123
Inter REASREL 3.64* 3,123

Table 4.33.: The significant results o f MANCOVA with gender and culture as the covariates, total 
ideological, total interpersonal score as the independent variables and frequencies with which 
different categories o f meanings attached to possessions are reported as the reason why 
possessions are treasured as the dependent variables. Univariate analysis results are reported. 

*p<.05  
**P<.01.
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With the use of Wilk’s criterion, the combined dependent variables are significantly 

related to the combined covariates.

To investigate more specifically the power of the covariates to adjust dependent 

variables, it is useful to look at the multiple regressions of each dependent variable in 

turn with covariates acting as independent variables. Gender provides significant 

adjustment for frequency with which symbolic inter-relatedness reasons (beta=-0.33, t=- 

3.86, p<.01), instrumental reasons (beta=0.2S, t=4.43, p<.01) and individual use-related 

reasons (beta=0.3S, t=4.50, p<.01) for treasuring possessions are reported. Culture is 

statistically significant for frequency with which individual use-related reasons 

(beta=0.19, t=2.22, p<.01) and effort-related reasons (beta=-0.24, t=-2.60, p<.01) for 

treasuring possessions are reported.

Effects of total ideological score, total interpersonal score and their interaction on the 

dependent variables after adjustment for covariates is investigated in univariate analysis. 

After adjusting for differences on the covariates, the interaction effect of total ideological 

score by total interpersonal score is related to frequency with which personal history 

reasons why possessions are important are reported. Use of Scheffe reveals that among 

ideological moratoriums, interpersonal foreclosures report that the ability of possessions 

to convey personal history is the reason why possessions are treasured less (mean=1.56) 

than diffusers (mean=23.33). Also, achievers report these reasons more (mean=27.50) 

than foreclosures (mean=1.56) and moratoriums (mean=7.70). Use of LSD shows that 

among interpersonal achievers, ideological moratoriums use these reasons more 

(mean=27.50) than ideological diffusers (mean=0) or foreclosures (mean=0) (no 

ideological diffusers or foreclosures reported that they treasure possessions because they 

represent personal history).

After adjusting for differences on the covariates, the main effect of total interpersonal 

score is related to frequency with which relational reasons for treasuring possessions are 

reported. Use of Scheffe shows that interpersonal achievers report relational reasons why 

possessions are important more often (mean= 12.33) than adolescents in any other stage 

of identity formation.

A comparison between the results of the MANOVAs and the MANCOVAs indicates 

that interpersonal identity differences in relational meanings and interaction effects of 

total ideological and total interpersonal score for personal history meanings are real but 

ideological identity differences in effort-related meanings are attributed to culture.
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4.5.3. The relationship between identity (subscale scores), self-construal and 

materialism and the prevalence of different categories of meanings attached to 

possessions reported as reasons why possessions are treasured.

A multiple regression, using stepwise method, is performed between scores in the eight 

areas of ideological and interpersonal identity, self-construal and materialism as the 

independent variables and frequency with which each of the different categories of 

meanings attached to possessions are reported as the reason why possessions are 

treasured as the dependent variable. Results of this analysis are shown in table 4.34.

Dependent variable- 
M eanings attached to 
possessions

Ind. variables B BETA t S ig n t

Aesthetic INACH 0.39 0.16 2.03 0.04
M at -0.17 -0.20 -2.47 0.01

Instrumental Ind. variables B BETA t S ig n t
INMOR -1.44 -0.17 -2.03 0.04

Individual use-related Ind. variables B BETA t S ig n t
INACH -1.98 -0.26 -3.19 0.001

Effort-related Ind. variables B BETA t S ig n t
IDDIF 0.86 0.16 1.99 0.04
INMOR -0.41 -0.16 -1.98 0.04

Relational Ind. variables B BETA t S ig n t
INACH 0.63 0.20 2.63 0.009
INMOR -0.65 -0.20 -2.56 0.01
M at -0.24 -0.22 -2.84 0.005

Emotional Ind. variables B BETA t S ig n t
IDFOR 1.45 0.16 2.00 0.04

Symh. interrelatedness Ind. variables B BETA t S ig n t
INMOR 1.84 0.19 2.35 0.02

Table 4.34.: The significant results o f the stepwise regression analysis o f identity subscales, self- 
construal and materialism on the frequency with which different categories o f meanings attached 
to possessions are reported as the reason why possessions are treasured. For the category o f  
aesthetic meanings F(2,137)=5.64, p< .01 R^=.07 Adjusted R^=.06 R=.27. For the category o f 
instrumental meanings F(l,138)=4.12, p< .05 R^=.02 Adjusted R f-.0 2  R=.17. For the category o f 
individual use-related meanings F(l,138)=10.23, p< .01 R^=.06 Adjusted R^=.06 R=.26. For the 
category o f effort-related meanings F(2,137)=4.31, p<.01 R^=.05 Adjusted R^=.04 R=.24. For the 
category o f relational meanings F(3,136)=7.83, p< .01 R^=.14 Adjusted R^=.12 R=.38. For the 
category o f emotional meanings F(l,138)=4.01, p<.05 R^=.02 Adjusted R^=.02 R=.16. For the 
category o f symbolic inter-relatedness meanings F(l,138)=5.52, p<.05 R^=.03 Adjusted R^=.03 
R=.19.

Two of the independent variables contribute significantly to prediction of frequency with 

which aesthetic meanings are reported as reasons why possessions are treasured, namely 

interpersonal achievement and materialism. The direction of the results shows that the 

more adolescents are interpersonal achievers or materialists, the more they report that 

they treasure possessions for their aesthetic value.
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Interpersonal moratorium contributes significantly to prediction of frequency with which 

instmmental meanings for treasuring possessions are reported. The direction of the result 

shows that the more adolescents are interpersonal moratoriums, the less they tend to 

report that they treasure possessions because of their instrumental value.

Interpersonal achievement contributes significantly to prediction of the prevalence of the 

category of individual use-related meanings attached to treasured possessions. The 

direction of the results shows that the more adolescents are interpersonal achievers, the 

less they tend to report that they treasure possessions because of their individual use- 

related meanings.

Two of the independent variables contribute significantly to prediction of frequency with 

which effort-related meanings are reported as reasons why possessions are treasured, 

namely ideological diffusion and interpersonal moratorium. The direction of the results 

shows that the more adolescents are ideological diffusers, the more they report that they 

treasure possessions because they symbolise the effort expended in their acquirement and 

maintenance while the opposite applies to interpersonal moratoriums.

Three of the independent variables contribute significantly to prediction of frequency 

with which relational meanings are reported as reasons why possessions are treasured, 

namely interpersonal achievement, interpersonal moratorium and materialism. The 

direction of the results shows that the more adolescents are interpersonal achievers or 

materialists, the more they report that they treasure possessions because they symbolise 

relationships. In contrast, the more adolescents are interpersonal moratoriums, the less 

they treasure possessions for relational reasons.

One of the independent variables contributes significantly to prediction of the prevalence 

of the category of emotional meanings attached to treasured possessions, namely 

ideological foreclosure. The direction of the results shows that the more adolescents are 

ideological foreclosures, the more they tend to report that they treasure possessions 

because of their emotional value.

One of the independent variables contributes significantly to prediction of frequency with 

which symbolic inter-relatedness meanings for treasuring possessions are reported, 

namely interpersonal moratorium. The direction of the results shows that the more 

adolescents are interpersonal moratoriums, the more they treasure possessions because 

they represent their symbolic ties with others. The correlations between these variables 

are presented in Appendix B, table 2.4.
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The results of the regression indicate that further attention should be given to the role of 

materialism in the prevalence of different categories of meanings attached to possessions 

reported as reasons why possessions are treasured. Relevant analyses are presented in 

sections 4.5.4.a. and 4.5.4.b.

4.5.4.a. The role of materialism in the prevalence of different categories of 

meanings attached to possessions reported as reasons why possessions are 

treasured.

In order to explore the role of materialism in the prevalence with which different 

categories of meanings attached to possessions are reported as the reason why 

possessions are treasured, the MANOVAs reported in section 4.5,2. are repeated with 

materialism as the covariate. In particular, we perform a 2(culture) x 2(gender) x 4(total 

ideological score) MANCOVA with materialism as the covariate, a 2(culture) x 

2(gender) x 4(total interpersonal score) MANCOVA with materialism as the covariate 

and a 4(total ideological score) x 4(total interpersonal score) MANCOVA with culture, 

gender and materialism as the covariates. In all analyses, the frequencies with which 

different categories of meanings attached to possessions are reported as the reason why 

possessions are treasured are entered as the dependent variables.

For the 2(culture) x 2(gender) x 4(total ideological score) MANCOVA with materialism 

as the covariate, the results are identical to the original MANOVA except for a 

significant main effect of culture for personal history reasons that did not emerge in the 

MANCOVA. Materialism as a covariate is significant only at the univariate level for 

frequency with which emotional reasons (F(l,129)=3.90, p<.05, beta=0.17, t=1.97, 

p<.05), aesthetic reasons (F(l,129)=4.99, p<.05, beta=-0.20, t=-2.23, p<.05) and 

relational reasons for treasuring possessions are reported (F(l,129)=5.29, p<.05, beta=- 

0.20, t=-2.3, p<.05).

For the 2(culture) x 2(gender) x 4(total interpersonal score) MANCOVA with 

materialism as the covariate, the results are identical to the original MANOVA except for 

a significant main effect of culture for individual use-related reasons which did not 

emerge in the MANCOVA. Materialism as a covariate is significant only at the univariate 

level for aesthetic reasons (F(l,125)=6.81, p<.01, beta=-0.25, t=-2.61, p<.01) and 

relational reasons (F(l,125)=6.75, p<.01, beta=-0.24, t=-2.59, p<.01).

For the 4(total ideological score) x 4(total interpersonal score) MANCOVA with 

culture, gender and materialism as the covariates, the results are identical to the original
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MANCOVA. Materialism as a covariate is significant for frequency with which relational 

reasons for treasuring possessions are reported (beta=-0.20, t=-2.19, p<.05).

Overall, it appears that materialism plays an important role in the meanings attached to 

possessions reported as the reason why possessions are treasured by our adolescents. 

The MANCOVAs revealed systematic relationships between materialism and the 

frequency with which different categories of meanings attached to possessions are 

reported as the reason why possessions are treasured and in some cases slightly altered 

the findings of the original MANOVAs because the impact of materialism is held 

constant. To confirm this conclusion, some analyses are performed with materialism as a 

categorical variable.

4.5.4.b. Materialism differences in the frequency with which different categories of 

meanings attached to possessions are reported as the reason why possessions are 

treasured.

In order to assess the interaction of culture, gender, identity and materialism, materialism 

is transformed into a categorical variable separating materialistic from non-materialistic 

adolescents, as was explained in section 4.4.4.b.

A 2(culture) x 2(gender) x 2(materialism) MANOVA, a 4(total ideological score) x 

2(materialism) MANOVA and a 4(total interpersonal score) x 2(materialism) MANOVA 

are performed since other combinations of independent variables produced empty cells. 

The dependent variables are the frequencies with which different categories of meanings 

attached to possessions are reported as the reason why possessions are treasured.

The 2(culture) x 2(gender) x 2(materialism) MANOVA confirmed significant gender 

differences for frequency with which symbolic inter-relatedness and individual use- 

related reasons for treasuring possessions are reported and significant cultural differences 

for frequency with which individual use-related reasons for treasuring possessions are 

reported, that were found in the MANOVAs described in the previous sections. A 

significant interaction effect of materialism by gender for frequency with which 

instrumental reasons for treasuring possessions are reported emerged at the univariate 

level (F(l,72)=3.92, p<.05). Gender is significant for non-materialists with males 

reporting that they treasure possessions for their instrumental value significantly more 

(mean=28.73) than females (mean=8.23). Also, materialism is significant for male 

adolescents with male non-materialists reporting that they treasure possessions for their 

instrumental value significantly more (mean=28.73) than male materiahsts (mean=l 1.53).
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A significant interaction effect of materialism by culture also emerged at the univariate 

level for frequency with which symbolic inter-relatedness (F(l,72)=5.96, p<.01) and 

individual use-related reasons (F( 1,72)= 12.48, p<.01) for treasuring possessions are 

reported. Culture is significant for materialists with Greeks reporting that they treasure 

possessions for individual use-related reasons significantly more (mean=52.22) than 

British (mean=14). Also, materialism is significant for Greek adolescents with Greek 

materialists treasuring possessions for this reason more (mean=52.22) than Greek non

materialists (mean=24.48). For symbolic inter-relatedness reasons, the analysis of the 

unweighted means revealed no significant differences.

The 4(total ideological score) x 2(materialism) MANOVA produced significant results 

for materialism at the univariate level for frequency with which emotional reasons are 

reported (F(l,69)=5.51, p<.05) which needs to be interpreted in conjunction with the 

significant interaction effect of materialism by total ideological score (F(3,69)=2.86, 

p<.05). Use of LSD reveals that identity is significant for non-materialists with 

foreclosures reporting that they treasure possessions for their emotional value 

significantly more (mean=41.66) than diffusers (mean=7.08) or moratoriums (mean=10). 

The 4(total interpersonal score) x 2(materialism) MANOVA produced a significant main 

effect of materialism at the univariate level for frequency with which relational reasons 

for treasuring possessions are reported (F(l,65)=4.54, p<.05); materialists treasure 

possessions for emotional reasons more (mean=7.10) than non-materialists (mean=1.22).

4.6. Relationships between different categories of treasured possessions 

and different categories of meanings attached to treasured possessions.

Correspondence analysis is performed in order to explore relationships between reported 

types of treasured possessions and reasons why possessions are important. Since 

correspondence analysis requires categorical variables, the initial categorical groupings of 

types of possessions and categories of reasons why possessions are important are used. 

The categories of types of possessions are possessions that represent relationships, self- 

symbolic and material possessions. The categories of reported reasons why possessions 

are important are emotional, monetary, aesthetic, instrumental, individual use-related, 

effort-related, self-expressive, relational, personal history and symbolic inter-relatedness 

reasons.
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The analysis is applied on the first of the five reported treasured possessions and 

corresponding reasons why they are important. The first reported possession has a higher 

frequency of responses, thus providing more valid data for the analysis. Further, it is 

assumed that the relationships between categories of treasured possessions and meanings 

attached to treasured possessions detected for the first possession will be of the same 

nature as the relationships between categories of treasured possessions and meanings 

attached to them for the remaining four possessions.

In order to explore the relationships between categories of treasured possessions and 

meanings attached to them for males and females and British and Greek subjects, a new 

variable is created which comprises gender and culture placing every subject in one of 

the four combinations: British male, British female, Greek male, Greek female. These 

four categories are then plotted in space along with categories of treasured possessions 

and meanings attached to them in order to provide a picture of the differentiations 

between the four groups as to the relationships between categories of treasured 

possessions and meanings attached to treasured possessions.

A 4(category of treasured possession) by 10(meanings attached to treasured possessions) 

raw frequencies table is analysed by correspondence analysis. The first two dimensions in 

a two-dimension solution are presented in figure 4.4.

Categories of treasured possessions appear to be vertically opposed with the category of 

possessions that represent relationships (Possrel) at the top of the map and the categories 

of material possessions (Possmat) and self-symbolic possessions (Posself) at the centre. 

However, it is more the case that the vertical axis contrasts the category of possessions 

that represent relationships from the other categories than that the categories of 

possessions are spread vertically. Moreover, the fact that the categories of self-symbolic 

possessions and material possessions do not occupy a position at the bottom of the map, 

opposite of the category of possessions that represent relationships, requires some 

consideration. It might actually be an indication that categories of treasured possessions 

are not really opposed so much vertically as they are horizontally by the opposition 

between self-symbolic possessions on the left and material possessions on the right. The 

category of possessions that are non-material and non-representative of relationships 

(Possnon) has an undifferentiated distribution among meanings attached to treasured 

possessions and is at the centre of the map.
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Categories of meanings attached to treasured possessions are mainly differentiated 

horizontally. At the left side of the map, the categories of personal history (Rhis) and 

symbolic inter-relatedness (Rint) meanings are clearly opposed to the categories of 

instrumental (Rfun) and individual use-related (Rind) meanings at the right of the map. 

Moreover, the categories of self-expression (Rexp) and effort-related (Reff) reasons why 

possessions are treasured tend to be in proximity with the categories of personal history 

and symbolic inter-relatedness reasons why possessions are treasured on the left while 

the categories of emotional (Rem) and monetary (Rmon) meanings attached to treasured 

possessions tend to be in proximity with the categories of instrumental and individual 

use-related reasons on the right. In order to interpret the proximity of the categories of 

self-expressive, effort-related, emotional and monetary meanings attached to treasured 

possessions to categories of treasured possessions, it is useful to consult the cross

tabulation (Appendix D, table 5.9.). The frequencies indicate that the categories of 

emotional and monetary reasons why possessions are treasured are attached to material 

possessions. On the other hand, the categories of effort-related and self-expressive 

reasons why possessions are treasured appear to be in between material and self- 

symbolic possessions while the category of aesthetic reasons why possessions are 

treasured also borderly indicates its relevance to self-symbolic possessions. Focusing on 

the interpretation of the correspondence analysis, it is noticeable that two categories of 

meanings attached to treasured possessions appear to be differentiated vertically. In 

particular, the category of meanings attached to treasured possessions relating to their 

ability to symbolise relationships (Rrel) appears to separate from the rest of the 

categories towards the top of the map along with possessions that symbolise 

relationships (Possrel) while the category of aesthetic reasons (Raes) is situated in the 

opposite, bottom end of the map.

The above description points to the direction that in the case of the present data, it is not 

clear that either categories of treasured possessions or categories of meanings attached 

to possessions reported as the reasons why possessions are treasured are spread more 

horizontally than vertically or vice versa. That the two axes are more or less equally 

important is also verified by the principal inertia of the two axes which do not differ a lot 

(0,68 for the first dimension and 0,48 for the second dimension). On the other hand, the 

most interesting opposition is attributed to the horizontal axis (especially if we “forget” 

the categories of possessions that represent relationships and reasons that symbolise 

relationships at the top and the category of aesthetic reasons at the bottom). This can be
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interpreted as an indication that there is one main dimension that horizontally 

distinguishes categories of possessions and reasons why possessions are important 

creating the opposition between self-symbolic possessions on the left to material 

possessions on the right. This opposition is explained by the corresponding separation of 

personal history and symbolic inter-relatedness reasons on the left and instrumental and 

individual use-related reasons on the right.

The categories of personal history and symbohc inter-relatedness reasons correspond to 

similar types of possessions, namely self-symbolic possessions. As a result, a sense of 

personal continuity and a symbolic communication with others are perceived as similar 

meanings of possessions by our respondents. Similarly, the point representing 

instrumental reasons and the point representing individual use-related reasons are close 

because their profiles of types of possessions are characterised by a high percentage of 

the item material possessions and a low percentage of the item self-symbolic possessions; 

instrumental and individual use-related functions of possessions are thus linked. In other 

words, symbolic inter-relatedness and personal history reasons are different to 

instrumental and individual use-related reasons because the former category of reasons 

relate more to self-symbolic possessions while the latter refer more to material 

possessions. The greatest differences in meanings attached to possessions are therefore 

between those types of possessions that are furthest apart.

Looking at the profiles’ positions, we can see that the types of possessions that are 

furthest apart are possessions that represent relationships at the top opposed to material 

possessions and self-symbolic possessions at the centre. Hence, the greatest differences 

in meanings attached to possessions will be between these extremes. Material 

possessions and self-symbolic possessions are also apart. It seems that meanings attached 

to possessions which evolve around others (such as relational or symbolic inter

relatedness) are at the top while meanings attached to possessions which evolve around 

self (such as self-expressive, personal history or individual use-related) are at the bottom 

of the map. Other-oriented meanings are different to self-oriented meanings because the 

former category of reasons relate to possessions that symbolise relationships while the 

latter category of reasons relate to self-symbolic and material possessions. It is, however, 

evident that the horizontal axis opposing self-symbolic to material possessions should be 

the centre of our interpretation since most of the meanings attached to possessions are 

situated along the horizontal axis.
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It is thus clear that instrumental, individual use-related, emotional and monetary reasons 

are in close proximity to material possessions. Therefore, the importance of material 

possessions is explained by reference to the instrumental, individual use-related, 

emotional and monetary features; moreover, these meanings attached to possessions are 

similarly conceived and relevant. At the other end of the axis, sense of personal history 

and symbohc inter-relatedness are tied up with self-symbolic possessions and are thus 

linked in between them. It can also be tentatively argued that effort-related, self- 

expressive and aesthetic features of possessions are also in close proximity to self- 

symbolic possessions and thus related to personal history and symbolic inter-relatedness 

meanings of possessions. On the top of the map, relational possessions play a prominent 

role as symbols of relationships. To summarise, personal history, self-expressive, effort- 

related, aesthetic and symbolic inter-relatedness features are mentioned with respect to 

self-symbolic possessions while monetary, instrumental, individual use-related and 

emotional features are attached to material possessions.

Self-symbolic possessions (possessions that have a sentimental value, constitute self

extensions or symbolise group belonging) are related to personal history, symbolic inter

relatedness, effort-related, aesthetic and self-expressive meanings. These possessions 

serve as reminders of the past, provide a sense of continuity (personal history), are 

symbols of group belonging, provide symbolic company and are often a gift from 

someone special (symbolic inter-relatedness). Self-symbolic possessions also derive their 

importance from the amount of effort expended for their acquirement and maintenance, 

from their aesthetic value or from offering individuality and symbolising personal skills 

and goals (self-expressive).

Material possessions (assets, means of transport, items that have some practical utility or 

are related to leisure) are connected to instrumental, individual use-related, monetary and 

emotional meanings. It appears that material possessions serve functions that are merely 

functional but they are also important because of their symbolic value. The merely 

functional purposes involve monetary value (monetary) and general utility of the object 

or its enabling some activity (instrumental). The symbolic functions of material 

possessions evolve around their providing information, knowledge and entertainment and 

enhancing privacy and independence (individual use-related). Moreover, material 

possessions serve as means of escaping reality, enhancing mood, providing comfort and 

emotional outlet and boosting self-confidence (emotional).
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Overall, the horizontal axis can be interpreted as a continuum from symbolic to 

functional meanings. Meanings attached to possessions that are symbolic either in the 

sense of self-expression (effort, personal history or self-expressive) or in the sense of 

symbolic relationships (symbolic inter-relatedness) are situated in the left of the map in 

close proximity to self-symbolic possessions. Meanings attached to possessions that are 

functional (monetary, instrumental, individual use-related) or emotional are situated at 

the right of the map in close proximity to material possessions. The proximity of 

emotional meanings attached to possessions with instrumental, monetary and individual 

use-related is intriguing. However, this function of material possessions is similar to the 

individual use-related one. Seeking comfort and self-confidence or turning to material 

possessions to escape reality or to enhance mood (components of the emotional 

meanings attached to possessions) are functions that are similar to using material 

possessions to obtain privacy and entertainment or to enhance independence 

(components of the individual use-related meanings attached to possessions).

It is interesting to see this continuum in relation to the positions expressed by the four 

groups of our respondents, namely British male, British female, Greek male and Greek 

female adolescents. Both British and Greek females’ sense of personal history and 

meanings related to symbolic inter-relatedness, effort and self-expression are tied up with 

self-symbolic possessions. Both British and Greek males’ use-related, instrumental, 

monetary and emotional reasons are tied up to material possessions. Within females, 

British adolescents relate self-symbolic possessions more to effort-related and symbolic 

inter-relatedness meanings while Greek adolescents attribute more personal history and 

self-expressive meanings to self-symbolic possessions. It appears that British females 

attribute more other-oriented symbolic meanings to self-symbolic possessions while 

Greek females refer to self-symbolic aspects of self-symbolic possessions. Within males, 

British adolescents relate material possessions more to monetary and emotional 

meanings. Greek adolescents on the other hand attribute individual use-related and 

instrumental meanings to material possessions. It appears that both British and Greek 

males are attached to material possessions for a purely functional reason, being monetary 

value for the British and instrumental use for the Greeks. They differ, however, in the 

attribution of a symbolic meaning dimension; for British males, material possessions also 

offer a means of security and self-confidence, a way of letting out emotions and escaping 

reality (emotional meanings). For Greek males, material possessions provide privacy and
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knowledge, entertainment and information and a means to enhance their independence 

(individual use-related meanings).

Evidently, the ways in which male and female adolescents perceive meanings of treasured 

possessions differ. For males, material possessions are associated with instrumental, 

individual use-related, monetary and emotional meanings while for females, self-symbolic 

possessions draw their importance from their connection to personal history, self- 

expression, symbolic inter-relatedness and effort expended for their acquirement. The 

horizontal axis represents a continuum of symbolic to functional meanings as we stated 

above and this continuum is characterised by the opposition between male activity- 

oriented and female other and self symbolic-oriented meanings attached to possessions. 

These findings are in accord with those reported by Dittmar (1989, 1991). It is 

interesting that the same patterns apply to adult (Dittmar, 1991), student (Dittmar, 1989) 

and adolescent (present study) population; it appears that gender identity-related 

meanings attached to possessions are the same regardless of age.

Our findings also indicate that there are more differences between male and female 

adolescents than between British and Greek adolescents. It can also be said that cultural 

patterns are more distinctive in the vertical axis with British male and female at the top of 

the map and Greek male and female at the bottom of the map. The picture emerging 

indicates that possessions that represent relationships and effort, emotional, relational, 

symbolic inter-relatedness, monetary and instrumental meanings attached to possessions 

occupy the top of the map for British adolescents. At the bottom of the map, self- 

symbolic and material possessions along are related to personal history, self-expressive, 

individual use-related and aesthetic functions for Greek adolescents. It appears that 

relational and functional aspects of possessions are more important concerns for British 

adolescents while self-expression is a more salient characteristic of possessions for Greek 

adolescents. Overall (and if we focus on the horizontal, one-dimension interpretation), 

gender is a more important differentiating factor than culture in the correspondence of 

types of possessions and meanings attached to possessions.

Summary and discussion of the results of sections 4.5. and 4.6.

Contrary to our expectations, there are no cultural differences in the prevalence of self- 

expressive, monetary and symbolic inter-relatedness reasons why possessions are 

treasured. In line with our hypotheses, British adolescents treasure possessions for effort-
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related and personal history reasons more than Greek adolescents. Contrary to our 

hypothesis but in accord with the overall individualistic self-construal of both British and 

Greeks, Greek adolescents treasure possessions for instrumental and individual use- 

related reasons more than British adolescents. As was the case with types of treasured 

possessions, there appears to be an age trend between adolescent and adult (reported by 

Dittmar and Papadopoulou, 1995) populations in both countries. Young Greeks have an 

individualistic self-construal which is reflected in instrumental and individual use-related 

meanings attached to treasured possessions while adult Greeks report reasons that reflect 

both an individualistic and a relational self-construal. Indeed, there appears to be a 

transition from an inter-individualistic to an individualistic mentality in contemporary 

Greece (Georgas, 1988). Young Britons report individualistic meanings attached to 

treasured possessions while adult Britons give more social descriptions reflecting an 

inter-individualistic self-construal. The predominantly individualistic self-construal of 

both British and Greek adolescents is reflected in the “individualistic” meanings attached 

to possessions. For the Greeks, possessions are valued merely for their functional, 

activity-related characteristics (instrumental meanings) or for the self-centred 

gratifications they offer, namely, entertainment, enjoyment, information and knowledge, 

privacy and independence (individual use-related meanings). For the British, possessions 

are treasured because they symbolise the effort expended for their acquirement and 

because they provide a link to the past and they symbolise self-continuity (personal 

history meanings).

Whereas the pattern of cultural preferences for meanings attached to possessions fits the 

predominantly individualistic self-construal, it is more complicated to relate cultural 

differences in meanings attached to possessions to cultural differences in materialism. As 

more materialistic, British attribute importance to effort-related and personal history 

meanings that symbolise success (Richins, 1994). As less materialistic, Greeks value 

possessions for individual use-related reasons, focusing on possessions which are used 

privately and provide enjoyment and entertainment (Richins, 1994). On the other hand, 

the prevalence of instmmental meanings among Greek adolescents is inconsistent with 

empirical findings positing that materialists treasure possessions for instmmental reasons 

(Richins, 1994). It is, however, necessary to emphasise that Greeks are relatively low- 

materialists in relation to the British sample and their overall materialism score is also 

high. Therefore, it can be argued that the prevalence of instmmental meanings among the 

Greeks is indeed an expression of their materialistic tendencies.
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Consistent with our hypotheses and with previous research findings (Dittmar, 1989, 

1991; Dyl and Wapner, 1996; Kamptner, 1989, 1991, 1995; Rudmin, 1990; Wallendorf 

and Amould, 1988), male adolescents treasure possessions for instrumental and 

individual use-related reasons and female adolescents treasure possessions for symbolic 

inter-relatedness reasons. The assumption that female adolescents describe possessions 

as important because they symbolise interpersonal integration, relatedness and emotional 

attachment while male adolescents treasure possessions because of their pragmatic, 

action-related meanings and because they constitute self-referent symbols of achievement 

objectifies socially constituted gender role stereotypes by which attributes such as 

independent, forceful and self-sufficient are integral to the notion of “male” while the 

“female” self revolves around social concerns and within the context of interpersonal 

relationships (Bem, 1978; Gilligan, 1982; Wilkinson, 1986). It appears that socialisation 

processes reproducing these gender stereotypes are common in the two cultures.

Contrary to our expectations, among the Greeks, female adolescents treasure 

possessions for personal history reasons more than males. It appears that personal history 

meanings are conceived by Greek females as symbols of self-continuity and emotional 

investment and thus conveyors of female attributes. On the contrary, male British 

treasure possessions for relational reasons more than female British and more than Greek 

males, contradicting gender stereotypes. It appears that gender stereotypes are stronger 

among Greek females due to different socialisation processes. On the other hand, caution 

should be taken in generalising these conclusions since no gender by culture interaction 

effects were detected for the majority of meaning categories.

The interaction effect of gender by materialism for instrumental meanings indicates that 

gender is significant for non-materialists with male non-materialists treasuring 

possessions for instrumental reasons more than female non-materialists. Also, 

materialism is significant for males with non-materialists reporting that they treasure 

possessions because of their instrumental value more than materialists. It appears that 

gender stereotypes which portray instrumental functions of possessions as prominently 

male are stronger than materialism differences in meanings attached to possessions which 

indicate that non-materialists would not value possessions for instrumental reasons 

(Richins, 1994); even non-materialistic males treasure possessions for instrumental 

reasons because these functions express and convey male attributes.

Contrary to our expectations, no identity differences emerged for self-expressive, 

symbolic inter-relatedness and personal history meanings attached to treasured
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possessions. Indirectly supporting our hypothesis, adolescents who are less advanced in 

ideological identity treasure possessions for emotional reasons while adolescents who are 

advanced in ideological identity treasure possessions for personal history reasons. 

Adolescents who are indifferent to issues of ideological identity treasure possessions 

because they symbolise the effort expended for their acquirement and maintenance; as 

socially withdrawn (Orlofsky et al., 1973), diffusers focus on self-centred functions of 

possessions because they can not value possessions for relational reasons.

Low in self-esteem and with a high need for approval (Bourne, 1978), foreclosures 

treasure possessions for emotional reasons in an attempt to enhance their self-confidence 

and gain emotional security. The interaction of materialism by total ideological score for 

emotional meanings indicates that non-materialistic foreclosures treasure possessions for 

emotional reasons more than non-materialists diffusers or moratoriums; both non- 

materialistic attitudes (Richins, 1994) and the stage of interpersonal foreclosure are 

consistent with treasuring possessions for emotional reasons.

The interaction of total ideological by total interpersonal score for personal history 

meanings attached to treasured possessions shows that among interpersonal achievers, 

ideological moratoriums refer to these reasons more than ideological diffusers or 

foreclosures. In other words, for adolescents who are advanced (achievers or 

moratoriums) in both ideological and interpersonal identity and are cognitively mature 

and socially successful (e.g. Bennion, 1988 in Markstrom and Adams, 1995), personal 

history meanings are prevalent. These adolescents have predominantly pleasant memories 

and positive experiences which enhance their desire to get reinforcement by looking over 

their past.

Consistent with our hypothesis, relational and aesthetic meanings attached to treasured 

possessions are important for interpersonal achievers while individual use-related 

meanings are not; instrumental, effort-related and relational reasons are also not 

important for interpersonal moratoriums while symbolic-inter-relatedness reasons are. It 

is natural for adolescents who are interpersonally intimate (Bennion, 1988 in Markstrom 

and Adams, 1995) to treasure possessions for their relational functions and not to value 

possessions which provide solitary entertainment (individual use-related meanings) or 

serve merely functional reasons (instrumental meanings). On the other hand, to 

counterbalance the lack of intimate personal relationships (Craig-Bray et al., 1988), 

moratoriums may attribute importance to their connection to specific groups and thus 

tend to treasure possessions that represent symbolic inter-relatedness. In terms of
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explained variance, the prediction of the prevalence of relational meanings attached to 

treasured possessions by interpersonal achievement and moratorium is more important 

than any other prediction of meanings attached to treasured possessions by identity 

statuses. This indicates a closer relevance of identity to the characteristic of material 

possessions to represent relationships.

The prevalence of aesthetic meanings reported as reasons why possessions are treasured 

among interpersonal achievers may be attributed to them being least conforming (Toder 

and Marcia, 1973); the category of aesthetic meanings includes the element of 

uniqueness which could be attractive to achievers as a symbol of achievement and 

originality.

Contradicting our hypotheses, the lack of self-construal differences in the meanings 

attached to treasured possessions indicates that the extent to which possessions are 

valued as symbols of an individualistic or an inter-individualistic orientation cannot be 

predicted from self-construal in our data.

Contrary to our expectations, no materialism differences in the prevalence of monetary 

or effort-related meanings attached to treasured possessions were discernible. In support 

of our hypotheses, materialistic adolescents treasure possessions for their aesthetic value 

and for individual use-related reasons (applying only to Greek adolescents). 

Contradicting our hypotheses, materialistic adolescents also treasure possessions for their 

relational meanings. In accord with previous research (Richins, 1994), materialists 

treasure possessions for aesthetic reasons, which are linked to hedonic satisfaction and 

originality. On the other hand, the finding that materialistic adolescents treasure 

possessions that represent relationships contradicts theory (Richins, 1994). It is worth 

mentioning, however, that our category of relational meanings comprises the “self- 

expression for others to see” and “enabling social contact” functions of possessions 

which may be regarded as self-centred aspects of relating to others rather than as the 

other-oriented nature of interpersonal relationships. From this point of view, it is 

reasonable that materialistic adolescents will be prone to treasure possessions for 

relational reasons as an expression of their egocentric needs (Fournier and Richins, 1991; 

Watchel, 1983 in Richins and Dawson, 1992).

Previous research has highlighted the role of social class differences in the meanings 

attached to treasured possessions. Therefore, the generalisability of our findings is 

restricted to adolescent populations from the middle-class which was represented in our 

study.
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Chapter 5. 

Adolescent identity formation and the role of 

possessions in self-definition and person perception.

Introduction.

The results of our research on the meanings of material possessions have demonstrated 

that one of the main functions of material possessions for adolescents is as a reflection of 

personal identity. The present research set out to investigate the extent to which material 

possessions are directly used as expressions of personal identity (self-definition) and as 

cues for inferences about others’ identity (person perception).

It is important to note that when we refer to the definition of self, this might refer to self

perception and description of the adolescent himself/herself. Equally, it might refer to the 

way adolescents perceive others, the attributes and qualities they confer to other people 

or the impressions they form about other people. It is believed that both perceptions of 

self and perception of others belong to the sphere of conceiving Identity; describing 

himself/herself and describing others is equally crucial in the adolescent’s task to 

conceive a sense of “who he/she is” as opposed to “who they are”.

Psychological research on material possessions (Csikszentmihalyi and Rochberg-Halton, 

1981; Dittmar, 1992, 1994; Furby, 1980; Lunt and Livingstone, 1992; Montemayor and 

Eisen, 1977) and consumption symbolism (Belk, 1988; McCracken, 1990; Solomon, 

1983) lend support for the notion that self- and other-perception are influenced by 

material goods. Studies have shown that both “encoding” and “decoding” of a person’s 

identity are facilitated through material possessions (e.g. Belk et al., 1982; Dittmar, 

1989) on the basis of the consumer’s general expectation that others’ consumption 

selections are expressive behaviours which are interpreted in the light of a shared system 

of product symbols (Belk, 1980; Hirschman, 1981 in Miller, 1995; Solomon, 1983). 

Within this context. Social Identity Theory postulates that people are motivated to view 

members of their own and similar social groups in a more positive light than members of 

“outgroups” (Tajfel, 1984) while Dominant Representations approach (e.g. Gergen, 

1985) postulates the general tendency of people to favour affluent people in their 

evaluations (e.g. Dittmar, 1992, 1994; Fumham and Lewis, 1986). Evidence has shown
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that children and adolescents increasingly endorse dominant representations about the 

social and economic world (e.g. Connell, 1983 in Dittmar, 1991; Dittmar and 

VanDuuren, 1993 in Dittmar, 1994; Dittmar, 1992; Dittmar and Pepper, 1994).

Several studies have explored social class (Dittmar, 1992), gender, cultural (Dittmar et 

al., 1989) and materialism differences (Dittmar and Pepper, 1994) in the impact of 

material wealth on perceived identities.

Drawing from the above theory and research, the aim of the present study is to explore 

the role of possessions in person perception in two cultural contexts (Britain and Greece) 

in an adolescent population. The study sets out to investigate whether adolescents use 

possessional cues when describing themselves or forming impressions about others. Also, 

it addresses the question of whether the relative wealth of material possessions of a 

person leads to differences in the evaluation of his personality. The research contributes 

to the until recently sparse research on the role of material context in expressing and 

perceiving identity (e.g. Belk, 1988; Dittmar, 1992).

The study has three goals. First, to add to the growing literature on cross-cultural and 

gender comparisons in the link between material possessions and person perception. 

Second, to explore the role of self-construal and identity in this context. Third, to 

investigate the relevance of materialism as an individual value orientation and as a 

socially shared representation (through cultural differences) in the use of possessional 

cues in person perception.

The variables.

With regard to the choice of the culture variable, it is expected that cultural variations 

will be related to our perceptions of the social world (Smith and Bond, 1993), the 

meanings attached to material possessions (Dittmar and Papadopoulou, 1995; 

McCracken, 1990) and as a consequence, the use of material goods in person perception. 

Dittmar et al. (1989) found that an Italian and a British sample differed drastically in their 

expressive evaluations of the character’s qualities as a function of his/her material wealth, 

with the British sample being strongly affected by material wealth when evaluating a 

person’s symbolic identity. It is thus plausible to hypothesise that the British and the 

Greek sample will also differ in their evaluations. Due to cultural similarities between 

Greece and Italy (both being Meditteranean countries and traditionally collectivist 

societies), we may also claim that the direction of these differences will be similar to
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those between Italy and Britain, that is British adolescents will be more influenced by 

relative wealth in personality evaluations and more inclined to favour the wealthy person 

than Greek adolescents. It will, however, be interesting to examine the influence of 

relative wealth on personality evaluation with an adolescent sample; given the 

intemationality of stimuli and morals in contemporary society and in youth culture, it 

might be the case that cultural differences will be eliminated.

No cultural differences in self-construal emerged in our second study. However, we 

adopt the theoretical assumption that an independent versus an inter-dependent self- 

construal (Triandis, 1988) will differentiate the extent to which material possessions are 

used for personality inferences or self-expression. We thus hypothesise that adolescents 

with an individualistic self-construal will be more inclined to use possessional cues in 

self-definition and person perception. Moreover, it has been shown that a self-centred 

self-construal is related to valuing possessions for the benefits they offer for self

development while a relationship-based self-concept is linked to possessional attributes 

that symbolise relationships and belongingess to a social group (Dittmar and 

Papadopoulou, 1995). We can thus assume that an individualistic self-construal will 

positively influence the role of wealth in the evaluation of self-centred personality 

attributes while an inter-individualistic self-construal will be more relevant to other- 

oriented personality attributes.

On the basis of the findings of our second study, we also hypothesise that British 

adolescents will be more materialistic than Greek adolescents.

With regard to the rationale for the inclusion of gender as an independent variable, the 

gender of the target (evaluated) person differentiates the direction of impressions formed 

on the basis of the relative wealth of material possessions. The female target person is 

seen as less autonomous and self-reliant when poor whereas the reverse is true for the 

male character (Dittmar, 1992) and these gender stereotypes are stronger among British 

than Italian adolescents (Dittmar et al., 1989). Due to cultural similarities between 

Greece and Italy, we expect that British adolescents will be more affected by gender 

stereotypes in the evaluation of the target person. Overall, there will be target gender 

differences in the evaluation of the target person in accord with the above gender identity 

stereotypes.

Gender differences may also emerge in the types of possessions used as cues in self

definition and person perception. On the basis of gender-related differences in the 

meaning of material possessions (e.g. Csikszentmihalyi and Rochberg-Halton, 1981;
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Dittmar; 1989, 1991; Kamptner, 1991, 1995) indicating that males tend to view their 

possessions in an instrumental and self-oriented way whereas females are more inchned 

to see them as symbols for their interpersonal relationships, it is possible to assume that 

females will tend to use symbolic and other-oriented possessional cues while males will 

focus on instrumental and self-centred possessional cues.

From the identity formation point of view, the findings of our previous research indicate 

that identity status and degree of identity maturity in the two areas of identity 

(ideological and interpersonal) differentiate the way in which adolescents relate to 

material possessions. On the basis of these findings, it is plausible to assume that 

individuals scoring high in ideological identity formation will be more inclined to use 

possessional cues in person perception and will focus their possession-based impressions 

in characteristics such as control, autonomy or success. In contrast, individuals who 

score high in interpersonal identity formation will be more behaviour-oriented in their 

self- and other-descriptions and will focus in interpersonal attributes when using 

possessional cues in impression formation.

It was shown in the literature that in assimilating information about people, materialists 

focus on what individuals have; impressions are formed and judgements are made on the 

basis of possessions (Hunt et al., 1996; Dittmar, 1994; Richins and Dawson, 1992). 

There is also empirical evidence to suggest that materialism leads individuals to rely upon 

dominant representations about the personal qualities of people (Dittmar and Pepper, 

1994). It is, thus, hypothesised that materialists will be more inclined to judge others in 

terms of their relative material wealth and their evaluations will favour the wealthy 

person. Further, cultural differences between British and Greek in the extent and 

direction of use of different types of cues in self-definition and person perception will 

reflect cultural differences in materialism. Materialism has been related to use of 

possessions to express characteristics of success to oneself and others (Richins and 

Dawson, 1992) while materialists also appear to be conscious of appearance-related 

features of possessions (Richins, 1994). If British adolescents are more materialistic, they 

will be inclined to use possessional cues (and in particular, possessions related to 

aesthetics/hobbies as opposed to possessions related to appearance/sentimental) more 

than Greek adolescents. Moreover, on the basis of Fournier and Richins (1991) reporting 

that materialists have a more individualistic self-construal, it is hypothesised that 

materialists will be more individualistic. The findings of our previous research indicate 

that ideological foreclosures are more materialistic while ideological diffusers have an
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individualistic self-construal. It is hypothesised that the same pattern of identity 

differences in materialism will emerge.

Articulation of the hypotheses of the study.

Deriving from the literature and from previous research findings, the following 

hypotheses can be formulated:

Culture, gender and identity differences in materialism and self-construal. Relationship 

between self-construal and materialism.

Hypothesis 5.1. British adolescents will be more materialistic than Greek adolescents. 

Hypothesis 5.2. Identity diffusers will have a more individualistic self-construal than 

adolescents in other stages of identity formation.

Hypothesis 5.3. Materialistic individuals will have a more individualistic self-construal. 

Hypothesis 5.4. Adolescents in least advanced ideological identity stages will be more 

materialistic than adolescents in more advanced ideological identity statuses.

Culture, gender and identitv differences in the evaluation of the story person and the role 

of self-construal and materialism.

Hypothesis 5.5. British adolescents will be more inclined to adopt a dominant 

representations approach (in favour of the more affluent target person) in their evaluation 

of the story person than Greek adolescents.

Hypothesis 5.6. The target gender-identity stereotypes in the evaluation of the story 

person will be stronger for British adolescents than for Greek adolescents.

Hypothesis 5.7. There will be target gender differences in the evaluation of the target 

person. Gender-identity stereotypes which promote the image of an assertive, self-made 

male who deserves his wealth as opposed to a less autonomous female whose 

possessions come from association with others will apply.

Hypothesis 5.8. Materialistic adolescents will be more strongly influenced by 

possessions and wealth in their perceptions of personal qualities than less materialistic 

adolescents and will endorse dominant representations.

Hypothesis 5.9. Ideological identity will be more relevant to self-centred personality 

attributes (Abilities and Maturity) while interpersonal identity will be more relevant to 

other-oriented personality attributes (Likeability and Relationships).
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Hypothesis 5.10. An individualistic self-construal will be more relevant to self-centred 

personality attributes (Abilities and Maturity) while an inter-individualistic self-construal 

will be more relevant to other-oriented personality attributes (Liveability and Maturity).

Culture, gender and identity differences in the use of different types of cues in self

definition and person perception and the role of self-construal and materialism. 

Hypothesis 5.11. If British adolescents are more materialistic, they will be inclined to 

use possessional cues (and in particular, possessions related to aesthetics/hobbies as 

opposed to possessions related to appearance/sentimental) more than Greek adolescents. 

Hypothesis 5.12. Female adolescents will focus on symbolic and other-oriented 

possessional cues (possessions related to appearance/sentimental) while male adolescents 

will focus on activity and self-centred possessional cues (possessions related to 

aesthetics/hobbies) in self-definition and person perception.

Hypothesis 5.13. Materialistic adolescents will be prone to use possessional and in 

particular, possessions related to aesthetic/ hobbies as cues in self-definition and person 

perception while non-materialistic adolescents will tend to use possessions related to 

sentimental value as cues in self-definition and person perception.

Hypothesis 5.14. Adolescents who are in advanced stages of ideological identity 

formation will be inclined to use possessional cues more in self-definition and person 

perception while adolescents who are in advanced stages of interpersonal identity 

formation will be inclined to use behavioural cues more in self-definition and person 

perception.

Hypothesis 5.15. Adolescents with an individualistic self-construal will be more inclined 

to use possessional cues in self-definition and person perception than adolescents with an 

inter-individualistic self-construal.

Method.

Sample and administrating procedure.

Respondents are 151 adolescents who participated in the study on a voluntary basis. The 

rationale and method of selection of schools, the method of selection of subjects and the 

administration procedure are identical to the first study described in the methodology 

section in chapter 3. In both Britain and Greece, schools were drawn from the middle- 

class areas described in this section. The mean age of the respondents is 16,6 years of
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age and the age range is 16 to 18 years. Of the 151 respondents, 71 (47%) are British 

and 80 (52.98%) are Greek. Of the 151 respondents, 75 (49.6%) are female (35 British 

and 40 Greek) and 76 (50.3%) are male (36 British and 40 Greek).

The questionnaire.

The questionnaire is presented in Appendix A. Apart from demographic information on 

the respondent’s age and gender, the questionnaire consists of four main sections.

In the first section, an evaluation of self-construal and identity formation is attempted. 

For the assessment of self-construal, respondents are asked to list twenty different 

statements in response to the open-ended question “Who am I?” (Twenty Statements 

Test-TST). For the evaluation of identity formation, respondents fill in an adapted 

version of the Objective Measure of Ego Identity Status questionnaire (Grotevant and 

Adams, 1984). A description of the two questionnaires is provided in chapter 4.

In the second section, respondents are asked to tick from a list of possessional and 

behavioural cues those that they feel “best represent themselves” and those that “would 

help them to form a first impression about others”. Responses were rated on a four point 

Likert type scale ranging from “Not at all” to “Very well”. A description of this list is 

provided below.

In the third section, each subject read a short story and was asked to evaluate the person 

of the story on a number of personality attributes. A description of the story and of the 

personality attributes are provided below.

Finally, in the fourth section, respondents filled in the Richins and Dawson (1992) 

materialism scale. A description of the questionnaire is provided in chapter 4.

For the purposes of the study, a direct translation from the original English version of the 

battery into Greek was made by the researcher. The rationale for the use of translation 

and the method used are described in chapter 4.

List of possessional and behavioural cues.

The second section of the questionnaire consists of a list of possessional and behavioural 

cues. Respondents are asked to choose which of these cues they would use when 

describing themselves and when making inferences about others and to indicate the 

degree to which these cues would be representative of themselves and of others.
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Deriving from previous work on the use of possessional as opposed to behavioural cues 

in self-definition and person perception (Burroughs et al., 1991), a pilot study took place 

to help with the selection of the stimulus cues. A sample of 30 volunteer graduate 

students answered two open-ended questions. Initially, the two questions were “list 

anything that would help you describe yourself’ and “list anything that would help you 

form a first impression about others” (subjects were guided to imagine a situation where 

the person would be in his material environment-most likely his room-because, in any 

other case, reference to material possessions would be limited to clothes and would lead 

to loss of information); a cue was defined as any piece of information and examples of 

behaviours and possessions were given. In the process, however, it became obvious that 

subjects tended to refer to abstract qualities (such as tidiness, cleanliness, way of starting 

a conversation) with regard to things that would draw their attention when forming a 

first impression about others and to use adjectives (e.g. traveller, friendly etc.) or body 

parts (e.g. eyes, hairstyle, weight etc.) when describing themselves. With the 

encouragement of the researcher, focus was given to material possessions and frequency 

counts of these cues served as a guide to cue selection. The material possessions that 

were more prevalent in self-definitions and personality inferences were books, CD’s, 

cassettes, records, clothes, items connected to hobbies, decoration items, photographs, 

items forming a special collection, stereo, jewellery, plants and posters. It is worth 

noticing that for both self-descriptions and inferences about others, a large number of 

subjects reported the importance of body parts (mainly eyes and hairstyle), while in the 

case of forming an impression about others it seems that the majority of the sample 

looked out to the cleanliness and tidiness of the person in question.

The most frequently cited cues that came up in the pilot study described above formed 

the basis for the list of cues used in the present study. Further, a number of cues used in 

previous research and considered to be representative sources of information for an 

adolescent population were included in the final list. In particular, items were derived 

from an open discussion with students, from the Lewis Counselling Inventory of self

perceived problems of adolescents (Lewis and Pumfrey, 1978) and from the literature on 

person perception in adolescence (Brittain, 1963; Bukowski and Newcomb, 1983; Cheng 

et al., 1995; Frank et al., 1990; Harter, 1988; Paul and White, 1990; Pombeni et al., 

1990; Siegel, 1982; Snyder, 1972). For the choice of different types of possessions, 

previous research on categories of consumer goods that have been found to be related to 

person perception (e.g. Belk, 1981) was also advised.
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The final list of cues used in the study includes both possessions and behaviours as well 

as certain physical attributes.

Short Vignettes.

The third section of the questionnaire consists of a short vignette and a number of 

attributes on which the respondent is asked to evaluate the person described in the 

vignette.

Vignettes presenting the target person in a wealthy and a less affluent environment are 

described by Dittmar (1989, 1992, 1994). It was decided, however, that it would be 

enlightening to create vignettes portraying an adolescent target person that would 

present respondents with a more “real” situation to identify with and would thus facilitate 

their judgements.

The vignettes created for the present study described a typical everyday scene in an 

adolescent’s life. The adolescent is presented in his room and emphasis is given to the 

fact that the possessions described in the stories are personally chosen by the adolescent. 

The affluent and the less affluent environment are differentiated on a number of 

possessions which were judged to be instmmental in an adolescent’s everyday life 

representing aspects of his activities; namely, wardrobe, clothes, decoration of room, 

music, hobby items, studying facilities, possession of television and telephone for 

personal use, entertainment. Four stories were created portraying a male or a female 

adolescent in a relatively wealthy or in a less affluent environment. Given that women 

relate to consumption and material possessions differently to men (e.g. Dittmar, 1989, 

1992, 1994), the gender of the target person varied. The distribution of respondents 

according to their gender across the vignettes describing wealthy/poor and male/female 

target person is presented in table 5.1.

Britain Greece
Female Male Female M ale

Storv Derson
W ealthy male 8(22.8%) 10(27.7%) 10(25%) 10(25%)
W ealthy female 8(22.8%) 8(22.2%) 10(25%) 10(25%)
Poor male 11(31.4%) 9(25%) 10(25%) 10(25%)
Poor female 8(22.8%) 9(25%) 10(25%) 10(25%)

Table 5.1.: Distribution o f respondents across stories describing poor/wealthy and male/female target 
person.
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The stories were created by the researcher and their content and suitability was assessed 

by two male and two female adolescents in an informal, open discussion. The vignettes 

are presented in Appendix A.

The target person illustrated in the story is evaluated on a number of personal qualities as 

was the case with Dittmar’s study. These personal qualities were also differentiated in 

the present study: attributes were drawn from the literature on adolescents’ person 

perception and impression formation. Moreover, subjects were asked to evaluate the 

target adolescent on a number of qualities that reflect his/her efficacy in a number of 

areas that research has shown constitute areas of concern (Lewis and Pumfrey, 1978) or 

areas of activity for adolescents and aspects of his/her identity (Coleman, 1990; Snyder, 

1972; Schwarzwald and Cohen, 1982 in Eshel and Kurman, 1990). Indeed, a number of 

these qualities (lifestyle, occupation, religion, politics, dating, friendship, recreation, 

gender roles) were derived from the identity questionnaire (Objective Measure of Ego 

Identity Status-Grotevant and Adams, 1984) providing an interesting link with identity 

formation. Additionally, items were included which were representative of the three 

dimensions typically found in semantic differential studies (evaluation, potency and 

activity) (Ganong et al., 1990). Moreover, the items also represented the facets of 

identity which previous research (Dittmar, 1989) has indicated may be affected by 

relative wealth, namely, control over one’s life (Furby, 1978), interactional style (Isaacs, 

1935 in Dittmar et al., 1989), interpersonal warmth (Isaacs, 1935), uniqueness (Holman, 

1983) and autonomy (Semin, 1986). Overall, the personal qualities to be evaluated 

included items representing the following areas: personality and self-concept, family 

relationships, school and academic achievement, identity and management of pocket 

money.

The adolescents read one of the four stories and then evaluated the person they had read 

about in terms of the above personal qualities. They also indicated whether they liked the 

person, whether they believed he/she deserved his/her material entourage and whether 

they aspired to his/her lifestyle. Responses for the personality attributes were rated on a 

four-point Likert-type scale ranging from “Not at all” to “Very” while responses for the 

“like” items were rated on a five-point Likert-type scale ranging from “Strongly 

disagree” to “Strongly agree”.
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Psychometric evaluation of the Richins materialism scale.

In the fourth section of the questionnaire, respondents completed a measure of 

materialism as an individual value orientation (Richins and Dawson, 1992). A description 

of the questionnaire is presented in chapter 4.

A psychometric evaluation of the scale in the present study revealed a Cronbach alpha of 

.81 while split-half reliability was .70. Descriptive statistics for the overall materialism 

score revealed a mean of 54,58 and a standard deviation of 9,82 with a range of 25 to 

80.

Psychometric evaluation of the Objective Measure of Ego Identity Status.

An adapted version of the Objective Measure of Ego Identity Status questionnaire 

(Grotevant and Adams, 1984) is used to evaluate identity formation. A description of the 

questionnaire is presented in chapter 4.

An evaluation of the distribution of the data of the present study across the eight 

domains reveals that the distribution is relatively normal considering the low number of 

items comprising some of these domains (e.g. ideological diffusion). The means and 

standard deviations of the eight domains are presented in table 5.2.

Domain of Identity Mean Standard deviation
Id. Achievement 16.44 3.82
Id. Moratorium 9.42 4.16
Id. Foreclosure 6,32 3,10
Id. Diffusion 2.92 1.35
Int. Achievement 14.81 3.72
Int. Moratorium 11.19 2.93
Int. Foreclosure 4.08 2.13
Int. Di^usion 7.37 3.02

Table 5.2.: Means and standard deviations across the eight domains o f the identity questionnaire.

With regard to the internal reliability of the scale, the alpha coefficient for the Ideological 

subscale is .51, for the Interpersonal subscale is .53 and for the total subscale it is .63. 

The split-half reliability is .77.

Results.

Part A.

In the first section of the results, we report some preliminary analyses on the sections of 

the battery that refer to the personality attributes on which the story person is evaluated.
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and the different types of cues and possessional cues used in self-definition and person 

perception.

Since certain modifications and additions or emissions of items comprising the above 

sections of the questionnaire were applied, factor analyses are run to define new 

classification categories.

5.1. Categories of coding for personality attributes and types of cues 

used in self-definition and person perception.

5.1.1. Factor analysis for the personality attributes on which the story person is 

evaluated.

The personality attributes on which respondents evaluate the story person are derived 

from previous research (Dittmar, 1992; Dittmar and Pepper, 1994; Dittmar et al., 1989) 

as well as from theoretical and empirical evidence on person perception in adolescence. 

(A full report on the rationale and sources for the inclusion of these personality attributes 

is provided in the methodology).

An a priori thematic classification of these attributes in conceptual categories is 

presented in table 5.3.

Ratings of personal qualities on which respondents evaluate the story person are factor 

analysed for the British and the Greek sample together, using principal components 

analysis and Varimax rotation. A three-factor solution emerged accounting for 45.3% of 

the total variance. The pattern emerging from the first factor refers to the target person’s 

image and abilities in interpersonal relationships (popularity, attractiveness as a potential 

friend, confidence, sociability). The second factor describes a person who is “nice”, 

warm and happy; moreover, this person is successful, has intellectual abilities and the 

competence to have control over his life and to be independent. The third factor 

describes a person who has thought about his life choices, is ambitious and original and 

gets on well with his parents.

The Cronbach alpha reliabilities for the three factors named “Relationships”, “Abilities” 

and “Maturity” are .82, .87 and .71 respectively. The mean of the items included in each 

factor-personality dimension are calculated and used as dependent variables.
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JQie person described in the story:
Abilities

1. is intelligent
2. is hard-working
3. is active
9. is successful

14. is good in school 
Individuality Independence-Ambition

4. is not ordinary
5. is ambitious
6. is independent 

W armth
8. is good

12. is happy
24. is a warm person 
Control o f life-M aturity
10. copes well with problems
11. is in control of his/her life
15. has a clear idea about mens’/womens’ roles
16. has thought about his/her future career and knows what job he/she wants to do
17. has thought about religion
18. has thought about politics
19. knows what lifestyle he/she aspires to 
Relationships
20. gets on well with his/her parents
21. has a lot of friends
22. is popular
23. is attractive as a potential friend
25. is confident
26. is popular with the opposite gender
27. goes out often
28. is sociable
29. has a regular pocket money
30. has a sensible management of his pocket money
13. has a wide range of interests
7. is a “leader” _______________ _____________ ________________________________ _

Table 5.3.: Conceptual classification o f personality attributes derived from Dittmar et al. (1989);
Dittmar (1992); Dittmar and Pepper (1994).

Along with evaluations of personality attributes, respondents are asked to indicate 

whether they like the person of the story and whether they think he deserves what he has. 

The Cronbach alpha reliability for this factor is .68. A new variable is created by 

estimating the mean of the three items comprising the factor measuring likeability/ 

deservingness of the story person.

5.1.2. Factor analysis for categories of cues used to describe self and others.

In order to explore the categorisation of possessions, behaviours and physical attributes 

by our respondents, two factor analyses-one for cues used to describe self and one for 

cues used to describe others-using principal components analysis and Varimax rotation 

are applied to the British and the Greek sample together. No clear pattern of how 

possessional and behavioural cues and physical attributes load emerged.
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The quantity and variety of categorisations derived from the factor analysis suggest that 

respondents do not separate possessions from behaviours but make mixed 

categorisations of possessional and behavioural cues. Either the way we attempt to 

identify the distinction between possessions and behaviours is not efficient, or there is 

another criterion that differentiates categories of possessions and behaviours and creates 

the factors.

In an attempt to explain the overlap between possessions and behaviours as 

representative of self, it could be claimed that a socially-oriented tendency of individuals 

would be to deny that material possessions are representative of themselves since such a 

statement would identify them as materialists. We have reported that there is abundant 

negative criticism of materialism and attachment to material possessions in contemporary 

society (e.g. Belk, 1983); Csikszentmihalyi and Rochberg-Halton (1981) also report that 

respondents negatively react to the question about special objects by claiming that they 

are not materialists and that things mean nothing to them. It could be argued, however, 

that people are more willing to admit relating to specific possessions-for example, an 

individual does not admit to identify with cars, but to a specific car for specific reasons 

(Belk, 1981; Solomon, 1983). On the other hand, the mentioning of behaviours as 

representative of self tend, in our opinion, to acquire per se a more personal character. 

Admitting that “the way I walk” is representative of me is easier and more natural since 

the phrasing itself as well as the constant enactment of the behaviour entail a more 

personal and intimate character than the mentioning of a material possession. We tend to 

personalise something we do rather than something we own and this especially applies to 

adolescence (Csikszentmihalyi and Rochberg-Halton, 1981). Therefore, both possessions 

and behaviours can be self-expressive and there is often no clear distinction between 

them.

For the purposes of the present research, however, the distinction between possessions 

and behaviours is of primary importance. The emergence of conceptually reasonable 

categories which comprise possessions and behaviours is interesting but out of the scope 

of the present study. Our aim is to distinguish between possessions and behaviours that 

are used in describing self and others and to establish which of the two constitutes a 

more prevalent cue category.

The use of the objective conceptual categorisation between possessions and behaviours 

facilitates the purposes of the study. The conceptual distinction between possessions and 

behaviours is straight forward. Further, a separate category is formed by physical
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attributes that are neither behaviours nor possessions (Belk, 1988). The distribution of 

cues across the three categories is shown in table 5.4.

Possessions Physical attributes Behaviours
1. decorative items 15. my eyes 19. the way I do my hair
2 .books 16. my voice 20. the way I talk
3. magazines 17. my hands 21. the way I walk
4. stereo/tape recorder/CD 18. physical attributes 22. my body language
5. clothes/shoes 23. my smile/laughter
6. accessories/jewellery 24. my sense of humour
7. items connected with hobbies 25. the way I present myself
8. music instrument 26. the entertainment I prefer
9. sports equipment 27. my hobbies

10. items forming special collection 28. my habits
11. photographs 29. the movies I like
12. posters 30. the music I like
13. gifts from family or friends 31. the TV programs I like
14. plants 32. means of transportation I use

33. take care of possessions
34. keep personal space clean and tidy
35. my dreams
36. the way I eat
37. my nationality
38. my religion
39. views on several issues

Table 5.4.: Distribution o f cues across categories o f Possessions, Behaviours and Physical attributes.

The Cronbach alpha coefficients for the above categories are .71 for Possessions, .79 for 

Physical attributes and .81 for Behaviours in self-definition and .83 for Possessions, .84 

for Physical attributes and .84 for Behaviours in person perception. Responses were 

rated on a four-point Likert-type scale ranging from “Very well” to “Not at all”. The 

means of the items comprising these categories are estimated and used as variables.

5.1.3. Factor analysis for categories of Possessions used as cues to describe self or 

others.

The exploratory factor analyses for the use of possessional and behavioural cues to 

describe self and others reported above indicate interesting patterns with regard to 

conceptual distinctions between different categories of possessions. Since the aim of the 

present study is twofold-first to determine the relative prevalence of possessional and 

behavioural cues to describe self and others and second to specify which possessions are 

primarily used in self- and other-description-it will be interesting to perform a factor 

analysis to determine the distinction made by our respondents between different 

categories of possessions.

A factor analysis performed using principal components analysis and Varimax rotation 

for the British and the Greek sample together provides a two-factor solution with
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identical conceptual structures for both possessions that describe self and possessions 

that describe others, accounting for 33.8% and 44.4% of the total variance respectively. 

The first factor appears to refer to items that relate to personal appearance (clothes and 

accessories) or have sentimental value (photos, gifts, plants, stereo). The second factor 

refers to items that are related to hobbies (books, magazines, items forming a collection, 

music instrument, sports equipment) or items that have aesthetic function and value 

(decorative items, posters).

For possessions used to describe self, the reliability estimates for the category of 

“personal appearance and sentimental possessions” is .69 and for the category of 

“possessions related to hobbies or aesthetics” is .61; for possessions used to describe 

others, the estimates are .82 and .69 respectively. The means of the items comprising the 

above categories are estimated and used as variables.

Part B. 

Cultural, gender and identity differences in materialism and self- 

construal. The relationship between self-construal and materialism.
Prior to analysis, data screening was applied to ensure that theoretical assumptions for 

multivariate analysis were met. Data distributions for each dependent variable were 

inspected for missing values, shape and variance. There were no multivariate or 

univariate outliers at a=.001. Results of evaluations of assumptions of normality, 

homogeneity of variance-covariance matrices, linearity and multicollinearity were 

satisfactory. In order to perform regression analysis, examination of residuals scatterplots 

provided satisfactory results with regard to assumptions of normality, linearity and 

homoscedasticity between predicted dependent variables scores and errors of prediction. 

In Part B, we explore hypotheses relating to gender, cultural and identity differences in 

materialism and self-construal and to the relationship between self-construal and 

materialism.

The analytic strategy for the exploration of the above hypotheses is presented in Part B 

in Chapter 4. In short, we perform ANOVAs to explore cultural, gender and identity 

differences in materialism and self-construal (Sections 5.2.1. and 5.3.1.). We also present 

the results of regressional analysis with identity subscale scores, self-construal and 

materialism to explore the relationship between these variables (Sections 5.2.2. and
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5.3.2.). The use of stepwise regression imposes caution with regard to the 

generalisability of our findings due to small sample sizes.

In order to assess identity differences, both total ideological and total interpersonal score 

and identity subscale scores are used. Total materialism score is calculated as the sum of 

responses in the items of the materialism scale. For the evaluation of self-construal, the 

responses of each individual in the two categories of self-construal (individualistic and 

inter-individualistic) are converted into percentages so that the entire response of any 

person adds up to 100%.

5.2. Cultural, gender and identity differences in materialism. The 

relationship between self-construal and materialism.

In section 5.2. we explore the hypotheses that British adolescents, adolescents in least 

advanced stages of ideological identity and adolescents with an individualistic self- 

construal will be more materialistic than Greek adolescents, adolescents in more 

advanced stages of ideological identity and adolescents with an inter-individualistic self- 

construal.

5.2.1. Cultural, gender and identity (total scores) differences in materialism.

A 2(culture) x 2(gender) x 4(total ideological score) x 4(total interpersonal score) 

ANOVA is performed with total materialism score as the dependent variable and gender, 

culture, total ideological score and total interpersonal score as the independent variables. 

The results of the ANOVA are presented in table 5.5.

Source of Variance Sum of Squares df M ean Squares F-ratio F-prob
Culture 613.28 1,133 613.28 6.33 0.013
Gender 5.84 1,133 5.84 5.84 0.80
Inter 419.38 3,133 139.79 1.44 0.23
Ideo 373.83 3,133 124.61 1.28 0.28
Ideo X Inter 707.59 9,133 78.62 78.62 0.60
Culture X Ideo 89.80 3,133 29.93 0.30 0.81
Gender x Ideo 182.45 3,133 60.81 0.62 0.59
Culture X Inter 264.71 3,133 88.23 0.91 0.43
G ender x Inter 437.32 3,133 145.77 1.50 0.21
Culture X Gender 119.94 1,133 119.94 1.23 0.26

Table 5.5.: Results o f the ANOVA for the main and interaction effects o f total ideological score, total 
interpersonal score, gender and culture as the independent variables and materialism as the 
dependent variable.
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Evidently, there is a significant cultural difference in total materialism score. It appears 

that Greek adolescents are less materialistic (mean=56.89) than British adolescents 

(mean=51.89).

5.2.2. The relationship between identity (subscale scores), self-construal and 

materialism.

A multiple regression, using enter method, is performed between scores in the eight areas 

of ideological and interpersonal identity and individualistic self-construal as the 

independent variables and materialism score as the dependent variable. The results 

showed that identity and self-construal are not linked to materialism for our data. The 

correlations between these variables are presented in Appendix B, table 3.1.

Summary and discussion of the results of section 5.2.

Consistent with our hypothesis and with our findings in the study on treasured 

possessions, the results of section 5.2. indicate that British adolescents are more 

materialistic than Greek adolescents. Contrary to our expectations, there are no identity 

or self-construal differences.

Overall, culture appears to be more relevant to materialism than the social category of 

gender or the constructs of identity and self-construal.

5.3. Cultural, gender and identity differences in self-construal.

In section 5.3., we explore the hypothesis that identity diffusers will have a more 

individualistic self-construal than adolescents in other stages of identity formation. 

Overall, the preponderance of the individualistic self-construal is strong (mean in 

individualistic score=67.10, sd=20.61 compared to average mean in inter-individualistic 

self-construal=32.90, sd=20.61) for the adolescents of our sample, regardless of gender, 

culture and identity stage.

5.3.1. Cultural, gender and identity (total scores) differences in self-construal.

A 2(culture) x 2(gender) x 4(total ideological score) x 4(total interpersonal score) 

ANOVA is performed with the inter-individualistic self-construal orientation as the 

dependent variable and gender, culture, total ideological score and total interpersonal 

score as the independent variables. The results of the ANOVA are presented in table 5.6.
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Source o f Variance Sum of Squares df Mean Squares F-ratio F-prob
Culture 601.97 1,134 601.97 1.42 0.23
Gender 410.89 1,134 410.89 0.97 0.32
Inter 1125.37 3,134 375.12 0.88 0.45
Ideo 2781.57 3,134 927.19 2.19 0.09
Ideo X Inter 3966.69 9,134 440.74 1.04 0.41
Culture X Ideo 1776.46 3,134 592.15 1.40 0.24
Gender x Ideo 1431.32 3,134 477.10 1.13 0.34
Culture X Inter 1228.69 3,134 288.04 0.97 0.41
Gender x Inter 864.12 3,134 358.38 0.68 0.56
Culture X Gender 358.38 1,134 447.75 0.84 0.35

Table 5.6.: Results o f the ANOVA for the main and interaction effects o f total ideological score, total 
interpersonal score gender and culture as the independent variables and inter-individualistic self- 
construal as the dependent variable .

There are no significant results for any of the main or interaction effects.

5.3.2. The relationship between identity (subscale scores) and self-construal.

A multiple regression, using stepwise method, is performed between scores in the eight 

areas of ideological and interpersonal identity as the independent variables and inter- 

individualistic self-construal score as the dependent variable. The results of this analysis 

are presented in table 5.7.

Independent variable B BETA t S ig n t
IDACH 1.43 0.24 3.06 0.002
IDDIF -3.59 -0.22 -2.85 0.005
IDFOR 2.12 0.24 2.92 0.004
INFOR -1.80 -0.18 -2.20 0.02

Table 5.7.: The significant results o f the stepwise regression analysis o f identity subscales on inter- 
individualistic self-construal F(4,131)=6.29, p<.01 R^=.16 Adjusted Rf=.13 R=.40.

Evidently, the more adolescents are in the least advanced stage of ideological identity 

(diffusers) or have adopted others’ commitments in interpersonal identity (foreclosures), 

the more they tend to conceive themselves as having an individualistic self-construal. In 

contrast, the more adolescents are advanced (achievers) or have adopted others’ 

commitments in issues of ideological identity (foreclosures), the more they tend to 

perceive themselves as oriented to others (inter-individualistic self-construal). The 

correlations between these variables are presented in Appendix B, table 3.2.

Summary and discussion of the results of section 5.3.

Consistent with our hypotheses, the more adolescents are ideological diffusers or 

interpersonal foreclosures, the more they have an individualistic orientation. In contrast.
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the more adolescents are ideological achievers or foreclosures, the more they have an 

inter-individualistic self-construal.

The finding that ideological diffusers tend to consider themselves as individualistic is 

replicated in our research on meanings of material possessions. With regard to 

ideological achievers or foreclosures having an inter-individualistic self-construal, it may 

be argued that ideological identity “maturity”, both through the personal exploration of 

and commitment to alternatives (achievement) and through the adoption of significant 

others’ points of view (foreclosures), leads to the “socially desired” attitude of being 

other- rather than self-oriented. On the other hand, adoption of others’ commitments in 

interpersonal identity is linked to individualistic self-construal.

The lack of cultural and gender differences in self-construal is consistent with our 

findings in our study on meanings of material possessions.

Part C.
In part C, we explore hypotheses relating to cultural, gender and identity differences in 

the personality evaluation of a person on the basis of his material condition as well as the 

relationship with materialism and self-construal.

In section 5.4., we assess the effectiveness of the manipulation item used to assess how 

well respondents perceived differences in the material wealth of the story person.

5.4. Effectiveness of the manipulation item.

A manipulation item (“the person described in the story is well o ff’) is used to evaluate 

respondents’ understanding of the relative material wealth of the story person.

A 2(material condition of story person) x 2(gender of the story person) ANOVA of the 

“well off’ ratings revealed a significant main effect of target material condition 

(F(l,146)=80.61, p<.01), which shows that respondents consider the “wealthy” story 

person to be better “well off’ (mean=3.41) than the “poor” story person (mean=2.36), 

irrespective of the target person’s gender.

In order to evaluate respondents’ gender, cultural and identity status differences in the 

success of the manipulation item, two ANOVAs are performed. It was decided to 

perform two ANOVAs with the condition of “if target person is poor” and “if target 

person is rich” instead of a 2(respondent culture) x 2(respondent gender) x 2(target 

gender) x 2(target material condition) x 4(total ideological score) x 4(total interpersonal
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score) ANOVA in order to avoid fragmenting the sample into subgroups with low 

frequencies.

A 2(respondent culture) x 2(respondent gender) x 2(target gender) x 4(total ideological 

score) X 4(total interpersonal score) ANOVA of the “well off’ ratings when material 

condition of the target person is “wealthy” shows no significant results. The same 

ANOVA when material condition of the target person is “poor” shows significant main 

effects for respondent gender; there is a slight confound effect for female respondents 

who tend to consider the “poor” target person as better “well off’ (mean=2.66) than 

male respondents (mean=2.05) (F( 1,68)= 12.56, p<.01).

A multiple regression on ratings of the “well-off’ item for total materialism score and 

individualistic self-construal produced no significant results, an indication that there are 

no differences in the understanding of the material condition of the target person 

between respondents high and low in materialistic values or respondents with an 

individualistic or an inter-individualistic self-construal.

Overall, we can conclude that the manipulation of the relative wealth of the story person 

is successful.

Sections 5.5. and 5.6. 

Respondent cultural, gender and identity differences and story person’s 

gender and material condition differences in person perception. The 

relationship with self-construal and materialism.
Sections 5.5. and 5.6. include the analyses performed for the evaluation of cultural, 

gender and identity differences in the attribution of the four personality dimensions 

(“Likeability”, “Relationships”, “Abilities” and “Maturity”) to the story person. The 

relationship between self-construal, materialism and the attribution of these qualities to 

the story person is also explored.

In particular, we test the following hypotheses: British adolescents will be more 

influenced by the target person’s material wealth (in favour of the wealthy story person) 

and by his/her gender (adopting gender-identity stereotypes) in the evaluation of his/her 

personality than Greek adolescents. The gender of the target person will be linked to 

his/her evaluation, in the direction of traditional gender-identity stereotypes. Materialistic 

adolescents will be more affected by the target person’s material wealth in their 

evaluation of his/her personality. An individualistic self-construal and ideological identity
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will be more relevant to the evaluation of self-centred attributes (Abilities and Maturity) 

while an inter-individualistic self-construal and interpersonal identity will be more 

relevant to the evaluation of other-oriented personality attributes (Likeability and 

capabilities in Relationships).

Analytic strategy.
The analytic strategy for the analyses reported in the following sections as well as in Part 

D is presented in the chapter on meanings of treasured possessions.

Rationale and structure of the analyses.
Since the same analytic strategy is applied for both the “Likeability” dimension and the 

personality attributes “Relationships”, “Abilities” and “Maturity”, the rationale and 

structure of the analyses are presented once; whenever there is a differentiation in the 

analyses, it will be reported.

As reported in section 5.1.1., three items of those used to evaluate the story person 

created a factor (“Likeability”) measuring if the respondents like the target person and if 

they feel he/she deserves what he/she has. Further, a factor analysis of the items used to 

evaluate the story person revealed three factors measuring the target person’s 

competence in interpersonal relationships, his/her intellectual and general abilities and 

his/her having thought about life, which are named “Relationships”, “Abilities” and 

“Maturity” respectively. For all four personality dimensions, the mean of the items 

included in each dimension are calculated and used as dependent variables.

The analyses for the “Likeability” dimension are performed and presented (Section 5.5.) 

separately from the remaining three personality dimensions (Section 5.6.) for two 

reasons. First, the “Likeability” dimension was identified as a separate dimension of 

personality attributes and was not included in the factorial analysis described in section

5.1.1. Second, expressing the degree to which the story person is liked or disliked 

constitutes an overall predisposition toward the story person while the attribution of 

abilities, maturity or capability in relationships constitutes a structured evaluation of the 

story person.

To evaluate gender, cultural and identity differences in the degree to which the story 

person is liked/disliked, a number of analyses are performed with different combinations
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of the independent variables. On the basis of the aforementioned restrictions in the use of 

total identity scores, the analyses we can perform are a) a 2(target gender) x 2(target 

material condition) x 2(gender) x 2(culture) x 4(total ideological score) ANOVA and a 

2(target gender) x 2(target material condition) x 2(gender) x 2(culture) x 4(total 

interpersonal score) ANOVA or b) a 2(culture) x 2(respondent gender) x 2(target 

gender) by 2(target material condition) ANOVA and a 4(total ideological score) x 

4(total interpersonal score) ANOVA on the attribution of “likeability/deservingness” to 

the story person. The first option produced empty cells and no high order interactions 

could be explored. The drawback of the second option is that interactions between total 

identity scores and target material condition/target gender, which would be of interest, 

are not explored. However, no such interaction effects emerged in the various analyses 

we exploratively performed. On the other hand, the 2(culture) x 2(gender) x 2(target 

material condition) x 2(target gender) ANOVA reveals significant interaction effects. 

Therefore, the results of a 2(culture) x 2(respondent gender) x 2(target gender) by 

2(target material condition) ANOVA and a 4(total ideological score) x 4(total 

interpersonal score) ANOVA on the degree to which the story person is liked/disliked 

are presented (sections 5.5.1. and 5.5.2.).

The same options and restrictions applied for the MANOVA analyses performed to 

evaluate gender, cultural and identity differences in the attribution of abilities, maturity 

and capability in relationships to the story person. The 2(culture) x 2(respondent gender) 

X 2(target gender) x 2(target material condition) x 4(total ideological score) MANOVA 

and 2(culture) x 2(respondent gender) x 2(target gender) x 2(target material condition) x 

4(total interpersonal score) MANOVA produced empty cells and as a consequence, no 

high order interactions could be explored.

Alternatively, a 2(culture) x 2(respondent gender) x 2(target gender) by 2(target material 

condition) MANOVA, a 4(total ideological score) x 2(target gender) x 2(target material 

condition) MANOVA and a 4(total interpersonal score) x 2(target gender) x 2(target 

material condition) MANOVA on the degree to which our respondents attributed the 

three personality qualities to the story person were performed and were not prohibited by 

the problem of empty cells. The results of these analyses are presented in sections 5.6.1. 

and 5.6.2.
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The option of performing analysis of covariance was not adopted in these analyses or in 

the analyses presented in Part D because it is our scope to explore identity, cultural and 

gender differences on an equal basis.

Theoretical and statistical reasons dictate the use of identity subscale scores in the 

analysis. A multiple regression analysis is thus performed between the attribution of each 

of the personality dimensions (“Likeability”, “Relationships”, “Abilities” and “Maturity”) 

to the story person by our respondents as the dependent variable and identity subscale 

scores, individualistic self-construal and materialism score as the independent variables. 

The results of this analysis are presented in section 5.5.3 for the “Likeability” dimension 

and in section 5.6.3. for the remaining three personality dimensions. Caution should be 

taken, however, in generalising these findings because stepwise regression results are not 

stable across relatively small samples like the one used in the present study.

The above analyses indicated that further attention should be given to the role of 

materialism in person perception. As a first step, because of the large number of 

independent variables (culture, gender, total ideological and interpersonal score, target 

material condition, target gender and self-construal), an hierarchical regression is 

performed to determine the stronger predictors of each personality dimension. The 

hierarchical regressions are performed with the degree to which respondents attribute 

each of the personality qualities (likeability, abilities, maturity and capability in 

relationships) to the story person entered as the dependent variable. The order of the 

independent variables was decided on the basis of their relevance to the dependent 

variables in question as illustrated in previous research and of the priority attributed to 

the variables in our research. In particular, previous research has shown that culture and 

gender are related to person perception (e.g. Dittmar et al., 1989; Dittmar, 1992) as well 

as to identity (e.g. Abraham, 1983; O’Neil, 1986 in Clancy and Dollinger, 1993), self- 

construal (e.g. Bond and Smith, 1993; Triandis, 1988) and materialism (e.g. Belk, 1984). 

The priority of culture and gender was further dictated by their relevance to the effect of 

target gender and target material condition in person perception (Dittmar et al., 1989; 

Dittmar, 1992). Therefore, they were placed in the first block of hierarchical regression. 

Since the focus of the present research is to explore the role of identity in person 

perception, priority was given to identity scores and self-construal in the second block. 

The literature has also established the relevance of materialism in person perception 

(Hunt et al., 1996), which was thus placed in the third block. Finally, target gender and
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target material condition were placed in the fourth block of the hierarchical regression 

since there is research indicating their relevance to person perception (Dittmar et al., 

1989; Dittmar, 1992). An ANOVA is next performed with the strong predictors as the 

independent variables and the degree to which respondents like/dislike the story person 

as the dependent variable. An identical ANCOVA is also performed with materialism as 

the covariate in order to explore the role of materialism in person perception.

A second way of exploring the interaction of materialism and target material condition, is 

to transform the materialism score into a categorical variable separating materialistic 

from non-materialistic adolescents. It was decided that the cut-off point for this 

distinction would be the inter-quartile range; the top 25% of adolescents with the highest 

materialistic scores (score 61-80) and the low 25% of adolescents with the lowest 

materialism scores (score 25-49) were selected. An ANOVA of the strong predictors 

along with materialism as a categorical variable is performed on the degree to which 

respondents like/dislike the story person. These analyses are presented in section 5.5.4. 

The same rationale is applied for the evaluation of the role of materialism in person 

perception for the remaining three personality dimensions. An hierarchical regression is 

performed and MANGY As corresponding to the above ANOVAs are applied. The 

results of these analyses are presented in section 5.6.4.

5.5. Cultural, gender and identity differences in the degree to which 

respondents like/dislike the story person. The relationship with self- 

construal and materialism.

5.5.1. Cultural and gender differences in the degree to which respondents 

like/dislike the story person.

To evaluate gender and cultural differences in the degree to which respondents 

like/dislike the story person, a 2(culture) x 2(respondent gender) x 2(target gender) by 

2(target material condition) ANOVA is performed; the degree to which respondents 

like/dislike the story person is the dependent variable and gender, culture, target gender 

and target material condition are the independent variables. The results of the analysis are 

presented in table 5.8.
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Source of Variance Sum o f Squares df Mean Squares F -ratio F-prob
Culture 0.37 1,149 0.37 0.58 0.44
Gender 0.88 1,149 0.88 1.39 0.24
Target gender 0.54 1,149 0.54 0.85 0.35
Target material condition 4.50 1,149 4.50 7.09 0.009
Culture X Gender 1.10 1,149 1.10 1.73 0.19
Culture X Targender 2.78 1,149 2.78 4.38 0.03
Culture X Tarmat 0.51 1,149 0.51 0.80 0.37
Gender x Targender 0.65 1,149 0.65 1.02 0.31
Gender x Tarmat 0.002 1,149 0.002 0.003 0.95
Targender x Tarmat 0.006 1,149 0.006 0.01 0.92
Culture X Gender x  Targender 0.46 3,149 0.46 0.73 0.39
Culture X Gender x  Tarmat 0.15 3,149 0.15 0.24 0.62
Culture X Targender x  Tarmat 4.49 3,149 4.49 7.07 0.009
Gender x Targender x Tarmat 0.44 3,149 0.44 0.44 0.40

Table 5.8.: Results o f the ANOVA fo r the main and interaction effects o f gender, 
and target material condition as the independent variables and the degree 
like/dislike the story person as the dependent variable.

culture, target gender 
to which respondents

There is a significant main effect of target material condition indicating that respondents 

like the poor target person more (mean=2.86) than the wealthy (mean=2.52).

The significant interaction effect of culture by target gender indicates that the gender of 

the target person makes a difference for British adolescents who like the male target 

person more (mean=2.95) than the female target person (mean=2.54). There is also a 

cultural difference with regard to the male target person; British like the male target 

person more (mean=2.95) than Greek adolescents do (mean=2.57).

The significant interaction effect of culture by target gender by target material condition 

shows that all differences involve the wealthy target person. In particular, there is a 

significant cultural difference with British adolescents liking the male wealthy target 

person more (mean=3) than Greek adolescents do (mean=2.18). Moreover, the gender of 

the wealthy target person makes a difference for British adolescents who like the male 

wealthy target person (mean=3) more than the female wealthy target person 

(mean=2.23).

5.5.2. Identity differences (total scores) in the degree to which respondents 

like/dislike the story person.

To evaluate identity differences in the degree to which respondents like/dislike the story 

person, a simple factorial 4(total ideological score) x 4(total interpersonal score) 

ANOVA is performed with the degree to which respondents like/dislike the story person 

as the dependent variable and total ideological and total interpersonal score as the 

independent variables. The results of the analysis are presented in table 5.9.
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Source o f Variance Sum of Squares df M ean Squares F-ratio F-prob
Ideological 8.69 3,149 2.89 4.52 0.005
Interpersonal 2.33 3,149 0.77 1.21 0.30
Ideological x Interpersonal 8.32 9,149 0.92 1.44 0.17

Table 5.9.: Results o f the ANOVA fo r the main and interaction effects o f total ideological and total 
interpersonal identity score as the independent variables and the degree to which respondents 
like/dislike the story person as the dependent variable.

For the main effect of total ideological score, use of Scheffe shows that there is a 

significant difference between diffusers and moratoriums, with ideological diffusers liking 

the target person more (mean=3.08) than ideological moratoriums (mean=2.59).

5.5.3. The relationship between identity (subscale scores), self-construal, 

materialism and the degree to which respondents like/dislike the story person.

A multiple regression analysis, using stepwise method, is applied with identity subscales, 

individualistic self-construal and materialism as the independent variables and the degree 

to which respondents like/dislike the story person as the dependent variable. The results 

of the analysis are presented in table 5.10.

Independent variables B BETA t S ig n t
IDDIF 0.13 0.22 2.81 0.005
INM OR 0.06 0.22 2.78 0.006
M aterialism -0.02 -0.35 -4.44 0.000

Table 5.10.: The significant results o f the stepwise model regression analysis between identity 
subscales, individualistic self-construal and materialism as the independent variables and the 
degree to which respondents like/dislike the story person as the dependent variable 
F(3,126)=11.80, p<.OI R^=.2I Adjusted R^=.20 R=.46.

Evidently, ideological diffusion, interpersonal moratorium and total materialism score are 

significant predictors of the degree to which respondents like/dislike the story person. 

The direction of the results shows that the more adolescents are indifferent to issues of 

ideological identity or in the stage of exploring alternatives in the area of interpersonal 

identity, the more they like the target person. Also, the more materialistic respondents 

are, the more they like the target person (materialism scale inversely scored). The 

correlations between these variables are presented in Appendix B, table 3.3.
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5.5.4. The role of materialism in the degree to which respondents like/dislike the 

story person.

It is essential to explore the direction of the relationship between materialism and person 

perception and its link to the target material condition in order to test our hypothesis that 

materialists will be more influenced by the target person’s material condition than non

materialists.

In order to clarify the picture and isolate the strongest predictors of the degree to which 

respondents like/dislike the story person, an hierarchical regression is applied on the 

degree to which respondents like/dislike the story person where culture and gender are 

entered in the first block, identity and self-construal in the second block, materialism in 

the third block and target gender and target material condition in the fourth block. The 

results of the analysis are presented in table 5.11.

The results of the analysis reveal that in the second block, total ideological score is a 

strong predictor of the degree to which respondents like/dislike the story person after 

differences due to gender, culture, total interpersonal score and self-construal are 

accounted for. In the third block, addition of materialism in the equation contributes 

significantly to prediction of the attribution of likeabihty to the story person after 

differences due to gender, culture, identity and self-construal are accounted for. In the 

fourth block, addition of target material condition in the equation contributes 

significantly to prediction of the attribution of likeability to the story person after 

differences due to gender, culture, identity, self-construal and materialism are accounted 

for. The correlations between these variables are presented in Appendix B, table 3.4.

Independent variables B BETA t S ig n t
Gender 0.14 0.08 1.09 0.27
Culture 0.25 0.15 1.76 0.08
Indip 0.003 0.08 1.03 0.30
Ideo -0.18 -0.24 -0.89 0.006
Inter -0.06 -0.07 -4.33 0.37
M aterialism -0.02 -0.36 2.72 0.000
Target m aterial condition 0.35 0.21 0.65 0.007
Target gender 0.08 0.05 7.18 0.51

Table 5.11.: Results o f the hierarchical regression analysis between culture and gender in the first 
block, total identity scores and individualistic self-construal in the second block, materialism in 
the third block and target gender and target material condition in the fourth block as the 
independent variables and the degree to which the story person is liked/disliked by the 
respondents as the dependent variable F(8,120)=5.12, p<.01 R^=.25 Adjusted R^=.20 R=.50.

Evidently, the strongest predictors of the degree to which respondents like/dislike the 

story person are total ideological score, target material condition and materialism. A
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2(target material condition) x 4(total ideological score) ANOVA and a 2(target material 

condition) x 4 (total ideological score) ANCOVA with materialism as a covariate are 

performed with degree to which respondents like/dislike the story person as the 

dependent variable. The ANOVA produced significant main effects for both total 

ideological score (F(3,144)=4.18, p<.01) and target material condition (F(l,144)=6.58, 

p<.01). The ANCOVA produced slightly different results since only target material 

condition reached statistical significance (F(l,139)=3.05, p<.05). Also, materialism as a 

covariate is significant (F(l,139)=25.75, p<.01). We can thus conclude that materialistic 

values have an important role in the degree to which respondents like/dislike the story 

person since the covariate analysis reveals significant relationships between materialism 

and likeability and alters the results of the original ANOVA. In other words, there is a 

systematic relationship between materialism and attribution of likeability to the story 

person.

To further explore this relationship, we perform an ANOVA with the strong predictors 

(total ideological score and target material condition) as well as with materialism score 

converted into a categorical variable as the independent variables and the degree to 

which the story person is liked/disliked as the dependent variable. The results of the 

analysis reveal significant main effects of total ideological score (F(3,74)=5.79, p<.01), 

materialism (F(l,74)=17.29, p<.01) and target material condition (F(l,74)=4.30, p<.05). 

Moreover, a significant interaction effect of target material condition by materialism 

(F(l,74)=7.38, p<.05) indicates that materialists tend to like the wealthy target person 

significantly more (mean=3.15) than non-materialists (mean=1.81) while non-materialists 

like the poor person more (mean=2.75) than the wealthy person (mean=1.81). In other 

words, the target material condition is related to attribution of likeability to the story 

person for non-materialists and endorsement of materialistic values is relevant only to the 

evaluation of the wealthy target person.

Summary and discussion of the results of section 5.5.

Consistent with previous research findings (e.g. Dittmar, 1992, 1994), the poor person is 

more liked than the wealthy one. Even though in the present study we have not included 

social class differences in order to assess the applicability of social identity theory, we 

can tentatively claim that adolescents tend to adopt dominant representations of the 

wealthy and the poor, liking the poor more than the wealthy.
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Consistent with our hypotheses, British are affected by the target material condition but 

only when the male target person is involved; British adolescents like the wealthy male 

more than the wealthy female and more than Greek respondents do. In accord with 

previous research (Dittmar, 1989), the gender of the target person is important for the 

British who aspire to the lifestyle of the wealthy male and consider that he deserves what 

he has; in contrast, they do not like the wealthy female so much, do not consider that she 

deserves her relative affluence and do not aspire to her lifestyle possibly because 

affluence conveys unsuitable female attributes. Apparently, gender stereotypes that 

attach success to the male, attribute it to his personal effort and hnk their liking him to 

his material success are more prevalent for the British than for the Greek adolescents 

who are not affected by the target’s gender or material condition. It seems that gender 

stereotypes are not universally shared and that, consistent with theoretical assumptions 

and research findings (Dittmar et al., 1989; McCracken, 1990), there are cultural 

differences in the involvement of material possessions in person perception. These 

cultural differences are not attributed to cultural differences in self-construal. It is 

possible that the prevalence of materialistic values among the British moderates the role 

of target material condition in person perception through cultural and target gender 

differences (Markus and Kitayama, 1991; Triandis, 1988).

When we attempted to directly explore materialism differences in the role of target 

material condition in person perception, however, findings were ambiguous. Contrary to 

our hypothesis and to previous research findings (Dittmar and Pepper, 1994), materialists 

are not more influenced by the target material condition than non-materialists. The target 

material condition is related to the evaluation of the story person for non-materialistic 

adolescents who tend to like the poor target person more than the wealthy target person. 

The finding that materialists like the wealthy person more than non-materialists is 

consistent with previous research findings (Dittmar and Pepper, 1994).

Contrary to our hypothesis, both ideological and interpersonal identity equally predict 

likeability of the target person and in terms of explained variance the result is fairly 

important. Ideological diffusers are overall more lenient in their evaluations; 

interpersonal moratoriums also like the story person while ideological moratoriums do 

not. There is an interesting difference between ideological and interpersonal identity. For 

ideological identity, there is a tendency for adolescents in the more advanced statuses to 

like the target person less than adolescents in the least advanced stages. The opposite 

tendency appears to apply for interpersonal identity. Different mechanisms, psychological
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characteristics and needs or indeed a different rationale that accompanies the two 

different identity statuses (diffusion and moratorium) and are attributable to the different 

area of identity (ideological and interpersonal) trigger the same behaviour. In the case of 

ideological diffusion, conformity and susceptibility to peer pressure (Adams et al., 1985) 

as well as an impulsive way of thinking (Bernard, 1981) are linked to a positive reaction 

to the story person. In the case of interpersonal moratorium, social anxiety (Craig-Bray 

et al., 1988) is reflected in the adolescent adopting a positive reaction to the story 

person; it is possible that adolescents who are currently exploring issues of interpersonal 

identity are less socially anxious (Craig-Bray et al., 1988) than ideological moratoriums 

and as a result more open to like others.

The relevance of social class is undeniable when studying the role of material wealth in 

personality evaluations (e.g. Dittmar, 1992). Therefore, caution should be taken in 

generalising our findings on adolescent populations outside the context of the middle 

class which was represented in the present study.

5.6. Cultural, gender and identity differences in the attribution of 

Abilities, Maturity and capability in Relationships. The relationship 

with self-construal and materialism.

5.6.1. Cultural and gender differences in the personality evaluation of the target 

person in the dimensions of Abilities, Relationship and Maturity.

To explore gender and cultural differences in the evaluation of the story person in the 

three personality dimensions, a 2(culture) x 2(respondent gender) x 2(target gender) by 

2(target material condition) MANOVA is performed; the degree to which respondents 

attribute abilities, maturity and capability in relationships to the story person are entered 

simultaneously as the dependent variables and gender, culture, target gender and target 

material condition are the independent variables.

A correlational analysis between our dependent and independent variables, presented in 

Appendix D, table 5.6., reveals significant correlations and therefore stepdown analysis 

results are also reported.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by culture and target material condition. Table 5.12. presents Wilk’s criterion, F 

value and significance of F for every main effect and their interaction.
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Independent variable W ilk’s criterion df F-ratio F-prob
Tarmat 0.60 3,129 27.9 0.000
Targender 0.99 3,129 0.28 0.83
Gender 0.95 3,129 2.25 0.08
Culture 0.61 3,129 26.6 0.00
Tarmat x targender 0.98 3,129 0.50 0.67
Tarmat x gender 0.94 3,129 2.50 0.06
Tarmat x culture 0.95 3,129 1.85 0.14
Targender x gender 0.95 3,129 2.15 0.09
Targender x culture 0.98 3,129 0.77 0.50
Gender x culture 0.96 3,129 1.72 0.16
Tarmat x targender x gender 0.98 3,129 0.70 0.54
Tarm at x targender x culture 0.96 3,129 1.39 0.24
Tarm at x gender x culture 0.99 3,129 0.28 0.83
Targender x gender x culture 0.99 3,129 0.40 0.74
Gender x Culture x Targender x Tarmat 0.99 3,129 0.10 0.95

Table 5.12.: Wilk’s criterion, F value and significance o f F fo r  the 
independent variables (gender, culture, target gender and 
dependent variables (the degree to which respondents 
characteristics to the story person) from the MANOVA .

main and interaction effects o f the 
target material condition) on the 
attributed the three personality

To further investigate the relationships among the dependent and the independent 

variables, an assessment of the univariate and stepdown results of the MANOVA is 

required. The significant results of the analysis are presented in table 5.13.

Independent variables Dependent variables Univariate F df Stepdown F df
Gender x Culture Abilities 4.65* 1,131 2.41 1,130
Tarm at x Gender Maturity 7.00** 1,131 7.10** 1,129
Culture Abilities 66.69** 1,131 72.65** 1,130

Maturity 23.02** 1,131 2.52 1,129
Tarmat Relationships 28.50** 1,131 28.50** 1,131

Abilities 12.38** 1,131 46.04** 1,130
Gender Abilities 1.80 1,131 4.68* 1,130

Table 5.13.: The significant results o f MANOVA with gender, culture, target gender and target material 
condition as the independent variables and the degree to which respondents attribute the three 
personality characteristics to the story person as the dependent variables. Univariate and 
stepdown analysis results are reported.

* p<.05
** p<.01.

The main effect of culture is related to attribution of abilities and maturity. British 

adolescents consider the target person to have greater abilities (mean=2.77) than Greek 

adolescents do (mean=2.18). Also, British adolescents believe that the target person is 

more mature (mean=2.14) than Greek adolescents do (mean=1.76).

The main effect of the story person’s material condition is related to attribution of the 

personality dimensions of relationships and abilities. The wealthy story person 

(mean=3.04) is considered to be more capable in relationships than the poor story person 

(mean=2.63) but to have less general abilities (mean=2.35) than the poor person 

(mean=2.60).
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The main effect of gender is related to attribution of abilities. Male adolescents attribute 

more abilities to the story person (mean=2.52) than female adolescents (mean=2.42).

The interaction of target material condition by respondent gender is related to attribution 

of maturity. Target material condition is significant for male respondents who consider 

the poor target person to be significantly more mature (mean=2.10) than the wealthy 

target person (mean=1.88). Moreover, gender is significant for the evaluation of the poor 

story person with male respondents attributing more maturity to the poor target person 

(mean=2.10) than female respondents (mean=1.79).

The interaction of respondent culture by respondent gender is related to attribution of the 

personality dimension of abilities. It appears that the main effect of culture on attribution 

of Abilities applies to both male and female British adolescents with British males 

(mean=2.75) and females (mean=2.81) attributing significantly more abilities to the 

target person than Greek males (mean=2.30) and females (mean=2.05). There is also a 

significant gender difference among Greek respondents; male Greeks tend to attribute 

significantly more abilities to the target person (mean=2.30) than female Greeks 

(mean=2.05).

5.6.2. Identity (total scores) differences in the evaluation of the target person in the 

three personality dimensions (Abilities, Relationships and Maturity).

To evaluate identity differences in the degree to which the three personality 

characteristics are attributed to the story person by respondents, two separate 

MANOVAs are performed for ideological and interpersonal identity score.

A 4(total ideological score) x 2(target gender) x 2(target material condition) MANOVA 

is performed; the degree to which the three personality qualities (capability in 

“relationships”, “abilities” and “maturity”) are attributed to the story person are entered 

simultaneously as the dependent variables and total ideological score, target gender and 

target material condition are the independent variables.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by total ideological score and target material condition. Table 5.14. presents 

Wilk’s criterion, F value and significance of F for every main effect and their interaction. 

The significant results of the Univariate and stepdown analysis are presented in table 

5.15.
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Independent variables W ilk’s criterion df F-ratio F-prob
Ideo 0.77 9,301 3.80 0.000
Tarmat 0.76 3,124 12.42 0.000
Targender 0.99 3,124 0.26 0.85
Ideo X Tarmat 0.92 9,301 1.06 0.38
Ideo X targender 0.91 9,301 1.32 0.22
Tarmat x targender 0.95 3,124 1.83 0.14
Ideo X tarm at x targender 0.92 9,301 1.08 0.37

Table 5.14.: Wilk’s criterion, F value and significance o f F fo r the main and interaction effects o f the 
independent variables (total ideological score, target gender and target material condition) on the 
dependent variables (the degree to which respondents attributed the three personality qualities to 
the story person) from the MANOVA .

Independent variables Dependent variables Univariate F df Stepdown F df
Ideo Abilities 9.88** 3,126 0.77 3,126

Maturity 5.17** 3,126 10.13** 3,125
Tarmat Relationships 7.52** 1,126 7.52** 1,126

Abilities 12.43** 1,126 27.66** 1,125
Tarm at x targender Abilities 5.13* 1,126 3.06 1,125

Table 5.15.: The significant results o f MANOVA with total ideological score, target gender and target 
material condition as the independent variables and degree to which respondents attributed the 
three personality qualities to the story person as the dependent variables. Univariate and 
stepdown analysis results are reported.

* p<.05
** p<.01.

The main effect of total ideological score is related to attribution of the personality 

dimensions of abilities and maturity. Use of Scheffe shows that diffusers (mean=2.78) 

attribute greater abilities to the story person than foreclosures (mean=2.46), moratoriums 

(mean=2.32) and achievers (mean=2.16). Use of Scheffe also reveals that ideological 

diffusers tend to attribute greater maturity (mean=2.16) to the story person than 

adolescents in the stages of moratorium (mean=1.87) or achievement (mean=1.62).

The main effect of the story person’s material condition is related to attribution of 

abilities and capabilities in relationships. Respondents tend to consider the wealthy story 

person to be more capable in relationships (mean=2.95) than the poor person 

(mean=2.65). In contrast, respondents tend to attribute greater abilities to the poor 

person (mean=2.62) than to the wealthy person (mean=2.23).

The interaction of target material condition by target gender is related to attribution of 

the personality dimension of abilities. The target material condition is significant for the 

male with the poor male target person attributed significantly more abilities (mean=2.67) 

than the wealthy male target person (mean=2.36) as well as for the female target person 

with the poor female attributed significantly more abilities (mean=2.52) than the wealthy 

female target person (mean=2.26). It appears that regardless of his/her gender, the poor 

person is considered to have more abilities than the wealthy person.
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A 4(total interpersonal score) x 2(target gender) x 2(target material condition) 

MANOVA is performed; the degree to which respondents attribute the three personality 

qualities to the story person are entered simultaneously as the dependent variables and 

total interpersonal score, target gender and target material condition are the independent 

variables.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by target material condition. Table 5.16. presents Wilk’s criterion, F value and 

significance of F for every main effect and their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Inter 0.89 9,299 1.62 0.10
Tarmat 0.73 3,123 14.68 0.00
Targender 0.97 3,123 1.11 0.34
Inter x tarmat 0.90 9,299 1.39 0.19
Inter x targender 0.94 9,299 0.80 0.61
Tarmat x targender 0.98 3,123 0.58 0.62
Inter x tarmat x targender 0.95 9,299 0.66 0.74

Table 5.16.: Wilk’s criterion, F value and significance o f F for the main and interaction effects o f the 
independent variables (total interpersonal score, target gender and target material condition) on 
the dependent variables (degree to which respondents attribute the three personality 
characteristics to the story person) from the MANOVA.

The significant results of the Univariate and stepdown analysis are presented in table 

5.17.

Independent variables Dependent variables Univariate F df Stepdown F df
Inter Maturity 4.37** 3,125 3.12* 3,123
Tarmat Relationships 13.84** 1,125 13.84** 1,125

Abilities 7.88** 1,125 25.38** 1,124
Table 5.17.: The significant results o f MANOVA with total interpersonal score, target gender and target 

material condition as the independent variables and degree to which respondents attribute the 
three personality qualities to the story person as the dependent variables. Univariate and 
stepdown analysis results are reported.

* * p < .01 .

The main effect of the story person’s material condition is related to attribution of the 

personality dimensions of relationships and abilities. Respondents consider the wealthy 

person to be more capable in relationships (mean=3.01) than the poor person 

(mean=2.64). In contrast, respondents believe that the poor person has more abilities 

(mean=2.56) than the wealthy person (mean=2.24).

The main effect of total interpersonal identity is related to attribution of maturity. 

Interpersonal moratoriums compared to adolescents in any other stage of interpersonal
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identity formation tend to consider the story person as being significantly more mature 

(mean=2.01).

5.6.3. Relationship between identity (subscale scores), self-construal, materialism 

and the personality evaluation of the story person in the three personality 

dimensions (Abilities, Relationships and Maturity).

A multiple regression, using stepwise method, is performed between the degree to which 

respondents attribute each of the personality dimensions to the story person as the 

dependent variable and subscale identity scores, individualistic self-construal and total 

materialism score as the independent variables. The results of this analysis are presented 

in table 5.18.

Evidently, total materialism score is a strong predictor of the attribution of the 

personality dimensions Relationships and Maturity. The direction of the relationships 

reveals that the more materialistic respondents are, the more they consider the target 

person to be mature and capable in social relationships. Ideological diffusion, 

interpersonal achievement and total materialism score are strong predictors of the 

attribution of the personality dimension Abilities. The direction of the relationships 

reveals that the more materialistic respondents are, the more they consider the target 

person to have abilities. Moreover, the higher the respondent scores in ideological 

diffusion, the more he considers the story person to have abilities while the higher the 

respondent scores in interpersonal achievement, the less he considers the story person to 

have abilities. The correlations between these variables are presented in Appendix B, 

table 3.5.

Dependent variables Independent variables B BETA t S ig n t
Relationships M aterialism -0.01 -0.26 -3.06 0.002
Abilities Independent variables B BETA t S ig n t

IDDIF 0.09 0.24 3.12 0.002
INACH -0.02 -0.18 -2.43 0.01
M aterialism -0.01 -0.38 -4.98 0.000

Maturity Independent variables B BETA t S ig n t
M aterialism -0.01 -0.31 -3.79 0.0002

Table 5.18.: The significant results o f the stepwise regression analysis between identity subscales, 
individualistic self-construal and materialism as the independent variables and the degree to 
which respondents attributed the three personality dimensions to the story person as the 
dependent variables. For the personality dimension Relationships F(l,127)=9.38, p<.01 R^=.06 
Adjusted R^=.06 R=.26. For the personality dimension Abilities F(3,123)=14.93, p<.01 R^=.26 
Adjusted R^-.24 R=.51. For the personality dimension Maturity F(1,127)=14.40, p<.01 R^=.10 
Adjusted R^=.09 R=.31.
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5.6.4. The role of materialism in the evaluation of the story person in the three 

personality dimensions (Abilities, Relationships and Maturity).

Because of the large number of independent variables and in order to clarify the picture, 

an hierarchical regression is applied with the degree to which respondents attribute the 

three personality dimensions to the story person as the dependent variables. In the first 

block, culture and gender are entered as the independent variables, in the second block 

identity total scores and self-construal, in the third block materialism and in the fourth 

block target gender and target material condition. The results of the hierarchical 

regression are presented in table 5.19.

Dependent variables Independent variables B BETA t S ig n t
Relationships Culture -0.03 -0.03 -0.34 0.73

Gender -0.09 -0.10 -1.27 0.20
Ideo -0.02 -0.05 -0.65 0.51
Inter -0.003 -0.007 -0.09 0.92
Indip -0.001 -0.07 -0.87 0.38
Materialism -0.012 -0.27 -3.21 0.001
Target gender -0.071 -0.07 -0.93 0.35
Target material 
condition

-0.36 -0.38 -4.77 0.00

Abilities Independent variables B BETA t S ig n t
Culture -0.40 -0.39 -5.21 0.000
Gender 0.09 0.09 1.38 0.16
Ideo -0.08 -0.18 -2.48 0.01
Inter -0.04 -0.08 -1.25 0.21
Indip 1.58 0.006 0.08 0.92
Materialism -0.01 -0.26 -3.68 0.0004
Target gender 0.007 0.001 0.02 0.98
Target material 
condition

0.28 0.27 4.16 0.0001

M aturity Independent variables B BETA t S ig n t
Culture -0.33 -0.35 -3.95 0.0001
Gender 0.06 0.06 0.82 0.40
Ideo -0.06 -0.14 -1.69 0.09
Inter -0.02 -0.04 -0.56 0.57
Indip -0.002 -0.11 -1.43 0.15
M aterialism -0.008 -0.18 -2.20 0.02
Target gender -0.08 -0.08 -1.08 0.27
Target material 
condition

0.04 0.05 0.65 0.51

Table 5.19.: Results o f the hierarchical regression analysis between culture and gender in the first 
block, total identity scores and individualistic self-construal in the second block, materialism in 
the third block and target gender and target material condition in the fourth block as the 
independent variables and the degree to which respondents attribute the three personality 
dimensions to the story person as the dependent variables. For the personality dimension 
Relationships F(8,119)=4.86, pK.OI R^=.24 Adjusted R^-.19 R=.49. For the personality 
dimension Abilities F(8,117)=14.07, p<.01 R^=.49 Adjusted R^=.45 R=.70. For the personality 
dimension Maturity F(8,119)=5.65, p<.01 R^=.27 Adjusted R^=.22 R=.52.

For attribution of capabilities in Relationships, in block number three, only materialism 

contributes significantly to prediction of attribution of the personality dimension of
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Relationships after differences due to culture, gender, identity and self-construal are 

accounted for. In block number four there is an increase in prediction of attribution of 

the dimension Relationships by addition of target material condition in the equation if 

differences due to culture, gender, identity, self-construal, materialism and target gender 

are accounted for.

For attribution of Abilities, in the first block, culture makes a contribution to prediction 

of attribution of the personality dimension of Abilities. There is an increase in prediction 

of attribution of the personality dimension of Abilities by addition of total ideological 

score in the equation if differences due to culture, gender, total interpersonal score and 

self-construal are accounted for in the second block and by addition of materialism to the 

equation after differences due to culture, gender, identity and self-construal are 

accounted for in the third block. In the fourth block, there is an increase in prediction by 

addition of target material condition to the equation after differences due to culture, 

gender, identity, self-construal, materialism and target gender are accounted for.

For attribution of Maturity, culture contributes to prediction of attribution of the 

personality dimension of Maturity in the first block. Addition of materialism in the 

equation reliably improves prediction of attribution of the personality dimension of 

Maturity after differences due to culture, gender, identity and self-construal are already 

accounted for in the third block while addition of target gender and target material 

condition does not reliably improve prediction of attribution of the maturity dimension in 

the fourth block. The correlations between these variables are presented in Appendix B, 

table 3.6. The conclusion from the hierarchical analysis is that the strongest predictors of 

the attribution of the personality dimensions are total ideological score, target material 

condition, culture and materialism.

A 2(target material condition) x 2(culture) x 4(total ideological score) MANOVA on the 

degree to which the three personality dimensions are attributed to the story person 

reveals a main effect of total ideological score for attribution of Abilities (stepdown 

F(3,125)=4.03, p<.01), a main effect of culture for attribution of Abilities (stepdown 

F( 1,125)=18.04, p<.01) and Maturity (univariate F(l,126)=3.42, p<.05) and a main 

effect of target material condition for attribution of capability in Relationships (stepdown 

F(l,126)=8.38, p<.01) and Abilities (F(l,125)=19.52, p<.01). Moreover, there is an 

interaction effect of total ideological score by target material condition (stepdown 

F(3,124)=2.92, p<.05); use of Tukey shows that achievers attribute abilities to the poor
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story person more (mean=2.84) than moratoriums (mean=2.48). Also, diffusers attribute 

more abilities to the wealthy person (mean=2.73) than moratoriums (mean=2.14) or 

achievers (mean=1.91).

In order to assess the relationship between materialistic values and person perception, the 

MANOVA described above is repeated with materialism as a covariate. The results of 

the analysis are identical to the previous MANOVAs even if materialism as a covariate is 

significant for the attribution of all three personality dimensions. In particular, there is a 

significant main effect of total ideological score for attribution of Abilities (stepdown 

F(3,l 19)=3.28, p<.05), a main effect of culture for attribution of Abilities (stepdown 

F(l,119)=18.70, p<.01) and Maturity (F(l,120)=5.06, p<.05) and a main effect of target 

material condition for attribution of capability in Relationships (stepdown F(l,120)=9.22, 

p<.01) and Abilities (stepdown F(l,119)=18.47, p<.01). In addition, materialism as a 

covariate is significant for the attribution of all personality attributes at the multivariate 

level (F(3,l 18)=7.69, p<.01), at the stepdown level for attribution of capability in 

Relationships (F(l,120)=13.76, p<.01). Abilities (F(l,119)=7.18, p<.01) and at the 

univariate level for Maturity (F(l,120)=9.42, p<.01). It appears that when the impact of 

materialistic values is controlled statistically, the pattern of attribution of personality 

qualities remains unaffected. Moreover, the relationship between materialistic values and 

the attribution of personality qualities is comparatively weaker than the relationship 

between target material condition, culture and total ideological score and the attribution 

of personality qualities. However, the fact that materialism as a covariate is significant at 

the multivariate and at the univariate level implies that endorsing materialistic values is 

related to overall impressions and to attribution of each of the personality dimensions 

separately.

To further explore the role of materialism, two separate 2(culture) x 4(total ideological 

score) MANCOVAs on the degree to which the three personality dimensions are 

attributed to the story person are performed with materialism as the covariate for the 

wealthy and the poor target person separately. The results of the analysis for the wealthy 

target person show significant main effects of total ideological score (F(3,59)=3.15, 

p<.01) and culture (stepdown F(l,58)=9.12, p<.01) on attribution of Abilities. 

Moreover, materialism as a covariate is significant at the multivariate level (F(3,57)=- 

9.23, p<.01) and at the stepdown level for attribution of capability in Relationships 

(F(l,59)=13,06, p<.01) and Abilities (F(l,58)=12.38, p<.01). For the poor target person, 

there is a significant main effect of culture for attribution of Abilities (stepdown
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F(l,59)=9.72, p<.01); materialism as a covariate is only significant at the univariate level 

for attribution of Maturity (F(l,60)=5.66, p<.01). It appears that target material 

condition has a relevance to the role of materialistic values in person perception. 

Materialism is overall more closely related to person perception when the wealthy person 

is involved and is particularly relevant to attribution of abilities.

In order to assess the interaction of materialism and target material condition, the 

materialism variable is transformed into a categorical variable and an ANOVA of the 

strong predictors along with materialism as a categorical variable is performed on the 

degree to which the three personality qualities are attributed to the story person.

A 2(materialists-non materialists) x 2(culture) x 2(target material condition) x 4(total 

ideological score) MANOVA on the degree to which the three personality dimensions 

are attributed to the story person produced many empty cells and despite the 

expectations from the previous analysis, no interaction effects emerged. A possible 

explanation is that the strong main effects of culture and total ideological score weaken 

the interaction effect of materialism and target material condition. The same analysis was 

repeated with a restricted model requiring only the two-way interactions of materialism. 

In this analysis, the interaction effect of materialism and target material condition was 

bordely significant at the multivariate level (F(3,60)=2.52, p<.05) and at the univariate 

level for attribution of Abilities (F(l,62)=3.02, p<.05). There were also significant main 

effects of target material condition for attribution of capability in Relationships 

(F( 1,62)= 11.40, p<.01) and Abilities (F( 1,62)= 10.20, p<.01), of culture on attribution of 

Abilities (F( 1,62)= 18.55, p<.01) and of materialism on attribution of capability in 

Relationships (F(l,62)=6.47, p<.05) and Abilities (F( 1,62)= 10.22, p<.01).

To highlight the interaction of materialism and target material condition, culture and total 

ideological score were eliminated and a 2(materialism) x 2(target material condition) 

MANOVA on the attribution of the three personality dimensions was performed. A 

significant interaction effect of materialism by target material condition emerged at the 

multivariate level (F(3,70)=3.40, p<.05) and at the univariate level for attribution of 

Abilities (stepdown F(l,71)=4.05, p<.05) and Maturity (stepdown F(l,70)=5.07, p<.05). 

Significant main effects of target material condition for attribution of capability in 

Relationships (stepdown F(l,72)=9.92, p<.01) and Abilities (stepdown F( 1,71)= 16.05, 

p<.01) and of materialism for attribution of capability in Relationships (stepdown 

F(l,72)=8.98, p<.01), Abilities (stepdown F(l,71)=15.03, p<.01) and Maturity
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(stepdown F(l,70)=3.94, p<.01) also emerged. The direction of the relationships shows 

that materialists tend to attribute significantly more abilities to the wealthy person 

(mean=2.58) but also to the poor target person (mean=2.66) than non-materialists do 

(mean=1.77 and mean=2.36 respectively). The same is true for attribution of maturity; 

materialists attribute more maturity to the poor (mean=2.13) and to the wealthy person 

(mean=2) than non-materialists (mean=1.54 and mean=1.69 respectively). It appears that 

materialists are overall more lenient in the attribution of abilities regardless of the 

material condition of the target person. The target’s material condition, however, seems 

to differentiate attribution of abilities among non-materialists, who attribute significantly 

more abilities to the poor person (mean=2.36) than to the wealthy person (mean=1.77).

Summary and discussion of the results of section 5.6.

The results of section 6 indicate that there are differences due to culture, gender, identity 

and materialism in the attribution of Abilities (including intelligence, success, warmth, 

happiness, independence, control of life). Maturity (having thought of gender roles and 

societal issues, having individuality and ambition, getting on well with parents) and 

capacities in Relationships (popularity, outgoing, confidence, a “leader”) to the story 

person.

Contrary to our hypotheses and to the picture emerging for the Likeability dimension, 

British adolescents are not more influenced by the target material condition or by the 

target gender than Greek adolescents. On the other hand, consistent with theory and 

research (Dittmar, 1989; McCracken, 1990), there are cultural differences in the 

evaluation of the target person; British adolescents consider the target person to be more 

mature than Greek adolescents do while both male and female British respondents 

consider the target person to have more abilities than Greek respondents do. Overall, 

British respondents appear to be more lenient in their characterisation of the target 

person. In contrast, there are gender differences among the Greek respondents; male 

Greeks attribute more abilities to the target person than female Greeks. Gender 

differences in the use of possessional cues in person perception (Belk, 1981) indicate that 

males tend to form stronger stereotypes than females based on consumption cues. This 

tendency, however, applies only to the Greek respondents. A possible explanation may 

be derived by the existence of cultural differences in materialism. Since British 

adolescents are more materialistic than Greek adolescents, it is possible that they also are
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more willing to use the possessional cues provided in the story. Moreover, the general 

tendency of British respondents to attribute all characteristics to a greater degree than 

Greek respondents do, may be due to a difference in the familiarisation with the use of 

questionnaires; Greek respondents are less familiar and therefore tend to give more 

“neutral” responses. The skewness also shows that British respondents give more 

extreme answers.

In line with our hypothesis, the target material condition is found to be significant for all 

three personality dimensions. Contrary to previous research (Dittmar, 1992, 1994), the 

wealthy story person is considered to be more capable in relationships but to have less 

general abilities than the poor person. The predominantly materialistic orientation of both 

British and Greek society which links popularity to material wealth, the adoption of an 

idealistic attitude by adolescents who do not equate wealth with personal abilities as well 

as the different content of the categories of Relationships and Abilities may be put 

forward to explain these results and are discussed in the final chapter of the thesis. 

Moreover, target material condition is important for the evaluation of both the male and 

the female target person; regardless of his/her gender, the poor person is considered to 

have more Abilities than the wealthy person. It appears that gender stereotypes do not 

apply to our sample or are weaker than the role of the target material condition and the 

general tendency to attribute abilities to the poor person.

The interaction effect of respondent gender by target material condition on Maturity 

indicates that the tendency to attribute more Maturity to the poor person is stronger for 

male respondents. This finding may be related to the pressure put on male adolescents to 

fulfil the image of an assertive, self-sufficient individual (Gilligan, 1982) and their need to 

relieve this pressure by denying the necessary link between maturity and wealth.

Contrary to our expectations but consistent with the picture emerging for the Likeability 

dimension, materialists do not appear to be more influenced by target material condition 

than non-materialists. In contrast, the target material condition is significant for non

materialists who attribute more abilities to the poor person than to the wealthy, as was 

also the case with the Likeability factor. These findings indirectly support the social 

identity theory in the sense that non-materialists are bound not to have material 

possessions and to favour the less wealthy who are more similar to them (group 

favouritism).

On the other hand, materialists tend to evaluate the story person higher than non

materialists on all personality dimensions, consistently to their reported tendency to
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judge the personal qualities of others in the light of their material possessions (Dittmar, 

1991; Richins and Dawson, 1992). Moreover, evaluation of abilities is more closely 

related to materialism, in terms of explained variance, in accord with Dittmar and 

Pepper’s (1991) suggestion that certain personality dimensions (such as abilities or 

success) are more influenced than others (such as warmth and relationships).

Contrary to our hypothesis but consistent with our findings on the Likeability dimension, 

ideological and interpersonal identity contribute equally to prediction of the evaluation of 

different personality attributes. On the other hand, in terms of explained variance, 

identity statuses appear to be stronger predictors of the attribution of abilities than of 

other personality characteristics. Ideological diffusers attribute more Abilities and 

Maturity to the story person (in the case of abilities without distinction between the poor 

and the wealthy story person) and interpersonal moratoriums also attribute more 

Maturity to the story person. The target material condition appears to differentiate the 

reaction of achievers who attribute more abilities to the poor story person and less 

abilities to the wealthy story person. In contrast, interpersonal achievers and ideological 

moratoriums attribute less abilities to the story person. The cognitive complexity (Podd, 

1972 in Kroger, 1996) and social confidence of achievers (Bennion, 1988 in Markstrom 

and Adams, 1995) may explain why they are demanding and strict judges. The pattern of 

the remaining identity differences has already been discussed.

On the basis of research findings highlighting the role of social class in the relevance of 

material wealth in person perception (Dittmar, 1992), we can only generalise our findings 

on adolescent populations from similar socioeconomic background to the one 

represented from our sample.

Part D.

Sections 7, 8,9 10.

Cultural, gender and identity differences in the use of physical 

attributes, possessions and behaviours as cues in self-defînition and 

person perception. The relationship with self-construal and 

materialism.
In Part D, we explore hypotheses relating to the role of culture, gender, identity, self- 

construal and materialism in the use of possessions, physical attributes and behaviours as 

cues in self-definition (section 5.7) and person perception (section 5.9) as well as in the
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use of different categories of possessions as cues in self-definition (section 5.8) and 

person perception (section 5.10).

Rationale and structure of the analyses.
As reported in section 5.1.2., objective criteria were applied for the distinction between 

possessions, physical attributes and behavioural cues used for self-definition; the means 

of the items comprising these categories are estimated and used as variables.

To evaluate gender, cultural and identity differences in the use of possessions, physical 

attributes and behaviours as cues in self-definition, two separate MANOVAs for total 

ideological and total interpersonal score are performed. The first is a 4(total ideological 

score) X 2(gender) x 2(culture) MANOVA on the degree to which the three types of 

cues are used for self-definition and the second is a 4(total interpersonal score) x 

2(gender) x 2(culture) MANOVA on the degree to which the three types of cues are 

used in self-definition. The results of these analyses are presented in section 5.7.1. 

Another way of exploring relationships in our data is to perform a multiple regression 

analysis with the degree to which each of the three types of cues are used in self

definition as the dependent variable and identity subscale scores, individualistic self- 

construal and materialism as the independent variables. The results of this analysis are 

presented in section 5.7.2. Caution should be taken in the generalisability of these results 

since stepdown regression results are not stable when relatively small samples are used. 

The above analyses indicated that further attention should be given to the role of 

materialism on the use of possessions, behaviours and physical attributes as cues in self

definition. An hierarchical regression is, thus, performed on the degree to which each of 

the cue categories are used in self-definition in order to determine the stronger 

predictors. The priority order of the independent variables is culture and gender in the 

first block, total ideological and interpersonal score and self-construal in the second 

block and materialism in the third block. The justification for the order of the 

independent variables is presented in section 5.5. A MANOVA is next performed with 

the strong predictors as the independent variables and the degree to which the three cue 

categories are used in self-definition as the dependent variables. An identical 

MANCOVA is also performed with materialism as the covariate in order to explore the 

role of materialism in the use of different types of cues in self-definition. Moreover, the 

materialism variable is transformed into a categorical variable and a MANOVA of the
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strong predictors along with materialism as a categorical variable is performed on the 

degree to which the three cue categories are used as cues in self-definition. These 

analyses are presented in section 5.7.3.

For the use of possessions, physical attributes and behaviours as cues in person 

perception, the results of the analyses are presented in section 5.9. Identical analyses are 

also performed for the use of different categories of possessions as cues in self-definition 

and person perception. As reported in section 5.1.3., a factor analysis on the possessions 

used in self-definition and person perception revealed the existence of two categories, 

namely possessions related to aesthetics or hobbies and possessions referring to 

appearance or having sentimental value. The results of the analyses for the use of 

different types of possessions in self-definition are presented in section 5.8. while the 

results of the analyses for the use of different types of possessions in person perception 

are presented in section 5.10.

5.7. Cultural, gender and identity differences in the use of possessions, 

physical attributes and behaviours as cues in self-definition. The 

relationship with self-construal and materialism.

In this section we explore the hypotheses that British adolescents, adolescents who are 

advanced in ideological identity, adolescents who have an individualistic self-construal 

and materialistic adolescents will use possessional cues in self-definition to a greater 

extent than Greek adolescents, adolescents who are advanced in interpersonal identity, 

adolescents who have an inter-individualistic self-construal and non-materialistic 

adolescents.

Overall, adolescents prefer behavioural cues in self-definition. The means of the 

respondents’ reported use of possessions, physical attributes and behaviours as cues in 

self-definition are presented in table 5.20.

Cue category mean sd
Possessions 2.55 0.49
Physical attributes 2.56 0.86
Behaviours 2.85 0.45

Table 5.20.: Means o f respondents’ reported use o f different types o f cues in self-definition.

A paired-subjects t-test reveals that there are significant differences for the use of 

physical attributes and behaviours (t=-4.66, df=146, t-prob<.01) and for the use of
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possessions and behaviours (t=-7.96, df=144, t-prob<.01) but not for the use of 

possessions and physical attributes (t=-0.32, df=147, t-prob=0.75).

5.7.1. Cultural, gender and identity (total scores) differences in the use of 

possessions, physical attributes and behaviours as cues in self-definition.

To evaluate cultural, gender and identity differences in the prevalence of possessional, 

physical attributes or behavioural cues in self-definition, a 2(culture) x 2(gender) x 

4(total ideological score) MANOVA on the degree to which the three types of cues are 

used in self-definition is performed; gender, culture and total ideological score are the 

independent variables.

A correlational analysis, presented in Appendix D, table 5.7., reveals that our dependent 

and independent variables are significantly correlated and therefore stepdown analysis 

results are also reported.

With the use of Wilk’s criterion, the combined dependent variables are significantly 

affected by culture, as shown in Table 5.21.

Independent variables W ilk’s criterion df F-ratio F-prob
Ideo 0.91 9,301 1.22 0.27
Gender 0.97 3,124 0.93 0.42
Culture 0.92 3,124 3.13 0.02
Ideo X Gender 0.96 9,301 0.48 0.88
Ideo X Culture 0.91 9,301 1.17 0.30
Gender x Culture 0.97 3,124 1.13 0.33
Ideo X Gender x  Culture 0.93 9,301 0.92 0.50

Table 5.21.: Wilk’s criterion, F value and significance o f F for the main and interaction effects o f the 
independent variables (gender, culture and total ideological score) on the dependent variables 
(the degree to which the three types o f cues are used in self-definition) from the MANOVA .

To investigate further the relationships among the dependent and the independent 

variables, an assessment of the univariate and stepdown results of the MANOVA is 

required. The significant results are presented in table 5.22.

Independent variables Dependent variables Univariate F df Stepdown F df
Culture Possessions 8.60** 1,126 8.60** 1,126

Table 5.22.: The significant results o f MANOVA with gender, culture and total ideological score as the 
independent variables and the degree to which the three types o f cues are used in self-definition 
as the dependent variables. Univariate and stepdown analysis results are reported.

** p<.01.

The main effect of culture is related to the prevalence of possessional cues in self

definition. Greek adolescents report using possessional cues in self-definition 

(mean=2.68) more than British adolescents (mean=2.31).
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A 4(total interpersonal score) x 2(gender) x 2(culture) MANOVA on the degree to 

which the three types of cues are used in self-definition is also performed; gender, culture 

and total interpersonal score are the independent variables. With the use of Wilk’s 

criterion, the combined dependent variables are significantly affected by gender and the 

interaction of gender by culture, as shown in table 5.23.

Independent variables W ilk’s criterion df F-ratio F-prob
Inter 0.91 9,297 1.16 0.31
Gender 0.89 3,122 4.89 0.003
Culture 0.98 3,122 0.63 0.59
Inter x Gender 0.87 9,297 1.90 0.05
Inter x Culture 0.92 9,297 1.05 0.39
Gender x Culture 0.91 3,122 3.61 0.01
Inter x Gender x Culture 0.87 9,297 1.89 0.05

Table 5.23.: Wilk’s criterion, F value and significance o f F fo r  the main and interaction effects o f the 
independent variables (gender, culture and total interpersonal score) on the dependent variables 
(degree to which the three types o f cues are used in self-definition) from the MANOVA .

The significant results of the univariate and stepdown analysis are presented in table 

5.24.

Independent variables Dependent variables Univariate F df Stepdown F df
Gender x Culture Possessions 4.60* 1,123

Physical attributes 5.21* 1,124 5.27* 1,124
Gender Physical attributes 12.47** 1,124 10.57** 1,123

Behaviours 9.32** 1,124 2.18 1,122
Gender x Inter Physical attributes 3.52** 3,123

the independent variables and the degree to which the three types o f cues are used in self- 
definition as the dependent variables. Univariate and stepdown analysis results are reported.

* p<.05  
** pK.Ol.

The main effect of gender is related to use of physical attributes and behaviours as cues 

in self-definition. Female adolescents tend to use both physical attributes (mean=2.93) 

and behavioural cues (mean=2.98) in self-definition more than male adolescents do 

(mean=2.30 for physical attributes and mean=2.68 for behavioural cues).

The interaction of gender by culture is related to use of possessional cues and physical 

attributes in self-definition. There is a significant gender difference for Greek adolescents 

with female Greeks using possessions (mean=2.78) and physical attributes (mean=2.83) 

in self-definition significantly more than male Greeks (mean=2.50 and mean=2.32 

respectively). There is also a significant culture difference between female adolescents
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with Greek females using possessional cues in self-definition significantly more 

(mean=2.78) than British females (mean=2.46).

The interaction of gender by total interpersonal score is related to use of physical 

attributes in self-definition. There is a gender difference for achievers with females using 

this type of cues significantly more (mean=3.19) than males (mean=2.04).

5.7.2. Relationship between identity (subscale scores), self-construal and 

materialism and the use of possessions, behaviours and physical attributes as cues 

in self-definition.

To explore the relationship between identity, self-construal and materialism and the type 

of cues used in self-definition, a multiple regression, using stepwise method, is performed 

between the degree to which each of the types of cues are used in self-definition as the 

dependent variable and identity subscale scores, individualistic self-construal and total 

materialism score as the independent variables. The results of these analyses are 

presented in table 5.25.

The results of the stepwise regression indicate that interpersonal moratorium is a strong 

predictor of the use of possessional cues in self-definition in a direction that shows that 

the more adolescents are in the process of exploring alternatives in areas of interpersonal 

identity, the more they use possessional cues in self-definition. Ideological diffusion and 

interpersonal foreclosure are strong predictors of the use of behaviours as cues in self

definition in a direction that shows that the more adolescents are indifferent to issues of 

ideological identity (ideological diffusion), the less they report using possessions as cues 

in self-definition. In contrast, the more adolescents have adopted others’ commitments in 

issues of interpersonal identity (foreclosures), the more they report using behavioural 

cues in self-definition. The correlations between these variables are presented in 

Appendix B, table 3.7.

Dependent variables Independent variables B BETA t S ig n t
Possessions INMOR 0.03 0.17 2.02 0.04
Behaviours Independent variables B BETA t S ig n t

IDDIF -0.07 -0.21 -2.48 0.01
INFOR 0.04 0.19 2.32 0.02

Table 5.25.: The significant results o f the stepwise model regression analysis between identity 
subscales, individualistic self-construal and materialism as the independent variables and the 
degree to which each o f the three categories o f cues are used in self-definition as the dependent 
variables. For Possessions F(l,128)=4.08, p<.05 =.03 Adjusted =.02 R=.17. For Behaviours
F(2,124)=6.32, p<.OI R^=.09 Adjusted R^=.07 R=.30.
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5.7.3. The role of materialism in the use of physical attributes, possessional and 

behavioural cues in self-definition.

Because of the big number of independent variables and in order to clarify the picture, an 

hierarchical regression is applied with the degree to which the three categories of cues 

are used in self-definition as the dependent variables. In the first block, culture and 

gender are entered as the independent variables, in the second block identity total scores 

and self-construal and in the third block materialism. The results of the hierarchical 

regression are presented in table 5.26.

Dependent variables Ind. variables B BETA t S ig n t
Possessions Culture 0.31 0.32 3.40 0.0009

Gender -0.21 -0.22 -2.61 0.01
Ideo -0.05 -0.11 -1.24 0.21
Inter 0.07 0.14 1.76 0.07
Indip 0.001 0.04 0.57 0.56
M aterialism -0.010 -0.21 -2.47 0.01

Physical attributes Ind. variables B BETA t S ig n t
Culture 0.02 0.01 0.17 0.86
Gender -0.43 -0.26 -2.99 0.003
Ideo -0.001 -0.002 -0.02 0.98
Inter 0.12 0.14 1.68 0.09
Indip 0.004 0.10 1.16 0.24
M aterialism -0.01 -0.13 -1.47 0.14

Behaviours Ind. variables B BETA t S ig n t
Culture 0.09 0.10 1.10 0.27
Gender -0.20 -0.22 -2.52 0.01
Ideo 0.04 0.09 0.99 0.32
Inter 0.02 0.05 0.58 0.55
Indip 8.06 0.03 0.39 0.69
M aterialism -0.007 -0.16 -1.79 0.07

Table 5.26.: Results o f the hierarchical regression analysis between culture and gender in the first 
block, total identity scores and individualistic self-construal in the second block and materialism 
in the third block as the independent variables and the degree to which the three categories o f 
cues are used in self-definition as the dependent variables. For the cue category o f Possessions 
F(6,122)=3.94, p<..01 Pf=.16 Adjusted R^=.12 R=.40. For the cue category o f Physical 
attributes F(6,122)=2.46, p< .01 Rf=.10 Adjusted R^=.06 R-.32. For the cue category o f 
Behaviours F(6,119)=2.II, p< .01 R^=.09 AdjustedR^=.05 R=.31.

For the cue category of Possessions, in blocks number one and two, culture and gender 

contribute significantly to prediction of the use of Possessions as cues in self-definition. 

In block number three, there is an increase in prediction of the use of possessions in self

definition by addition of materialism in the equation if differences due to identity and self- 

construal are accounted for.

For the cue category of Physical attributes, in blocks number one, two and three, gender 

contributes significantly to prediction of the use of Physical attributes as cues in self
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definition after differences due to culture, identity, self-construal and materialism are 

accounted for.

For the cue category of Behaviours, in blocks number one, two and three, gender 

contributes significantly to prediction of the use of Behaviours as cues in self-definition 

after differences due to culture, identity, self-construal and materialism are accounted 

for. The correlations between these variables are presented in Appendix B, table 3.8. The 

conclusion from the hierarchical analysis is that the strongest predictors of the use of 

different cues in self-definition are culture, gender and materialism.

A 2(culture) x 2(gender) MANOVA on the degree to which the three types of cues are 

used in self-definition reveals a main effect of gender (multivariate F(3,139)=0.92, 

p<.05), for use of Possessions (stepdown F(l,141)=4.47, p<.05, n^=.03). Physical 

attributes (stepdown F(l,140)=5.84, p<.01, n^=.05) and Behaviours (F(l,141)=7.10, 

p<.01, n^=.04) as cues in self-definition. There is also a main effect of culture at the 

stepdown level for use of Possessions (F(l,141)=5.81, p<.05, n^=.03).

In order to assess the role of materialistic values in the use of different types of cues in 

self-definition, the MANOVA described above is repeated with materialism as a 

covariate. The results of the analysis are similar to the previous MANGY As even if 

materialism as a covariate is significant for the use of all three types of cues in self

definition. There is a significant main effect of gender at the multivariate level 

(F(3,132)=5.02, p<.01), at the stepdown level for use of Possessions (F(l,134)=7.45, 

p<.01, n^=.05). Physical attributes (F(l,133)=6.94, p<.01, n^=.07) and at the univariate 

level for Behaviours (F(l,134)=8.41, p<.01, n^=.05) as cues in self-definition. There is 

also a main effect of culture at the multivariate level (F(3,132)=3.56, p<.05) and at the 

stepdown level for use of Possessions (F(l,134)=8.89, p<.01, n^=.06) as cues in self

definition. The difference from the previous MANOVA is that there is a significant 

interaction effect of gender by culture at the stepdown level for use of Possessions 

(F(l,134)=4.26, p<.05, n^=.03) as cues in self-definition. In addition, materialism as a 

covariate is significant for all cue categories at the multivariate level (F(3,132)=3.44, 

p<.05) and at the stepdown level for use of Possessional cues in self-definition 

(F(l,134)=10.01, p<.01, B=-0.013, Beta=-0.25, t=-3.16, sign t=0.002). It appears that 

when the impact of materialistic values is controlled statistically, the use of different 

types of cues for self-definition is affected. In other words, there is a systematic 

relationship between materialism and the use of different types of cues in self-definition.
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In order to assess the interaction of materialism and culture, gender and identity, 

materialism has been transformed into a categorical variable as was described in the 

previous section. A 2(culture) x 2(gender) x 2(materialism) MANOVA, a 4(total 

ideological score) x 2(materialism) MANOVA and a 4(total interpersonal score) x 

2(materialism) MANOVA are applied.

The results of the 2(culture) x 2(gender) x 2(materialism) MANOVA reveal a significant 

interaction effect of gender by materialism at the multivariate level (F(3,64)=4.95, 

p<.01), at the stepdown level for use of Possessions (F( 1,66)= 11.07, p<.01, n^=.14) and 

at the univariate level for Physical attributes (F(l,66)=3.97, p<.05, n^=.05) and 

Behaviours (F(l,66)=7.22, p<.01, n^=.09) as cues in self-definition. Materialism is 

significant for male adolescents with materialists using possessions (mean=2.69), physical 

attributes(mean=2.61) and behaviours (mean=2.94) more than non-materialists 

(mean=2.34, mean=2.01 and mean=2.52 respectively). There are also gender differences 

among non-materialists with females using possessions (mean=2.73), physical attributes 

(mean=2.81) and behaviours (mean=3) as cues in self-definition more than males 

(mean=2.34, mean=2.01 and mean=2.52 respectively).

A significant interaction effect of culture by materialism also emerged at the multivariate 

level (F(3,64)=2.80, p<.05) and at the stepdown level for use of Possessional cues in 

self-definition (F(l,66)=6.60, p<.01); there are materialism differences among the British 

with materialists using possessions as cues in self-definition more (mean=2.61) than non

materialists (mean=2.10). There are also cultural differences among non-materialists with 

Greeks using possessions as cues in self-definition more (mean=2.72) than British 

(mean=2.10).

A main effect of materialism at the multivariate level (F(3,64)=4.44, p<.01), at the 

stepdown level for use of Possessions (F( 1,66)= 11.88, p<.01, n^=15) and at the 

univariate level for Behaviours (F(l,66)=4.57, p<.05, n^=.06) reveals that materialistic 

adolescents use possessions (mean=2.66) and behaviours (mean=2.97) as cues in self

definition more than non-materialists (mean=2.32 and 2.75 respectively). A main effect 

of gender at the multivariate level (F(3,64)=6.03, p<.01), at the stepdown level for use of 

Possessions (F(l,66)=7.74, p<.01, n^=.10) and Physical attributes (F(l,65)=8.91, p<.01, 

n^=.15) and at the univariate level for Behaviours (F(l,66)=7.95, p<.01, n^=.10) reveals 

that female adolescents use possessions (mean=2.63), physical attributes (mean=2.95) 

and behaviours (mean=3) as cues in self-definition more than males do (mean=2.35, 2.27 

and 2.71 respectively). The main effect of culture at the multivariate level (F(3,64)=5.76,
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p<.01) and at the stepdown level for use of Possessions (F( 1,66)= 15.19, p<.01, n^=.18) 

shows that Greeks use possessions as cues in self-definition significantly more 

(mean=2.68) than British (mean=2.29) do.

The 4(total ideological score) x 2(materialism) MANOVA reveals a significant main 

effect of total ideological score at the stepdown level for use of Possessions 

(F(3,64)=3.41, p<.05, n^=.13) but post-hoc comparisons are not significant.

The 4(total interpersonal score) x 2(materialism) MANOVA reveals a significant 

interaction effect of total interpersonal score by materialism at the stepdown level for use 

of Physical attributes (F(3,62)=4.93, p<.01, n^=.17); there are materialism differences 

among achievers with non-materialists using physical attributes as cues in self-definition 

more (mean=3.02) than materialists (mean=1.66). Moreover, there are identity 

differences among materialists; Use of Tukey shows that materialistic moratoriums use 

this type of cues more (mean=2.88) than materialistic achievers (mean=1.66). Also, 

materialistic diffusers use physical attributes as cues in self-definition more (mean=2.85) 

than materialistic achievers (mean=1.66).

Summary and discussion of the results of section 5.7.

The interaction effect of gender by culture reveals that Greek females use possessional 

cues in self-definition more than British females and more than male Greeks. Also, Greek 

females use physical attributes more than Greek males. It appears that Greek females 

compared both to Greek males and to British females correspond to the traditional image 

of use of possessions and physical attributes in self-definition more, emerging from a 

traditional gender-role society (Georgas, 1988). The interaction effect of materialism by 

gender indicates that materialism is significant for males with materialists using physical 

attributes, possessional and behavioural cues more than non-materialists. Also, gender is 

significant for non-materialists with females using physical attributes, possessional and 

behavioural cues more than males. The interaction effect of materialism by culture for 

possessions indicates that materialism is significant for the British with materialists using 

possessional cues more than non-materialists. Moreover, culture is significant for non

materialists with Greeks using possessional cues more than British. Overall, these 

findings indicate that British and males conform to the stereotype that relates 

endorsement of materialistic values to the use of possessional cues in person perception 

(Hunt et al., 1996; Richins and Dawson, 1992). Among non-materialists, females and
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Greeks are more prone to use possessional cues, an indication that cultural and gender 

characteristics related to the use of possessional cues are more relevant than materialism 

stereotypes among females and Greeks.

The interaction effect of total interpersonal score by materialism indicates that there are 

materialism differences among achievers, with non-materialists using physical attributes 

as cues in self-definition more than materialists. Moreover, there are identity differences 

among materialists, with materialistic moratoriums and diffusers using this type of cues 

more than materialistic achievers. Also, among achievers, females use physical attributes 

more than males. Overall, as cognitively mature (Bourne, 1978) and socially successful 

(Owen, 1984 in Grotevant and Adams, 1984), achievers appear to rely on inner 

resources in social interactions and not to need to use physical attributes (or indeed any 

cue category) as cues in self-definition; if they do, they tend to be non-materialists or 

females.

In line with our hypothesis, adolescents in advanced ideological identity stages use 

possessional cues in self-definition while adolescents in advanced stages of interpersonal 

identity use behavioural cues. The more adolescents are currently exploring alternatives 

in the area of ideological identity, the more they tend to use possessional cues possibly as 

an assistance to their social interactions and the more adolescents are indifferent to issues 

of ideological identity, the less they use behavioural cues due to their general 

indifference. The finding that the more adolescents have adopted others’ alternatives in 

the area of interpersonal identity, the more they use behavioural cues shows that possibly 

the tendency to use behavioural cues is encouraged by adults. On the other hand, it may 

show the adolescents’ insecurity and attempt to confirm their adopted commitments by 

observation of peers’ behaviours. It is worth mentioning, however, that identity statuses 

do not explain a large percent of variance in the use of possessional or behavioural cues 

in self-definition.

Overall, advanced ideological identity is related to use of possessions as cues in self

definition. Also, the more advanced an adolescent is in interpersonal identity, the less he 

uses physical attributes and if he does, he is non-materialist. Advanced identity is, thus, 

related to use of possessions as cues in self-definition.

Contrary to our expectations, no self-construal differences in the use of different types of 

cues in self-definition were discernible.
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5.8. Cultural, gender and identity differences in the use of different 

types of possessions as cues in self-definition. The relationship with self- 

construal and materialism.

In this section we address the hypotheses that British, male and materialistic adolescents 

will prefer possessions related to aesthetics/hobbies as cues in self-definition while 

Greek, female and non-materialistic adolescents will prefer possessions related to 

appearance/sentimental value as cues in self-definition.

5.8.1. Cultural, gender and identity (total scores) differences in the use of different 

types of possessions as cues in self-definition.

To evaluate cultural, gender and identity differences in the prevalence of different types 

of possessions as cues in self-definition, two separate MANOVAs are performed; a 

2(culture) x 2(gender) x 4(total ideological score) MANOVA and a 2(culture) x 

2(gender) x 4(total interpersonal score) MANOVA on the degree to which the two types 

of possessions (possessions related to aesthetics or hobbies and possessions related to 

appearance or sentimental value) are used as cues in self-definition. Gender, culture and 

total ideological score and gender, culture and total interpersonal score are the 

independent variables for the first and the second MANOVA respectively.

The correlations between the dependent and independent variables presented in 

Appendix D, table 5.7., are not high and therefore only univariate analysis is performed. 

For the 4(total ideological score) x 2(gender) x 2(culture) MANOVA, with the use of 

Wilk’s criterion, the combined dependent variables are significantly affected by culture, 

as shown in table 5.27.

Independent variable W ilk’s criterion df F ratio F-prob
Ideo 0.95 6,258 0.99 0.42
Gender 0.96 2,129 2.57 0.08
Culture 0.93 2,129 4.57 0.01
Ideo X Gender 0.98 6,258 0.40 0.87
Ideo X Culture 0.92 6,258 1.69 0.12
Gender x Culture 0.97 2,129 1.32 0.26
Ideo X Gender x  Culture 0.95 6,258 0.96 0.45

Table 5.27.: Wilk’s criterion, F value and significance o f F fo r  the main and interaction effects o f the 
independent variables (gender, culture and total ideological score) on the dependent variables 
(the degree to which the two types o f possessional cues are used in self-definition) from the 
MANOVA.
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To investigate further the relationships among the dependent and the independent 

variables, an assessment of the univariate results of the MANOVA is required. The 

significant results of the Univariate analysis are presented in table 5.28.

Independent variables Dependent variables Univariate F df
Culture Possessions related to aesthetics/hobbies 6.19* 3,130

Possessions related to appearance/sentimental 6.26* 3,130
Gender Possessions related to appearance/sentimental 4.47* 1,130

Table 5.28.: The significant results o f MANOVA with gender, culture and total ideological score as the 
independent variables and the degree to which the two types o f  possessional cues are used in self 
definition as the dependent variables. Univariate analysis results are reported.

* p<.05.

The main effect of culture is related to use of both possessions related to 

appearance/sentimental value and possessions related to aesthetics/hobbies as cues in 

self-definition. Greek adolescents use both types of possessions (mean=2.64 for 

possessions related to aesthetics/ hobbies and mean=2.76 for possessions related to 

appearance/ sentimental value) as cues for self-definition more than British adolescents 

(mean=2.27 for possessions related to aesthetics/habits and mean=2.37 for possessions 

related to appearance/sentimental).

The main effect of gender is related to the use of possessions related to appearance/ 

sentimental value. Female adolescents use possessions related to appearance/ sentimental 

value as cues for self-definition more (mean=2.73) than male adolescents do 

(mean=2.40).

For the 4(total interpersonal score) x 2(gender) x 2(culture) MANOVA, with the use of 

Wilk’s criterion, the combined dependent variables are significantly affected by gender. 

Table 5.29. presents Wilk’s criterion, F value and significance of F for every main effect 

and their interaction.

Independent variable W ilk’s criterion df F-ratio F-prob
Inter 0.95 6,252 0.97 0.44
Gender 0.80 2,126 15.07 0.00
Culture 0.98 2,126 0.84 0.43
Inter x Gender 0.91 6,252 1.87 0.08
Inter x Culture 0.95 6,252 0.88 0.50
Gender x Culture 0.96 2,126 2.55 0.08
Inter x Gender x Culture 0.94 6,252 1.25 0.28

Table 5.29.: Wilk's criterion, F value and significance o f F for the main and interaction effects o f the 
independent variables (gender, culture and total interpersonal score) on the dependent variables 
(the degree to which the two types o f possessional cues are used in self-definition) from the 
MANOVA.

The significant results of the Univariate analysis are presented in table 5.30.
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Independent variables Dependent variables Univariate F df
Gender x Culture Possessions related to aesthetics/hobbies 4.61* 6,252
Gender Possessions related to appearance/sentimental value 18.15** 2,126

Table 5.30.: The significant results o f MANOVA with gender, culture and total interpersonal score as 
the independent variables and the degree to which the two types o f possessional cues are used in 
self-definition as the dependent variables. Univariate analysis results are reported.

*p<.05
** p<.01.

The main effect of gender is related to the use of possessions related to 

appearance/sentimental value as cues in self-defmition. Female adolescents use 

possessions related to appearance/sentimental value more (mean=2.87) as cues in self

definition more than male adolescents do (mean=2.31).

The interaction of gender by culture is related to the use of possessions related to 

aesthetics/hobbies. There is a significant cultural difference for female respondents with 

Greek females using possessions related to aesthetics/hobbies as cues in self-definition 

significantly more (mean=2.57) than British females (mean=2.31).

5.8.2. Relationship between identity (subscale scores), self-construal and 

materialism and the prevalence of different types of possessions as cues in self

definition.

To explore the relationship between identity, self-construal and materialism and the type 

of possessional cues used in self-definition, a multiple regression, using stepwise method, 

is performed between the degree to which each of the types of possessional cues are used 

in self-definition as the dependent variable and identity subscale scores, individualistic 

self-construal and total materialism score as the independent variables. The results of 

these analyses are presented in table 5.31.

The results of the stepwise regression show that ideological and interpersonal 

moratorium are strong predictors of the use of possessions related to aesthetics/hobbies 

as cues in self-definition. The direction of the results shows that the more adolescents are 

in the process of exploring alternatives in areas of ideological or interpersonal identity, 

the more they use possessional cues related to aesthetics/hobbies in self-definition. 

Interpersonal achievement and materialism are strong predictors of the use of 

possessions related to appearance/sentimental value as cues in self-defmition. The 

direction of the results shows that the more adolescents are interpersonal achievers or 

materialists, the more they report using possessional cues related to
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appearance/sentimental value. The correlations between these variables are presented in 

Appendix B, table 3.9.

Dependent variables Ind. variables B BETA t S ig n t
Poss. related to aesthetics/hobbies IDMOR 0.02 0.18 2.18 0.03

INMOR 0.03 0.19 2.31 0.02
Foss, related to appearance/sentimental Ind. variables B BETA t S ig n t

INACH 0.03 0.18 2.16 0.03
Materialism -0.01 -0.19 -2.32 0.02

Table 5.31.: The significant results o f the stepwise model regression analysis between identity 
subscales, individualistic self-construal and materialism as the independent variables and the 
degree to which the two categories o f Possessions are used as cues in self-definition as the 
dependent variables. For Possessions related to aesthetics/ hobbies F(2,127)=5.74, p<.05 R^=.08 
Adjusted R^=.06 R=.28. For Possessions related to appearance/ sentimental value F(2,127)=4.67, 
p< .01 R^=.06 Adjusted R^=.05 R=.26.

5.8.3. The role of materialism in the use of different types of possessions as cues in 

self-definition.

Because of the large number of independent variables and in order to clarify the picture, 

an hierarchical regression is applied with the degree to which the two types of 

possessions are used as cues for self-definition as the dependent variables. In the first 

block, culture and gender are entered as the independent variables, in the second block 

identity total scores and self-construal and in the third block materialism. The results of 

the hierarchical regression are presented in table 5.32.

Dependent variables Ind. variables B BETA t S ig n t
Poss. related to aesthetics/hobbies Culture 0.28 0.25 2.57 0.01

Gender 0.007 0.006 0.07 0.94
Ideo -0.06 -0.12 -1.30 0.19
Inter 0.05 0.08 0.95 0.33
Indip 9.37 0.03 0.37 0.71
Materialism -0.004 -0.07 -0.85 0.39

Poss. related to appearance/sentimental Ind. variables B BETA t S ig n t
Culture 0.34 0.26 3.05 0.002
Gender -0.50 -0.39 -5.04 0.000
Ideo -0.03 -0.05 -0.62 0.53
Inter 0.11 0.16 2.07 0.03
Indip 0.001 0.04 0.59 0.55
M aterialism -0.01 -0.28 -3.55 0.0005

Table 5.32 Results o f the hierarchical regression analysis between culture 
total identity scores and individualistic self-construal in the second 
third block as the independent variables and the degree to which the 
are used as cues in self-definition as the dependent variables, 
aesthetics/ hobbies F(6,122)=1.30, p> .05 R^=.06 Adjusted R^= 
related to appearance/sentimental value F(6,122)=7.66, p<.01 R^=

and gender in the first block, 
block and materialism in the 
two categories o f possessions 
For Possessions related to 
01 R=.24. For possessions 

27 Adjusted R^=.23 R=.52.

For possessions related to aesthetics/hobbies, in blocks number one, two and three, 

culture contributes significantly to prediction of the use of possessions related to
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aesthetics/hobbies as cues in self-definition after differences due to gender, identity, self- 

construal and materialism are accounted for.

For possessions related to appearance/sentimental, in block number one, gender and 

culture contribute significantly to prediction of the use of Possessions related to 

appearance/sentimental value. In block number two, addition of total interpersonal score 

in the equation adds to prediction of the use of possessions related to 

appearance/sentimental value and in block number three, materialism adds to the 

equation. The correlations between these variables are presented in Appendix B, table 

3.10. The conclusion from the hierarchical analysis is that the strongest predictors of the 

degree to which different types of possessions are used as cues in self-definition are 

culture, gender, total interpersonal score and materialism.

A 2(culture) x 2(culture) x 4(total interpersonal score) MANOVA on the degree to 

which the two types of possessions are used as cues in self-definition is performed. The 

results reveal a main effect of gender (multivariate F(2,126)=15.07, p<.01), for use of 

Possessions related to appearance/sentimental value as cues in self-definition 

(F( 1,127)= 18.15, p<.01, n^=.12). There is also an interaction effect of culture by gender 

at the univariate level for use of Possessions related to aesthetics/hobbies as cues in self

definition (F(l,127)=4.61, p<.05, n^=.03).

In order to assess the relationship between materialistic values and the use of different 

types of possessional cues in self-definition, the MANOVA described above is repeated 

with materialism as a covariate. The results of the analysis are identical to the previous 

MANOVAs even if materialism as a covariate is significant for the use of both types of 

possessional cues. There is a significant main effect of gender at the multivariate level 

(F(2,119)=15.53, p<.01) and at the univariate level for use of Possessions related to 

appearance/sentimental value as cues in self-definition (F(l,120)=6.80, p<.01, n^=.14). 

There is also an interaction effect of gender by culture at the univariate level for use of 

possessions related to aesthetics/hobbies as cues in self-definition (F(l,120)=4.00, p<.05, 

n^=.03). In addition, materialism as a covariate is significant at the multivariate level 

(F(2,l 19)=4.61, p<.05) and at the univariate level for use of Possessions related to 

appearance/sentimental value (F(l,120)=9.10, p<.01, B=-0.016, Beta=-0.25, t=-3.01, 

sign t=0.003). It appears that the results remain unchanged when the impact of 

materialism is held constant. The relevance of gender and culture is stronger than the 

relevance of materialism. However, since materialism as a covariate is significant, it is
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worth exploring if it interacts with the other independent variables when transformed into 

a categorical variable.

In order to assess the interaction of materialism and culture, gender and identity, 

materialism has been transformed into a categorical variable as was described in section 

5.5.

A 2(culture) x 2(gender) x 4(total interpersonal score) x 2(materialism) MANOVA is 

applied since gender, culture, total interpersonal score and materialism were found to be 

the strong predictors of the use of different types of possessional cues in self-definition in 

the hierarchical regression. This analysis lead to empty cells and therefore, two separate 

MANOVAs are performed, a 2(gender) x 2(culture) x 2(materialism) MANOVA and a 

4(total interpersonal score) x 2(materialism) MANOVA. Moreover, a 4(total ideological 

score) X 2(materialism) MANOVA is performed.

The results of the 2(gender) x 2(culture) x 2(materialism) MANOVA reveal a significant 

interaction effect of gender by culture by materialism at the univariate level for use of 

possessions related to aesthetics/hobbies as cues in self-definition (F(l,69)=4.96, p<.05, 

n^=.06). There are materialism differences among British males with materialists using 

possessions related to aesthetics/hobbies as cues in self-definition more (mean=2.78) than 

non-materialists (mean=1.41). There are also gender differences among British 

materialists with males using this type of cues more (mean=2.78) than females 

(mean=2.31) and among British non-materialists with females using this type of cues 

more (mean=2.35) than males (mean=1.41). Moreover, there are cultural differences 

among male non-materialists with Greeks using possessions related to aesthetics/hobbies 

as cues in self-definition more (mean=2.66) than British (mean=1.41).

Another significant interaction effect is that of materialism by gender at the multivariate 

level (F(2,68)=4.99, p<.01) and at the univariate level for use of possessions related to 

aesthetics/hobbies as cues in self-definition (F(l,69)=9.38, p<.01, n^=.ll). There are 

gender differences among materialists with males using possessions related to 

aesthetics/hobbies as cues in self-definition more (mean=2.72) than females (mean=2.39). 

The interaction effect of culture by materialism at the multivariate level (F(2,68)=4.60, 

p<.05) and at the univariate level for use of possessions related to aesthetics/hobbies 

(F(l,69)=9.18, p<.01, n^=.ll) reveals that there are materialism differences among 

British adolescents with materialists using possessions related to aesthetics/hobbies as 

cues in self-definition more (mean=2.59) than non-materialists (mean=2). Moreover,
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there are cultural differences among non-materialists with Greeks using this type of cues 

more (mean=2.69) than British (mean=2).

A main effect of gender at the multivariate level (F(2,68)=6.97, p<.01) and at the 

univariate level for use of possessions related to appearance/sentimental value as cues in 

self-definition (F( 1,69)= 14.16, p<.01, n^=.17) reveals that females use this type of cues 

more (mean=2.85) than males (mean=2.38).

A main effect of culture at the multivariate level (F(2,68)=8.58, p<.01) and at the 

univariate level for possessions related to aesthetics/hobbies (F(l,69)=9.26, p<.01, 

n^=.l 1) and for possessions related to appearance/sentimental value (F( 1,69)= 11.29, 

p<.01, n^=.14) reveals that Greeks use possessions related to aesthetics/hobbies 

(mean=2.62) and possessions related to appearance/sentimental value (mean=2.83) as 

cues in self-definition more than British (mean=2.21 and 2.40 respectively).

A main effect of materialism at the multivariate level (F(2,68)=5.74, p<.01) and at the 

univariate level for use of possessions related to aesthetics/hobbies (F(l,69)=4.12, p<.05, 

n^=.05) and possessions related to appearance/sentimental value (F(l,69)=9.39, p<.01, 

n^=.ll) reveals that materialists use possessions related to aesthetics/hobbies 

(mean=2.55) and possessions related to appearance/sentimental value (mean=2.81) as 

cues in self-definition more than non-materialists (means=2.28 and 2.42 respectively).

The 4(total interpersonal score) x 2(materialism) MANOVA reveals no significant 

results.

The 4(total ideological score) x 2(materialism) MANOVA reveals a significant main 

effect of total ideological score at the multivariate level (F(6,132)=2.23, p<.05) and at 

the univariate level for use of possessions related to aesthetics/hobbies as cues in self

definition (F(3,67)=4.23, p<.01, n^=.15). Post hoc comparisons, however, are not 

significant.

Summary and discussion of the results of section 5.8.

Consistent with our hypotheses, British and male adolescents use possessions related to 

aesthetics/hobbies as cues in self-definition more than Greek and female adolescents. 

The use of possessions related to appearance/sentimental value by Greek adolescents is 

consistent with our finding that Greeks are less materialistic than British; as less 

materialistic, Greeks are more likely to pay attention to possessions that have sentimental 

value and represent relationships (Richins, 1994).
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The tendency of female adolescents to use possessions that are related to appearance 

(clothes, accessories) or that have sentimental value (gifts, photos, plants, stereo) is 

consistent with empirical findings on gender differences in the types of treasured 

possessions (Dittmar, 1989, 1991; Dyl and Wapner, 1996; Kamptner, 1995). The lack of 

significant gender differences in the use of possessions related to aesthetics (decorative 

items, posters) or hobbies (books, magazines, music instrument, sports equipment, items 

forming special collection), on the other hand, indicates that male and female adolescents 

equally use this category of possessions in self-definition. It is likely that if the category 

included more activity-related items, it would elicitate gender differences that would 

correspond to the stereotype of males favouring possessions related to action.

The interaction effect of gender by culture shows that cultural differences apply only to 

female adolescents with Greek females using possessions related to aesthetics/hobbies as 

cues in self-definition more than British females. It appears that Greek females are 

relatively more “free” of the stereotypes that relate possessions that embody self- 

expression or activity to the males than British females are. It is possible that materialism 

plays a role as the interaction effect of materialism by gender by culture reveals; it 

appears that British males have to be materialistic to use this type of possessions, 

conforming to the materialism stereotype which links materialistic values to use of self- 

centred, activity-related possessions (Richins, 1994) while among non-materialists, 

British females and Greek males use them more than British males.

Partially confirming our hypothesis, materialistic individuals use both possessions related 

to appearance/sentimental value and possessions related to aesthetics/hobbies as cues in 

self-definition more than non-materialistic adolescents. The prevalence of possessions 

related to aesthetics/hobbies and to appearance is consistent with research indicating that 

materialists value possessions for their appearance-related and utilitarian meanings 

(Richins, 1994).

With regard to identity differences, although in terms of explained variance our findings 

are not particularly important, a number of observations can be made. The more 

adolescents are currently exploring alternatives in ideological or interpersonal identity, 

the more they use possessions related to aesthetics/hobbies for self-definition. It appears 

that the category of possessions related to aesthetics/hobbies which derive their 

importance from their self-expressive and active elements facilitate the explorative 

process of moratoriums. Moreover, the more adolescents are advanced in interpersonal 

identity, the more they use possessions related to appearance/sentimental value; these
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adolescents are interpersonally confident (Bennion, 1988 in Markstrom and Adams, 

1995), have formed interpersonal bonds and therefore have tokens of treasured 

relationships to use for self-defmition. Moreover, they are confident to rely on personal 

appearance to describe themselves.

5.9. Cultural, gender and identity differences in the use of physical

attributes, possessions and behaviours as cues in person perception. 

The relationship with self-construal and materialism.

In this section we explore the hypotheses that British adolescents, adolescents who are 

advanced in ideological identity, adolescents who have an individualistic self-construal 

and materialistic adolescents will use possessional cues in person perception while Greek 

adolescents, adolescents who are advanced in interpersonal identity, adolescents who 

have an inter-individualistic self-construal and non-materialistic adolescents will use 

mainly behavioural cues in person perception.

Overall, adolescents prefer to use behavioural cues in person perception. The means of 

the respondents’ reported use of possessions, physical attributes and behaviours as cues 

in person perception are presented in table 5.33.

Cue category mean sd
Possessions 2.43 0.58
Physical attributes 2.74 0.92
Behaviours 2.75 0.47

Table 5.33: Means o f respondents’ reported use o f different types o f cues in person perception.

Paired-subjects t-tests reveal that there are significant differences in the use of 

possessions and physical attributes (t=-3.97, df=147, t-prob<.01) and the use of 

possessions and behaviours (t=-8.85, df=147, t-prob<.01) but not in the use of physical 

attributes and behaviours (t=-0.14, df=150, t-prob=0.89).

5.9.1. Cultural, gender and identity (total scores) differences in the use of 

possessions, physical attributes and behaviours as cues in person perception.

To evaluate cultural, gender and identity differences in the prevalence of possessional, 

physical attributes or behavioural cues in person perception, two separate MANOVAs 

are performed; a 2(culture) x 2(gender) x 4(total ideological score) MANOVA and a 

2(culture) x 2(gender) x 4(total interpersonal score) MANOVA on the degree to which
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the three types of cues (possessions, physical attributes and behaviours) are used in 

person perception. Gender, culture and total ideological score and gender, culture and 

total interpersonal score are the independent variables for the first and the second 

MANOVA respectively.

A correlational analysis, presented in Appendix D, table 5.8., reveals that the dependent 

and independent variables are significantly correlated. Therefore, stepdown analysis is 

also performed.

For the 4(total ideological score) x 2(gender) x 2(culture) MANOVA, with the use of 

Wilk’s criterion, the combined dependent variables are not significantly affected by any 

of the main effects or their interaction, as shown in table 5.34.

Independent variable W ilk’s criterion df F-ratio F-prob
Ideo 0.96 9,306 0.50 0.87
Gender 0.98 3,126 0.70 0.54
Culture 0.98 3,126 0.45 0.71
Ideo X Gender 0.94 9,306 0.81 0.60
Ideo X Culture 0.92 9,306 1.03 0.41
Gender x Culture 0.94 3,126 2.44 0.06
Ideo X Gender x Culture 0.95 9,306 0.61 0.78

Table 5.34: Wilk’s criterion, F value and significance o f F fo r  the main and interaction effects o f the 
independent variables (gender, culture and total ideological score) on the dependent variables 
(degree to which the three types o f cues are used in person perception) from the MANOVA.

To investigate further the relationships among the dependent and the independent 

variables, an assessment of the univariate and the stepdown results of the MANOVA is 

required. The significant results of the analysis are presented in table 5.35.

Independent variables Dependent variables Univariate F df Step-down F df
Culture X Gender Physical attributes 5.25* 1,128 3.72* 1,127

Table 5.35.: The significant results o f MANOVA with gender, culture and total ideological score as the 
independent variables and degree to which the three types o f cues are used in person perception 
as the dependent variables. Univariate and step-down analysis results are reported.

* p<.05.

The interaction of gender by culture is related to use of physical attributes as cues in 

person perception. There is a significant cultural difference for female adolescents with 

Greek females using physical attributes as cues in person perception significantly more 

(mean=3.23) than British females (mean=2.50). There is also a significant gender 

difference among Greek adolescents with female Greeks using physical attributes as cues 

in person perception significantly more (mean=3.23) than male Greeks (mean=2.41).
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For the 4(total ideological score) x 2(gender) x 2(culture) MANOVA, with the use of 

Wilk’s criterion, the combined dependent variables are significantly affected by gender 

and the interaction effects of culture by gender, gender by total interpersonal score and 

culture by gender by total interpersonal score, as shown in table 5.36.

Independent variable W ilk’s criterion df F-ratio F-prob
Inter 0.88 9,301 1.70 0.08
Gender 0.90 3,124 4.40 0.006
Culture 0.98 3,124 0.49 0.68
Inter x Gender 0.86 9,301 2.01 0.03
Inter x Culture 0.90 9,301 1.48 0.15
Gender x Culture 0.92 3,124 3.27 0.02
Inter x Gender x Culture 0.82 9,301 2.67 0.005

Table 5.36.: Wilk’s criterion, F value and significance o f F fo r  the main and interaction effects o f the 
independent variables (gender, culture and total interpersonal score) on the dependent variables 
(degree to which the three types o f cues are used in person perception) from the MANOVA.

The significant results of the Univariate and the step-down analysis are presented in table 

5.37.

Independent variables Dep. variables Univariate F df Step-down F df
Culture X Gender x Inter Possessions 4.45** 3,126 4.45** 3,126

Behaviours 4.51** 3,126 2.67* 3,124
Culture X Gender Possessions 5.33* 1,126 5.33* 1,126

Behaviours 8.04** 1,126
Inter Physical attributes 3.73* 3,126 2.74* 3,125
Gender Possessions 5.42* 1,126 5.42* 1,126

Physical attributes 8.45** 1,126 5.46* 1,125
Table 5.37.: The significant results o f MANOVA with gender, culture and total interpersonal score as 

the independent variables and degree to which the three types o f cues are used in person 
perception as the dependent variables. Univariate and step-down analysis results are reported.

* p<.05
** p<.01.

The main effect of gender is related to use of physical attributes and possessions as cues 

in person perception. Both possessions and physical attributes are used by female 

adolescents (mean=2.47 and mean=2.98 respectively) significantly more than they are 

used by male adolescents (mean=2.19 and mean=2.43 respectively).

The main effect of total interpersonal score is related to use of physical attributes as cues 

in person perception. Use of Scheffe reveals that there is a significant difference between 

diffusers (mean=2.40) and foreclosures (mean=2.78) in the use of physical attributes as 

cues in person perception.

The interaction of culture by gender is related to use of possessions as cues in person 

perception. There is a significant gender difference for Greek respondents with female 

Greeks using possessional cues significantly more (mean=2.61) than male Greeks
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(mean=2.30). Moreover, there is a significant cultural difference among female 

adolescents; Greek females use possessional cues significantly more (mean=2.61) than 

British females (mean=2.36). The category of behavioural cues would be significant in 

Univariate analysis but its variance is already accounted for through overlap with 

possessions as is also seen in the correlation matrix.

The interaction of culture by gender by total interpersonal score is related to use of 

possessions and behaviours as cues in person perception. For British females, the 

criterion of LSD shows that diffusers use possessional cues in person perception 

significantly more than (mean=2.67) than moratoriums (mean=2.23). For British males, 

the criterion of LSD shows that diffusers use possessional cues in person perception 

significantly less (mean=l,64) than moratoriums (mean=2.52) or foreclosures 

(mean=2.79). For Greek females, Scheffe shows that achievers use possessional cues in 

person perception significantly less (mean=l,47) than moratoriums (mean=2.47). For 

Greek males, the use of the LSD criterion shows that foreclosures use behavioural cues 

significantly less (mean=2.21) than moratoriums (mean=2.75) or diffusers (mean=2.78).

5.9.2. Relationship between identity (subscale scores), self-construal and 

materialism and the use of possessions, behaviours and physical attributes as cues 

in person perception.

To explore the relationship between identity, self-construal and materialism and the 

degree to which different types of cues are used in person perception, a multiple 

regression, using stepwise method, is performed between the degree to which each of the 

types of cues are used in person perception as the dependent variable and identity 

subscale scores, individualistic self-construal and total materialism score as the 

independent variables. The results of this analysis are presented in table 5.38.

The results of the stepwise analysis indicate that ideological diffusion and interpersonal 

foreclosure are strong predictors of the use of possessions as cues in person perception 

in a direction that shows that the more adolescents are indifferent to issues of ideological 

identity (diffusers), the less they tend to use possessional cues in person perception. In 

contrast, the more adolescents have adopted others’ commitments in interpersonal 

identity (foreclosures), the more they tend to use possessional cues in person perception. 

Ideological moratorium, interpersonal foreclosure and interpersonal diffusion are strong 

predictors of the use of physical attributes as cues in person perception. The direction of 

the results shows that the more adolescents are currently exploring alternatives in the
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area of ideological identity and the more they have adopted others’ commitments in 

interpersonal identity, the more they use physical attributes as cues in person perception. 

In contrast, the more adolescents are indifferent to issues of interpersonal identity, the 

less they use this category of cues. Ideological diffusion, ideological moratorium, 

interpersonal foreclosure and materialism are strong predictors of the prevalence of 

behavioural cues in person perception. The direction of the results shows that the more 

adolescents are materialistic, the more they are currently exploring alternatives in the 

area of ideological identity and the more they have adopted others’ commitments in 

interpersonal identity, the more they use behavioural cues in person perception. In 

contrast, the more adolescents are indifferent to issues of ideological identity, the less 

they use behavioural cues in person perception. The correlations between these variables 

are presented in Appendix B, table 3.11.

Dependent variables Independent variables B BETA t S ig n t
Possessions IDDIF -0.08 -0.18 -2.09 0.03

INFOR 0.05 0.18 2.20 0.02
Physical attributes Independent variables B BETA t S ig n t

IDMOR 0.04 0.20 2.47 0.01
INDIF -0.09 -0.30 -3.56 0.0005
INFOR 0.09 0.21 2.52 0.01

Behaviours Independent variables B BETA t S ig n t
IDDIF -0.10 -0.29 -3.48 0.0007
IDMOR 0.02 0.17 2.05 0.04
INFOR 0.04 0.18 2.27 0.02
M aterialism -0.007 -0.16 -2.02 0.04

Table 5.38: The significant results o f the stepwise model regression analysis between identity subscales, 
individualistic self-construal and materialism as the independent variables and the degree to 
which the three categories o f cues are used in person perception as the dependent variables. For 
the cue category o f Possessions F(2,126)=5.02, p< .01 R^=.07 Adjusted R^=.05 R=.27. For the 
cue category o f Physical attributes F(3,I26)=6.78, p< .01 R^=.13 Adjusted R ^= .ll R=.37. For 
the cue category o f Behaviours F(4,125)=6.37, p< .01 R=.16 Adjusted Rf=.14 R=.41.

5.9.3. The role of materialism in the use of physical attributes, possessional and 

behavioural cues in person perception.

Because of the large number of independent variables and in order to clarify the picture, 

an hierarchical regression is applied with the degree to which the three categories of cues 

are used in person perception as the dependent variables. The results of the hierarchical 

regression are presented in table 5.39.

In the first block, culture and gender are entered as the independent variables, in the 

second block identity total scores and self-construal and in the third block materialism. 

None of the variables are strong predictors of the use of Possessions as cues in person 

perception.
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For use of Physical attributes, in blocks number one and two, gender contributes 

significantly to prediction of the use of Physical attributes as cues in person perception 

after differences due to culture, identity and self-construal are accounted for. In block 

number three, addition of materialism in the equation adds significantly to prediction of 

the use of physical attributes as cues in person perception after differences due to 

culture, identity and self-construal are accounted for.

Dependent variables Ind. variables B BETA t S ig n t
Possessions Culture -0.03 -0.03 -0.31 0.75

Gender -0.15 -0.12 -1.37 0.17
Ideo 0.05 0.09 0.97 0.33
Inter -0.02 -0.03 -0.41 0.67
Indip -9.52 -0.03 -0.34 0.73
M aterialism -0.002 -0.03 -0.35 0.72

Physical attributes Ind. variables B BETA t S ig n t
Culture 0.24 0.13 1.37 0.17
Gender -0.37 -0.20 -2.32 0.02
Ideo 0.07 0.08 0.88 0.37
Inter 0.15 0.15 1.81 0.07
Indip 0.005 0.11 1.26 0.20
M aterialism -0.01 -0.18 -2.10 0.03

Behaviours Ind. variables B BETA t S ig n t
Culture 0.08 0.08 0.86 0.38
Gender -0.14 -0.14 -1.68 0.09
Ideo 0.07 0.15 1.60 0.11
Inter 0.01 0.01 0.23 0.81
Indip 0.001 0.06 0.71 0.47
M aterialism -0.01 -0.22 -2.51 0.01

Table 5.39: Results o f the hierarchical regression analysis between culture and gender in the first 
block, total identity scores and individualistic self-construal in the second block and materialism 
in the third block as the independent variables and the degree to which the three categories o f 
cues are used in person perception as the dependent variables. For the cue category o f  
Possessions F(6,121)=0.60, p> .05 R^=.02 Adjusted R^=-.01 R=.17. For the cue category o f  
Physical attributes F(6,122)=2.71, p> .05 R^=.ll Adjusted R^=.07 R=.34. For the cue category 
o f Behaviours F(6,122)=2.15, p> .05 R^=.09 Adjusted R^=.05 R=.30.

For use of Behaviours, in block number three, materialism contributes significantly to 

prediction of the use of Behaviours as cues in person perception after differences due to 

culture, gender, identity and self-construal are accounted for. The correlations between 

these variables are presented in Appendix B, table 3.12. The conclusion from the 

hierarchical analysis is that the strongest predictors of the use of different types of cues in 

person perception are gender and materialism.

A 2(gender) MANOVA on the use of the three categories of cues in person perception 

reveals a main effect of gender at the univariate level for use of Physical attributes 

(F(l,146)=4.80, p<.05, n^=.03). In order to assess the role of materialistic values on 

person perception, the MANOVA described above is repeated with materialism as a
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covariate. The results of the analysis are similar to the previous MANOVAs and 

materialism as a covariate is not significant. There is a significant main effect of gender at 

the univariate level for use of Physical attributes (F(l,140)=5.27, p<.05, n^=.03) and 

Behaviours as cues in person perception (F(l,140)=4.28, p<.05, n^=.02). Even if 

materialism as a covariate is not significant, the main effect of gender on use of 

behavioural cues in person perception is added to the results of the previous MANOVA. 

It appears that when the impact of materialistic values is controlled statistically, the use 

of different types of cues for person perception is affected. The impact of materialistic 

values as a covariate is an important influence on the dependent variables and there is a 

systematic relationship between materialism and the use of different types of cues in 

person perception.

In order to assess the interaction of materialism and culture, gender and identity, 

materialism has been transformed into a categorical variable as was described in the 

previous section.

A 2(culture) x 2(gender) x 2(materialism) MANOVA, a 4(total ideological score) x 

2(materialism) MANOVA and a 4(total interpersonal score) x 2(materialism) MANOVA 

are performed.

A 2(culture) x 2(gender) x 2(materialism) MANOVA reveals a significant interaction 

effect of gender by culture by materialism at the univariate level for use of physical 

attributes (F(l,69)=4.80, p<.05, n^=.06). There are materialism differences among British 

females with materialists using physical attributes as cues in person perception more 

(mean=3.08) than non-materialists (mean=1.90). Also, there is a significant gender 

difference among Greek materialists with females using physical attributes as cues in 

person perception more (mean=3.39) than males (mean=2.68). The same pattern of 

gender differences applies to Greek non-materialists with females using physical 

attributes as cues in person perception more (mean=3.19) more than males (mean=2.11). 

Finally, there is a cultural difference among female non-materialists with Greeks using 

physical attributes as cues in person perception more (mean=3.19) than British do 

(mean=1.90).

A significant interaction effect of gender by culture at the multivariate level 

(F(3,67)=3.71, p<.05) and at the stepdown level for use of physical attributes 

(F( 1,68)= 10.63, p<.05, n^=.13) reveals that there are gender differences among Greek 

adolescents with females using this type of cues in person perception more (mean=3.23) 

than males (mean=2.41). Moreover, there are cultural differences among female
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adolescents with Greeks using physical attributes as cues in person perception 

significantly more (mean=3.23) than British (mean=2.50).

A significant main effect of materialism at the stepdown level for use of Behaviours 

(F(l,67)=4.46, p<.05, n^=.08) reveals that materialists use behaviours as cues in person 

perception significantly more (mean=2.91) than non-materialists (mean=2.61).

The 4(total ideological score) x 2(materialism) MANOVA reveals a significant 

interaction effect of total ideological score by materialism at the stepdown level for use 

of Possessions (F(3,67)=3.41, p<.05, n^=.13). There are materialism differences among 

ideological foreclosures with non-materialists using possessions as cues in person 

perception more (mean=3.42) than materialists (mean=2.09).

The 4(total interpersonal score) x 2(materialism) MANOVA reveals a significant 

interaction effect of total interpersonal score by materialism at the multivariate level 

(F(9,155)=2.03, p<.05) but fails to reach statistical significance at the univariate level. A 

significant main effect of total interpersonal score also emerges at the univariate level for 

use of Physical attributes (F(3,66)=3.16, p<.05, n^=.12). Use of Scheffe shows that 

interpersonal foreclosures use physical attributes as cues in person perception more 

(mean=3.19) than diffusers (mean=2.32).

Summary and discussion of the results of section 5.9.

Contrary to our hypothesis on cultural differences, the interaction effect of gender by 

culture indicates Greek females use physical attributes and possessions more than British 

females or Greek males. It appears that Greek females conform to the gender stereotype 

of paying attention to physical attributes and possessions (Dittmar, 1989) more than 

British females do. It is possible that the “female” image and identity in Greece are more 

traditionally related to appearance and as a consequence, Greek females pay attention to 

physical attributes.

The interaction effect of gender by culture by total interpersonal score indicates that 

among British females, diffusers use possessions more than moratoriums while among 

British males, diffusers use possessions less than moratoriums and foreclosures. It 

appears that British females who are indifferent to issues of interpersonal identity still use 

possessional cues, while British males who are indifferent to issues of interpersonal 

identity are also indifferent to possessional cues. It is possible to claim that British female 

diffusers conform more to the gender stereotype we identified as prominent in the

319



behaviour of Greek females. In other words, this gender stereotype is strong for Greek 

females overall and for British females who are in the least advanced stage of 

interpersonal identity formation. Among Greek males, different types of information 

serve different needs according to stage of identity formation. Interpersonal achievers 

use possessional cues less than moratoriums. Confident about their commitments and 

interpersonal relationships (e.g. Bennion, 1988 in Markstrom and Adams, 1995), 

achievers possibly look for “deeper” cues when forming impressions about others while 

moratoriums turn to readily available possessional cues as a feedback to their 

interpersonal explorations. Similarly, Greek males who have adopted others’ 

commitments have learned not to trust behavioural cues in person perception. Their not 

paying attention to behavioural cues may reflect an adult attitude they have adopted 

(Tsiantis et al., 1994) or an insecurity or even inability to trust their observations and 

instincts. The only subgroup for which identity is not related to the use of different types 

of cues in person perception is Greek females. It appears that gender stereotypes are 

stronger than identity differences for Greek females while for Greek males, British males 

and British females, identity has a significant role in the use of different types of cues in 

person perception.

The interaction effect of materialism by culture by gender reveals an overall prevalence 

of physical attributes as cues in person perception for female Greeks applying to both 

materialists and non-materialists. In contrast, there are materialism differences among 

British females with materialists using physical attributes as cues in person perception 

more than non-materialists. It appears that, as the least advanced stage of identity is 

instrumental for the use of possessional cues by British females, endorsement of socially 

undesirable materialistic values is instrumental in their using physical attributes. Overall, 

British females use cues in person perception when they are in lower stages of identity or 

when they are materialists. Greek females, in contrast, demonstrate a general tendency to 

use cues in person perception, regardless of identity formation or materialistic values. 

Contrary to our hypothesis and to theoretical assumptions (Hunt et al., 1996; Richins and 

Dawson, 1992), materialistic adolescents tend to use behaviours as cues in person 

perception more than non-materialistic adolescents do. Also, a significant interaction 

effect of total ideological score by materialism for possessions shows that there are 

materialism differences among ideological foreclosures, with non-materialists using 

possessions as cues in person perception more than materialists.
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Partially in line with our expectations, interpersonal diffusers use all types of cues less 

than adolescents in other stages of identity formation. Moreover, ideological 

moratoriums and interpersonal foreclosures tend to use physical attributes and 

behaviours as cues in person perception; interpersonal foreclosures also use possessional 

cues.

It appears that the overall lack of social interaction (Orlofsky et al., 1973) leads diffusers 

to be indifferent to any kind of external stimuli. Interpersonal foreclosures, in contrast, 

use all cues, possibly in an attempt to confirm their adopted commitments; another 

possible explanation is that the “socially desired” attitude conveyed to them by significant 

others is to use external information in person perception. Consistent with their reflective 

way of thinking (Bourne, 1978), ideological moratoriums appear to deny the usefulness 

of “superficial” possessional cues in impression formation and turn their attention to 

behaviours instead.

Overall, it is not possible to discern a clear tendency of adolescents in advanced identity 

statuses using a specific category of cues in person perception. However, it is possible to 

say that interpersonal identity does not differentiate use of different types of cues while 

ideological identity maturity precludes possessional cues in person perception, possibly 

relating to the use of less superficial external stimuli. Moreover, in terms of explained 

variance, identity statuses appear to be stronger predictors of the use of behavioural cues 

in person perception than of any other category of cues.

Contrary to our hypothesis, self-construal does not appear to be related to the use of 

different types of cues in person perception in our data.

5.10. Cultural, gender and identity differences in the use of different 

types of possessions as cues in person perception. The relationship with 

self-construal and materialism.

In this section we address the hypotheses that British, male and materialistic adolescents 

will use mainly possessions related to aesthetics/hobbies as cues in person perception 

while Greek, female and non-materialistic adolescents will use mainly possessions related 

to appearance/sentimental value as cues in person perception.
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5.10.1. Cultural, gender and identity (total scores) differences in the use of 

different types of possessions as cues in person perception.

To evaluate identity, gender and cultural differences in the prevalence of different types 

of possessions in person perception, two separate MANOVAs are performed; a 

2(culture) x 2(gender) x 4(total ideological score) MANOVA and a 2(culture) x 

2(gender) x 4(total interpersonal score) MANOVA on the degree to which the two types 

of possessions (possessions related to aesthetics or hobbies and possessions related to 

appearance or sentimental value) are used as cues in person perception. Gender, culture 

and total ideological score and gender, culture and total interpersonal score are the 

independent variables for the first and the second MANOVA respectively.

A correlational analysis, presented in Appendix D, table 5.8., reveals that our dependent 

and independent variables are significantly correlated. Therefore, stepdown analysis 

results are also reported.

For the 4(total ideological score) x 2(gender) x 2(culture) MANOVA, with the use of 

Wilk’s criterion, the combined dependent variables are not significantly affected by any 

of the independent variables or their interaction, as shown in table 5.40.

Independent variable W ilk’s criterion df F-ratio F-prob
Ideo 0.97 6,254 0.62 0.71
Gender 0.99 2,127 0.62 0.53
Culture 0.99 2,127 0.11 0.89
Ideo X Gender 0.96 6,254 0.80 0.56
Ideo X Culture 0.92 6,254 1.76 0.10
Gender x  Culture 0.98 2,127 1.15 0.31
Ideo X Gender x Culture 0.98 6,254 0.29 0.94

Table 5.40.: Wilk’s criterion, F value and significance o f F fo r  the main and interaction effects o f the 
independent variables (gender, culture and total ideological score) on the dependent variables 
(degree to which the two types o f possessional cues are used in person perception) from the 
MANOVA.

To investigate further the relationships among the dependent and the independent 

variables, an assessment of the univariate and stepdown results of the MANOVA is 

required. The significant results are presented in table 5.41.

Independent variables Dependent variables Univariate F df Stepdown F df
Ideo X Culture Possessions related to 

appearance/sentimental
3.27* 3,128 3.10* 3,127

Table 5.41.: The significant results o f MANOVA with gender, culture and total ideological score) as the 
independent variables and degree to which the two types o f possessional cues are used in person 
perception as the dependent variables. Univariate and stepdown analysis results are reported.

* p<.05.
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The interaction of total ideological score by culture is related to the use of possessions 

related to appearance/sentimental value as cues in person perception. For the British, the 

use of the LSD reveals that achievers use possessions related to appearance/sentimental 

value as cues in person perception significantly more (mean=3.11) than diffusers 

(mean=2.25) or foreclosures (mean=2.16). For the Greeks, the use of the LSD reveals 

that foreclosures use possessions related to appearance/sentimental value as cues in 

person perception significantly more (mean=2.85) than achievers (mean=2.32) or 

diffusers (mean=2.18).

For the 4(total interpersonal score) x 2(gender) x 2(culture) MANOVA, with the use of 

Wilk’s criterion, the combined dependent variables are significantly affected by gender, 

total interpersonal score and the interaction of total interpersonal score by gender by 

culture, as table 5.42. presents.

Independent variable W ilk’s criterion df F-ratio F-prob
Inter 0.90 6,252 2.26 0.03
Gender 0.91 2,126 5.67 0.004
Culture 0.99 2,126 0.13 0.87
Inter x Gender 0.92 6,252 1.70 0.12
Inter x Culture 0.92 6,252 1.61 0.14
Gender x Culture 0.96 2,126 2.61 0.07
Inter x Gender x Culture 0.89 6,252 2.50 0.02

Table 5.42.: Wilk’s criterion, F value and significance o f F fo r the main and interaction effects o f the 
independent variables (gender, culture and total interpersonal score) on the dependent variables 
(degree to which the two types o f possessional cues are used in person perception) from the 
MANOVA .

The significant results of the univariate and stepdown analyses are presented in table

5.43.

Independent
variables

Dependent variables Univariate F df Stepdown F df

Gender Appearance/sentimental Poss. 11.30** 1,127 9.88** 1,126
Inter Appearance/sentimental Poss. 4.00** 3,127 3.50** 3,126
Inter x gender x 
culture

Appearance/sentimental Poss. 4.59* 3,127 2.45 3,126

Table 5.43.: The significant results o f MANOVA with gender, culture and total interpersonal score as 
the independent variables and degree to which the two types o f possessional cues are used in 
person perception as the dependent variables. Univariate and stepdown analysis results are 
reported.

* p<.05
** p<.01.
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The main effect of gender is related to use of possessions related to 

appearance/sentimental value as cues in person perception. Female adolescents use 

possessions related to appearance/sentimental value more (mean=2.52) than male 

adolescents (mean=2.08).

The main effect of total interpersonal score is related to use of possessions related to 

appearance/sentimental value as cues in person perception. Use of LSD shows that there 

is a significant difference between foreclosures and achievers.

The interaction of gender by culture by total interpersonal score is related to use of 

possessions related to appearance/sentimental value as cues in person perception. There 

is a significant identity difference among British males; use of Scheffe criterion shows 

that interpersonal foreclosures use this type of possessions as cues in person perception 

more (mean=2.77) than interpersonal diffusers (mean=1.71). Moreover, there is a 

significant identity difference among Greek males; use of Scheffe criterion shows that 

interpersonal moratoriums use this type of possessions as cues in person perception more 

(mean=2.39) than interpersonal achievers (mean=1.38). Gender is significant for British 

diffusers with females using possessions related to appearance/sentimental value as cues 

in person perception more (mean=2.55) than males (mean=1.71). Among British 

achievers, males use possessions related to appearance/sentimental value as cues in 

person perception more (mean=2.22) than females (mean=1.66). Among Greek 

foreclosures, females use possessions related to appearance/sentimental value as cues in 

person perception more (mean=2.85) than males (mean=1.70). Among Greek achievers, 

females use possessions related to appearance/sentimental value more (mean=2.66) than 

males (mean=1.38). Cultural differences are significant among male foreclosures with 

British using possessions related to appearance/sentimental value as cues in person 

perception more (mean=2.77) than Greeks (mean=1.70).

5.10.2. Relationship between identity (subscale scores), self-construal and 

materialism and the use of different types of possessions as cues in person 

perception.

To explore the relationship between identity, self-construal and materialism and the 

degree to which different types of possessional cues are used in person perception, a 

multiple regression, using stepwise method, is performed between the degree to which 

each of the types of possessional cues are used in person perception as the dependent 

variable and identity subscale scores, individualistic self-construal and total materialism
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score as the independent variables. The results of these analyses are presented in table

5.44.

Interpersonal achievement is a strong predictor of the use of possessions related to 

aesthetics/hobbies as cues in person perception in a direction that shows that the more 

adolescents are advanced in interpersonal identity formation, the less they use this type of 

cue in person perception. Ideological diffusion and interpersonal foreclosure are strong 

predictors of the prevalence of possessions related to appearance/sentimental value as 

cues in person perception. The direction of the results shows that the more adolescents 

have adopted others’ commitments in interpersonal areas of identity, the more they use 

this cue category. In contrast, the more adolescents are indifferent to issues of 

ideological identity, the less they use this cue category. The correlations between these 

variables are presented in Appendix B, table 3.13.

Dependent variables Ind. variables B BETA t S ig n t
Poss. related to aesthetics/hobbies INACH -0.03 -0.19 -2.26 0.02
Foss, related to appearance/sentimental Ind. variables B BETA t S ig n t

IDDIF -0.09 -0.19 -2.32 0.02
INFOR 0.07 0.22 2.63 0.009

Table 5.44.: The significant results o f the stepwise model regression analysis between identity 
subscales, individualistic self-construal and materialism as the independent variables and the 
degree to which the two categories o f Possessions are used as cues in person perception as the 
dependent variables. For Possessions related to aesthetics/hobbies F(l,127)=5.12, p< .05 Pf=.03 
Adjusted R^=.03 R=.19. For Possessions related to appearance/ sentimental value F(2,126)=6.67, 
p< .01 R^=.09 Adjusted R^=.08 R=.30.

5.10.3. The role of materialism in the use of different types of possessions as cues in 

person perception.

Because of the large number of independent variables and in order to clarify the picture, 

an hierarchical regression is applied with the degree to which the two types of 

possessions are used as cues for person perception as the dependent variables. In the first 

block, culture and gender are entered as the independent variables, in the second block 

identity total scores and self-construal and in the third block materialism. The results of 

the hierarchical regression are presented in table 5.45.

None of the variables contributes significantly to prediction of the use of Possessions 

related to aesthetics/hobbies as cues in person perception.

In blocks number one, two and three, gender contributes significantly to prediction of the 

use of Possessions related to appearance/sentimental value after differences due to 

culture, identity and self-construal are accounted for. The correlations between these 

variables are presented in Appendix B, table 3.14. The conclusion from the hierarchical
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analysis is that the strongest predictor of the degree to which different types of 

possessions are used as cues in person perception is gender.

Dependent variables Ind. variables B BETA t S ig n t
Poss. related to aesthetics/hobbies Culture -0.10 -0.07 -0.73 0.46

Gender -0.04 -0.03 -0.35 0.72
Ideo 0.04 0.05 0.60 0.54
Inter -0.03 -0.04 -0.44 0.65
Indip -0.002 -0.05 -0.61 0.54
Materialism 0.003 0.04 0.50 0.61

Poss. related to appearance/sentimental Ind. variables B BETA t S ig n t
Culture 0.05 0.04 0.43 0.66
Gender -0.29 -0.22 -2.53 0.01
Ideo 0.07 0.12 1.28 0.20
Inter -0.01 -0.02 -0.24 0.80
Indip 5.08 0.01 0.17 0.86
M aterialism -0.009 -0.14 -1.57 0.11

Table 5.45.: Results o f the hierarchical regression analysis between culture and gender in the first 
block, total identity scores and individualistic self-construal in the second block and materialism 
in the third block as the independent variables and the degree to which the two categories o f 
possessions are used as cues in person perception as the dependent variables. For possessions 
related to aesthetics/ hobbies F(6,121)=0.23, p>.05 Rf=.01 Adjusted R^=-.03 R=.10. For 
possessions related to appearance/ sentimental value F(6,121)=1.97, p> .05 R^=.08 Adjusted 
R^=.04 R=.29.

A 2 (gender) MANOVA on the degree to which the two types of possessions are used as 

cues in person perception is performed. The results reveal a main effect of gender at the 

multivariate level (F(2,146)=3.85, p<.05) and at the stepdown level for use of 

Possessions related to appearance/sentimental value as cues in person perception 

(F(l,146)=7.48, p<.01, n"=.04).

In order to assess the relationship between materialistic values and the use of different 

types of possessions as cues in person perception, the MANOVA described above is 

repeated with materialism as a covariate. The results of the analysis are identical to the 

previous MANOVAs and materialism as a covariate is not significant for any of the two 

types of possessional cues. There is a significant main effect of gender at the multivariate 

level (F(2,140)=4.83, p<.01) and at the stepdown level for use of Possessions related to 

appearance/sentimental value as cues in person perception (F(l,140)=8.34, p<.01, 

n^=.05). It appears that the results remain unchanged when the impact of materialism is 

held constant. The relevance of gender and culture is stronger than the impact of 

materialism.

In order to assess the interaction of materialism and culture, gender and identity, 

materialism has been transformed into a categorical variable as was described in the 

previous section.
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A 2(culture) x 2(gender) x 2(materialism) MANOVA, a 4(total ideological score) x 

2(materialism) MANOVA and a 4(total interpersonal score) x 2(materialism) MANOVA 

are performed.

A 2(gender) x 2(culture) x 2(materialism) MANOVA reveals a significant interaction 

effect of gender by culture by materialism at the multivariate level (F(2,68)=3.37, p<.05) 

and at the stepdown level for use of possessions related to appearance/sentimental value 

as cues in person perception (F(l,68)=6.50, p<.05, n^=.08). There are materialism 

differences for British females with materialists using possessions related to 

appearance/sentimental value as cues in person perception more (mean=3.03) than non

materialists (mean=2.03). There are also gender differences among British materialists 

with females using this type of cues more (mean=3.03) than males (mean=2.35). The 

analysis also reveals a significant interaction effect of gender by materialism at the 

multivariate level (F(2,68)=4.92, p<.01) which failed to reach statistical significance at 

the univariate level.

The 4(total ideological score) x 2(materialism) MANOVA reveals a significant 

interaction effect of total ideological score by materialism at the stepdown level for use 

of possessions related to aesthetics/hobbies as cues in person perception (F(3,67)=3.68, 

p<.01, n^=.14); there are materialism differences among ideological foreclosures with 

non-materialists using this type of cues more (mean=3.75) than materialists (mean=1.95). 

The 4(total interpersonal score) x 2(materialism) MANOVA reveals a significant main 

effect of total interpersonal score at the multivariate level (F(6,130)=2.83, p<.01) and at 

the stepdown level for possessions related to appearance/sentimental value 

(F(3,65)=4.80, p<.05, n^=.13). Use of the LSD shows that interpersonal foreclosures use 

possessions related to appearance/sentimental value as cues in person perception more 

(mean=2.63) than achievers (mean=2.18).

Summary and discussion of the results of section 5.10.

Consistent with our hypotheses, British adolescents use possessions related to 

aesthetics/hobbies as cues in person perception more than Greek adolescents and female 

adolescents use possessions related to appearance/sentimental value as cues in person 

perception more than male adolescents. The interaction effect of total interpersonal score 

by gender by culture indicates that interpersonal identity is instrumental among males of 

both cultures. However, for the British the tendency is that the more advanced stages
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(foreclosures) use possessions related to appearance/sentimental value more than the 

least advanced stages (diffusion), while for the Greeks the opposite is true; the least 

advanced stages (moratorium) use them more than the more advanced (achievers). 

Gender differences among Greeks indicate that regardless of the stage of identity 

(foreclosure or achievement), females use possessions related to appearance/sentimental 

value more than males. Among the British, however, identity moderates gender 

differences with female diffusers and male achievers using this type of possessions more. 

Apparently, the same possessional cues are used by the most interpersonal mature males 

and the least interpersonal mature females. Also, cultural differences are instrumental for 

males with British using possessional cues related to appearance/sentimental value more 

than Greeks. It appears that gender stereotypes which relate females with sentimental 

possessions (e.g. Dittmar, 1989; Gilligan, 1982) are prevalent among the Greeks 

irrespective of identity stage. In contrast, identity is strongly related to gender differences 

for the British adolescents. Mature identity males use the same cues as the least mature 

females. It could be claimed that gender stereotypes apply only to immature British 

females while the pattern is inverse for British males.

With regard to the interaction effect of total ideological score by culture, identity 

maturity for the British adolescents (achievers) leads to greater use of possessions related 

to appearance/sentimental value compared to least advanced stages of identity formation 

(diffusion and foreclosure). For the Greek adolescents, on the other hand, greater use of 

this type of possessions is related to adolescents who have adopted others’ commitments 

(foreclosures) as compared to achievers and diffusers. A possible explanation is that use 

of this type of information is both encouraged by adults and therefore adopted by 

diffusers and reflected in the mature, “adult” behaviour of identity achievers; indeed, it is 

reported in the literature that Greek adolescents tend to adopt parental stereotypes 

(Tsiantis et al., 1994). This does not explain however, how Greek achievers use this type 

of possessions less. It appears that possessions related to appearance/sentimental value 

are more prevalent and respected sources of information in the British society and their 

use is considered a sign of maturity. In contrast, this behaviour in Greece is a more 

conservative, conformist attitude.

Contrary to our hypothesis, among British females, materialists use possessions related 

to appearance/sentimental value more than non-materialists. There are also gender 

differences among British materialists, with females using this type of cues more than 

males. Materialism is thus related to use of possessional cues in person perception only
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for British females and not for British males, Greek males or Greek females. The 

prevalence of possessions related to appearance/sentimental value among British female 

materialists is most likely derived from the “appearance-related” content of this category. 

We previously commented that British females do not generally conform to gender 

stereotypes in the use of possessional cues in person perception. It is possible that 

materialism rather than gender differences are reflected in their preferences for different 

types of possessional cues.

The significant interaction effect of total ideological score by materialism for possessions 

related to aesthetics/hobbies reveals that there are materialism differences among 

ideological foreclosures, with non-materialists using this type of cues more than 

materialists; this difference has to be attributed to the “aesthetics” rather than to the 

“hobbies” component of the category since non-materialists derive value from a 

possession’s potential for hedonic satisfaction (Richins, 1994).

With regard to identity differences, our findings indicate that interpersonal identity 

maturity leads to reduced use of possessions related to aesthetics/hobbies, possibly 

because interpersonally intimate achievers (Bennion and Adams, 1986; Bennion, 1988 in 

Markstrom and Adams, 1995) are more willing to use possessions related to sentimental 

value. Moreover, interpersonal foreclosures use possessions related to 

appearance/sentimental value as cues in person perception more and ideological diffusers 

less. These findings, even though not particularly strong in terms of explained variance, 

are consistent with our previous findings that diffusers use all types of information less 

while foreclosures use all types of information more than adolescents in other stages.

The lack of significant gender and cultural differences in the use of possessions related to 

aesthetics/hobbies in person perception leads us to the assumption that, whether 

extensive or limited, the characteristics of the use of these possessions are universal.

It is important to note that throughout our findings on the role of different types of cues 

in self-definition and person perception, we have not addressed the issue of social class 

differences. Therefore, our findings can only be generalised on middle-class adolescents 

as our sample came from schools in middle-class areas.
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Chapter 6. 

Discussion.

Introduction.

An extensive amount of research has highlighted the role of possessions as reflections of 

identity (e.g. Belk, 1984, 1988; Douglas and Isherwood, 1979; Dittmar, 1989, 1991, 

1994; Furby, 1978, 1991; Holman, 1981; Lunt and Livingstone, 1992; McCracken, 

1986; Solomon, 1983; Wallendorf and Amould, 1988) and the emergence of identity in 

the context of consumption and postmodern culture (e.g. Bourdieu, 1984, 1985; 

Baudrillard, 1988; Giddens, 1991). Data on the adolescent years, in particular, shows 

that possessions are not only regarded as a part of self but also as instrumental to the 

development of self (e.g. Csikszentmihalyi and Rochberg-Halton, 1981; Costello, 1986; 

Fumham and Jones, 1987; Furby, 1978; Kamptner, 1991; Montemayor and Eisen, 1977; 

Steude, 1985).

Drawing on this tradition, we focused on the relationship between material possessions 

and identity formation in adolescence and attempted to identify a “holistic”, “global” 

concept reflecting the emerging identity profile of adolescents. This was provided by 

Erikson’s (1959) psychoanalytic model and Marcia’s (1966) conceptualisation of identity 

statuses. On the basis of this model, the Objective Measure of Ego Identity Status 

(Adams and Grotevant, 1984) was selected as providing insight into the formation of 

adolescent identity.

The aim of the thesis was to explore the way in which adolescents relate to material 

possessions and the role of material possessions as reflections of identity. The underlying 

concept is that material possessions are used by adolescents as self-extensions, as 

perceptions and expressions of their own and others’ identity.

6.1. Key Issues.

6.1.1. The contention of uniformity in television watching and shopping patterns.

The contention of the importance of amount of television watching on a number of 

variables was not confirmed. Rather, the motives for television advertising watching are
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linked to attitudes to and perceptions of television advertisements. Susceptibility to 

advertising (perhaps the most crucial variable for practitioners) appears to be related to 

attitudes to and perceptions of advertising and to the various needs the adolescent seeks 

to fulfil through television watching rather than to total amount of television advertising 

watching. Moreover, it appears that age, gender and culture are not particularly 

instrumental in distinguishing between uses and gratifications of television advertising 

watching.

There also appears to be uniformity in consumerism in the sense that shopping fulfils the 

same functions across age, gender and culture. There are no cultural or age differences in 

the spending priorities of adolescents, suggesting the existence of an internationalised 

youth market.

The existence of universal shopping and television advertising watching functions 

appears to justify the promotion of internationalised advertising campaigns. Indeed, there 

is a rapid growth of global advertising campaigns (Andrews et al., 1991), which may also 

be attributed to their lower cost. International advertising campaigns include less and less 

vocal elements (which are by definition culturally laden) and focus on images, sounds, 

pictures, music which help uniformity. On the other hand, this type of advertisements are 

analysed and interpreted in the cultural level (McCracken, 1990) and advertising 

practitioners need to appreciate individual country differences such as historical values, 

practices and regulation (Andrews et al., 1991). Further, non-vocal advertisements allow 

for personal interpretations to be made, for each individual to find and get what he wants 

from the advertisement. Contemporary advertising demands the active participation of 

audiences (Miller, 1995) and adolescents, in particular, who are in the stage of 

exploration, may turn to advertisements for self-defining stimuli. Through involvement in 

the uniformity of the consumer culture (promotion of a universal youth culture through 

advertisements), adolescents try to find and establish a personal identity. Lunt and 

Livingstone note that changes in modem consumer culture “...reflect the move away 

from an economy rooted in mass production to a more consumer-led economy. In terms 

of personal identity, these changes are seen to increase both personal freedom and 

personal responsibility” (Lunt and Livingstone, 1992:167).

A number of additional conclusions can be drawn from our findings concerning the role 

and power of television advertising and of consumption.
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Amount of television watching is positively related to the degree to which adolescents 

worry or think about money. It appears that television promotes the importance of 

money and its salience for peer group acceptance; or, vice versa, the prevalence of 

financial affluence in consumer society creates a need for individuals to rely on money- 

related information and models provided by television. Adolescents who are positively 

predisposed and susceptible to the influence of advertising are inclined to use shopping 

for various motives; also, adolescents who are susceptible to social and peers’ influences 

in shopping and who are compulsive consumers are inclined to be susceptible to 

advertising and to use television advertising watching to fulfil various needs. The 

instrumental role of uses and gratifications needs to be highlighted. It appears that mere 

exposure to advertising is not sufficient to trigger effects on consumer behaviour; rather, 

the motives for television advertising watching are related to the effectiveness of 

advertising as well as to the social process of consumer learning. Also, uses and 

gratifications of shopping and of television advertising watching reflect an array of 

adolescent’s inner needs. In other words, shopping and advertisements are treated 

equally by adolescents as a means to overcome psychosocial difficulties and to draw 

material for the formation of a personal identity.

The only exception to the rule is shopping for rational reasons which is not related to any 

other use of shopping or television advertising watching. Combined with the significant 

positive correlation between susceptibility to parents’ influences in shopping and rational 

shopping, this finding constitutes a further confirmation of our assumption that parents 

on the one hand and peers and the mass media on the other hand are competing 

influences as sources of information in the adolescent’s attempt to define an identity. Our 

findings confirm previous reports on the prominent role of parents in the teaching of the 

“rational”, socially desirable aspects of consumption (e.g. Moschis and Moore, 1980 in 

Moschis, 1985). It is equally possible that parents focus on the pragmatic, practical 

aspects of consumption or that adolescents turn to parents as a source of information 

when sensible consumption decisions are required. Parents are also considered 

responsible for attitudes toward money across age and culture. There appears to be a link 

between susceptibility to social and peers’ influences in shopping highlighting the 

predominance of the peer group as the salient social influence in adolescence. Contrary 

to the direction of parental influences, peers relate to the social image benefits and the 

adolescent goal of boosting self-esteem and establishing peer group status; in other 

words, peer influences in shopping are related to the “expressive” aspects of

332



consumption (e.g. Moschis and Churchill, 1978). Further, compulsive buying tendencies 

appear to be related to susceptibility to social and peers’ influences and to shopping for 

psychological reasons/to relax/as a habit and shopping for company/to learn; it seems 

that compulsive shopping is linked to social image benefits. It is a contribution of the 

thesis that compulsive buying tendencies can be predicted by a variety of other variables 

such as susceptibility to social and peers’ influences and uses and gratifications of 

shopping.

Increased television use, an array of television advertising watching gratifications and a 

positive predisposition to television advertisements (positive attitudes and perceptions 

and increased susceptibility to advertising) co-exist with less desirable consuming 

behaviours (compulsive consumption) and with a host of consumption patterns 

(susceptibility to social and peers’ influences in shopping, shopping for psychological 

reasons, shopping to leam/for company) that are related to “expressive” consumption. In 

contrast, a negative predisposition to television advertising is linked to “rational” 

consumption practices and to susceptibility to parents’ influences in shopping. Overall, 

consumption, television advertising watching and peers appear to be used 

interchangeably by the adolescent as sources of information, providers of role models, 

basis for interpersonal communication and boosters of self-esteem while parents provide 

a counterbalancing frame of action evolving around rational consumption.

Extensive use of television advertising watching for an array of reasons and susceptibility 

to advertising does not, however, affect the ability to state that commercials are not 

informative or to demand improvement with regard to the way they are executed. It thus 

appears that adolescents do not consider television advertisements a source of 

information but they watch commercials for other reasons. The various uses and 

gratifications sought in television advertising watching or shopping are related to one 

another, presumably underlying inner psychological needs, the most important of all to 

facilitate identity resolution.

6.1.2. Functions possessions fulfil for adolescents: the meanings attached to 

treasured possessions and the use of possessional cues in self-definition and person 

perception.

The functions possessions fulfil for adolescents facilitate the adolescent task of 

developing an identity.
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In particular, our data indicates that the most treasured categories of possessions among 

adolescents are material and self-expressive possessions and the three most prevalent 

meanings attached to treasured possessions are instrumental, individual use-related and 

symbolic inter-relatedness meanings. The category of material possessions includes 

assets, leisure items, functional items and transportation items. Our category of self- 

expressive possessions includes self-extension items such as trophies and collections, 

sentimental items such as photos and gifts, items that represent group belonging such as 

religious items and reference to the bedroom or house as personal shelter. Our category 

of symbolic inter-relatedness meanings attached to treasured possessions includes 

features of possessions as symbols of a relationship with a specific person, as symbolic 

company and as symbols of inter-relatedness with a group.

The prevalence of each of these subcategories of possessions and of the meanings 

attached to them among adolescents is consistent with theoretical and empirical findings. 

It can be argued that all the above categories of treasured possessions and reasons why 

possessions are important reflect the developmental tasks of adolescence: the quest for 

autonomy and independence (individual use-related meanings and leisure items), the 

separation-individuation process (symbolic inter-relatedness meanings), the need for peer 

acceptance and relationships (symbolic inter-relatedness), the need for activity, 

excitement and intense experiences (instrumental, emotional), the desire to alleviate 

anxiety and feel free (leisure and transportation items and individual use-related 

meanings), the provision of a link to the past and feelings of belonging (self-expressive 

items) and above all the quest for a personal identity (Belk, 1991; Bios, 1967; Erikson, 

1968; Furby, 1978). Overall, our findings are consistent with previous research pointing 

to the direction that the functions that treasured possessions fulfil in adolescence parallel 

Erikson’s theory of psychosocial development, the most important of all being the 

development of an autonomous identity (Belk, 1991; Fumham and Jones, 1987). 

Exploring the way adolescents relate to material possessions from another angle, our 

findings indicate that adolescents do not predominantly use possessional cues in self

definition and person perception. In contrast, the most popular cue category used in self

definition is behaviours. Also, the most frequently used categories of cues in person 

perception are behaviours and physical attributes. These findings support the 

developmental trend reported in the literature according to which early teenagers cite 

possessions as part of who they are (Montemayor and Eisen, 1977) while in late teenage
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years, adolescents are more likely to cite skills and traits (Csikszentmihalyi and 

Rochberg-Halton, 1981).

Even though action and behaviours are considered more self-expressive in adolescence 

due to their facilitating main adolescent tasks, possessions also contribute to fulfilling 

self-defining functions and to providing resolution of personal identity problems, as we 

demonstrated above. Moreover, our findings indicate that material possessions are 

instrumental in personality evaluation.

6.1.3. The influence of relative wealth and gender of the story person in person 

perception. The emerging profile of the wealthy and the poor.

With regard to personality evaluation, target material condition as an artefact variable is 

important and moderates culture, gender and materialism differences. Likeability, 

maturity and abilities decrease with relative wealth while competence in relationships 

increases linearly with relative wealth.

In general, the poor story person is more liked and attributed more abilities, an indication 

that adolescents endorse dominant representations. In contrast, the wealthy story person 

is attributed more capacities in relationships. These findings contradict those reported by 

Dittmar (1992, 1994) according to which, the wealthy person is pictured as more 

intelligent and in control and the poor person is seen as more warm and successful in 

personal relationships. It is interesting to compare the results of Dittmar with our results. 

Dittmar’s results illustrate a cynical attitude attributing more abilities to the wealthy 

person. The down to earth, realistic approach assumes that a rich person is capable and 

hard-working. The adolescents of our sample appear to be more idealistic. According to 

them, the wealthy person is not necessarily “better”, he does not necessarily have more 

abilities, nor is he more clever. It is possible to claim that examples promoted through 

the mass-media or indeed in every day life often convey the message that wealth, power 

and status are not the end result of abilities and hard work but of a coincidence, luck or 

even deception. The message is, thus, conveyed to adolescents that abilities are not 

necessarily a characteristic of the wealthy person. This attitude could also be attributed 

to jealousy; maybe the adolescents of our sample are not willing to accept that rich 

people deserve what they have because the are not willing to admit that they may not be 

capable of having the same success. Assuming that wealth and success are not a result of 

abilities and hard work gives them a good excuse not to work and relieves them from the
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conclusion that they are not capable if they do not achieve this. Another angle of 

explaining why the wealthy person is perceived as having less abilities by our sample is 

that this category includes the “warmth” dimension which describes the person as 

“warm”, “good” and “happy”. Apparently, the adolescents of our sample do not believe 

that wealth brings happiness or is a sign of a kind, good person. The attribution of 

happiness and warmth to the poor person confirms previous research findings (Dittmar, 

1992) which claim that impressions of interpersonal warmth favour less affluent 

individuals. On the other hand, adolescents appear to be more simplistic in picturing the 

wealthy person as more competent in personal relationships. The wealthy person is 

popular, confident, sociable, a potential leader. Despite all rationalisations of wealth not 

necessarily implying more intelligence or abilities, the wealthy person is attractive and 

socially successful! This tendency may be linked to the predominantly materialistic values 

of the adolescents of our sample; in a materialistic society, popularity is related to 

material wealth. Also, the inclusion in the category of self-confidence and leadership, 

abilities which fit the image of a successful adolescent, may provide an explanation; in 

contemporary society and through the mass media, the wealthy person is pictured as a 

confident, sociable leader.

Overall, our findings disagree with the assumption that adolescents have reached the end 

of a socialisation process intended to encourage a positive evaluation of the affluent 

(Fumham and Stacey, 1991) as well as with relevant findings reported by Dittmar (1992, 

1994). One possible explanation lies on the different content of the categories of abilities 

and relationships used in the present study compared to the categorisation used by 

Dittmar (1992) (A comparison of these categorisation systems is provided in section 

5.1.1). Another explanation may lie in the moderating role of materialism. The 

interaction effect of materialism by target material condition indicates that target material 

condition is significant for non-materialists who tend to attribute more abilities to the 

poor person.

The presence of target and respondent gender differences in the attribution of abilities 

and maturity respectively implies that these personality dimensions are reflecting gender- 

identity more strongly than the dimension of relationships. The portrayal of the wealthy 

person as not necessarily a more able, mature or “good” person applies to both the male 

and the female target person, an indication that in the attribution of these qualities, target 

material condition stereotypes are stronger than gender stereotypes. The gender of 

respondents is, however, relevant. Males are encouraged and expected to be
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achievement-oriented and self-sufficient (Bem, 1978; Wilkinson, 1986; Gilligan, 1982) 

and therefore feel the pressure of proving their maturity, adjustment and ambition. A 

natural consequence would thus be for our male respondents to identify the successful, 

wealthy story person as the one who is mature and ambitious. In contrast, they consider 

the poor target person to have these qualities. It appears that male respondents want to 

break free of gender stereotypes of male assertiveness and rationality. It is possible that 

the burden of societal demands leads male respondents to deny the necessary link 

between maturity and wealth and to picture the poor person as more mature. By 

attributing positive qualities to the poor person, they relieve the pressure of having to 

become wealthy in order to prove that they are mature. Instead, a new notion is 

promoted, one that identifies the poor person as the one who has thought more about 

life, gets on well with his parents, is ambitious and not ordinary. This positive portrayal 

of the poor person conveys the message that a gifted, mature individual does not 

necessarily have to be wealthy according to male respondents. Therefore, they in their 

turn do not need to become rich to prove that they are mature.

It is interesting that target material condition is relevant for non-materialists and not for 

materialists. The general picture is that materialists favour the wealthy person and non

materialists favour the poor person. These findings support the social identity theory 

since each group supports the target person that is perceived to adopt a lifestyle similar 

to their own. It can also be claimed, however, that materialists conform to dominant 

representations since they favour the wealthy in their personality evaluation. The finding 

that materialism as an individual value orientation is linked to individuals more strongly 

endorsing dominant representations is in accord with Dittmar and Pepper’s (1994) 

findings. In general, materialists are more lenient in their evaluations, depicting the 

general tendency of materialists to rely on possessional cues in person perception.

Overall, the wealthy material condition, compared to the poor material condition, 

appears to trigger more significant cultural, gender and materialism differences in the 

attribution of likeability, abilities, maturity and capacity in relationships. Apparently, a 

wealthy person triggers different reactions across cultures and within materialists and 

non-materialists whereas a more general positive reaction accompanies the less wealthy 

target person. It is possible that ambivalent feelings and moral dilemmas differentiate 

reactions to the wealthy person.
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6.1.4. The role of identity.

Collectively, our findings indicate that the identity status of adolescence is diffusion and 

foreclosure. The predominance of the diffusion and foreclosure status applies for the 

ideological area of identity across age, gender and culture. For the interpersonal area of 

identity, diffusion and moratorium are the two prominent statuses, an indication of higher 

maturity levels for the interpersonal as opposed to the ideological area of identity across 

age, gender and culture. Overall, these findings show that adolescence is a period of 

gradual change or age-level differences in identity formation and not a period of 

crystallisation for the identity development process.

In the present thesis, we explored the role of identity in the ways adolescents relate to 

material possessions at two levels. In the first level, the relevance of identity was 

examined through behavioural expressions of meanings attached to possessions in the 

form of consumer behaviour patterns and patterns of response to advertising. In the 

second level, we approached the issue of deeper expressions of self in treasured 

possessions and in the use of possessions in self-definition and person perception.

An interesting finding is that self-construal does not predict any of our variables. This 

contradicts our findings indicating a relationship between identity and self-construal as 

well as a link between status of identity formation and a number of our variables. 

Evidently, status of identity formation and individualistic versus inter-individualistic self- 

construal do not appear to measure the same thing. Overall, the lack of cultural and 

gender differences in self-construal and the predominance of an individualistic self- 

construal for both British and Greek adolescents indicates that it is likely that self- 

construal (as measured as an overall individualistic or inter-individualistic orientation 

measured by the Twenty Statements Test) is relatively independent of the influence of 

social constructs such as culture and gender. It is also likely that the way adolescents 

perceive themselves is consensual across gender and culture due to the increasingly 

similar socialisation processes for males and females and to the internationalisation of the 

stimuli provided by the mass media. In contrast, identity formation (as measured by the 

Objective Measure of Ego Identity Status) appears to be more sensitive to cultural and 

gender variations. As a result, no self-construal differences were found for the way in 

which adolescents relate to material possessions while identity appears to be linked to a 

number of our variables.
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Identity appears to become tangible through the way adolescents relate to material 

possessions. Cultural and gender stereotypes in the use of possessions reflect elements of 

identity recognised by others. By mirroring male and female adolescent identity and 

cultural characteristics, the relationship to material possessions contributes to the 

development of self-identity in adolescence. Dittmar (1991) notes that material 

possessions objectify aspects of identity such as gender and culture through socially 

shared meanings. Cultural categories such as gender are substantiated in consumer goods 

(McCracken, 1990) and these goods so charged make up the culturally constituted 

world. Goods are, thus, both the creations and the creators of the culturally constituted 

world. Thus, the meanings with which young people endow consumer goods vary 

according to a whole range of class, gender and ethnic influences. However, 

consumption also provides young people with a common language that appears to 

transcend such influences (Miles, 1995). Increasingly, young people construct their 

identities through the consumer goods which allow them to feel unique and yet at the 

same time reaffirm peer belonging.

The present studies contribute to the field of research exploring the connection between 

identity and material possessions. Previous research has focused on theories that 

represent consumption as an activity which conveys information about the consumer’s 

identity (Miller, 1995). There has been a shift of emphasis in recent research away from 

the notion that goods provide symbolic utility and act as signs of status towards an 

exploration of the way in which goods provide opportunities for self-expression and 

personal development (Lunt, cited in Miller, 1995). The changing status of individual 

identity is linked with the context of consumption cultures and the influence of 

postmodernism (promoting the idea of a re-evaluation of the significance of the activity 

of consumption; Lury, 1996). In theories of postmodemity, the underlying assumption is 

that identity becomes more than ever a matter of a personal selection of self-image. 

Increasingly, individuals are obliged to choose their identities (Warde, 1994). As Giddens 

(1991) notes, the consumer culture has contributed to a reflexive understanding of 

identity in so far as it provides many of the resources with which the individuals fashion 

their own identity; or, “the more post-traditional the settings in which the individual 

moves, the more lifestyle concerns the very core of self-identity, its making and 

remaking” (Giddens, 1991:81). Lunt and Livingstone also argue that “the material 

conditions of consumer society constitute the context within which people work out their 

identities” (1992:24) and that “through the combination of intraphysic,.., gender and
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cultural forces, a person-object relation is negotiated which in turn gives rise to 

identities, understandings and every day practices” (1992:85). This approach is 

particularly relevant for adolescence, a stage in which experimentation with identity is a 

central concern.

6.1.5. The relationship between demographic (culture and gender) and identity 

factors and the way individuals relate to material possessions.

One of the aims of the present thesis was to evaluate the relative importance of the role 

of demographic (culture and gender) versus identity variables in defining the way 

individuals relate to material possessions.

A recurrent theme in our findings is that, even though some dimensions of how we relate 

to possessions operate at an individual level (for example, identity differences have 

emerged for patterns of consumption or meanings attached to treasured possessions in 

our findings), the most clear patterns of relating to material possessions have emerged at 

levels defined by broad social categories such as gender and culture. Indeed, a global 

conception of identity in contemporary society entails both the social aspects (elements 

defined by consensually shared cultural and gender stereotypes) and the personal aspects 

(identity as an individual psychological dimension); within this context, the way 

individuals relate to material possessions is an expression of both private and social 

meanings. Our findings indicate that the way individuals relate to material possessions is 

more closely related to social rather than to personal identity. The attitudes, beliefs and 

general predisposition towards material possessions are not so much a function of 

individual motives but are socially constituted. Meanings ascribed to material possessions 

are not idiosyncratic, private or unique but consensually shared and can be analysed as 

symbols of major identity dimensions such as culture and gender.

Moderate but meaningful links between identity and material possessions in our findings 

indicate that not only is identity mirrored in material possessions but consensually shared 

systems inform the process of identity formation through material possessions. Socially 

constituted cultural meanings and gender assumptions are incorporated in material 

possessions which come to objectify aspects of a person’s self-definitions. Culture and 

gender are, thus, social dimensions, elements of identity recognised by others, organising 

individuals into groups that define beliefs related to possessions.

Overall, it appears that while gender and culture are instrumental in the way Greek and 

female adolescents relate to material possessions, identity assumes greater importance
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among British and male adolescents. It is possible that Greece is a more homogenous 

culture (Georgas, 1988), within which individuals are defined in a consensually shared 

way. On the contrary, England is a multi-national country which allows for more 

individual differences. Also, there appears to be more freedom for male adolescents to be 

differentiated from the norm while the demand for subordination to cultural and gender- 

role norms is stronger for females.

While our findings indicate that identity formation is sensitive to cultural and gender 

variations, the pattern of identity differences in the way adolescents relate to material 

possessions is not clear. It is possible that the prevalence of the least advanced identity 

statuses of diffusion, foreclosure and moratorium among the adolescents of our sample 

reflect a stage of identity formation which is not crystallised; therefore, identity is not 

strong enough to differentiate relationships to material possessions. On the contrary, 

gender and cultural norms which are consensually shared and not the result of an 

individual exploration are more fully developed in adolescence and therefore differentiate 

relationships to material possessions.

Another aspect of the relationship between demographic and identity factors and the way 

individuals relate to material possessions is that identity appears to be more related to 

social aspects of consumption. Also, while for consumer behaviour and response to 

advertising the pattern of identity differences is one of advanced versus less advanced 

identity statuses, for meanings attached to treasured possessions and the use of different 

types of cues in self-definition and person perception, the pattern is one of advanced 

interpersonal and least advanced ideological identity versus advanced interpersonal 

identity. In general, however, it is possible to claim that maturity or immaturity in either 

ideological or interpersonal identity does not greatly differentiate the way adolescents 

relate to material possessions.

Overall, identity as measured by the OMEIS questionnaire does not appear to reveal the 

“process behind” the way adolescent consumers relate to material possessions. On the 

contrary, cultural and gender differences prevail possibly reflecting the adolescent need 

to immerse into broad groups such as those defined by gender and culture. Adolescents 

seek a mass identity that will provide connection to as well as separation from others and 

they treat possessions as social communicators. The social self emerges through 

membership in specific groups through which a personal identity is defined, generalising 

on our findings it is possible to claim the existence of an adolescent “society” which
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defines the way adolescents relate to material possessions. Within this context, cultural 

and gender differences overpower individual identity differences.

The answer to the question what is the relative importance of culture/gender as opposed 

to identity in the way individuals relate to material possessions and whether identity is 

instrumental is not a clear one. The findings on meanings attached to treasured 

possessions and on the role of material wealth in person perception indicate that material 

possessions play a role in identity development and perception. With regard to identity 

differences, however, the picture is blurred and no clear patterns emerge. If there is a 

relationship between identity and consumption, it is specific and not global. The 

emerging picture indicates a globalisation of consumers in gross segments defined by 

broad social categories rather than idiosyncratic attitudes and behaviours. It appears to 

be very difficult for practitioners to move beyond the predictive power of demographic 

variables toward the use of psychological concepts to identify taxonomies of consumers.

6.2. General patterns.

6.2.1. The pattern of gender differences in the ways in which adolescents relate to 

material possessions.

With regard to consumer behaviour and response to advertising, males are less 

susceptible to peers’ influences in shopping, less likely to go shopping for psychological 

reasons, less compulsive consumers and more likely to watch television advertisements 

for company/arousal/to relax than females.

Evidently, gender identity stereotypes according to which males are more rational 

consumers while females are more “sentimental” consumers are confirmed. Moreover, 

both males and females express a need to seek psychological arousal and relaxation but 

they turn to different sources to satisfy their need. Males use a solitary, private and 

instrumental activity (watching television advertisements) as a means to escape reality 

while females use a social, expressive activity (shopping for a psychological lift). For 

males, however, television advertising watching also fulfils communication purposes; 

they watch television advertisements to feel less lonely or to have something to talk 

about with friends. It is possible that television offers a substitute for the limited 

communication with peers and the restricted shopping activity providing a source of 

information and a basis for later interpersonal communication. In contrast, the prevalence 

of shopping for psychological reasons and increased susceptibility to peers’ influences in
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shopping for female adolescents may be combined; both behaviours reflect the 

importance of peer groups (Midgley, 1983) as sources of influence for the expressive and 

affective elements of consumption among female adolescents. Also, gender stereotypes 

encourage the acquisition of consumer knowledge and skills and the prevalence of 

shopping by females as part of their preparation for their future role in the family (Faber 

et al., 1987).

Evidently, different agents and processes are adopted by male and female adolescents as 

possible resolutions of identity; males appear to be more solitary (turning to television) 

while females prefer social interaction (available in communication with peers and in 

shopping activities). It may be argued that the male individualistic versus the female 

social identity is an outcome of rational and solitary versus social patterns of consumer 

behaviour and response to advertising respectively. Alternatively, these gender-related 

patterns of consumer behaviour and response to advertising may reflect socially 

constituted male and female identity.

Gender differences in object and meaning salience indicate that female adolescents 

treasure self-symbolic possessions and attribute personal history and symbolic inter

relatedness meanings to them while male adolescents treasure material possessions and 

attribute instrumental and individual use-related meanings to them. The emergence of the 

same pattern of gender differences across different age groups (Csikszentmihalyi and 

Rochberg-Halton, 1981; Dittmar, 1989,1991; Kamptner, 1991, 1995; Wallendorf and 

Amould, 1988) indicates that gender stereotypes are relatively stable across generations. 

These stereotypes link consumption patterns with the self-centred orientation of males 

versus the other-centred orientation of females (e.g. Gilligan, 1982). Indeed, the category 

of self-symbolic possessions treasured by female adolescents in the present study 

comprises sentimental items and items symbolising group belonging while the category of 

material possessions treasured by male adolescents comprises functional, utility and 

leisure objects. It is interesting, however, that no gender differences were found for 

possessions that represent relationships (which, on the basis of the above stereotypes, we 

would expect to be treasured by females); also, possessions constituting self-extensions 

(which we would expect to be treasured by males) belong to the self-symbolic 

possessions treasured by females. It is possible that the overall individualistic self- 

construal of both males and females is related both to the prevalence of possessions as 

self-extension by females and to the fact that possessions that represent relationships are
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not treasured by either males or females. Since no self-construal differences among males 

and females can account for gender differences in types of treasured possessions, it is 

likely that these gender stereotypes manifest the different socialisation experiences of 

males and females. It appears that the meanings we attach to treasured possessions, the 

functions they fulfil and the way we relate to them are related to gender roles and social 

processes.

Our findings also indicate that gender stereotypes relating instrumental meanings to 

males and relational meanings to females are valid and stronger among the Greeks than 

the British. Consistent with our finding that British are more materialistic than Greek, 

among the Greeks, gender stereotypes are stronger than materialism stereotypes. 

Overall, gender stereotypes which portray instrumental functions of possessions as 

prominently male are stronger than materialism differences which would indicate that 

non-materialists would not value possessions for instrumental reasons (Richins, 1994); it 

seems that even non-materialistic males treasure possessions for instrumental reasons 

because these functions express and convey male attributes.

It appears that socialisation processes reproduce the same stereotypes in the two cultures 

for most of the categories of meanings attached to possessions. The meanings of 

possessions are, thus, not so much formed by individual motives or orientations (such as 

materialism) but are socially constituted and can be analysed as material symbols of 

major identity dimensions, such as culture and gender.

With regard to the use of different types of cues in self-definition, females (and more so 

Greek females) are in general more attentive to all types of external cues even when they 

are not materialists. In contrast, males have to be materialists to pay attention to external 

cues, conforming to the materialism stereotype which favours use of possessional cues. It 

is possible that gender-related characteristics and cultural assumptions about the role of 

males and females lead females to pay attention to information provided in external cues. 

With regard to the use of different types of cues in person perception, the pattern of 

gender stereotypes being stronger than materialism stereotypes applies to Greek females 

who tend to use physical attributes, possessional and behavioural cues even when not 

materialists. However, gender stereotypes are moderated by identity for British and 

Greek males while both materialism and identity are instrumental for British females. The 

picture emerging is that British females in least advanced stages of interpersonal identity 

and Greek males in the most advanced identity statuses use possessional cues. In
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contrast, British males in the least advanced stages of identity tend to use possessional 

cues less. It appears that British females are more free of gender identity stereotypes, 

using cues in person perception more when they are in the lower stages of identity or 

when they are materialists. Greek females, in contrast, demonstrate a general tendency to 

use cues in person perception, regardless of identity formation or materialistic values. 

With regard to the use of different types of possessions in self-definition and person 

perception, females use possessions related to appearance/sentiment more, which is in 

accord with our finding that females treasure self-symbolic possessions, consisting of 

sentimental items. Gender attributes reflected in treasured possessions and in the use of 

different types of possessions in self-definition appear to be socially constituted, cultural 

assumptions about male and female identity (Billig et al., 1988).

In conclusion, we detect the prevalence of gender stereotypes in the way in which 

adolescents relate to material possessions. Females are more susceptible to peers’ 

influences in shopping, more compulsive consumers and more likely to seek 

psychological gratifications in shopping. They treasure sentimental and self-expressive 

possessions that symbolise relationships or a link to the past. Moreover, they are inclined 

to use information available in external stimuli (possessions, physical attributes and 

behaviours) when describing themselves or forming an impression about others. Females, 

thus, relate to possessions in a way which expresses the predominance of an other- 

centred, relational, social, expressive and emotional orientation. In contrast, male 

adolescents are more rational consumers and tend to turn to the solitary use of television 

to satisfy needs of escape and communication. They treasure material possessions for 

their merely instrumental and leisure functions. They are also reluctant to use information 

available in external cues for self-definition and person perception. Males, thus, relate to 

possessions in a way that reflects an individualistic and activity-oriented identity. These 

gender stereotypes convey the image of a rational male versus a sentimental and 

expressive female consumer, reflecting socially constructed gender-role identities. Greek 

females are more prone to conform to gender stereotypes whereas British females appear 

to be relatively free of gender stereotypes; instead, differences in the way in which they 

relate to material possessions are moderated by identity and materialism. Identity and 

materialism moderate gender differences in some cases but overall gender identity 

stereotypes appear to be more relevant than materialism, identity and self-construal. 

Overall, gender on its own appears to be an organising principle that is incorporated in
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the identity of individuals and defines the way in which adolescents relate to material 

possessions.

6.2.2. The pattern of cultural differences in the ways in which adolescents relate to 

material possessions.

With regard to consumer behaviour, British adolescents are more susceptible to peers’ 

influences in shopping and more hkely to be compulsive consumers than Greek 

adolescents. For them, image shopping is more important, in accord with their 

materialistic orientation and susceptibility to peers’ influences. In contrast, Greek 

adolescents are more likely to be susceptible to parents’ influences in shopping and to 

perform socially desirable consumer behaviour (such as saving). With regard to response 

to advertising, British adolescents are the more “heavy” viewers irrespective of gender 

and have more positive attitudes to advertising.

It appears that Greek adolescents are more inclined to conform to rational parental 

models of consumption (Tsiantis et al., 1994) as expressed through socially desirable 

behaviours (they are less compulsive consumers, less susceptible to peers’ influences in 

shopping, more inclined to save) while for British adolescents shopping fulfils deeper 

psychological needs in a more “revolutionary” (against societal norms or establishment) 

way. This assumption is also reported by Horowitz (1982) as the “Excitement-and 

Expressive-oriented” rather than “Economic-and Instrumental-oriented” British youth 

culture. Overall, British adolescents are peer-oriented in their consumption practices and 

tempted by image shopping; peer groups are important in British society and peers are 

expected to form their own culture. The prevalence of the peer group and the limited 

parent-adolescent interaction may also be related to the relative financial independence of 

British teenagers while the prevalence of television among materialists (British 

adolescents were found to be more materialistic than Greek adolescents in our data) is 

supported by previous research (Yoon, 1995). It generally appears that British 

adolescents equally use peers and television as sources of information and guidance while 

Greek adolescents turn to their parents.

Cultural differences in the types of treasured possessions and the meanings attached to 

them, indicate that British adolescents treasure possessions that represent relationships 

and attribute effort-related and personal history meanings to them while Greek
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adolescents treasure material possessions and attribute instrumental and individual use- 

related meanings to them.

It appears that Greek adolescents treasure a category of possessions that is merely 

material while British adolescents treasure a category of possessions that reflects an 

other-centred orientation. It is interesting that different forms of “individualistic” 

meanings attached to possessions are prevalent for British and Greek adolescents. For 

the Greeks, possessions are valued merely for their functional, activity-related 

characteristics (instrumental meanings) or for the self-centred gratifications they offer, 

namely, entertainment, enjoyment, information and knowledge, privacy and 

independence (individual use-related meanings). For the British, possessions are 

treasured because they symbolise the effort expended for their acquirement and because 

they provide a link to the past and they symbolise self-continuity (personal history 

meanings). Both British and Greek adolescents have a predominantly individualistic self- 

construal and both refer to meanings of treasured possessions that can be related to 

individualistic self-construal even though there is no direct relationship between self- 

construal and meanings attached to treasured possessions in our data. The only 

discrepancy to this pattern is British adolescents treasuring possessions that represent 

relationships.

An interesting observation is that there appear to be generational differences in object 

salience across the two cultures. Adolescents across the two countries treasure different 

types of possessions compared to adults but in neither the adult (Dittmar and 

Papadopoulou, 1995) nor the adolescent population are these cultural differences in 

treasured possessions clearly reflecting an individualistic versus an inter-individualistic 

orientation. Overall, there appear to be less cultural differences in object salience in the 

younger generation. The internationalisation of stimuli through the mass media and 

advertising may be responsible for creating consensual images of products and 

consumption symbolism in the younger generation. The promotion of universal products 

with universal advertising campaigns has turned consumption symbolism into a universal 

vehicle of non-verbal communication and self-expression (e.g. Driscoll et al., 1985). 

Evidently, this tendency is stronger in the younger generations, yet it does not eliminate 

cultural differences in the types of treasured possessions as our findings indicate.

Whereas the pattern of cultural preferences for meanings attached to possessions fits the 

predominantly individualistic self-construal, it is more complicated to relate cultural 

differences in meanings attached to possessions to cultural differences in materialism.
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The materialistic orientation of the British subjects explains the prevalence of effort- 

related meanings. In contrast, the importance of individual use-related and instrumental 

meanings among the Greeks is inconsistent with them being less materialistic than the 

British. However, it is necessary to emphasise that the overall materialism score of the 

Greeks is also high and that British are relatively more materialistic than Greeks; 

therefore, these meanings may reflect the Greeks’ slightly less strong but nevertheless 

existing materialistic values. Another possible explanation is that the prevalence of 

instrumental and individual use-related meanings of treasured possessions among the 

relatively less materialistic Greek adolescents may be attributed to cultural characteristics 

other than materialism, such as their emphasis on hedonic contemplation and aesthetic 

pleasure (Research International). Indeed, Greek adolescents may not value material 

possessions for their actual material value but for their potential to facilitate activities 

that provide enjoyment and entertainment.

Cultural differences in the evaluation of the story person as a function of his/her relative 

wealth are related to the gender and the material condition of the story person. Gender 

stereotypes which attribute the success of the male to his personal effort and link 

likeability to material possessions apply only for British adolescents when the story 

person is male. Deservingness of prosperity and social status are considered male 

attributes by British adolescents and provoke feelings of admiration and aspiration, thus 

confirming gender stereotypes. These cultural differences may be linked to differences in 

materialism since British adolescents are more materialistic and, as a consequence, they 

are influenced by target material condition. In contrast, the personality evaluations 

expressed by Greek adolescents are unaffected by target gender or target material 

condition. It is possible that there are culturally divergent ways in which gender 

stereotypes are expressed and this is not a prevalent one among Greeks. For the 

remaining personality attributes (abilities, maturity, relationships), British give an overall 

more positive evaluation of the target person irrespective of gender, target material 

condition, target gender. As more materialistic, British are apparently more inclined to 

derive personality inferences on the basis of material possessions and are more lenient in 

their evaluations. They also favour the wealthy person in their personality evaluations, 

therefore conforming to the dominant representations approach.
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With regard to cultural differences in the use of different types of cues in self-definition 

and person perception, materialism moderates cultural differences. British use 

possessional cues in self-definition only when they are materialistic, conforming to the 

materialism stereotype which favours use of possessional cues. While materialism is more 

relevant for the British, culture characteristics are stronger among the Greek who use 

possessional cues even when they are not materialists. Culture is also significant for the 

use of possessional cues in self-definition and for the use of physical attributes and 

possessions as cues in person perception with Greek females using them more than 

British females and Greek males. Apparently, gender stereotypes relating females with 

paying attention to external stimuli are stronger among Greek females.

With regard to the prevalence of different types of possessions as cues in self-definition, 

Greeks use both possessions related to appearance/sentimental value and 

aesthetics/hobbies more than the British while British males use possessions related to 

aesthetics/hobbies only when they are materialists. Also, cultural differences are 

instrumental for males with British using possessions related to appearance/sentimental 

value more than Greeks. Materialism and identity moderate the use of different types of 

possessional cues in person perception. It appears that gender stereotypes which relate 

females with sentimental possessions are more prevalent among the Greek irrespective of 

identity stage and to British females in the least advanced identity statuses or when they 

are materialists. Overall, the British are more free of gender stereotypes.

In conclusion, British adolescents appear to relate to material possessions in a less 

"instrumental" way than Greek adolescents. In particular, British adolescents are more 

“expressive” consumers, seeking excitement in consumption, engaging in less desirable 

consumer patterns (they are susceptible to peers’ influences in shopping, more likely to 

be compulsive consumers) and turning to television and peers as sources of information. 

Even though they are more materialistic and financially independent than their Greek 

counterparts, they treasure possessions that represent relationships and they use 

possessional cues in self-definition and person perception only when they are materialists. 

Their overall individualistic orientation and their materialistic values, however, are 

expressed in the meanings they attach to treasured possessions; personal history and 

effort-related reasons are reported as reasons why they treasure possessions. Consistent 

with their materialistic orientation, they are also influenced by the story person material 

condition and gender in the evaluation of his/her personality; the direction of these
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relationships indicates that gender stereotypes are more prevalent among British 

adolescents. Overall, British adolescents favour the wealthy story person (thus 

confirming dominant representations) and declare a positive attitude to material 

possessions and consumption as a form of expression. In contrast, Greek adolescents 

appear to approach consumption and material possessions in a more rigid, functional 

manner. They are rational consumers, more prone to parental guidelines and less keen on 

television and peer influences. Consistent with their individualistic orientation, they 

treasure material possessions for functional and instrumental reasons and they tend to 

rely on information provided in possessional cues in self-definition and person perception 

regardless of their materialistic orientation or identity status. Contrary to the British 

adolescents, gender and culture are more relevant to the use of different types of cues 

than materialism. Overall, culture and gender stereotypes are stronger for Greeks and 

especially Greek females (and this is expected in the context of a traditional, collectivist 

society) while for the British materialism and identity moderate differences in the way in 

which they relate to material possessions. Finally, the predominantly individualistic self- 

construal of both cultures is reflected in the equally individualistic meanings attached to 

treasured possessions.

6.2.3. The pattern of identity differences in the ways in which adolescents relate to 

material possessions.

With regard to response to advertising, advanced identity statuses are less susceptible to 

parents and peers’ influences in shopping, less likely to go shopping for psychological 

reasons/to relax/as a habit and less likely to go shopping to leam/for company. In 

contrast, adolescents in the least advanced identity statuses are more susceptible to 

peers’ influences in shopping.

With regard to response to advertising, advanced identity statuses have more negative 

perceptions of and attitudes to television advertising and are less likely to watch 

television advertisements for company/arousal/to relax. Adolescents in the least 

advanced identity statuses, have more positive perceptions of television advertisements, 

are more susceptible to advertising and more likely to watch television advertisements as 

a passtime/habit or to learn.

It seems that adolescents in advanced stages of ideological and interpersonal identity 

formation alike are prone to demonstrate “rational” patterns of consumer behaviour and
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response to advertising (they are less susceptible to peers’ influences in shopping, do not 

tend to use shopping or television advertising watching for psychological or social 

gratifications and have negative perceptions of and attitudes to advertising). In contrast, 

least advanced identity statuses are portrayed as more “sentimental” consumers and 

television viewers (they are susceptible to peers’ influences in shopping, watch television 

advertisements for social and psychological reasons, have positive perceptions of 

television advertisements and are more susceptible to television advertising).

It appears that ideological and interpersonal identity are more or less equally related to 

consumer behaviour and response to advertising. If we are to make a distinction, we 

could notice that interpersonal identity is slightly more relevant to consumer behaviour 

than ideological identity while both ideological and interpersonal identity are equally 

related to response to advertising. The areas of consumer behaviour/response to 

advertising that are more predicted by identity items are uses and gratifications of 

television advertising watching, susceptibility to peers’ influences in shopping, uses and 

gratifications of shopping and perceptions of television advertisements followed by 

susceptibility to parents’ influences in shopping and attitudes to advertising. No 

significant results emerged for amount of television watching, susceptibility to social 

influences in shopping and compulsive buying tendencies, an indication that these aspects 

of consumer behaviour/response to advertising are not relevant to identity formation. 

Apparently, we can discern a tendency for identity to be more related to “social” aspects 

of consumer behaviour/response to advertising (uses and gratifications, susceptibility to 

peers’ influences in shopping), an indication of the relevance of the concept of identity to 

behaviours that express adolescents’ need to integrate with society. Or, consumption and 

television advertising watching actually reflect aspects of the developing adolescent 

identity that concern the social “declaration” of the emerging adolescent. Differential 

relevance of ideological or interpersonal identity is found for uses and gratifications of 

television advertising watching and susceptibility to peers’ influences in shopping both 

mostly related to ideological identity and for uses and gratifications of shopping mostly 

related to interpersonal identity. In general, however, ideological and interpersonal 

identity appear to be interchangeably linked in their relation to consumer 

behaviour/response to advertising. Apparently, maturity in ideological and interpersonal 

identity follows a compatible pace and the various areas of identity formation intervene 

in the way the entire identity of the adolescent relates to consumer behaviour/response to 

advertising.
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Whereas for consumer behaviour/response to advertising, the pattern of identity 

differences is related to advanced as opposed to least advanced identity statuses 

regardless of ideological or interpersonal area, for identity differences in treasured 

possessions, ideological and interpersonal identity are differentiated. In particular, for 

adolescents who are in the higher stage of interpersonal identity development 

(achievement) but also for adolescents who have adopted others’ commitments on issues 

of ideological identity (foreclosures) or who are indifferent to issues of ideological 

identity (diffusers), the category of possessions that symbolise relationships is prevalent 

while for adolescents who are currently exploring alternatives in interpersonal identity 

(moratoriums), they are less important. The category of self-symbolic possessions is 

more important for interpersonal moratoriums while adolescents who are advanced in 

both ideological and interpersonal identity treasure possessions for personal history 

reasons. Also, among materialists, only those in the higher stages of interpersonal 

identity formation treasure possessions that represent relationships while adoption of 

adults’ commitments leads materialists to treasure material possessions.

Overall, adolescents in advanced stages of interpersonal identity treasure possessions that 

represent relationships and self-symbolic possessions attributing relational and aesthetic 

meanings to them. It appears that merely functional or material possessions are less 

important for adolescents who are interpersonally mature. Adolescents in least advanced 

ideological identity statuses also treasure possessions that represent relationships, 

attaching self-centred meanings to them (effort-related and emotional). We thus discern a 

pattern according to which both an interpersonally advanced and an ideologically 

immature adolescent treasure the same category of possessions (possessions that 

represent relationships) but these possessions fulfil a different function: the more 

advanced in interpersonal identity an adolescent is, the more he treasures possessions 

that convey symbolic self- or other-oriented meaning while the less ideologically mature 

an adolescent is the more he treasures possessions for self-centred reasons.

In general, interpersonal identity has a stronger relevance to types of treasured 

possessions than ideological identity and is a valid predictor of the prevalence of different 

categories of treasured possessions and meanings attached to them. However, there does 

not appear to be a clear pattern of differentiated ideological as opposed to interpersonal 

identity differences in the meanings attached to possessions and a number of interaction 

effects do not help to clarify the picture.
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Identity differences in the personality evaluation of the story person were also found 

even though no clear pattern is discerned. In general, we could claim that adolescents 

who are advanced in ideological identity are more strict in the attribution of likeability, 

abilities and maturity and more lenient in attribution of capability in relationships. In 

contrast, adolescents who are advanced in interpersonal identity and adolescents in least 

advanced ideological identity statuses are more lenient in attribution of maturity, abilities 

and likeability. Evidently, there is a difference between ideological and interpersonal 

identity in the attribution of personality characteristics to the story person. However, 

there is no interaction with target material condition to clarify the direction of these 

relationships.

With regard to identity differences in the use of different types of cues in self-definition 

and person perception, it appears that adolescents in advanced stages of ideological 

identity tend to use possessional cues for self-definition and both physical attributes and 

behavioural cues in person perception. Also, adolescents in lower stages of interpersonal 

identity tend to use behavioural cues more for self-definition and all types of cues for 

person perception. Adolescents in least advanced ideological identity do not use any type 

of cues for person perception. Overall, possessional and behavioural cues trigger identity 

differences while physical attributes do not.

With regard to the use of different types of possessional cues in self-definition, advanced 

identity statuses appear to use both types of possessional cues. In person perception, 

achievers tend to use possessions related to appearance/sentimental as cues less while 

least advanced interpersonal statuses prefer possessions related to aesthetics/hobbies.

In conclusion, adolescents in advanced ideological and/or interpersonal identity are 

portrayed as more rational consumers and least prone to turn to shopping or television 

watching for psychological and social gratifications. In contrast, adolescents in less 

advanced identity statuses are more sentimental consumers and more susceptible to the 

influence of peers and the mass media. Ideological and interpersonal identity are 

differentiated with regard to treasured possessions and to the use of different types of 

cues in self-definition, person perception and personality evaluations. Adolescents who 

are advanced in ideological identity are more strict in their personality evaluations of the 

story person apart from the area of interpersonal relationships; moreover, they are
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relaxed in the use of external stimuli using possessional cues in self-definition and 

physical attributes and behavioural cues in person perception. Adolescents who are 

advanced in interpersonal identity are prone to relate to material possessions in a 

symbolic way. They are also more prone to attribute likeability, maturity and abilities to 

the story person. A similar pattern emerges for adolescents in least advanced ideological 

identity statuses; they also treasure possessions that represent relationships but for self- 

centred reasons and they are lenient in their evaluation of the story person. These 

patterns of identity differences are difficult to interpret; moreover, the few interaction 

effects with materialism and the lack of interaction effects with the story person material 

condition do not help to clarify the picture. Overall, there appear to be more similarities 

between adolescents in mature ideological identity and adolescents in immature 

interpersonal identity; both are willing to use external stimuli as cues. There are also 

similarities between adolescents who are immature in ideological identity and adolescents 

who are advanced in interpersonal identity; both treasure possessions that represent 

relationships (even if adolescents who are least advanced in ideological identity treasure 

them for self-centred meanings while adolescents who are advanced in interpersonal 

identity treasure them for relational meanings) and they are lenient in the evaluation of 

the story person. In general, adolescents who are advanced in interpersonal identity and 

least advanced in ideological identity appear to relate to material possessions in a more 

sentimental, other-oriented, expressive and symbolic way which is above the merely 

functional use of possessions. In contrast, adolescents who are advanced in ideological 

identity and least advanced in interpersonal identity are the ones who are willing to use 

external stimuli in self-definition and person perception.

6.2.4. Conclusion. Picture emerging across culture, gender and identity differences.

The emerging pattern of cultural, gender and identity differences in consumer behaviour 

and response to advertising is one of Expressive, “Excitement-oriented” consumer 

behaviour for female, British and adolescents in less advanced identity statuses versus 

Rational, “economy and instrumental-oriented” consumer behaviour for male, Greek and 

adolescents in advanced identity statuses (Horowitz, 1982). Moreover, peers and 

television are prevalent sources of information for female, British and adolescents in less 

advanced identity statuses while parents are a more salient influence among male and 

Greek adolescents.
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Male and Greek adolescents are also opposed to female and British adolescents with 

regard to the types of treasured possessions and the meanings attached to them. In 

particular, male and Greek adolescents value material possessions and attach individual 

use-related and instrumental meanings to them; in contrast, female and British 

adolescents value self or other symbolic possessions and attach symbolic meanings to 

them. Both adolescents in advanced interpersonal identity and adolescents in least 

advanced ideological identity join the pattern of British and females, treasuring 

possessions that represent relationships (least advanced ideological) and self-symbolic 

(advanced interpersonal) possessions for self and other-symbolic reasons.

It appears that British and adolescents in least advanced identity statuses relate to 

possessions in a more symbolic and expressive way; this image is confirmed for females 

and adolescents in least advanced interpersonal identity by their tendency to use 

information provided in external stimuli. In contrast, British adolescents and adolescents 

in least advanced ideological identity are not willing to use possessional cues in self

definition and person perception. To counterbalance the picture, the relevance of 

material wealth in personality evaluation for the British adolescents provides some 

evidence that confirms the image of the British as willing to convey identity through 

material possessions. Males are consistent with the image of rigid and rational use of 

possessions since they use possessional cues only when they are materialists. In contrast, 

Greek and ideologically mature adolescents, even though in general rational consumers, 

are also able to relate to possessions in a symbolic and expressive manner.

In conclusion, generalising on our data, it is possible to claim that male and Greek 

adolescents and adolescents in advanced identity statuses tend to relate to material 

possessions in a limited, rational, rigid, functional way; in contrast, female and British 

adolescents and adolescents in least advanced identity statuses tend to relate to material 

possessions in a more symbolic, expressive manner. However, there are exceptions from 

the image for British and Greek adolescents and adolescents in different identity statuses. 

Most of the exceptions indicate the tendency to escape the rigid use of possessions and 

relate to them in a more symbolic way. Overall, we may conclude that adolescents across 

culture, gender and identity are inclined to relate to material possessions in a symbolic 

and self-expressive way and to rely on material possessions to convey their identity and 

perceive the identity of others. This tendency is more prevalent for British and female 

adolescents while Greek and male adolescents are somehow ambivalent between a rigid, 

rational and socially desirable use of material possessions and a more expressive relation
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with them. Male adolescents appear to be the group of adolescents who are most 

unconditionally functional in their relationship to material possessions. With regard to 

identity, it is possible to claim that maturity or immaturity in either ideological or 

interpersonal identity does not greatly differentiate the way adolescents relate to material 

possessions. Advanced ideological and interpersonal identity and least advanced 

ideological and interpersonal identity are (with some exceptions) linked to a symbolic, 

self-expressive use of possessions.

Cultural, gender and identity differences in the way in which adolescents relate to 

material possessions are moderated by materialism while self-construal does not appear 

to be relevant.

6.2.5. The role of self-construal.

It appears that the self-construal of young people is independent of social constructs such 

as culture and gender since there are no cultural or gender differences in self-construal. 

Gender-identity stereotypes among adolescents are consensual; adolescents across 

gender and culture appear to define and perceive themselves in a similar manner and this 

may be tentatively attributed to the increasingly similar socialisation processes for males 

and females and to the homogenisation of stimuli promoted trough the mass media. 

Overall, we note a predominance of individualistic self-construal across gender and 

culture.

Although we have gender and culture differences in the array of the variables explored in 

our studies, they do not appear to be related to self-construal. Cultural and gender 

differences in object salience are not related to self-construal while the predominantly 

individualistic self-construal of both cultures is reflected in the equally individualistic 

meanings attached to treasured possessions in our sample. Self-construal does not appear 

to predict the evaluation of a person on the basis of his material wealth or the use of 

different types of cues in self-definition or person perception.

6.2.6. The role of materialism.

Cultural differences in materialism indicate that British adolescents are more materialistic 

than Greek adolescents. Even though theory and previous research findings indicate that 

self-construal and identity are culturally constructed (e.g. Dittmar and Papadopoulou, 

1995), there are no differences in materialism due to the interaction effect of culture by
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self-construal or identity; therefore, cultural differences in materialism do not appear to 

be moderated by cultural differences in self-construal. Also, gender identity stereotypes 

are not relevant to endorsement of materialistic values. Identity differences in materialism 

indicate that materialistic values are more prominent among adolescents in least 

advanced stages of ideological identity. Overall, culture and identity are organising 

principles that operate separately to define the predominance of materialistic values 

among adolescents. The cultural context appears to be more relevant to endorsement of 

materialistic values, than within-culture group distinctions such as gender and self- 

construal.

Cultural differences in meanings attached to treasured possessions appear to be 

moderated by materialism differences but cultural and gender stereotypes are stronger 

than materialism stereotypes. The meanings of possessions are, thus, not so much related 

to individual motives or orientations (such as materialism) but are socially constituted 

and can be analysed as material symbols of major identity dimensions, such as culture and 

gender.

With regard to the evaluation of the story person, materialism moderates the relevance of 

the target material condition. Cultural differences in the relevance of wealth in the 

evaluation of the story person are moderated by materialism and gender stereotypes for 

the British adolescents who favour the wealthy male story person. In general, the British 

are more willing to rely on the information provided in the story and to favour the story 

person; this constitutes a reflection of their materialistic orientation and a confirmation of 

the relevance of materialism as a socially shared representation in the existence of 

cultural differences in the way in which adolescents relate to material possessions. 

Indeed, an important facet of materialism at the socio-cultural level are dominant 

representations about the personal qualities which supposedly accompany wealth and 

poverty (Dittmar et al., 1994). Also, as an individual value orientation, materialism leads 

individuals to draw more on dominant representations about the personal qualities of 

others in terms of their material possessions. Our findings confirm that endorsement of 

dominant representations is moderated by materialism as an individual value orientation 

for British adolescents.

Materialists are, in general, inclined to use possessional and behavioural cues in self

definition and behavioural cues in person perception, a reflection of the principle that a 

core aspect of materialism is the use of possessions to convey identity. Cultural, gender 

and identity differences in the use of different types of cues are moderated by
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materialism. In general, Britons and males conform to the stereotype that relates 

endorsement of materialistic values to the use of possessional cues in self-definition. In 

contrast, cultural and gender characteristics related to the use of possessional cues are 

more relevant than materialism stereotypes among females and Greeks. Greek females 

conform to gender stereotypes portraying females as paying attention to external cues for 

both self-definition and person perception while British females conform to this 

stereotype for self-definition; for person perception, their attention to external cues is 

moderated by identity and materialism.

Overall, materialism is a valid predictor of the way in which adolescents relate to material 

possessions, moderating culture, gender and identity differences. It appears, however, 

that materialism is more relevant for the British adolescents while culture and gender 

appear to be more relevant for Greek adolescents. The predominance of materialism 

among British adolescents is related to their materialistic orientation.

6.3. Methodological drawbacks and limitations of the study.

Psychometric properties and limitations in the use of the Objective Measure of Ego 

Identity Status Questionnaire, the consumer behaviour and the response to advertising 

questionnaire.

Possible problems with the use of the OMEIS were its applicability in the British and 

Greek culture (since the questionnaire was compiled in the U.S.A.) and the distribution 

of subjects across the four identity statuses.

Research has shown that the majority of adolescents are concentrating in the two least 

advanced identity statuses (diffusion and foreclosure). Concentration of subjects in one 

or two identity statuses would hamper the exploration of the role of identity formation in 

consumer behaviour and response to advertising; unequal representation of the statuses 

in our sample was expected but even a small number of subjects had to engage in every 

status if we were to explore the effect of identity status on consumer behaviour and 

response to advertising. Our findings indicate that the adolescents of our sample are 

dispersed across the different identity statuses. However, the instrument’s inability to 

discriminate between the Diffusion and the Moratorium statuses arises reservations as to 

the validity of the defined identity statuses.

The suitability of the instmment for use in the British and the Greek culture was 

investigated. The reliability and validity analyses of the OMEIS were not satisfactory and
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the problems were more intense with the Greek sample. These problems may be related 

to the use of the English version of the questionnaire described in the following section. 

To the advantage of the questionnaire is that despite the fact that the researchers 

themselves report low reliability and validity estimates, a considerable amount of 

research has been reported in the literature.

An additional problem with the OMEIS is the use of the half version in the first study and 

of the further adapted version for the second and third study. These adjustments which 

were dictated by administrative restrictions may have influenced the psychometric 

properties of the instrument. However, the reliability of the half version was satisfactory 

as the results of the pilot study have shown. Further, the adapted version used in the 

remaining two studies was justified on the grounds of both statistical analysis and 

theoretical considerations. Even though both versions of the OMEIS seemed to be 

instrumental for the purposes of the present studies, caution should be exercised because 

of possible limitations. Future research could further address the refinement of the 

OMEIS.

Overall, evidence for the validity and reliability of the OMEIS is derived from the 

dispersity of subjects across statuses and from findings on age, gender and culture 

differences in identity formation that are consistent with theoretical assumptions. It 

appears that the OMEIS is effectively evaluating the process of identity formation in both 

cultures and both the age ranges used in the present study. It is, thus, sensitive to cultural 

and age differences in the process of identity development.

Some concern revolves around the suitability of the consumer behaviour and response to 

advertising questionnaires compiled for the purposes of the present study. Since some of 

the items were derived from previous research findings, some constituted original scales 

and some were compiled by the researcher, questions were raised concerning the 

reliability and validity of the final composition. The psychometric evaluation revealed no 

problems as to the reliability and validity of the questionnaires for the British sample. The 

corresponding estimates for the Greek sample, however, were not as high with regard to 

the response to advertising questionnaire.

With the given aforementioned problems in the psychometric properties of the 

questionnaires, the next question concerns the usefulness of the instruments for the 

purposes of our research. Since a number of significant results emerged, we could claim 

that the questionnaires are actually effective in revealing relationships among our
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variables. It is thus worth reporting these findings with all the reservations emerging 

from the questionnaires’ poor psychometric properties.

Sampling and administrative drawbacks.

Further drawbacks of the research relate to the size of the sample for the first study, 

which is smaller for the 16-18 year old British than that of the other three samples. 

Possibly relating to sampling problems, another limitation of the first study is the lack of 

many significant age differences. A possible explanation for the relatively weak role of 

age in differentiating consumer behaviour/response to advertising is that the age 

difference between the two groups used in the present study (12-14 and 16-18 year olds) 

is not big enough to reflect age trends. Future research may address the issue of 

developmental trends in consumer behaviour/response to advertising by introducing 

more suitable age groups.

The issue of translation of the questionnaires was approached with caution. For the first 

study, the multiple choice form of the questions and the actual content of the 

questionnaires allowed for the English version to be used for the Greek sample; 

communication with the teachers of English language in the participating schools 

confirmed that the respondents’ level of English language knowledge would allow them 

to comprehend and fill in the questionnaire. Moreover, Albaum et al. (1989, in Gerr and 

Belk, 1996) suggest that keeping the original language when possible in test instruments 

administered cross-culturally leads to the same results as a well-translated questionnaire 

if the sample is fluent in the language in which the questionnaire is written. For the 

second and third studies, however, the open-ended form of the questions hampered the 

use of the English version among Greek respondents. Therefore, the widely used method 

of backtransalation was applied. In both the case of the use of the translated version and 

the case of the use of the original English version for Greek subjects, caution is required. 

It is likely that problems of translation in the first case or problems of comprehensibility 

in the second case were undetected and biased responses.

Another limitation of the studies concerns the use of self-report measures and the 

possibility of social desirability bias affecting responses (Manstead and Semin, 1992). 

However, the factor of anonymity and the completion of the questionnaires at home was 

aimed to minimise this drawback.
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The issue of social class differences.

Social class differences in the way adolescents relate to material possessions have not 

been addressed in the present thesis. Instead, we have chosen to explore differences in 

the way adolescents relate to material possessions among adolescents from the same 

economic class. A justification for this approach may be sought in Bourdieu’s (1984) 

work.

Bourdieu (1984) looked at differences in consumption practices of groups that have 

similar economic capital. He argued that if there are distinctions of taste within socio

economic groups, then there is a mode of distinction that is analytically separate from 

economic inequalities (in Lunt and Moor, 1998). Bourdieu introduced the concept of 

“habitus” to explain distinctions that operate through consumption but are not reducible 

to different levels of economic capital. As Lunt and Moor (1998) discuss, the habitus is 

the cultural context that supports taste distinctions expressed through consumption, 

providing a set of practices and ways of thinking embodied in social contexts and 

internalised through socialisation. The habitus generates distinctions in various forms of 

cultural expression not least of all in consumption experiences.

Within this context, the subjects of the present studies were representatives of the middle 

social class, precluding extremes of financial affluence and poverty. Middle-class was 

chosen on the basis of previous research indicating that middle-class children are more 

conscious of socio-economic phenomena such as social differences (Emler and 

Dickinson, 1985). Moreover, the large, mainstream bulk of the middle class constitutes 

the basic consumer class world-wide and gathers individuals with similar economic 

resources. Our aim was to explore distinctions within this broad social class, generated 

by gender, personality, values and attitude differences. Thus, we do not claim to have 

addressed the issue of differences in the way individuals relate to material possessions as 

a function of economic inequalities or to explain differences between the wealthy and the 

poor. In contrast, our focus was on within-class differences, providing a fruitful approach 

to exploring the importance of social psychological factors. The implications of exploring 

how people with the same financial resources manage their finances are important for 

issues of social policy.

Mediating and moderating effects.

A methodological issue that was addressed in the thesis is the difference between 

moderating and mediating effects. Baron and Kenny (1984) suggest that a distinction
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needs to be made between moderating and mediating effects in the exploration of the 

role of third variables in the relationship between the independent and the dependent 

variable. The researchers further define the moderator as a variable that affects the 

direction and/or strength of the relation between an independent and a dependent 

variable. Mediator is defined as the generative mechanism through which the focal 

independent variable is able to influence the dependent variable, thus accounting for the 

relationship between predictor and outcome. Mediating effects are introduced when 

there is a strong relationship between predictor and outcome while moderating effects 

are introduced when there is a weak relationship between predictor and outcome and the 

moderator and predictor are conceptualised at the same level as independent variables. In 

multivariate analysis and when both the predictor and the moderating variable are 

categorical, moderation is indicated by an interaction between the two.

Our orientation in the three studies of the thesis was to explore moderating effects. For 

example, we explored the relevance of materialism in cultural differences in the types of 

treasured possessions and the meanings attached to them. The interaction effect of 

culture by materialism on individual use-related meanings attached to treasured 

possessions indicates that materialism moderates cultural differences. The prevalence of 

individual use-related meanings among Greek adolescents when they are materialists 

indicates that materialism is a strong organising principle of individual use-related 

meanings attached to treasured possessions.

In another example, the interaction of materialism by target material condition on the 

degree to which the story person is liked indicates that materialism moderates the impact 

of material wealth in personality evaluation in a direction that shows that materialists like 

the wealthy person more than non-materialists.

It is acknowledged that a different approach to statistical analysis would be likely to 

generate different effects.

6.4. Contributions of the thesis. Practical implications. Future research.

The current thesis constitutes an attempt to provide a link between a wide range of 

variables reflecting the way in which adolescents relate to material possessions. It draws 

on a number of diverse research fields and brings together the issues of treasured 

possessions and their meanings, the role of material possessions in self-definition and 

person perception, behavioural aspects of consumer behaviour and the relevance of
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advertising watching. Moreover, the thesis adds to cross-cultural research by assessing 

differences between British and Greek adolescents. Indeed, to our knowledge, only one 

study on psychological meanings of material possessions has involved Greek subjects 

(Dittmar and Papadopoulou, 1995) and none included Greek adolescents. Also, research 

on the ways adolescents relate to material possessions in general has been rather sparse 

(Kamptner, 1995). Another contribution of the thesis is the exploration of the role of 

materialism cross-culturally and of its relevance to meanings attached to possessions 

(previous research on materialism differences in person perception was reported by 

Dittmar, 1994).

With regard to methodological contribution, the compilation of the consumer behaviour 

and response to advertising questionnaires accumulated a variety of issues relating to 

these phenomena, providing a broad insight into adolescents’ consumption patterns. The 

re-evaluation of the methodology used to examine how adolescents relate to material 

possessions is also a methodological contribution. The existing categorisation system for 

the types of treasured possessions and meanings attached to them by adults introduced 

by Dittmar (1989, 1991) was revised and open-ended answers were elicited to provide 

an insight into the adolescents’ ways of thinking. The compiled list of different types of 

cues used in self-definition and person perception constitutes an enrichment and 

refinement of the initial idea introduced by Burroughs et al. (1991) as well as an 

adjustment for adolescent subjects. Also, on the basis of Dittmar (1989, 1994), stories 

presenting adolescents in varying material circumstances were devised.

The original theoretical contribution of the thesis is that it set out to provide an insight to 

the role of identity formation in the ways adolescents relate to material possessions. Even 

though maturity or immaturity in either ideological or interpersonal identity does not 

greatly differentiate the way adolescents relate to material possessions, moderate but 

meaningful links between identity formation and relationship to material possessions have 

emerged. We have shown that material possessions are systematically related to social 

dimensions of identity such as gender and cultural context. The findings support an 

interpretation of culturally and socially constituted and consensually shared meaning 

systems that inform the process of self-extension and identity construction through 

material possessions. Meanings of material possessions vary culturally, generationally 

and as a function of gender; a theoretical understanding of depicted intergenerational,
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cultural and gender differences is essential for practitioners. Moreover, evidence implying 

globalisation of consumer desires and advertising gratifications and the existence of a 

mainstream pattern of relating to material possessions across Western cultures should 

guide marketing strategies and advertising campaigns.

Possessions are meaningfully analysed as symbols of identity and constitute a 

methodological tool for studying the process of and influences behind identity formation. 

Future research should consider a more elaborate conception of identity and a refinement 

of the OMEIS. Also, a fmitful approach to exploring the role of identity in the ways 

adolescents relate to material possessions would be a more elaborate exploration of the 

relationship between different areas of identity and the use of possessions by adolescents. 

Further, the thesis contributes to a better understanding of postmodern and consumer 

culture. It also provides an insight into the pressures that young people live under in 

contemporary society, the adaptations the future generation will need to make and, 

indeed, the changes it will provoke. The studies contribute to policy and practice, 

facilitating consumer behaviour learning, providing evidence as to the effectiveness of 

television advertising and offering cues for understanding the consumer socialisation 

process and the potentially conflicting information children receive from different 

sources. They, thus, serve as a useful framework for advancing knowledge of how 

adolescents relate to material possessions with apparent implications for market 

researchers, practitioners, public policy makers and consumer educators.

Future research needs to expand the exploration of cultural differences. In the present 

studies, cross-cultural comparisons were made between Britain and Greece, both of 

which are Western societies with similar systems of gender socialisation and material 

symbolism; moreover, both countries emerged to be predominantly individualistic and 

materialistic. Non-western, non-materialistic societies should be examined in order to 

conceive the nature, direction and cause of cultural differences. Moreover, different age 

groups should be examined to chart developmental changes in the ways in which 

individuals relate to material possessions. Previous studies (Kamptner, 1991) have 

initiated research in this direction which needs to be expanded. In addition, 

developmental trends in the way individuals relate to material possessions could be linked 

to identity formation; it is likely that the use of different age ranges will enhance the 

representativeness of all identity statuses across subjects and will, thus, reveal stronger 

links between identity and relationship to material possessions. Future research should

364



also aim to provide a more comprehensive understanding of the impUcations of 

materialism in person perception and for the social psychological reality of every day life.
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Appendix A.
The questionnaires.
The Obiective M easure of Ego Identity Status (Adams and Grotevant. 1981).
Read each item and indicate to what degree it reflects your own thoughts and feelings. If a statement 
has more than one part, please indicate your reaction to the statement as a whole. Indicate your 
answer by choosing one of the following responses.

1. I haven't got a fixed idea about the job I want to do.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

2. When it comes to religion I just haven't found anything that appeals and I don't really feel the need to look.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

3. My ideas about men's and women's roles are identical to my parents'. What has worked for them will 
obviously work for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

4. There's no single "life style" which appeals to me more than another.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5. There are a lot of different kinds of people. I'm still exploring the many possibilities to find the right 
kind of friends for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

6. 1 sometimes join in recreational activities when asked, but 1 rarely try anything on my own.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

7. 1 haven't really thought about boyfriends/girlfriends. I'm not too concerned whether I go out with a 
boyfriend/girlfriend or not.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

8. Politics is something that I can never be too sure about because things change so fast. But I do think it's 
important to know what 1 can politically stand for and believe in.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

9. I'm still trying to decide how capable I am as a person and what jobs will be right for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

10 .1 don't give religion much thought and it doesn't bother me one way or the other.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

11. There's so many ways to divide responsibilities in marriage, I'm trying to decide what will work for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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12. I'm looking for an acceptable perspective for my own "life style" view, but haven't really found it yet.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

13. There are many reasons for friendship, but I choose my close friends on the basis of certain values and 
similarities that I've personally decided on.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

14. While I don't have one recreational activity I'm really committed to. I'm trying various activities to identify 
one 1 can truly enjoy.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

15. Based on past experiences. I've chosen the type of boyfriend/girlfriend I want now.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

16.1 haven't really considered politics. It just doesn't excite me much.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

17.1 might have thought about a lot of different jobs, but there's never really been any question since my parents 
said what they wanted.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

18. A person's faith is unique to each individual. I've considered and reconsidered it myself and know what I can 
believe.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

19. I've never really seriously considered men's and women's roles in marriage. It just doesn't seem to concern me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

20. After considerable thought I've developed my own individual viewpoint of what is for me an ideal "life 
style" and don't believe anyone will be likely to change my perspective.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

21. My parents know what's best for me in terms of how to choose my friends.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

22. I've chosen one or more recreational activities to engage in regularly from lots of things and I'm satisfied with 
those choices.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

2 3 .1 don't think about boyfriends/girlfriends much. I just kind of take it as it comes.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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2 4 .1 guess I'm pretty much like my parents when it comes to politics. I follow what they do in terms of voting 
and so on.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

25. I'm not really interested in finding the right job, any Job will do. I just seem to flow with what is 
available.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

26. I'm not sure what religion means to me. I'd like to make up my mind but I'm not finished looking yet.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

27. My ideas about men's and women's roles have come from my parents and family. I haven't seen any need to 
look further.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

28. My own views on a desirable life style were taught to me by my parents and I don't see any need to question 
what they taught me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

2 9 .1 don't have any really close friends, and I don't think I'm looking for one right now.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

30. Sometimes I join in leisure activities, but I don't see a need to look for a particular activity to do regularly.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

31. I'm trying out different types of relationships with boyfriends/girlfriends. I just haven't decided what is best for 
me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

32. There are so many different political parties and ideals. I can't decide which to follow until I figure it all 
out.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

33. It took me a while to figure it out, but now I really know what I want for a career.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

34. Religion is confusing to me right now. I keep changing my views on what is right and wrong for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

35. I've spent some time thinking about men's and women's roles in marriage and I've decided what will work best 
for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

406



36. In finding an acceptable viewpoint to life itself, I find myself engaging in a lot of discussions with others 
and some self exploration.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

3 7 .1 only pick friends my parents would approve of.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

38. I've always liked doing the same recreational activities my parents do and haven't ever seriously 
considered anything else.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

3 9 .1 only go out with the type of people my parents expect me to date.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

40. I've thought my political beliefs through and realise I can agree with some and not other aspects of what 
my parents believe.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

41. My parents decided a long time ago what job I should go into and I'm following through their plans.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

42. I've gone through a period of serious questions about faith and can now say I understand what I believe in as an 
individual.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

43. I've been thinking about the roles that husbands and wives play a lot these days, and I'm trying to make a final 
decision.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

44. My parents' views on life are good enough for me, I don't need anything else.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

45. I've had many different friendships and now I have a clear idea of what I look for in a friend.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

46. After trying a lot of different recreational activities I've found one or more I really enjoy doing by myself or 
with friends.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

47. My preferences about boyfriends/girlfriends are still in the process of developing. I haven't fully decided 
yet.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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48. I'm not sure about my political beliefs, but I'm trying to figure out what I can truly believe in.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

49. It took me a long time to decide but now I know for sure what direction to move in for a career.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5 0 .1 attend the same church as my family has always attended. I've never really questioned why.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

51. There are many ways that married couples can divide up family responsibilities. I've thought about lots of 
ways, and now I know exactly how I want it to happen for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5 2 .1 guess I just kind of enjoy life in general, and I don't see myself living by any particular viewpoint to life.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5 3 .1 don't have any close friends. I just like to hang around with the crowd.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

54. I've been experiencing a variety of recreational activities in hopes of finding one or more I can really enjoy for 
some time to come.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

55. I've gone out with different types of people and know exactly what my own "unwritten rules" for a relationship 
are and who I will go out with.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5 6 .1 really have never been involved in politics enough to have made a firm stand one way or the other.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5 7 .1 just can't decide what to do for an occupation. There are so many possibilities.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

58. I've never really questioned my religion. If it's right for my parents it must be right for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

59. Opinions on men's and women's roles seem so varied that I don't think much about it.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

60. After a lot of self-examination I have established a very definite view on what my own life style will be.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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61.1 really don't know what kind of friend is best for me. I'm trying to figure out exactly what friendship 
means to me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

62. All of my recreational preferences I got from my parents and I haven't really tried anything else.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

6 3 .1 go out only with people my parents would approve of.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

64. My parents have always had their own political and moral beliefs about issues like abortion and mercy killing 
and I've always gone along accepting what they have.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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The Objective M easure of Ego Identity Status-H alf version used in first study.
Read each item and indicate to what degree it reflects your own thoughts and feelings. If a statement 
has more than one part, please indicate your reaction to the statement as a whole. Indicate your 
answer by choosing one o f the following responses.

1. I haven't got a fixed idea about the job I want to do.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

2. When it comes to religion I just haven't found anything that appeals and I don't really feel the need to look.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

3. My ideas about men's and women's roles are identical to my parents'. What has worked for them will 
obviously work for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

4. There's no single "life style" which appeals to me more than another.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5. There are a lot of different kinds of people. I'm still exploring the many possibilities to find the right 
kind of friends for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

6. I sometimes join in recreational activities when asked, but I rarely try anything on my own.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

7. I haven't really thought about boyfriends/girlfriends. I'm not too concerned whether I go out with a 
boyfriend/girlfriend or not.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

8. Politics is something that I can never be too sure about because things change so fast. But I do think it's 
important to know what I can politically stand for and believe in.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

9. I'm still trying to decide how capable I am as a person and what jobs will be right for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

11. There's so many ways to divide responsibilities in marriage, I'm trying to decide what will work for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

12. I'm looking for an acceptable perspective for my own "life style" view, but haven't really found it yet.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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13. There are many reasons for friendship, but I choose my close friends on the basis of certain values and 
similarities that I've personally decided on.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

14. While I don't have one recreational activity I'm really committed to, I'm trying various activities to identify 
one I can truly enjoy.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

15. Based on past experiences. I've chosen the type of boyfriend/girlfriend I want now.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

16.1 haven't really considered politics. It just doesn't excite me much.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

17.1 might have thought about a lot of different jobs, but there's never really been any question since my parents 
said what they wanted.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

18. A person's faith is unique to each individual. I've considered and reconsidered it myself and know what I can 
believe.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

19. I've never really seriously considered men's and women's roles in marriage. It just doesn't seem to concern me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

20. After considerable thought I've developed my own individual viewpoint of what is for me an ideal "life 
style" and don't believe anyone will be likely to change my perspective.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

21. My parents know what's best for me in terms of how to choose my friends.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

22. I've chosen one or more recreational activities to engage in regularly from lots of things and I'm satisfied with 
those choices.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

2 4 .1 guess I'm pretty much like my parents when it comes to politics. I follow what they do in terms of voting 
and so on.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

26. I'm not sure what religion means to me. I'd like to make up my mind but I'm not finished looking yet.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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28. My own views on a desirable life style were taught to me by my parents and I don't see any need to question 
what they taught me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

2 9 .1 don't have any really close friends, and I don't think I'm looking for one right now.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

31. I'm trying out different types of relationships with boyfriends/girlfriends. I just haven't decided what is best for 
me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

32. There are so many different political parties and ideals. I can't decide which to follow until I figure it all 
out.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

33. It took me a while to figure it out, but now I really know what I want for a career.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

35. I've spent some time thinking about men's and women's roles in marriage and I've decided what will work best 
for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

38. I've always liked doing the same recreational activities my parents do and haven't ever seriously 
considered anything else.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

3 9 .1 only go out with the type of people my parents expect me to date.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5 0 .1 attend the same church as my family has always attended. I've never really questioned why.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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Obiective M easure of Ego Identity Status-Version used in the second and third study.
Read each item and indicate to what degree it reflects your own thoughts and feelings. If a statement
has more than one part, please indicate your reaction to the statem ent as a whole. Indicate your
answer hy choosing one of the following responses.

4. There's no single "life style" which appeals to me more than another.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5. There are a lot of different kinds of people. I'm still exploring the many possibilities to find the right 
kind of friends for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

6. I sometimes join in recreational activities when asked, but I rarely try anything on my own.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

8. Politics is something that 1 can never be too sure about because things change so fast. But I do think it's 
important to know what I can politically stand for and believe in.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

9. I'm still trying to decide how capable I am as a person and what jobs will be right for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

12. I'm looking for an acceptable perspective for my own "life style" view, but haven't really found it yet.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

13. There are many reasons for friendship, but I choose my close friends on the basis of certain values and 
similarities that I've personally decided on.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

14. While I don't have one recreational activity I'm really committed to. I'm trying various activities to identify 
one I can truly enjoy.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

15. Based on past experiences. I've chosen the type of boyfriend/girlfriend I want now.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

17 .1 might have thought about a lot of different jobs, but there's never really been any question since my parents 
said what they wanted.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

18. A person's faith is unique to each individual. I've considered and reconsidered it myself and know what I can 
believe.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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19. I've never really seriously considered men's and women's roles in marriage. It just doesn't seem to concern me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

20. After considerable thought I've developed my own individual viewpoint of what is for me an ideal "life 
style" and don't believe anyone will be likely to change my perspective.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

21. My parents know what's best for me in terms of how to choose my friends.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

22. I've chosen one or more recreational activities to engage in regularly from lots of things and I'm satisfied with 
those choices.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

2 4 .1 guess I'm pretty much like my parents when it comes to politics. I follow what they do in terms of voting.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

26. I'm not sure what religion means to me. I'd like to make up my mind but I'm not finished looking yet.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

28. My own views on a desirable life style were taught to me by my parents and I don't see any need to question 
what they taught me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

2 9 .1 don't have any really close friends, and I don't think I'm looking for one right now.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

31. I'm trying out different types of relationships with boyfriends/girlfriends. I haven't decided what is best for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

33. It took me a while to figure it out, but now I really know what I want for a career.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

35. I've spent time thinking about men's and women's roles in marriage and I've decided what will work best for me.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

39 .1 only go out with the type of people my parents expect me to date.

Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree

5 0 .1 attend the same church as my family has always attended. I've never really questioned why.
Strongly Moderately Agree Disagree Moderately Strongly
Agree Agree Disagree Disagree
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First Study.
Part I.

Objective Measure of Ego Identity Status-Half version.

Presented in pages 410-412 of the Appendix.

Part II.

Consumer behaviour and response to Advertising Questionnaire.

These questionnaires are concerned with your shopping behaviour and your responses to 

television advertising.

We are interested in your opinions and feelings concerning shopping for clothes, 

jewellery, cosmetics, tapes, records e.t.c. and NOT food-shopping.

The questionnaires are completely anonymous and all replies will be kept confidential. 

The school will not have access to your answers.

Please make sure that you answer all the questions.

Please do not consult anybody else as you fill in the questionnaires and bear in mind that 

there are no right or wrong answers. Try to answer the questions by yourself.

Thank you very much for your help.

Please fill in the following information.
AGE

SEX

FATHER'S OCCUPATION 

MOTHER'S OCCUPATION 

TYPE OF SCHOOL 

(i.e. private or public)

415



Please answer the following questions.
How often do you go shopping per week?

When do you usually go shopping?
(i. e. day of the week)

How long do you go shopping for? (i. e. hours per time)

How often do you go window-shopping?

Where do you usually go shopping?
(i. e. shopping malls or individual shops)

Do you mainly shop from specific or "favourite" shops?

How much money per week on average do you spend shopping?

Who do you consider most responsible for your own attitudes toward money?

When you try to economise how do you go about it?

How much money do you have in an average week?

Which is the source of your money?
(e. g. parents, pocket money, earnings, other).

Name your priorities in purchases (i. e. you spend more money on); 1)
2)
3)

For the following questions please circle the appropriate answer.
Do you keep track of the money you spend and save?
YES NO

Do you think that sales people in general are 
-honest YES NO
-friendly YES NO
-helpful YES NO

When you have achieved something and want to reward yourself would you go out and 
buy yourself something? YES NO

When you have to do something difficult or unpleasant, would you promise to buy 
yourself something as a reward or bribe? YES NO

When you want someone else to do something difficult or unpleasant, would you 
promise to buy him something as a reward or bribe? YES NO
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How important are the following factors in your shopping: 
-The area where the shop is
VERY FAIRLY NOT VERY
IMPORTANT IMPORTANT IMPORTANT

NOT IMPORTANT 
AT ALL

-The decoration of the store 
VERY FAIRLY
IMPORTANT IMPORTANT

NOT VERY 
IMPORTANT

NOT IMPORTANT 
AT ALL

-How helpful and polite the salespeople are
VERY FAIRLY NOT VERY
IMPORTANT IMPORTANT IMPORTANT

NOT IMPORTANT 
AT ALL

-The prices of products
VERY
IMPORTANT

FAIRLY
IMPORTANT

NOT VERY 
IMPORTANT

NOT IMPORTANT 
AT ALL

How often do you think about money?
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

How often do you worry about money?
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

How often do you discuss money with your friends? 
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

How often do you discuss money with your parents?
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

If you have some money left by the end of the month, what are you most likely to do?
-spend it on a luxury item
-spend it on something you will need in the future
-save it
-never had any money left
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For each of the following statements indicate how much you agree or you disagree 
with each statement in general. For each statement you should put a circle around 
the appropriate answer.
Please try to answer every statement.

I only shop when it is necessary.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

My main concern when shopping is that I get value for money.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

It is important for me to shop as efficiently as possible.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I tend to shop around for the best buy or for a bargain.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I wait for the sales to buy expensive items.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I gather information and make comparisons before purchase.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

To choose a store, I take prices, travel costs and time into consideration.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I find shopping relaxing. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

When I am shopping, I do not need to think about anything else.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Shopping frees me from my chores.
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I shop because it is a habit. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE
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I go shopping just because I like it.
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I go shopping just for fun. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I enjoy shopping. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I enjoy window-shopping. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

"I shop, therefore I am." 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

When I shop, I go to see what is new in the shops.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT 
AGREE AGREE NOR DISAGREE DISAGREE

STRONGLY
DISAGREE

STRONGLY
DISAGREE

I shop to get new ideas. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I shop to see what other people prefer.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I like to look at the people and images and see if they are me.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY 
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I go shopping to realise my ideas.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I go shopping to see that my style is correct.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

When I am shopping, I feel less lonely.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I enjoy the service I get when shopping.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE
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I go shopping to meet my friends.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I go shopping to communicate with like-minded people.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I enjoy the buzz of people around me when shopping.
NEITHER AGREE 
NOR DISAGREE

STRONGLY
AGREE

SOMEWHAT
AGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

Shopping cheers me up. 
STRONGLY SOMEWHAT 
AGREE AGREE
Shopping excites me. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

STRONGLY
DISAGREE

I buy something in order to make myself feel better. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

When I am shopping, I am engrossed.
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

When shopping, I forget about problems at home and/or at school.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Shopping is a break from the mundane. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

When I shop, I feel like a different person. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

Shopping is a bit like a dream. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

When I shop I feel really good. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

When I have money, I cannot help but spend part or the whole of it.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE
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I often buy something I see in a store without planning, just because I got to have it.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Shopping is a way of relaxing and forgetting my problems.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I sometimes feel that something inside me pushes me to go shopping.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

There are times when I have a strong urge to buy(clothing, tapes, jewellery e.t.c.) 
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

At times, I have felt somewhat guilty after buying something because it seemed 
unreasonable.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

There are some things I buy that I do not show to anybody because I fear people will 
think I did a foolish expense or I wasted my money.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I often have a real desire to go shopping and buy something.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

As soon as I enter a shopping centre, I wish to go in a store and buy something. 
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I have often bought a product that I did not need even when I knew I had very little 
money left.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I like to spend money. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE
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To consume is a mark of social status.
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I feel more important when I buy things. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

My purchases make me feel as good as anyone. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I like to impress people with my purchases. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I frequently buy clothes just because they look good on other people.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

When my friends or colleagues buy things, I tend to imitate them.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I often feel frustrated that I have fewer things than people close to me and I tend to 
spend a lot even though I do not have the necessary money.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I am often easily convinced by salespeople when I go shopping.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

When I come home from shopping, I enjoy unwrapping what I have bought.
STRONGLY
AGREE

SOMEWHAT
AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE
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For the following statements, please indicate how often you do the things 
described. You should put a circle around the appropriate answer.

I go shopping alone. 
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

I go shopping with my friends. 
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

I go shopping with my mother or father.
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

I shop from the stores that my parents shop. 
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

I shop from the stores that my friends shop. 
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

What my friends have influences what I buy. 
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

When I buy something, my friends' opinions are very important.
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

I show my purchases to my friends.
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

When I buy something, I wonder what other people will think of me.
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

When I want to buy something, I talk with my friends. 
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

When I go shopping, I often try to find things that are different from things that my 
friends have.
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

When I want to buy something I talk with my parents.
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

I show my purchases to my parents.
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER

When I buy something, my parents' opinion are very important. 
NEARLY ALWAYS OFTEN SOMETIMES RARELY NEVER
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Please answer the following questions.
How many television sets do you have in your home?

Do you have a set for your own use?

How many hours do you watch television on an average weekday?

How many hours do you watch television over the weekend?

Do you mainly watch television 
-alone
-with your parents 
-with your siblings 
-with your friends
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We are interested in why people watch television commercials. Here are some of 
the reasons that other people gave us for watching television commercials. Please 
tell us how much you agree with each reason. You should put a circle around the 
appropriate answer.

I WATCH TELEVISION COMMERCIALS: 
because it relaxes me
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT 
AGREE AGREE NOR DISAGREE DISAGREE

STRONGLY
DISAGREE

because it calms me down when I am in a temper.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because it is a pleasant rest.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because I do not have to do anything when I watch.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

so I will not be alone.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

when there is no one to talk to.
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because it makes me feel less lonely.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

to have something to talk about with my friends.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because it gives me ideas about products by showing the kinds of people who use them.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

to find out about what products and services are available.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

to find out how good a product is.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE
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to find out what brands have the features I am looking for.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

to help me decide what things to buy
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

to learn about the "in" things to buy.
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because it is a habit. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because I just like to watch. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because it is so much fun. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because I just enjoy watching. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because it makes me feel good.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY 
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

when I am bored. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

when I have nothing better to do.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because it passes the time away.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because it gives me something to do.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because it helps me learn things about myself.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE
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to get ideas about fashion and ways to act.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

so I could leam about what could happen to me.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY 
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because it shows how other people deal with the same problems I have.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I see people on television advertisements who are examples of the way I wish I were. 
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because they help me be more confident in the brands/products I actually use. 
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

because they tell me that there are other people, like myself, who use the same 
products/brands.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I can really relate to some television advertisements because they seem made just for me.
STRONGLY
AGREE

SOMEWHAT
AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because it is thrilling. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because it excites me. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because it stirs me up. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

so I can forget about school and homework. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

because it helps me forget my problems. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE
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so I can get away from the rest of my family.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

so I can get away from what I am doing.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE
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For the following statements please indicate how much you agree or you disagree. 
You should put a circle around the appropriate answer.

Television advertising results in better products for the public.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

In general, television advertising presents a true picture of the products advertised. 
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

You can trust brands advertised on T.V. more than brands not advertised on T.V. 
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television advertising helps raise our standard of living.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY 
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television advertisements help me find products that match my personality and interests. 
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television advertising helps me buy the best brand for the price.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I am willing to pay more for a product that is advertised on television.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television advertisements are light and entertaining breaks in programs.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Most television commercials are in poor taste. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

A lot of television advertising is funny or clever. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

Television advertisements are more offensive today than they used to be.
STRONGLY
AGREE

SOMEWHAT
AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

A lot of money is spent on television advertising. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

429



Television advertising makes people believe that material possessions are the most 
important things in life.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Most television advertisements try to work on peoples' emotions.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

There is a critical need for more truth in today's advertising.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television commercials do not show life as it really is.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television advertising mostly tries to create imaginary differences between products that 
are very similar.
STRONGLY
AGREE

SOMEWHAT
AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

Television commercials tell the truth.
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

Television advertising makes people buy things they do not really want.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I believe advertisers' claims. 
STRONGLY SOMEWHAT 
AGREE AGREE

NEITHER AGREE 
NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I believe the results of tests reported in advertisements.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I think that advertisers lie or cheat in their advertising.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television advertising is upsetting to people because it sets goals for the average person 
that he/she cannot reach.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television advertising is a main reason that our society is so concerned with buying and 
owning things.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE
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There is too much sex in television advertising.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY 
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

There is too much violence in television advertising.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

There seems to be more advertising on television now than there used to be.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Most commercial breaks on television have too many commercials in a row.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

The same television advertisements are constantly shown again and again.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Most television advertisements today are not about products themselves, but just create a 
mood.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Today television advertisements give you as much information as they used to. 
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Today's television advertisements tell you more about the people who use a brand than 
about what the brand does for you.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

I buy products after seeing them advertised on television.
STRONGLY SOMEWHAT NEITHER AGREE SOMEWHAT STRONGLY
AGREE AGREE NOR DISAGREE DISAGREE DISAGREE

Television advertisements are important. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I talk about television advertisements.
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

Television advertisements deal with feelings. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE
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Television advertisements deal with facts. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

I believe that highly advertised products are better. 
STRONGLY SOMEWHAT NEITHER AGREE 
AGREE AGREE NOR DISAGREE

SOMEWHAT
DISAGREE

STRONGLY
DISAGREE

For the following statements, indicate your feeling toward television 
advertisements by putting a tick on the line that best describes your feelings.

I like television advertisements very much 
advertisements very much.

Television advertisements are:
in te re s t in g ____________________ boring
harmful ____________________ good
u n e x c i t in g ____________________ exciting
unappealing_____________________ appealing
m u n d a n e ______________________ fascinating
u n p le a sa n t____________________ pleasant

I dislike television
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Second Study.
Part I.

Self-perception.

In the ten blank lines below, please write ten different statements in response to the 

simple question (addressed to yourself): “Who am I?”. Write as if you are giving the 

answer to yourself, not to somebody else. Write your answers in the order in which they 

occur to you. Don’t worry about logic or importance. Go along fairly fast.

I am____________________________________________________________________
I am____________________________________________________________________
I am
I am
I am
I am
I am
I am
I am
I am 

Part II.

Objective Measure of Ego Identity Status-Adapted version.

Presented in pages 413-414 of the Appendix.
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Part III: Meanings of material possessions.

This part of the questionnaire deals with the ways in which people relate to their 

material possessions. Please consider for a moment which five of your possessions 

are most important to you; of all the things you own, which objects are the most 

special, treasured or important to you?

Please list your five most important possessions. Then consider for each of them 

and describe in your own words the reasons why this particular possession is 

important to you.

I ........................................................................................................
This object is important to me because:

2............................................................
This object is important to me because:

3............................................................
This object is important to me because:

4............................................................
This object is important to me because:

5............................................................
This object is important to me because:
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Part IV: Attitudes to material possessions.
Materialism scale (Richins and Dawson, 1992).
For the following statements please indicate how much you agree or you disagree. 
Please put a circle around the appropriate answer.

1.1 admire people who own expensive homes, cars and clothes.
Strongly Agree Neutral Disagree Strongly
Agree Disagree

2 .1 usually buy only the things I need.*
Strongly Agree Neutral Disagree Strongly
Agree Disagree

3 .1 have all the things I really need to enjoy life.*
Strongly Agree Neutral Disagree Strongly
Agree Disagree

4. Some of the most important achievements in life include acquiring material 
possessions.

Strongly Agree Neutral Disagree Strongly
Agree Disagree

5 .1 try to keep my life simple as far as possessions are concerned.*
Strongly Agree Neutral Disagree Strongly
Agree Disagree

6. My life would be better if I owned certain things I don’t have.
Strongly Agree Neutral Disagree Strongly
Agree Disagree

7 .1 don’t place much emphasis on the amount of material objects people own as a sign 
of success.*

Strongly Agree Neutral Disagree Strongly
Agree Disagree

8. The things I own aren’t all that important to me.*
Strongly Agree Neutral Disagree Strongly
Agree Disagree

9 .1 wouldn’t be any happier if I owned nicer things.*
Strongly Agree Neutral Disagree Strongly
Agree Disagree

10. The things I own say a lot about how well I am doing in life.
Strongly Agree Neutral Disagree Strongly
Agree Disagree

11.1 enjoy spending money on things that aren’t practical.
Strongly Agree Neutral Disagree Strongly
Agree Disagree
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12. I’d be happier if I could afford to buy more things.
Strongly
Agree

Agree Neutral

13.1 like to own things that impress people. 
Strongly Agree Neutral
Agree

14. Buying things gives me a lot of pleasure. 
Strongly Agree Neutral
Agree

Disagree

Disagree

Disagree

Strongly
Disagree

Strongly
Disagree

Strongly
Disagree

15. It sometimes bothers me quite a bit that I can’t afford to buy all the things I’d like. 
Strongly Agree Neutral Disagree Strongly
Agree Disagree

16.1 don’t pay much attention to the material objects other people own.*
Strongly Agree Neutral Disagree Strongly
Agree Disagree

17.1 like a lot of luxury in my life. 
Strongly Agree 
Agree

Neutral Disagree Strongly
Disagree

18.1 put less emphasis on material things than most people I know.*
Strongly Agree Neutral Disagree Strongly
Agree Disagree
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Third study.
This questionnaire forms part of a research project concerning self-perception and 

perceptions of others.

The questionnaire is completely anonymous and all replies will be kept confidential. The 

school will not have access to your answers.

Please read the instructions carefully and make sure that you answer all the questions. 

Please do not consult anybody else as you fill in the questionnaire and bear in mind that 

there are no right or wrong answers. Try to answer the questions by yourself.

Thank you very much for your cooperation.

Please fill in the following information.

AGE 

GENDER 

Part I:

Twenty Statements Test.

Presented in page 433 of the Appendix.

Part II.

Objective Measure of Ego Identity Status-Adapted version.

Presented in pages 413-414 of the Appendix.
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Part III:
From the following list of possessions or behaviours that convey information about 
a person, please choose those that you consider typical of you and indicate how 
well they describe yourself.
For example, I might say that the posters on the wall of my room are 
representative of me and they “describe me very well”; however, the way I make 
my hair does not reflect any information about me and thus it “does not describe 
me at all”.
Think of any behaviours or material possessions that you feel convey information 
about who you are, what you believe in or reflect your tastes, ideas, way of life. 
Thank you very much for your cooperation.

Very well Quite well A little Not at all
Decorative items (e.g. candles, pillows, ornaments e.t.c.)
Books
Magazines
Stereo/tape recorder/CD player
Clothes-Shoes (style, colours, labels)
Accessories-Jewellery (e.g. watch, bracelets, scarves, eyeglasses)
Items connected with hobbies (e.g. puzzles, camera e.t.c.)
Music instruments
Sports equipment
Items forming a special collection (e.g. stamps, souvenirs e.t.c.)
Photographs
Posters
Gifts from family or friends
Plants
My eyes
My voice
My hands
Physical attributes (height, weight e.t.c.)
The way I do my hair (style, colour)
The way I talk (tone of voice, slow or fast, a little or a lot)
The way I walk (pace, posture)
My body language (gestures, pose, expression)
My smile/laughter (easy, frequent, loud)
My sense of humour
The way I present myself when I meet someone
The entertainment I prefer
My hobbies
My habits
The movies I like
The music I like
The T.V. programs I like
The lessons I like
The means of transportation I use (e.g. bicycle or bus)
The way I take care of my possessions (or not)
Whether I keep my personal space clean and tidy or not
My dreams
The way I eat
My nationahty
My religion
My views on several issues (politics, social e.t.c.)
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Now try to imagine a situation where you meet someone; apart from his/her 
appearance and behaviour you can also draw information from the person’s 
personal environment-for example his/her room.
Please tick any behaviours or material possessions that would draw your attention 
and that would help you form an impression about this person or an idea about 
what this person is really like.
Thank you.

Very well Quite well A little Not at all
Decorative items (e.g. candles, pillows, ornaments e.t.c.)
Books
Magazines
Stereo/tape recorder/CD player
Clothes-Shoes (style, colours, labels)
Accessories-Jewellery (e.g. watch, bracelets, scarves, eyeglasses)
Items connected with hobbies (e.g. puzzles, camera e.t.c.)
Music instruments
Sports equipment
Items forming a special collection (e.g. stamps, souvenirs e.t.c.)
Photographs
Posters
Gifts from family or friends
Plants
His/her eyes
His/her voice
His/her hands
Physical attributes (height, weight e.t.c.)
The way he/she do his/her hair (style, colour)
The way (s)he talks (tone of voice, slow or fast, a little or a lot)
The way he/she walks (pace, posture)
His/her body language (gestures, pose, expression)
His/her smile/laughter (easy, frequent, loud)
His/her sense of humour
The way he/she presents him/herself when meeting someone
The entertainment he/she prefers
His/her hobbies
His/her habits
The movies he/she likes
The music he/she likes
The T.V. programs he/she likes
The lessons he/she likes
The means of transportation he/she uses (e.g. bicycle or bus)
The way he/she takes care of his/her possessions (or not)
Whether he/she keeps personal space clean and tidy or not
His/her dreams
The way he/she eats
His/her nationality
His/her religion
His/her views on several issues (politics, social e.t.c.)
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Part IV.

The following story describes an everyday scene in the life of a teenager. On the 

basis of this story, we would like you to answer a set of questions.

Please bear in mind that some of the questions may seem unrealistic; therefore, we 

would like you to use your imagination and answer them fairly fast. PLEASE 

NOTE that the story refers to a number of personal possessions- IT IS OF NO 

IMPORTANCE WHO PAID FOR THE TEENAGER’S POSSESSIONS. It is 

however important to remember that all of the items named in the story were 

nersonallv chosen by the teenager him/herself.

Note: Each respondent is presented with one of the following four stories.

Please read the following story.

Lisa is seventeen years old and a sixth-form student. She lives at her parents’ home and 

has a room of her own.

Lisa’s personal touch is shown in the decoration of the room with glossy posters and in 

the central position given to her expensive riding equipment-Lisa’s favourite hobby.

On a typical day, Lisa returns from school and goes straight to her room. She takes off 

her Levis’ 501 and her Timberlands and chooses a few compact discs from her large 

collection to play on her C D. player. She works for a couple of hours on her computer 

and then talks to a few friends on the phone in her room.

Once or twice a week, she arranges to go out, usually to a well-known club downtown. 

To decide what to wear, she opens her wardrobe, full of expensive clothes, and picks up 

one of her recent purchases from her regular Saturday visits to the highstreet shops. 

Alternatively, she stays in to have a look at the latest issue of her favourite magazine or 

to watch a video on her own T.V.set.
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Please read the following story.

Mary is seventeen years old and a sixth-form student. She lives at her parents’ home and 

has a room on her own,

Mary’s personal touch is shown in the decoration of the room with posters cut off from 

magazines and in the dominant position given to her second-hand skating equipment- 

Mary’s favourite hobby.

On a typical day, Mary returns from school and goes straight to her room. She takes off 

her old jeans and worn out boots and puts on the radio on her portable radio/cassette 

player. She works for a couple of hours taking notes to type in the school’s PC the 

following day and then talks to her friends on the phone in the living room.

Once or twice a week she arranges to go out, usually to the local pub. To decide what to 

wear she opens her small wardrobe and picks up something she had bought on last 

season’s sales.

Alternatively, she stays in to have a look at an old magazine or to watch T.V. in the 

living-room.
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Please read the following story.

John is seventeen years old and a sixth-form student. He lives at his parents’ home and 

has a room on his own.

John’s personal touch is shown in the decoration of the room with posters cut off from 

magazines and in the dominant position given to his second-hand skating equipment- 

John’s favourite hobby.

On a typical day, John returns from school and goes straight to his room. He takes off his 

old jeans and worn out boots and puts on the radio on his portable radio/cassette player. 

He works for a couple of hours taking notes to type in the school’s PC the following day 

and then talks to his friends on the phone in the living room.

Once or twice a week he arranges to go out, usually to the local pub. To decide what to 

wear he opens his small wardrobe and picks up something he had bought on last season’s 

sales.

Alternatively, he stays in to have a look at an old magazine or to watch T.V. in the 

living-room.
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Please read the following story.

Steve is seventeen years old and a sixth-form student. He lives at his parents’ home and 

has a room of his own.

Steve’s personal touch is shown in the decoration of the room with glossy posters and in 

the central position given to his expensive cricket equipment-Steve’s favourite hobby.

On a typical day, Steve returns from school and goes straight to his room. He takes off 

his Levis’ 501 and his Timberlands and chooses a few compact discs from his large 

collection to play on his C.D. player. He works for a couple of hours on his computer 

and then talks to a few friends on the phone in his room.

Once or twice a week, he arranges to go out, usually to a well-known club downtown. 

To decide what to wear, he opens his wardrobe, full of expensive clothes, and picks up 

one of his recent purchases from his regular Saturday visits to the highstreet shops. 

Alternatively, he stays in to have a look at the latest issue of his favourite magazine or to 

watch a video on his own T.V. set.
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With reference to the story you just read, please answer the following questions:

a) Indicate the degree to which you believe that the person described in the story 
has the following qualities:

The person described in the story...

is intelligent
Very Somewhat Not really Not at all

is hard-working
Very Somewhat Not really Not at all

is active
Very Somewhat Not really Not at all

is not ordinary
Very Somewhat Not really Not at all

is ambitious
Very Somewhat Not really Not at all

is independent
Very Somewhat Not really Not at all

is conservative
Very Somewhat Not really Not at all

is anxious
Very Somewhat Not really Not at all

is a “leader”
Very Somewhat Not really Not at all

is good
Very Somewhat Not really Not at all

is successful
Very Somewhat Not really Not at all

copes well with problems
Very Somewhat Not really Not at all

is in control of his/her life
Very Somewhat Not really Not at all

is happy
Very Somewhat Not really Not at all
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has a wide range of interests
Very Somewhat Not really Not at all

is good in school
Very Somewhat Not really Not at all

has a clear idea about mensVwomens’ roles
Very Somewhat Not really Not at all

has thought about his/her future career and knows what job he/she wants to do
Very Somewhat Not really Not at all

has thought about religion
Very Somewhat Not really Not at all

has thought about politics
Very Somewhat Not really Not at all

knows what lifestyle he/she aspires to
Very Somewhat Not really Not at all

gets on well with his/her parents
Very Somewhat Not really Not at all

has a lot of friends
Very Somewhat Not really Not at all

is popular
Very Somewhat Not really Not at all

is attractive as a potential friend
Very Somewhat Not really Not at all

is a warm person
Very Somewhat Not really Not at all

is confident
Very Somewhat Not really Not at all

is popular with the opposite sex
Very Somewhat Not really Not at all

goes out often
Very Somewhat Not really Not at all

is sociable
Very Somewhat Not really Not at all

has a regular pocket money
Very Somewhat Not really Not at all
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has a sensible management of his pocket money
Very Somewhat Not really Not at all

is well-off
Very Somewhat Not really Not at all

b) Indicate the degree to which you agree or you disagree with the following 
statements:

I like the person described in the story.
Strongly Agree Neutral Disagree Strongly
Agree Disagree

I think that the person described in the story deserves what he/she has.
Strongly Agree Neutral Disagree Strongly
Agree Disagree

I aspire to the lifestyle of the person described in the story.
Strongly Agree Neutral Disagree Strongly
Agree Disagree

Part V.
Materialism Scale (Richins and Dawson, 1992).
Presented in pages 435-436 of the Appendix.
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A PP E N D IX  B.
C orrelation  tables as reference to regression  analyses. 
Study 1. _________________________________________________

Compul Idach Iddif Idfor Idmor Inach Indif Infor Inmor Mslc Mspsrh Msr Parents Peers Socinf
Compul 1.00 -.00 -.05 -.05 .10 .09 .05 -.04 .08 .57** .74** -.06 -.10 .52** .57**
Idach -.00 1.00 .02 .32** .20** .53** .41** .29** .33** -.05 .03 -.07 .01 -.06 -.03
Iddif -.05 .02 1.00 .01 .21** .17* .24** .05 .33** -.10 .04 .02 .10 -.07 -.14
Idfor -.05 .32** .01 1.00 .11 .41** .25** .37** .17* .03 .03 .07 .04 -.10 .03
Idmor .10 .20** .21** .11 1.00 .40** .52** .46** .57** .11 .05 .10 -.05 -.07 .08
Inach .09 .53** .17* .41** .40** 1.00 .51** .13 .62** .11 .19* -.05 .10 .06 -.01
Indif .05 .41** .24** .25** .52** .51** 1.00 .19** .39** .08 .06 .01 -.06 -.11 -.12
Infer -.04 .29** .05 .37** .46** .13 .19** 1.00 .35** -.02 -.02 .05 -.05 -.05 .03
Inmor .08 .33** .33** .17* .57** .62** .39** .35** 1.00 .13 .15 .03 .16* .06 .05
Mslc .57** -.05 -.10 .03 .11 .11 .08 -.02 .13 1.00 .68** .18* .06 .45** .62**
Mspsrh .74** .03 .04 .03 .05 .19* .06 -.02 .15 .68** 1.00 .04 .06 .49** .46**
Msr -.06 -.07 .02 .07 .10 -.05 .01 .05 .03 .18* .04 1.00 .27** .00 .11
Parents -.10 .01 .10 .04 -.05 .10 -.06 -.05 .16* .06 .06 .27** 1.00 .05 .05
Peers .52** -.06 -.07 -.10 -.07 .06 -.11 -.05 .06 .45** .49** .00 .05 1.00 .42**
Socinf .57** -.03 -.14 .03 .08 -.01 -.12 .03 .05 .62** .46** .11 .05 .42** 1.00
Table 1.1.: Pearson r correlations between identity subscales and consumer behaviour variables. 
*p<.05 **p<.01.

Idach Iddif Idfor Idmor Inach Indif Infor Inmor Suscpt Percept Mtcar Mtf Mtl Mtph Htvw Advatti
Idach 1.00 .02 .32** .20** .53** .41** .29** .33** .06 .......-.07 .02 .03 -.04 -.01 ......-.09..... ......-.06
Iddif .02 1.00 .01 .21** .17* .24** .05 .33** .04 -.14 -.06 -.09 -.12 -.10 .06 .08
Idfor .32** .01 1.00 .11 .41** .25** .37** .17* -.03 -.03 .08 -.02 -.04 .01 -.05 -.11
Idmor .20** .21** .11 1.00 .40** .52** .46** .57** .11 -.04 .12 .07 .06 .12 -.06 .03
Inach .53** .17* .41** .40** 1.00 .51** .13 .62** .08 -.07 .06 .07 -.02 .10 .03 .01
Indif .41** .24** .25** .52** .51** 1.00 .19** .39** .11 -.09 .00 -.03 -.07 .01 -.10 -.07
Infor .29** .05 .37** .46** .13 .19** 1.00 .35** -.12 -.17* .02 -.01 -.07 -.05 -.02 -.15
Inmor .33** .33** .17* .57** .62** .39** .35** 1.00 .13 -.11 .08 .13 .09 .13 -.03 .02
Suscpt .06 .04 -.03 .11 .08 .11 -.12 .13 1.00 .26** .39** .26** .46** .38** .10 .22*
Percept -.07 -.14 -.03 -.04 -.07 -.09 -.17* -.11 .26** 1.00 .22** .15 .29** .19* -.08 .39**
Mtcar .02 -.06 .08 .12 .06 .00 .02 .08 .39** .22** 1.00 .55** .48** .62** .08 .22*
Mtf .03 -.09 -.02 .07 .07 -.03 -.01 .13 .26** .15 .55** 1.00 .45** .59** -.09 .12
Mtl -.04 -.12 -.04 .06 -.02 -.07 -.07 .09 .46** .29** .48** .45** 1.00 .53** -.07 .21*
Mtph -.01 -.10 .01 .12 .10 .01 -.05 .13 .38** .19* .62** .59** .53** 1.00 -.02 .27**
Htvw -.09 .06 -.05 -.06 .03 -.10 -.02 -.03 .10 -.08 .08 -.09 -.07 -.02 1.00 .01
Advatti -.06 .08 -.11 .03 .01 -.07 -.15 .02 .22* .39** .22* .12 .21* .27** .01 1.00
Table 1.2.: Pearson r correlations between identity subscales and response to advertising variables. 
*p<.05 **p<.01.
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Suscpt Percept M tcar Mil MÜ M tph Htvw Advatti Socinf Peers Parents Mslc Mspsrh Msr Com puls Eom x I _ Eonixl l _ ____ E om xl2

Suscpt I'oo .......26**'".... .....39**....... .26** .46** .38** .10 ...... .22* ....'.'27** 18* .04 .27** .12 .08 .19* -.03 " .09 '  -.12
Percept .26** l.(X) .22** .15 .29** .19* -.08 .39** .09 -.01 .05 .08 .04 -.08 .04 .12 -.01 -.01
Mtcar .39** .22** 1.00 .55** .48** .62** .08 .22* .30** .04 .03 .36** .25** .12 .24** -.08 -.04 .07
Mtf .26** .15 .55** 1.00 .45** .59** -.09 .12 .35** .19* -.03 .38** .36** .08 .40** -.11 -.05 .04
Mtl .46** .29** .48** .45** 1.00 .53** -.07 .21* .47** .22** .12 .62** .34** .14 .41** .04 .01 -.09
Mtph .38** .19* .62** .59** .53** 1.00 -.02 .27** .36** .24** .01 .39** .41** .06 .49** -.06 -.02 .14

.10 -.08 .08 -.09 -.07 -.02 1.00 .01 -.07 .03 .21* -.06 -.05 -.05 -.04 -.09 -.04 .03
Advatti ,22* .39** .22* .12 .21* .27** .01 1.00 .(V4 ,10 .03 .10 .03 -.09 .11 -.08 .09 .03
Socinf .27** .09 .30** .35** .47** .36** -.07 .04 l.(X) .42** .05 .62** .46** .11 .57** -.05 -.08 -.18*
Peers .18* -.01 .(M .19* .22** .24** .03 .10 .42** l.(X) .05 .45** .49** .(X) .52** -.10 -.10 .09

.04 .05 .03 -.03 .12 .01 .21* .03 .05 .05 1.00 .(* .06 .27** -.10 .03 -.04 -.11
Mslc .27** .08 .36** .38** .62** .39** -.06 .10 .62** .45** .06 l.fX) .68** .18* .57** .05 -.13 -.18*
Mspsrh .12 .04 .25** .36** .34** .41** -.05 .03 .46** .49** .06 .68** 1.00 .04 .74** .10 -.02 -.04
Msr .08 -.08 .12 .08 .14 .06 -.05 -.09 .11 .00 .27** .18* .04 1.00 -.06 .11 -.09 .05
Compuls .19* .04 .24** .40** .41** .49** -.04 .11 .57** .52** -.10 .57** .74** -.06 1.00 .07 -.07 -.13
Eom xl .03 .12 -.08 -.11 .04 -.06 -.09 -.08 -.05 -.10 .03 .05 .10 .11 .07 l.(X) .01 .18*
Eom xl 1 .09 -.01 -.04 -.05 .01 -.02 -.04 .09 -.08 -.10 -.04 -.13 -.02 -.09 -.07 .01 1.00 .29**
Eom xl 2 -.12 -.01 .07 .04 -.09 .14 .03 .03 -.18* -.09 -.11 -.18* -.04 .05 -.13 .18* .29** 1.00
Eom xl 3 .08 -.00 -.09 -.09 -.10 .03 -.05 .10 -.06 .05 -.16* -.02 .05 -.22** .03 .01 .14 .07
Eom xl 4 .08 .18* -.10 -.07 -.02 -.08 .23** -.02 -.16* -.15* .08 -.21** -.14 -.04 -.20** .01 .08 -.01
Eom xl 5 .09 .13 -.17* -.14 -.10 -.12 .00 .13 -.11 .02 .01 -.05 -.11 -.01 -.05 -.06 -.01 -.07
Eom xl 6 .00 .10 -.05 -.05 -.13 -.10 .03 -.16 -.04 -.07 .11 -.11 -.09 .07 -.10 .02 .16* .14
E om xl? -.11 .06 -.14 -.09 -.14 -.03 .06 -.08 -.15 .01 .04 -.05 -.03 -.02 -.03 .07 -.12 -.05
Eom xl 8 .14 .03 .01 -.14 -.12 -.14 -.01 -.05 .01 -.02 .07 -.19* -.20** -.03 -.19* -.04 -.02 -.21**
Eom xl 9 .02 -.10 -.05 .01 -.04 -.07 .06 -.17 -.04 .01 .22** -.04 -.10 .14 -.06 .10 -.13 .01
Eomx2 .05 .01 -.02 .10 .04 .05 .06 -.17 -.08 -.07 .11 .08 .16* .10 .06 .11 -.03 -.05
Eomx20 .03 -.02 -.22** -.16* -.19* -.17* -.05 .03 -.13 .01 -.02 -.18* -.14 -.07 -.11 -.13 -.14 -.30**
Eomx21 -.05 -.08 -.10 -.02 -.16* -.10 -.09 -.07 -.18* -.11 -.20** -.19* -.28** -.12 -.13 .02 -.13 -.06
Eomx22 -.04 .07 -.08 -.07 -.17* -.11 -.01 .00 -.14 -.07 -.03 -.22** -.09 -.08 -.10 -.13 .02 -.13
Eomx24 -.12 -.17* -.10 -.10 -.21** -.13 -.06 -.03 -.12 -.16* -.04 -.16* -.01 -.03 -.10 .02 -.(X) -.08
Eomx26 .03 .14 .12 .08 .02 .08 .04 -.03 -.04 -.07 -.11 .01 .03 .17* .07 .14* .12 .14
Eomx28 -.09 -.11 -.21** -.13 -.27** -.16* -.01 -.05 -.15 -.09 -.14 -.27** -.13 -.09 -.07 .03 .06 .04
Eomx29 -.04 -.07 -.19* -.15* -.14 -.17* .20* -.08 -.15* .11 -.08 -.02 .10 -.09 .02 .07 -.12 .11
Eomx3 -.05 -.13 -.07 .02 -.14 .00 -.00 -.03 .02 .03 -.15* -.06 .07 -.09 .08 .06 -.04 -.02
E om x31 .04 -.03 -.10 -.10 -.25** -.19* .04 -.02 -.18* -.07 -.13 -.25** -.23** -.07 -.15* .13 .12 .10
Eomx32 .00 .08 -.01 -.15* -.25** -.08 .03 -.01 -.19* -.20* -.17* -.24** -.17* -.17* -.14 .02 .10 .26**
Eomx33 .17* -.10 -.05 .01 -.07 .03 .06 .12 .02 .13 .05 -.02 -.04 .01 -.04 -.48** -.09 -.20**
Eomx35 -.02 -.14 -.10 -.13 -.20** -.14 .10 .07 -.24** .04 -.08 -.21** -.23** -.10 -.20** -.16* -.01 -.01
Eomx38 .01 -.25** -.10 -.11 -.18* -.07 .08 -.07 -.13 -.04 -.15* -.14 -.04 -.01 -.11 -.01 .05 -.00
Eomx39 -.07 -.16* -.08 -.06 -.22** -.12 .15 -.03 -.18* .02 -.21** -.20** -.22** -.12 -.14 -.10 -.00 .05
Eomx4 .08 -.01 .09 -.04 -.01 .07 .06 .02 -.05 -.14 -.03 -.13 .11 -.08 .(* .04 .16* .16*
EomxS -.15 .09 -.17* -.22** -.14 -.10 -.12 -.10 -.17* -.06 -.12 -.25* -.17* -.15* -.04 .12 .07 .21**
EomxSO .04 .20* .00 -.05 -.06 .02 -.04 .08 -.13 .03 -.12 -.09 .04 -.05 .00 -.04 -.01 -.03
Eomx6 -.10 .02 -.09 -.21** -.12 -.12 .08 -.11 -.27** -.15 .12 -.19* -.14 -.02 -.18* .13 .01 .17*
Eomx? .07 -.07 .00 -.04 -.12 -.00 .15 -.02 11 .05 -.03 .01 .07 -.10 .fX4 -.02 -.00 .03
Eomx8 .25** .09 .04 .03 -.01 .03 -.12 .11 -.08 -.06 -.14 -.02 .01 -.03 .08 .06 .03 -.02
Eomx9 -.01 .23** .01 -.13 -.08 -.01 -.02 .05 -.06 -.13 -.15 -.08 -.01 -.08 .02 .22** .08 .22**
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Eomx 13 Eomx 14 Eomx IS Eomxl6 Eomxl? Eomx 18 Eornxl9 Eomx2__ Eomx20 Eomx21 Eomx22 Eomx24 Eomx26 Eomx28 _ Eomx29

Suscpt '08......... .09 .1X1 -.11 .14 .(G ïts ' " ......  03...... .. ... -OS....... -.04" ......... -42......... .03 .... -.09 1,04"""
Percept -.(X) .18* .13 .10 .06 ,03 -.10 .01 -.02 -.08 .07 -.17* .14 -.11 -.07
Mtcar -.09 -.10 -.1?* -OS -.14 .01 -OS -.02 -.22** -.10 -.08 - 10 .12 -.21** -.19*

Mtf -.09 -.0? -.14 -OS -.09 -.14 .01 .10 -.16* -.02 -.0? -.10 .08 -.13 -IS*
MU -.10 -.02 -.10 -.13 -.14 -.12 -.04 .04 -.19* -.16* -.17* -.21** .02 -.27** -.14
Mtph .03 -.08 -.12 -.10 -.03 -.14 -.0? OS - . 11* -.10 - 11 -.13 .08 -.16* -.17*
Htvw -OS .23** .00 .03 .06 -.01 .06 .06 -OS -.09 -.01 -.06 .04 -.01 .20*

Advatti .10 -.02 .13 -.16 -.08 -.OS -.11 -.1? .03 -.0? .00 -.03 -.03 -.OS -.08

Sttcinf -.06 -.16* -.11 -.04 -IS .01 -.04 -.08 -.13 -.18* -.14 -.12 -.04 -.15 -.15*

Peers OS -IS* .02 -.0? .01 -.02 .01 -.0? .01 -.11 -.0? -.16* -.07 -.09 .11

Parents -.16* ,08 .01 .11 .04 .07 .22** .11 -.02 -.20** -.03 -.04 -.11 -.14 -.08
Mslc -.02 -.21** -OS -.11 -OS -.19* -.04 .08 -.18* -.19* -.22** -.16* .01 - .21** -.02
Mspsrh OS -.14 -.11 -.09 -.03 -.20** -.10 .16* -.14 -.28** -.09 -.01 .03 -.13 .10

Msr -.22** -.04 -.01 .0? -.02 -.03 .14 .10 -.01 -.12 -.08 -.03 .17* -.09 -.09

Compuls .03 -.20** -OS -.10 -.03 -.19* -.06 .06 -.11 -.13 -.10 -.10 .07 -.07 .02

Eomxl ,01 .01 -.06 .02 .0? -.04 .10 .11 -.13 .02 -.13 .02 .14* .03 .07

Eomx11 .14 .08 -.01 .16* -.12 -.02 -.13 -.03 -.14 -.13 .02 -.00 .12 .06 -.12
Eomx 12 .0? -.01 -.0? .14 -OS -.21** .01 -OS -.30** -.06 -.13 -.08 .14 .04 .11

Eomx 13 1.00 -.10 .16* -.09 -.0? -.04 -.22** -.02 .10 -.00 .10 OS -.04 .03 .03
Eomx 14 -.10 1.00 .22** .10 .14 .01 .02 .0? OS -IS* .04 OS .14 -.02 .04

Eomx 15 .16* .22** 1.00 .09 .14 .08 -.06 -.04 .29** -.03 IS* -.04 -.02 .13 -.07
Eomx 16 -.09 .10 .09 1.00 .03 .04 .06 .OS .02 -OS -.00 -.08 .16* -.02 -.09

Eomxl? -.0? .14 .14 .03 1.00 -.13 .16* .01 .06 IS* .04 .07 -.10 .21** .30**

Eomx 18 -.04 .01 .08 .04 -.13 1.00 -.03 -.20** .26** .07 .09 -.01 -.25** -.09 -.21**

Eomx 19 -.22** .02 -.06 .06 .16* -.03 1.00 .11 .1?* .14* .13 -.04 .01 .07 .08

Eomx2 -.02 .07 -.04 OS .01 -.20** .11 1.00 -.03 -.09 .14* OS .30** -.01 .08

Eomx20 .10 OS .29** .02 .06 .26** .1?* -.03 1.00 .1?* .30** -.01 -.14* .07 -.15*

Eomx21 -.00 -IS* -.03 -OS .IS* .0? .14* -.09 .1?* 1.00 .04 .17* .04 .33** .09
Eomx22 ,10 .04 IS* -.00 .04 .09 .13 .14* .30** .(M 1.00 .07 OS .10 -.03
Eomx24 OS OS -.04 -.08 .0? -.01 -.04 OS -.01 .1?* .07 1.00 -.02 .27** .10
Eomx26 -.04 .14 -.02 .16* -.10 -.25** .01 .30** -.14* .04 OS -.02 1.00 .02 .06

Eomx28 .03 -.02 .13 -.02 .21** -.09 .0? -.01 .07 .33** .10 .21** .02 1.00 .16*

Eomx29 .03 .04 -.0? -.09 .30** -.21** .08 .08 -IS* .09 -.03 .10 .06 .16* 1.00

Eomx3 -.00 -.08 .13 -.09 .14 -.00 .02 .21** .10 IS* IS* .11 .01 .25** .18*

Eomx31 -.02 .03 -.04 -.04 .10 .09 .13 .0? .01 .23** .11 .09 .14 .23** .03

Eomx32 -.02 .0? .02 .38** -.03 .02 -.0? -OS -.01 .03 OS -.04 .14 .07 .07

Eomx33 .18* .OS .13 -.06 .04 .03 .01 -.10 .32** .13 .1?* .06 -.13 ,10 -.06

Eomx35 .10 .04 IS* -.02 .06 .25** -IS* -.13 .19** .07 .02 -.01 -.09 OS .12

Eomx38 .02 .02 .13 -.03 .20** -.0? .11 -.02 -.03 .22** -.01 .30** -.03 .37** .20**

Eomx39 -.03 -.01 -.02 -.13 .21** .01 -.03 -.10 .01 .26** .01 .10 -.09 .23** .25**

Eomx4 -.04 .19** -.08 .12 -.03 -.08 -.08 .08 -.14 -.06 .03 IS* -.01 .11 -.03

EomxS .16* OS .04 .09 .03 .12 -.10 -.06 -.02 .04 .00 -.16* .04 -.01 .03

EomxSO .03 .01 .03 -.00 .02 OS -.02 -.28** .16* .22** .03 .03 .08 .19** -OS
Eomx6 .02 -.02 -.09 .00 OS .01 OS -.00 -.06 .13 -.08 .09 OS OS .10

Eomx? -.08 -.03 -.21** -OS .14 -.11 .12 .14 -.18* -.03 .08 .06 -.07 .08 .31**

Eomx8 .09 -.02 .08 -.10 -.25** .12 -.14* .09 .06 .07 .12 .04 .23** .04 -.03

Eomx9 -OS .02 -.02 .08 -.02 -OS .08 -.03 -OS -.01 -.01 IS* .17* .04 IS*
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Eomx3 E om x31 Eomx32 Eomx33 Eomx35 Eomx38 Eomx39 Eomx5 EomxSO___ Eomx6 Eomx8 Eotnx9

Suscpt v05.... .(M .(X) .17* -.02 '  ̂ .01 -.07 .08 -.15 .04 " -.10 ...... .07 ....... .25**........

Percept -.13 -.03 .08 -.10 -.14 -.25** -.16* -.01 .09 .20* .02 -.07 .09 .23**

Micar -.07 -.10 -.01 -.05 -.10 -.10 -.08 .09 -.17* .00 -.09 .(X) .04 .01

Mtf .02 -.10 -.15* .01 -.13 -.11 -.06 -.04 -.23** -.05 -.21** -.04 .03 -.13

MÜ -.14 -.25** -.25** -.07 -.20** -.18* -.22** -.01 -.14 -.06 -.12 -.12 -.01 -.08

Mtph .00 -.19* -.08 .03 -.14 -.07 -.12 .07 -.10 .02 -.12 -.(X) .03 -.01

-.00 .04 .03 .06 .10 .08 .15 .06 -.12 -.04 .08 .15 -.12 -.02

Advatti -.03 -.02 -.01 .12 .07 -.07 -.03 .02 -.10 .08 -.11 -.02 .11 .05

Socinf .02 -.18* -.19* .02 -.24** -.13 -.18* -.05 -.17* -.13 -.27** .11 -.08 -.06

Peers .03 -.07 -.20* .13 .04 -.04 .02 -.14 -.06 .03 -.15 .05 -.06 -.13

Parents -.15* -.13 -.17* -.05 -.08 -.15* -.21** -.03 -.12 -.12 .12 -.03 -.14 -.15

Mslc -.06 -.25** -.24** -.02 -.21** -.14 -.20** -.13 -.25** -.09 -.19* .01 -.02 -.08

M spsrh .07 -.23** -.17* -.04 -.23** -.04 -.22** .11 -.17* .04 -.14 .07 .01 -.01

Msr -.09 -.07 -.17* .01 -.10 -.01 -.12 -.08 -.15* -.05 -.02 -.10 -.03 -.08

Compuls .08 -.15* -.14 -.04 -.20** -.11 -.14 .06 -.04 .00 -.18* .04 .08 .02

Eom xl .06 .13 .02 -.49** -.16* -.01 -.10 .04 .12 -.04 .13 -.02 .06 .22**

Eom xl 1 -.04 .12 .10 -.09 -.01 .05 -.00 .16* .07 -.01 .01 -.00 .03 .08

Eom xl 2 -.02 .10 .26** -.20** -.01 -.00 .05 .16* .21** -.03 .17* .03 -.02 .22**

Eom xl 3 -.(X) -.02 -.02 .18* .10 .02 -.03 -.04 .16* .03 .02 -.08 .09 -.05

-.08 .03 .07 .05 .04 .02 -.01 .19** .05 .01 -.02 -.03 -.02 .02

Eom xl 5 .13 -.04 .02 .13 .15* .13 -.02 -.08 .04 .03 -.09 -.21** .08 -.02

E om xlb -.09 -.04 .38** -.06 -.02 -.03 -.13 .12 .09 -.00 .00 -.05 -.10 .08

E om xl? .14 .10 -.03 .04 .06 .20** .27** -.03 .03 .02 .05 .14 -.25** -.02

Eom xl 8 -.00 .09 .02 .03 .25** -.07 .01 -.08 .12 .05 .01 -.11 .12 -.05

Eom xl9 .02 .13 -.07 .01 -.15* .11 -.03 -.08 -.10 -.02 .05 .12 -.14* .08

Eomx2 .21** .07 -.05 -.10 -.13 -.02 -.10 .08 -.06 -.28** -.00 .14 .09 -.03

Eomx20 .10 .01 -.01 .32** .19** -.03 .01 -.14 -.02 .16* -.06 -.18* .06 -.05

Eomx21 .15* .23** .03 .13 .07 .22** .26** -.06 .04 .22** .13 -.03 .07 -.01

Eomx22 .15* .11 .05 .17* .02 -.01 .01 .03 .00 .03 -.08 .08 .12 -.01

Eomx24 .11 .09 -.04 .06 -.01 .30** .10 .15* -.16* .03 .09 .06 .04 .15*

Eomx26 .01 .14 .14 -.13 -.09 -.03 -.09 -.01 .04 .08 .05 -.07 .23** .17*

Eomx28 .25** .23** .07 .10 .05 .37** .23** .11 -.01 .19*» .05 .08 .04 .04

Eomx29 .18* .03 .07 .06 .12 .20** .25** -.03 .03 -.05 .10 .31** -.03 .15*

Eomx3 1.00 .13 -.02 .02 -.07 .16* .01 -.08 -.11 -.11 -.07 .14 .02 -.03

E om x31 .13 1.00 .09 -.04 -.01 .10 .14 .13 .11 .06 .13 .07 .20** .14

Eomx32 -.02 .09 l.(X) -.09 .08 -.00 .02 .16* .12 .14 .06 .06 .05 .24**

Eomx33 .02 -.04 -.09 1.00 .25** .16* .06 -.09 -.12 .12 -.07 .02 .(X, -.26**

Eomx35 -.07 -.01 .08 .25** l.(X) .03 .09 -.19** .13 .09 -.04 -.09 .12 -.07

Eomx38 .16* .10 -.00 .16* .03 1.00 .32** .13 -.09 -.02 .15* .07 -.12 -.03

Eomx39 .01 .14 .02 .06 .09 .32** 1.00 .08 -.02 .07 .12 .22** -.01 -.15*

Eomx4 -.08 .13 .16* -.09 -.19** .13 .08 l.(X) .06 -.03 .09 .09 .11 .14

EomxS -.11 .11 .12 -.12 .13 -.09 -.02 .06 l.(X) .01 .09 -.08 .07 .11

EomxSO -.11 .06 .14 .12 .09 -.02 .07 -.03 .01 1.00 .08 -.23** -.05 .15*

Eomx6 -.07 .13 .06 -.07 -.04 .15* .12 .09 .09 .08 1.00 .04 -.03 .06

Eomx? .14 .07 .06 .02 -.09 .07 .22** .09 -.08 -.23** .04 1.00 .05 -.01

EomxS .02 .20** .05 .06 .12 -.12 -.01 .11 .07 -.05 -.03 .05 1.00 .12

Eomx9 -.03 .14 .24** -.26** -.07 -.03 -.15* .14 .11 .15* .06 -.01 .12 1.00

Table 1.3 
*p<.05 *"

: Pearson r correlations between identity items and consum er behaviour/response to advertising variables.
p<.01.
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Study 2. ____  ____
Idach Iddif Idfor Idmor Inach Indif Infor Indip Mat

Idach 1.00 -.15 -.16* .01 .31** .10 .07 .17* .0 9 .............. ’ .08
Iddif -.15 1.00 .05 -.05 -.19* .02 -.08 -.06 .18* -.06
Idfor -.16* .05 1.00 .05 .05 .16* .33** .03 .03 -.29**
Idmor .01 -.05 .05 1.00 .02 .01 -.03 .12 .00 .13
Inach .31** -.19* .05 .02 1.00 .02 -.03 .01 -.08 -.07
Indif .10 .02 .16* .01 .02 1.00 .26** .28** .07 -.08
Infor .07 -.08 .33** -.03 -.03 26** 1.00 .07 -.02 -.00
Inmor .17* -.06 .03 .12 .01 .28** .07 1.00 .10 .01
Indip .09 .18* .03 .00 -.08 .07 -.02 .10 1.00 -.21**
Mat .08 -.06 -.29** .13 -.07 -.08 -.00 .01 -.21**_____ _ LOO
Table 2.1.: Pearson r correlations between identity subscales, individualistic self-construal and materialism. *p<.05 **p<01.

--
Idach Iddif Idfor Idmor Inach Indif Infer Inmer Intrap

Idach 1.00 -.15 -.16* .01 .31** .10 .07 ' ..... .17*................. -.09
Iddif -.15 1.00 .05 -.05 -.19* .02 -.08 -.06 -.18*
Idfor -.16* .05 1.00 .05 .05 .16* .33** .03 -.03
Idmor .01 -.05 .05 1.00 .02 .01 -.03 .12 -.00
Inach .31** -.19* .05 .02 1.00 .02 -.03 .01 .08
Indif .10 .02 .16* .01 .02 1.00 .26** .28** -.07
Infor .07 -.08 33** -.03 -.03 .26** 1.00 .07 .02
Inmor .17* -.06 .03 .12 .01 .28** .07 1.00 -.10
Intrap -.09 -.18* -.03 -.00 .08 -.07 .02 -.10 1.00
Table 2.2.: Pearson r correlations between identity subscales and inter-individualistic self-constmal. *p<.05 **p<.01

Study 3.
Idach Iddif Idfor Idmor Inach Indif Infer Inmer Indip Mat

Idach 1.00 -.02 -.11 -.12 .25** -.15 .01 .16 -.25** .05
Iddif -.02 1.00 .05 .17* .02 .17* -.05 -.10 .21* -.12
Idfor -.11 .05 1.00 -.04 -.14 .18* .27** .01 -.12 -.19*
Idmor -.12 .17* -.04 1.00 -.06 .15 .09 .11 .10 -.06
Inach .25** .02 -.14 -.06 1.00 -.11 .08 .05 -.11 .06
Indif -.15 .17* .18* .15 -.11 1.00 .31** .06 .09 -.01
Infor .01 -.05 .27** .09 .08 .31** 1.00 .17* .09 -.09
Inmor 16 -.10 .01 .11 .05 .06 .17* 1.00 -.01 -.02
Indip -.25** .21* -.12 .10 -.11 .09 .09 -.01 1.00 .14
Mat .05 -.12 -.19* -.06 .06 -.01 -.09 -.02 .M LOO

Table 3.1. Pearson r correlations between identity subscales, individualistic self-constmal and materialism. *p< 05 **p< 01.

-  -----
Idach Iddif Idfor Idmor Inach Indif Infer Inmer Intrap

Idach 1.00 -.02 -.11 -.12 .25** -.15 .01 .16 .25**
Iddif -.02 1.00 .05 .17* .02 .17* -.05 -.10 -.21*
Idfor -.11 .05 1.00 -.04 -.14 .18* .27** .01 .12
Idmor -.12 .17* -.04 1.00 -.06 .15 .09 .11 -.10
Inach .25** .02 -.14 -.06 1.00 -.11 .08 .05 .11
Indif -.15 .17* .18* .15 -.11 1.00 .31** .06 -.09
Infor .01 -.05 .27** .09 .08 .31** 1.00 .17* -.09
Inmor .16 -.10 .01 .11 .05 .06 .17* 1.00 .01
Intrap .25** -.21* .12 -.10 .11 -.09 -.09 .01 1.00
Table 3.2. Pearson r correlations between identity subscales and inter-individualistic self-constmal. *p< 05 **p< 01

--------------
Idach Iddif Idfor Idmor Inach Indif Infer Inmor Indip Like Mat

Idach 1.00 -.02 -.11 -.12 .25** -.15 .01 .16 -.25** -.03 .05
Iddif -.02 1.00 .05 .17* .02 .17* -.05 -.10 .21* .30** -.12
Idfor -.11 .05 1.00 -.04 -.14 .18* .27** .01 -.12 .11 -.19*
Idmor -.12 .17* -.04 1.00 -.06 .15 .09 .11 .10 .04 -.06
Inach .25** .02 -.14 -.06 1.00 -.11 .08 .05 -.11 .04 .06
Indif -.15 .17* .18* .15 - 11 1.00 .31** 06 .09 .00 -.01
Infor .01 -.05 .27** .09 .08 .31** 1.00 .17* .09 .12 -.09
Inmor .16 -.10 .01 .11 .05 .06 .17* 1.00 -.01 .19* -.02
Indip -.25** .21* -.12 .10 -.11 .09 .09 -.01 1.00 .09 .14
Like -.03 .30** .11 .04 .04 .00 .12 .19* .09 1.00 -.39**
Mat .05 -.12 -.19* -.06 .06 -.01 -.09 -.02 .14 -.39** 1.00
Table 3.3.: Pearson r correlations between identity subscales, individualistic self-construal, materialism and the degree to which respondents like the story
person. *p<.05 **p<.01.

Sex Origin Indip Ideo Inter Mat Tarmat Tarsex Like
Sex 1.00 -.01 -.09..... -.10 .05 -.08 -.02 -.01 .09
Origin -.01 1.00 -.17* .40** .05 .27** -.02 -.04 -.07
Indip -.09 -.17* 1.00 -.17* -.06 .14 .09 -.06 .09
Ideo -.10 .40** -.17* 1.00 .06 .17* .05 -.08 -.26**
Inter .05 .05 -.06 .06 1.00 .06 -.03 -.00 -.10
Mat -.08 .27** .14 .17* .06 1.00 -.06 .00 -.39**
Tarmat -.02 -.02 .09 .05 -.03 -.06 1.00 .01 .21*
Tarsex -.01 -.04 -.06 -.08 -.00 .00 .01 1.00 .07
Like .09 -.07 .09 -.26** -.10 -.39** .21* .07 1.00
Table 3.4.: Pearson r correlations between gender, culture, individualistic self-construal, total ideological and total interpersonal identity 
scores, materialism, the story person’s material condition and gender and the degree to which respondents like the story person.
*p<.05 **p<.01.
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Idach Iddif Idfor Idmor Inach Indif Infor Inmor Indip Mat Posself Possmat Possrel
Idach 1.00 -.15 -.16* .01 .31** .10 .07 .17* .09 .08 .13 -.10 -.09
Iddif -.15 1.00 .05 -.05 -.19* .02 -.08 -.06 .18* -.06 -.13 .09 .13
Idfor -.16* .05 1.00 .05 .05 .16* .33** .03 .03 -.29** -.09 -.07 .28**
Idmor .01 -.05 .05 1.00 .02 .01 -.03 .12 .00 .13 .05 .00 -.07
Inach .31** -.19* .05 .02 1.00 .02 -.03 .01 -.08 -.07 .05 -.14 .15
Indif .10 .02 .16* .01 .02 1.00 .26** .28** .07 -.08 .09 -.08 -.09
Infor .07 -.08 .33** -.03 -.03 .26** 1.00 .07 -.02 -.00 -.06 -.01 .06
Inmor .17* -.06 .03 .12 .01 .28** .07 1.00 .10 .01 .25** -.21** -.14
Indip .09 .18* .03 .00 -.08 .07 -.02 .10 1.00 -.21** -.05 .06 -.04
Mat .08 -.06 -.29** .13 -.07 -.08 -.00 .01 -.21** 1.00 .05 .03 -.15
Posself .13 -.13 -.09 .05 .05 .09 -.06 .25** -.05 .05 1.00 -.83** -.24**
Possmat -.10 .09 -.07 .00 -.14 -.08 -.01 -.21** .06 .03 -.83** 1.00 -.27**
Possrel -.09 .13 .28** -.07 .15 -.09 .06 -.14 -.04 -.15 -.24** -.27** 1.00
Table 2.3.; Pearson r correlations between identity subscales, individualistic self-construal, materialism and frequency with which categories of possessions are reported as treasured. 
*p<.05 **p<.01.

Idach Iddif Idfor Idmor Inach Indif Infor Indip Mat Reasaes Reaseff Reasem Reasexp Reasfun Reashis Reasind Reasint Reasmon Reasrel
Idach 1.00 -.15 -.16* .01 .31** .10 .07 .17* .09 .08 -.00 -.13 .00 .08 -.01 .05 -.10 .08 -.04 -.05
Iddif -.15 1.00 .05 -.05 -.19* .02 -.08 -.06 .18* -.06 .04 .20* .07 -.04 -.02 -.11 .06 -.07 .03 .07
Idfor -.16* .05 1.00 .05 .05 16* .33** .03 .03 -.29** .20* .09 .12 -.07 -.12 -.06 .01 -.09 .04 .10
Idmor .01 -.05 .05 1.00 .02 .01 -.03 .12 .00 .13 .01 -.05 .02 .13 -.04 .09 -.07 .01 .05 -.06
Inach .31** -.19* .05 .02 1.00 .02 -.03 .01 -.08 -.07 .17* .03 .07 .01 -.12 .09 -.26** .10 -.09 .23**
Indif .10 .02 .16* .01 .02 1.00 .26** .28** .07 -.08 -.10 .05 -.08 .07 -.03 .11 -.05 .04 -.02 -.12
Infor .07 -.08 .33** -.03 -.03 .26** 1.00 .07 -.02 -.00 -.05 .03 .07 -.01 .00 .04 -.07 -.07 .08 -.02
Inmor .17* -.06 .03 .12 .01 .28** .07 1.00 .10 .01 .09 -.11 .07 .14 -.19* .12 -.12 .19* -.14 -.26**
Indip .09 .18* .03 .00 -.08 .07 -.02 .10 1.00 -.21** .05 -.01 .16 -.05 -.01 -.01 .05 -.11 .03 -.12
Mat .08 -.06 - 29** .13 -.07 -.08 -.00 .01 -.21** 1.00 -.21** -.12 .08 .08 .09 .01 .04 .02 -.07 -.25**
Reasaes -.00 .04 .20* .01 .17* -.10 -.05 .09 .05 -.21** 1.00 .04 -.08 -.07 -.13 -.09 -.04 .04 -.07 -.02
Reaseff -.13 .20* .09 -.05 .03 .05 .03 -.11 -.01 -.12 .04 1.00 -.13 .02 -.04 -.03 -.13 -.03 .12 -.06
Reasem .00 .07 .12 .02 .07 -.08 .07 .07 .16 .08 -.08 -.13 1.00 -.08 -.20* -.12 -.19* -.23** .02 -.01
Reasexp .08 -.04 -.07 .13 .01 .07 -.01 .14 -.05 .08 -.07 .02 -.08 1.00 -.13 -.05 -.13 -.12 .03 -.15
Reasfun -.01 -.02 -.12 -.04 -.12 -.03 .00 -.19* -.01 .09 -.13 -.04 -.20* -.13 1.00 -.18* -.09 -.37** -.04 -.08
Reashis .05 -.11 -.06 .09 .09 .11 .04 .12 -.01 .01 -.09 -.03 -.12 -.05 -.18* 1.00 -.22** -.04 -.08 .01
Reasind -.10 .06 .01 -.07 -.26** -.05 -.07 -.12 .05 .04 -.04 -.13 -.19* -.13 -.09 -.22** 1.00 -.35** -.11 -.01
Reasint .08 -.07 -.09 .01 .10 .04 -.07 19* -.11 .02 .01 -.03 -.23** -.12 -.37** -.04 -.35** 1.00 -.11 -.13
Reasmon -.04 .03 .(M .05 -.09 -.02 .08 -.14 .03 -.07 -.07 .12 .02 .03 -.04 -.08 -.11 -.11 1.00 -.02
Reasrel -.05 .07 .10 -.06 .23** -.12 -.02 -.26** -.12 -.25** -.02 -.06 -.01 -.15 -.08 .01 -.01 -.13 -.02 1.00
Table 2.4.: Pearson 
*p<.05 **p<.01.

r correlations between identity subscales, individualistic self-construal, materialism and frequency with which different categories of meanings are attached to treasured possessions.
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Sex Origin.... Ideo Inter Indip Mat Possessions Ph. attr. Behaviours
Sex 1.00 -.01 -.10 .05 ....... -.09 -Ü8 ........ -.17*.......... - 2̂4** ...........-.21*......
Origin -.01 1.00 .40** .05 -.17* .27** .21* .03 .14
Ideo -.10 .40** 1.00 .06 -.17* .17* -.01 -.01 .12
Inter .05 .05 .06 1.00 -.06 .06 .08 .14 .00
Indip -.09 -.17* -.17* -.06 1.00 .14 .02 .07 -.02
Mat -.08 .27** .17* .06 .14 1.00 -.14 -.10 -.10
Possessions -.17* .21* -.01 .08 .02 -.14 1.00 .34** .51**
Ph. attr. -.24** .03 -.01 .14 .07 -.10 .34** 1.00 .54**
Behaviours -.21* \d .12 .00 -.02 -.10 .51** .54** 1.00

Table 3.8.: Pearson r correlations between gender, culture, total ideological and total interpersonal identity scores, individualistic self- 
construal, materialism and the frequency of use of possessions, physical attributes and behaviours as cues in self-definition. *p<.05
**p<.01.

Indip Mat Idach Iddif Idfor Idmor Inach Indif Infor Inmor (1) (2)
Indip 1.00 .14 -.25** .21* -.12 .10 -.11 .09 .09 -.01 .02 .00
Mat .14 1.00 .05 -.12 -.19* -.06 .06 -.01 -.09 -.02 -.06 -.18*
Idach -.25** .05 1.00 -.02 -.11 -.12 .25** -.15 .01 .16 -.03 .04
Iddif .21* -.12 -.02 1.00 .05 .17* .02 .17* -.05 -.10 .02 -.05
Idfor -.12 -.19* 11 .05 1.00 -.04 -.14 .18* .27** .01 .02 -.02
Idmor .10 -.06 12 .17* -.04 1.00 -.06 .15 .09 .11 .18* .06
Inach -.11 .06 .25** .02 -.14 -.06 1.00 -.11 .08 .05 .09 .22**
Indif .09 -.01 15 .17* .18* .15 -.11 1.00 .31** .06 .01 -.13
Infor .09 -.09 .01 -.05 .27** .09 .08 .31** 1.00 .17* .05 .05
Inmor -.01 -.02 .16 -.10 .01 .11 .05 .06 .17* 1.00 .24** .10
Poss. aesthetics/hobbiesd) .02 -.06 -.03 .02 .02 .18* .09 .01 .05 .24** 1.00 .31**
Poss.appearance/sentim(2) .00 -.18* .04 -.05 -.02 .06 .22** -.13 .05 .10 .31** 1J00_

Table 3.9.: Pearson r correlations between identity subscales, individualistic self-construal, materialism and the frequency of use of
possessions related to aesthetics/hobbies or appearance/ senti men tal as cues in self-definition. *p<05 **p<.01.

Sex Origin Ideo Inter Indip Mat (1) '  (2) "
Sex 1.00 ..-.01 Ü 0 .05 -’09 -.08 .08 -.37**
Origin -.01 1.00 .40** .05 -.17* .27** .15 .18*
Ideo -.10 .40** 1.00 .06 -.17* .17* -.07 .04
Inter .05 .05 .06 1.00 -.06 .06 .02 .12
Indip -.09 -.17* -.17* -.06 1.00 .14 .02 .00
Mat -.08 .27** .17* .06 .14 1.00 -.06 -.18*
Possessions related to aesthetics/hohbies(l) .08 .15 -.07 .02 .02 -.06 1.00 .31**
Possessions related to appearance/sentimental(2) -.37** .18* .04 .12 .00 -.18* .31** 1.00

Table 3.10.: Pearson r correlations between gender, culture, total ideological and total interpersonal identity scores, individualistic self- 
construal, materialism and the use of possessions related to aesthetics/hobbies or appearance/sentimental as cues in self-definition. 
*p<.05 **p<.01.

Sex Origin Indip Ideo Inter Mat Possessions Ph. attr. Behavioi
Sex 1.00 -.01 -.09 .... -7i6 ........ 0̂5....... -.08 -.13 -.17* -.14
Origin -.01 1.00 -.17* .40** .05 .27** .05 .10 .13
Indip -.09 -.17* 1.00 -.17* -.06 .14 -.04 .08 .01
Ideo -.10 .40** -.17* 1.00 .06 .17* .12 .08 .15
Inter .05 .05 -.06 .06 1.00 .06 -.06 .14 -.02
Mat -.08 .27** .14 .17* .06 1.00 -.03 -.12 -.14
Possessions -.13 .05 -.04 .12 -.06 -.03 1.00 .30** .69**
Ph. attr. -.17* .10 .08 .08 .14 -.12 .30** 1.00 .50**
Behaviours -.14 .13 .01 .15 -.02 -.14 .69** .50** 1.00

Table 3.12.: Pearson r correlations between gender, culture, individualistic self-construal, total ideological and total interpersonal 
identity scores, materialism and the frequency of use of possessions, physical attributes and behaviours as cues in person perception. 
*p<.05 **p<.01.

Ideo Inter Sex Origin Indip Mat (1) (2)
Ideo 1.00 .06 -.10 .40** -.17* .17* .09 .14
Inter .06 1.00 .05 .05 -.06 .06 -.06 -.02
Sex -.10 .05 1.00 -.01 -.09 -.08 -.04 -.21**
Origin .40** .05 -.01 1.00 -.17* .27** .03 .07
Indip -.17* -.06 -.09 -.17* 1.00 .14 -.05 -.01
Mat .17* .06 -.08 .27** .14 1.00 .03 -.10
Possessions related to aesthetics/hobbiesfl) .09 -.06 -.04 .03 -.05 .03 1.00 .49**
Possessions related to appearance/sentimental(2) .14 -.02 -.21** .07 -.01 -.10 .49** 1.00

Table 3.14.: Pearson r correlations between gender, culture, individualistic self-construal, total ideological and total interpersonal 
identity scores, materialism and the frequency of use of possessions related to aesthetics/hobbies or appearance/sentimental as cues in 
person perception. *p<.05 **p<.01.
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Idach Iddif Idfor Idmor Inach Indif Infor Inmor Indip Mat Relations Abilities Maturity
Idach 1.00 -.02 -.11 -.12 .25** -.15 .01 .16 -.25** .05 .00 -.12 -.04
Iddif -.02 1.00 .05 .17* .02 .17* -.05 -.10 .21* -.12 .14 .37** .24**
Idfor -.11 .05 1.00 -.04 -.14 .18* .27** .01 -.12 -.19* .01 .14 .07
Idmor -.12 .17* -.04 1.00 -.06 .15 .09 .11 .10 -.06 .15 .19* .13
Inach .25** .02 -.14 -.06 1.00 -.11 .08 .05 -.11 .06 .02 -.15 -.12
Indif -.15 .17* .18* .15 -.11 1.00 .31** .06 .09 -.01 .06 .14 .10
Infor .01 -.05 .27** .09 .08 .31** 1.00 .17* .09 -.09 .08 .16 -.04
Inmor .16 -.10 .01 .11 .05 .06 .17* 1.00 -.01 -.02 .09 .05 .06
Indip -.25** .21* -.12 .10 -.11 .09 .09 -.01 1.00 .14 -.07 .13 .04
Mat .05 -.12 -.19* -.06 .06 -.01 -.09 -.02 .14 1.00 -.28** -.43** -.31**
Relations .00 .14 .01 .15 .02 .06 .08 .09 -.07 -.28** 1.00 .33** .35**
Abilities -.12 .37** .14 .19* -.15 .14 .16 .05 .13 -.43** .33** 1.00 .54**
Maturity -.04 .24** .07 .13 -.12 .10 -.04 .06 .04 -.31** .35** .54** 1.00
Table 3.5.: Pearson 
*p<.05 **p<.Oi.

■ correlations between identity subscales, individualistic self-construal, materialism and the degree to which respondents believe that the story person has abilities, is mature and is capable in relationships.

Idach Iddif Idfor Idmor Inach Indif Infor Inmor Indip Mat Possessions Ph. attr. Behaviours
Idach 1.00 -.02 -.11 -.12 .25** -.15 .01 .16 -.25** .05 .01 .08 T5
Iddif -.02 1.00 .05 .17* .02 .17* -.05 -.10 .21* -.12 -.01 -.02 -.17*
Idfor -.11 .05 1.00 -.04 -.14 .18* .27** .01 -.12 -.19* .01 -.01 -.05
Idmor -.12 .17* -.04 1.00 -.06 .15 .09 .11 .10 -.06 .16 .11 -.03
Inach .25** .02 -.14 -.06 1.00 -.11 .08 .05 -.11 .06 .20* .05 .05
Indif -.15 .17* .18* .15 -.11 1.00 .31** .06 .09 -.01 -.07 -.15 -.03
Infor .01 -.05 .27** .09 .08 .31** 1.00 .17* .09 -.09 .06 .01 .25**
Inmor .16 -.10 .01 .11 .05 .06 .17* 1.00 -.01 -.02 .22** .05 .08
Indip -.25** .21* -.12 .10 -.11 .09 .09 -.01 1.00 .14 .02 .07 -.02
Mat .05 -.12 -.19* -.06 .06 -.01 -.09 -.02 .14 1.00 -.14 -.10 -.10
Possessions .01 -.01 .01 .16 .20* -.07 .06 .22** .02 -.14 1.00 .34** .51**
Ph. attr. .08 -.02 -.01 .11 .05 -.15 .01 .05 .07 -.10 .34** 1.00 .54**
Behaviours .15 -.17* -.05 -.03 .05 -.03 .25** .08 -.02 -.10 .51** .54** 1.00
Table 3.7.: Pearson r correlations between identity subscales, individualistic self-construal, materialism and the frequency of use of possessions, physical attributes and behaviours as cues in self-definition. 
*p<.05 **p<.01.
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Sex Origin Ideo Inter Indip Mat Tarmat Tarsex Relations Abilities Maturity
Sex 1.00 -.01 -.10 .05 -.09 -.08 -.02 -.01 -.05 .11 .10
Origin -.01 1.00 .40** .05 -.17* .27** -.02 -.04 -.10 -.55** -.37**
Ideo -.10 .40** 1.00 .06 -.17* .17* .05 -.08 -.11 -.40** -.29**
Inter .05 .05 .06 1.00 -.06 .06 -.03 -.00 -.06 -.15 -.12
Indip -.09 -.17* -.17* -.06 1.00 .14 .09 -.06 -.07 .13 .04
Mat -.08 .27** .17* .06 .14 1.00 -.06 .00 -.28** -.43** -.31**
Tarmat -.02 -.02 .05 -.03 .09 -.06 1.00 .01 -.40** .26** .01
Tarsex -.01 -.04 -.08 -.00 -.06 .00 .01 1.00 -.01 .06 .01
Relations -.05 -.10 -.11 -.06 -.07 -.28** -.40** -.01 1.00 .33** .35**
Abilities .11 -.55** -.40** -.15 .13 -.43** .26** .06 .33** 1.00 .54**
Maturity .10 -.37** -.29** -.12 .04 -.31** .01 .01 .35** .54** 1.00
Table 3.6.: Pearson r correlations betwwwn gender,, culture, total ideological and total interpersonal identity scores, individualistic self-construal, materialism,
the story person’s material condition and gender and the degree to which respondents believe that the story person has abilities, is mature and is capable in relationships.
*p<.05 **p<.01.

Idach Iddif Idfor Idmor Inach Indif Infor Inmor Indip Mat Possessions Ph. attr. Behaviours
Idach 1.00 -.02 -.11...... -.12.... ... .25** -.15 "“'.01 .16 -.25** .05.... ........... '06.......... ... ...... .07 ........... ;'02......
Iddif -.02 1.00 .05 .17* .02 .17* -.05 -.10 .21* -.12 -.18* -.07 -.20*
Idfor -.11 .05 1.00 -.04 -.14 .18* .27** .01 -.12 -.19* .06 -.01 .02
Idmor -.12 .17* -.04 1.00 -.06 .15 .09 .11 .10 -.06 .07 .15 .09
Inach .25** .02 -.14 -.06 1.00 -.11 .08 .05 -.11 .06 -.10 .05 -.01
Indif -.15 .17* .18* .15 -.11 1.00 .31** .06 .09 -.01 .04 -.21** -.04
Infor .01 -.05 .27** .09 .08 .31** 1.00 .17* .09 -.09 .20* .12 .21*
Inmor .16 -.10 .01 .11 .05 .06 .17* 1.00 -.01 -.02 -.05 .19* .06
Indip -.25** .21* -.12 .10 -.11 .09 .09 -.01 1.00 .14 -.04 .08 .01
Mat .05 -.12 -.19* -.06 .06 -.01 -.09 -.02 .14 1.00 -.03 -.12 -.14
Possessions .06 -.18* .06 .07 -.10 .04 .20* -.05 -.04 -.03 1.00 .30** .09**
Ph. attr. .07 -.07 -.01 .15 .05 -.21** .12 .19* .08 -.12 .30** 1.00 .50**
Behaviours .02 -.20* .02 .09 -.01 -.04 .21* .06 .01 -.14 .69** .50** 1.00
Table 3.11.: Pearson r correlations between identity subscales, individualistic self-construal, materialism and the frequency of use of possessions, 
physical attributes and behaviours as cues in person perception.
*p<.05 **p<.01.
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Idach Iddif Idfor Idmor Inach Indif Infor Inmor Indip Mat _ A i ) (2)
Idach 1.00 -.02 -.11 -.12 .25** -.15 .01 .16 -.25** .05 .02 .09
Iddif -.02 1.00 .05 .17* .02 .17* -.05 -.10 .21* -.12 -.15 -.17*
Idfor -.11 .05 1.00 -.04 -.14 .18* .27** .01 -.12 -.19* -.02 .17*
Idmor -.12 .17* -.04 1.00 -.06 .15 .09 .11 .10 -.06 .12 -.02
Inach .25** .02 -.14 -.06 1.00 -.11 .08 .05 -.11 .06 -.13 -.03
Indif -.15 .17* .18* .15 -.11 1.00 .31** .06 .09 -.01 .07 -.02
Infor .01 -.05 .27** .09 .08 .31** 1.00 .17* .09 -.09 .15 .20*
Inmor .16 -.10 .01 .11 .05 .06 .17* 1.00 -.01 -.02 -.06 -.02
Indip -.25** .21* -.12 .10 -.11 .09 .09 -.01 1.00 .14 -.05 -.01
Mat .05 -.12 -.19* -.06 .06 -.01 -.09 -.02 .14 1.00 .03 -.10
Possessions related to 
aesthetics/hobbies(l)

.02 -.15 -.02 .12 -.13 .07 .15 -.06 -.05 .03 1.00 .49**

Possessions related to 
appearance/sentimental(2)

.09 -.17* .17* -.02 -.03 -.02 .20* -.02 -.01 -.10 .49** 1.00

Table 3.13.; Pearson r correlations between identity subscales, individualistic self-construal, materialism and the frequency of use of possessions related 
to aesthetics/hobbies or appearance/sentimental as cues in person perception.
*p<.05 **p<.01.
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A P P E N D IX  C. A nalyses as reference to psychom etric evaluation  o f m easures.
C orrelations betw een  subscales o f  the O M E IS.

............. m m INTER
MOR DIFF FOR ACH MOR DIFF FOR

IDEO
ACH .10 -.18 -.23 .42* .19 -.09 .02
MOR .54** .11 -.02 .70** .41* .06
DIF .42* -.27 .40* .43* .32*
FOR -.12 .26 .66** .68**
INTER
ACH .02 -.12 -.01
MOR .28 .23
DIF .40*
Table 4.1.; Pearson r correlations between the ideological and the interpersonal subscales fo r  the h alf version o f  the OMEIS. *p<.05 **p<.OJ.

IDEO INTER
.................. -----------------

MOR DIFF FOR ACH MOR DIFF FOR
IDEO
ACH -.41*** -.34*** .04 .46*** -.11 -.20* .11
MOR .71*** .06 - .30*** .50** .29*** -.11
DIF .22* - .36*** .37*** .38*** .02
FOR -.08 .12 .14 .66***
INTER
ACH -.16* -.39*** .06
MOR .32*** -.04
DIF -.07
Table 4.2.: Pearson r  correlations between the ideological and the interpersonal subscales fo r  the original version o f  the OMEIS (Bennion &
Adams, 1985). *p<.05 **p<.OI ***p<.OOI.

.....— - ............-  — " -
INTHER

MOR DIFF FOR ACH MOR DIF FOR
IDEO
ACH -.26* -.34** -.21* .18
MOR .27* .22* .46***
DIF .15 .34**
FOR .82***
INTER
ACH .15 .13 -.12
MOR .34** .32**
DIF .43***
Table 4.3.: Pearson r correlations between the ideological and the interpersonal subscales fo r  the original version o f  the OMEIS (Streitmatter, 
1993).
*p<.05 **p<.OI ***p<.001.

Factor
1 2 3

Variance explained by factor 41.4% 19.3% 14.2%
Subscale Factor loading
IDMOR 0.94
INMOR 0.79
INDIF 0.65 0.42
IDDIF 0.65 0.31 -0.36
IDFOR 0.33 0.84
INFOR O.IO 0.93
IDACH 0.074 0.83
INACH -0.04 0.82
Table 4.4. : Factor loadings fo r Identity subscales fo r the half version o f the OMEIS (pilot study).

457



C orrelations betw een  Ideological and Interpersonal subscales for the h a lf version  o f the O M E IS

IDEO INTER
MOR DIF FOR ACH MOR DIF FOR

IDEO
ACH -.19 -.35* -.22 .59** -.01 -.32* -.20
M OR 46** .28 .09 .66** .24 .07
DIF .09 -.27 .44** .35* .35*
FOR .02 .25 .32* .52**
INTER
ACH .29* -.31* -.12
MOR .10 .09
DIF .34*
Table 4.5. ; Pearson r correlations between ideological and interpersonal subscales fo r  the h alf version o f  the OMEIS on the sample o f  British 12-
1 4 year olds. *p<.OS **p<.OI.

IDEO ilYTER ’
MOR DIF FOR ACH MOR DIF FOR

IDEO
ACH -.14 -.33 .39 .08 -.11 .10 .08
MOR 54** -.25 -.19 .07 -.05 -.30
DIF -.65** -.16 .08 -.27 -.29
FOR .05 -.19 .31 .50**
INTER
ACH -.11 -.07 .15
MOR .05 -.09
DIF .24
Table 4.6. ; Pearson r  correlations between the ideological and the interpersonal subscales fo r  the h alf version o f  the OMEIS on the sample o f
British 16-18 year olds. *p<.05 **p<.OI.

IDEO 1N2M ......
MOR DIF FOR ACH MOR DIF FOR

IDEO
ACH -.28* -.25 .06 .42** -.08 -.26 .10
MOR 46** .22 -.12 .12 .22 -.14
DIF .23 -.16 .12 .05 -.24
FOR .13 -.08 .24 .32*
INTER
ACH 11 .03 .15
MOR -.08 -.11
DIF .34*
Table 4.7. : Pearson r  correlations between the ideological and the interpersonal subscales fo r  the h alf version o f  the OMEIS on the sample o f
Greek 12-14year olds. *p<.05 **p<01.

...............................  IDEO ................. .. INTER ..........
MOR DIF FOR ACH MOR DIF FOR

IDEO
ACH -.12 -.04 .03 .35** .10 -.004 .36**
MOR 20 .01 -.06 .26 .11 .19
DIF .01 .06 .24 .22 -.18
FOR .16 .05 .09 .40**
INTER
ACH .14 -.02 .18
MOR .12 -.05
DIF .12
Table 4.8. : Pearson r  correlations between the ideological and the interpersonal subscales fo r  the h alf version o f  the OMEIS on the sample o f  
Greek 16-18 year olds. *p<.05 **p<.OI.
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F actor  analyses o f  the subscales o f  the O M E IS (half version) for the four sam ples
Factor

1 2 3
Variance explained by factor 34.9% 22.8% 15.1%
Subscale; Factor loading
INMOR 0.88
IDMOR 0.87
IDDIF 0.64 -0.50
INACH 0.20 0.89
INDIF 0.18 -0.48 0.47
IDFOR 0.16 0.86
IDACH -O.Il 0.80
INFOR 0.02 0.83
Table 4.9. : Factor loadings fo r Identity subscales fo r the British 12-14 year olds.

Factor
1 2 3

Variance explained by factor 32.4% 19.9% 14.6%
Subscale: Factor loading
IDMOR -0.83
INFOR 0.69
IDDIF -0.69 0.43
IDFOR 0.55 0.34 -0.52
INACH 0.30 -0.79
INDIF 0.26 0.84
IDACH 0.14 -0.72
INMOR 0.08 0.70
Table 4.10. : Factor loadings for Identity subscales fo r the British 16-18 year olds.

Factor
1 2 3

Variance explained by factor 25.7% 21.4% 17%
Subscale: Factor loading
IDMOR 0.79
IDDIF 0.76
INMOR 0.54 0.43
INFOR -0.36 0.75
IDACH -0.30 0.71
IDFOR 0.24 0.74
INDIF 0.13 0.69 -0.33
INACH 0.001 0.80
Table 4.11. : Factor loadings fo r  Identity subscales fo r  the Greek 12-14 year olds.

Factor
1 2 3

Variance explained by factor 22.1% 20.2% 13.9%
Subscale: Factor loading
IDDIF 0.72
INMOR 0.71
IDMOR 0.52 -0.38 0.38
INDIF 0.50
INACH 0.12 0.81
INFOR -Oil 0.89
IDACH -0.09 0.71
IDFOR 0.07 0.52
Table 4.12. : Factor loadings fo r  Identity subscales fo r the Greek 16-18 year olds.
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APPENDIX D.
Correlational tables Indicating the use of stepdown analysis. 
Study 1.

IDACH ÎDDÎF IDFOR IDMOR 'ÏNACH INDIF
IDACH 1.000
IDDIF 0.01 1.000
IDFOR 0.32** 0.01 1.000
IDMOR 0.19** 0.21** 0.10 1.000
INACH 0.53** 0.17* 0.41** 0.40** 1.000
INDIF 0.41** 0.23** 0.24** 0.52** 0.51** 1.000
INFOR 0.28** 0.05 0.36** 0.46** 0.13 0.19**
INMOR 0.32** 0.33** 0.17* 0.56** 0.62** 0.39**

INFOR INMOR

1.000
0.34** 1.000

Table 5.1. : Pearson r correlations among the dependent variables (identity subscales).

Cross-tabulation for correspondence analysis.

Possessions
Relational Self-symbolic Material

1.00 3.00 4.00 Row(Total)
Reasons
Emotional 3 5 11 19(12.5)
Monetary 4 4(2.6)
Aesthetic 1 1(0.7)
Instrumental 2 15 17(11.2)
Individual ise related 4 26 30(19.7)
Effort-related 2 2 4(2.6)
Self-expressive 7 8 15(9.9)
Relational 2 4 6(3.9)
Personal history 12 2 14(9.2)
Symbolic inter relatedness 2 37 2 41(27.0)
Abstract 1 1(0.7)
Total 8(5.3) 70(46.1) 74(48.7) 152(100.0)
Table 5.9.: Cross-tabulation fo r  correspondence analysis.

460



Advatti Agegrp Compul Htvw Mslc Mspsrh Msr Mtcar M tf Mtl Mtph Culture Parents Peers Percept Gender Socinf Suscpt Tv
Advatti 1.00 .13 .11 .01 .10 .02 -.08 .21* .11 .20* .27** .20* .02 .09 .38** -.14 .04 .22* -.06
Agegrp .13 1.00 .05 .02 .09 .105 -.19** .08 .12 .18* .13 .15* -.10 -Of .17* .01 .00 -.14 .00
Compul .11 .05 1.00 -.03 .57** .74** -.06 .24** .40** .40** .49** .18* -.10 .52** .03 .38** .56** .18* -.09
Htvw .01 .02 -.03 1.00 -.06 -.05 -.04 .08 -.09 -.06 -.01 -.38** .20* .03 -.07 .04 -.07 .09 .01
Mslc .10 .09 .57** -.06 1.00 .68** .17* .36** .37** .62** .39** .00 .05 .44** .07 .09 .61** .26** -.15
Mspsrh .02 .10 .74** -.05 .68** 1.00 .03 .24** .36** .33** .40** -.01 .06 .49** Of .40** .45** .12 -.19*
Msr -.08 -.19** -.06 -.04 .17* .03 1.00 .11 .07 .14 .06 -.08 .27** .00 -.07 -.03 .11 .07 -.01
Mtcar .21* .08 .24** .08 .36** .24** .11 1.00 .54** .48** .62** -.19* .03 .03 .22** -.13 .30** .39** -.17*
M tf .11 .12 .40** -.09 .37** .36** .07 .54** 1.00 .44** .58** .11 -.02 .19* .145 .08 .34** .25** -.10
Mtl .20* .18* .40** -.06 .62** .33** .14 .48** .44** 1.00 .52** .14 .11 .22** .29** -.00 .47** .46** -.05
Mtph .27** .13 .49** -.01 .39** .40** .06 .62** .58** .52** 1.00 .06 .01 .23** .18* .17* .35** .38** -.08
Culture .20* .15* .18* -.38** .00 -.01 -.08 -.19* .11 .14 .06 1.00 -.20** .19** .16* .18* .04 -.01 .06
Parents .02 -.10 -.10 .20* .05 .06 .27** .03 -.02 .11 .01 -.20** 1.00 .05 Of .00 .04 .03 -O f
Peers .09 -.04 .52** .03 .44** .49** .003 .03 .19* .22** .23** .19** .05 1.00 -.00 .39** .42** .18* -.09
Percept .38** .17* .03 -.07 .07 .04 -.07 .22** .14 .29** .18* .16* .04 -.00 1.00 -.05 .09 .26** -.03
Gender -.14 .01 .38** .04 .09 .40** -.03 -.13 .08 -.00 .17* .18* .00 .39** -.05 1.00 .02 .00 -.008
Socinf .04 .00 .56** -.07 .61** .45** .11 .30** .34** .47** .35** .04 .04 .42** .09 .02 1.00 .26** -.Of
Suscpt .22* -.14 .18* .09 .26** .12 .07 .39** .25** .46** .38** -.01 .03 .18* .26** .00 .26** 1.00 -.15*
Tv -.06 .00 -.09 .01 -.15 -.19* -.01 -.17* -.10 -.05 -.08 .06 -.Of -.09 -.03 -.00 -.04 -.15* 1.00
Table 5.2.: Pearson r  Correlations between dependent (consumer behaviour and response to advertising) and independent variables (age.Igender.lculture) and among dependent variables.
*p<.05 **pc.01.

Advatti Compul Htvw Ideo2 InterZ Mslc Mspsrh Msr Mtcar M tf Mtl Mtph Parents Peers Percept Socinf Suscpt Tv
Advatti 1.00 11..... .01 .22* ...... 2̂4* .10 .0 2 .... - 08 ' .21* .11 .20* .27** .02 .09 .38** .04 .22* -.06
Compul .11 1.00 -.03 -.08 .11 .57** .74** -.06 .24** .40** .40** .49** -.10 .52** .03 .56** .18* -.09
Htvw .01 -.03 1.00 .00 -.03 -.06 -.05 -.04 .08 -.09 -.06 -.01 .20* .03 -.07 -.07 .09 .01
ldeo2 .22* -.08 .00 1.00 .13 .03 -.18* -.08 .06 .05 .01 .01 .08 .16 .00 .08 .05 .03
Inter2 .24* .11 -.03 .13 1.00 .17* .07 .14 .12 .18* .18* .12 .06 .07 .17* .13 .10 -.03
Mslc .10 .57** -.06 .03 .17* 1.00 .68** .17* .36** .37** .62** .39** .05 .44** .07 .61** .26** -.15
Mspsrh .02 .74** -.05 -.18* .07 .68** 1.00 .03 .24** .36** .33** .40** .06 .49** .Of .45* .12 -.19*
Msr -.08 -.06 -.04 -.08 .14 .17* .03 1.00 .11 .07 .14 .06 .27** .00 -.07 .11 .07 -.01
Mtcar .21* .24** .08 .06 .12 .36** .24** .11 1.00 .54** .48** .62** .03 .03 .22** .30* .39** -.17*
M tf .11 .40** -.09 .05 .18* .37** .36** .07 .54** 1.00 .44** .58** -.02 .19* .14 .34** .25** -.10
Mtl .20* .40** -.06 .01 .18* .62** .33** .14 .48** .44** 1.00 .52** .11 .22** .29** .47** .46** -.05
Mtph .27** .49** -.01 .01 .12 .39** .40** .06 .62** .58** .52** 1.00 .01 .23** .18* .35** .38** -.08
Parents .02 -.10 .20* .08 .06 .05 .06 .27** .03 -.02 .11 .01 1.00 .05 .04 .Of .03 -.04
Peers .09 .52** .03 .16 .07 .44** .49** .00 .03 .19* .22** .23** .05 1.00 -.00 .42** .18* -.09
Percept .38** .03 -.07 .00 .17* .07 .04 -.07 .22** .14 .29** .18* Of -.00 1.00 .09 .26** -.03
Socinf .04 .56** -.07 .08 .10 .61** .45** .11 .30** .34** .47** .35** Of .42** .09 1.00 .26** -O f
Suscpt .22* .18* .09 .05 .10 .26** .12 .07 .39** .25* .46** .38** .03 .18* .26** .26** 1.00 -.15*
Tv -.06 -.09 .01 .03 -.03 -.15 -.19* -.01 -.17* -.10 -.05 -.08 -.04 -.09 -.03 -Of -.15* 1.00
Table 5.3.: Pearson r  correlations between consumer behaviour and response to advertising, within consumer behaviour and within response to advertising and between consumer behaviour/response to advertising and total ideological and 
interpersonal scores.
*p<.05
**p<.01.
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Origin Sex Ideo Inter Posselfp Possmatp Possrelp
Origin 1.00 -.02 .27** -.07 .00 .16* -.32**
Sex -.02 1.00 -.13 .03 -.45** .43** .06
Ideo .27** -.13 1.00 .03 .16* -.07 -.20*
Inter -.07 .03 .03 1.00 -.00 -.01 .06
Posselfp .00 -.45** .16* -.00 1.00 -.83** -.24**
Possmatp .16* .43** -.07 -.01 -.83** 1.00 -.26**
Possrelp -.32** .06 -.20* .06 -.24** -.26** 1.00
Table 5.4.: Pearson r correlations between culture, gender, total ideological and interpersonal score and categories o f treasured possessions. *p<.05 **p<.01.

Tarmat Tarsex Sex Origin Ideo Inter Relations Abilities Maturity
Tarmat 1.00 .01 -.02 -.02 .05 -.03 -.40** .26** .01
Tarsex .01 1.00 -.01 -.04 -.08 -.00 -.01 .06 .01
Sex -.02 -.01 1.00 -.01 -.10 .05 -.05 .11 .10
Origin -.02 -.04 -.01 1.00 .40** .05 -.10 -.55** -.37**
Ideo .05 -.08 -.10 .40** 1.00 .06 -.11 -.40** -.29**
Inter -.03 -.00 .05 .05 .06 1.00 -.06 -.15 -.12
Relations -.40** -.01 -.05 -.10 -.11 -.06 1.00 .33** .35**
Abilities .26** .06 .11 -.55** -.40** -.15 .33** 1.00 .54**
Maturity .01 .01 .10 -.37** -.29** -.12 .35** .54** 1.00
Table 5.6.: Pearson r correlations between target gender and material condition, culture, gender, total ideological and interpersonal scores and degree to which 
respondents attribute maturity, abilities and capacity in relationships to the target person. *p<.05 **p<.01.

Origin Sex Ideo Inter Possessions Ph. Attr. Behaviours AppearVSentim.
Poss.

AesthetÆohhies
Poss.

Origin 1.00 -.01 .40** .05 .21* .03 .14 .15 .18*
Sex -.01 1.00 -.10 .05 -.17* -.24** -.21* .08 -.37**
Ideo .40** -.10 1.00 .06 -.01 -.01 .12 -.07 .04
Inter .05 .05 .06 1.00 .08 .14 .00 .02 .12
Possessions .21* -.17* -.01 .08 1.00 .34** .51** .84** .77**
Phys. attr. .03 -.24** -.01 .14 .34** 1.00 .54** ,11 .47**
Behaviours .14 -.21* .12 .00 .51** .54** 1.00 .32** .53**
AppVsent. poss. .15 .08 -.07 .02 .84** .11 .32** 1.00 .31**
AestbetVHobbies Poss^ .18* -.37** .04 .12 .77** .47** .53** .31** 1.00
Table 5.7.: Pearson r correlations between culture, gender, total ideological and interpersonal score and the frequency o f  use o f  possessions, physical attributes, 
behaviours and different types o f  possessions as cues in self-definition. *p<05 **p<01.
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Origin Sex Ideo Inter Reasaes. Reaseff Reasem Reasexp Reasfun Reashis Reasind Reasint Reasmon Reasrel

Origin 1,00 -.02 .27** -.07 -"65" -.25** " -4 2  .09 .12 -.02 .21** -.02 -.21** -.13
Sex -.02 1.00 -.13 .03 .01 -.00 -.08 -.07 .24** -.20* .33** -.33** .10 .10
Ideo .27** -.13 1.00 .03 -.12 -.20* -.09 .03 -.00 .10 -.01 .11 .04 -.06
Inter -.07 .03 .03 1.00 .13 -.07 -.08 -.00 .02 -.00 -.06 -.00 .07 .22**
Reasaesp -.05 .01 -.12 .13 1.00 .04 -.07 -.07 -.13 -.08 -.03 .04 -.06 -.01
Reaseffp -.25** -.00 -.20* -.07 .04 1.00 -.12 .01 -.01 -.02 -.12 -.03 .11 -.06
Reasem p -.12 08 -.09 -.08 -.07 -.12 1.00 -.07 -.20* -.12 -.18* -.22** .02 -.00
Reasexpp .09 -.07 .03 -.00 -.07 .01 -.07 1.00 -.12 -.04 -.13 -.12 .03 -.14
Reasfunp .12 .24** -.00 .02 -.13 -.04 -.20* 12 1.00 -.18* -.08 -.37** -.04 -.08
Reashisp -.02 -.20* .10 -.00 -.08 -.02 -.12 -.04 -.18* 1.00 -.21** -.04 -.08 .01
Reasindp .21** .33** -.01 -.06 -.03 -.12 -.18* 13 -.08 -.21** 1.00 -.35** -.10 -.00
Reasintp -.02 -.33** .11 -.00 .04 -.03 -.22** 12 -.37** -.04 -.35** 1.00 -.10 -.12
Reasmonp -.21** .10 .04 .07 -.06 .11 .02 .03 -.01 -.08 -.10 -.10 1.00 -.01
Reasrelp -.13 0 -.06 .22** -.01 -.06 -.00 14 -.08 .01 -.00 -.12 -.01 1.00

Table 5.5.: Pearson r correlations between gender, culture, total ideological and interpersonal scales and the categories o f  meanings attached to treasured possessions. 
*p<.05 **p<.01.

Origin Sex Ideo Inter Possessions Ph. Attr. Behaviours AppearVSentim. AesthetÆohhies
Poss. Poss.

Origin 1.00 -.01 .40** .05 .05 .10 .13 .03 .07
Sex -.01 1.00 -.10 .05 -.13 -.17* -.14 -.04 -.21**
Ideo .40** -.10 1.00 .06 .12 .08 .15 .09 .14
Inter .05 .05 .06 1.00 -.06 .14 -.02 -.06 -.02
Possessions .05 -.13 .12 -.06 1.00 .30** .69** .91** .80**
Phys. attr. .10 -.17* .08 .14 .30** 1.00 .50** .13 .45**
Behaviours .13 -.14 .15 -.02 .69** .50** 1.00 .55** .65**
AppearVsentim. Poss. .03 -.04 .09 -.06 .91** .13 .55** 1.00 .49**
Aesthyhobb. Poss. .07 -.21** .14 -.02 .80** .45** .65** .49** 1.00
Table 5.8.: Pearson r correlations between culture, gender, total ideological and interpersonal score and the frequency o f use o f  possessions, physical attributes, 
behaviours and different types o f  possessions as cues in person perception. *p<.05 **p<.01.
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APPENDIX E.
Key for the short form of the variables’ names used in tables.

a) Identity.
eomx: The identity questionnaire items.
IDEO: Total score in the items constituting the ideological identity scale.
INTER: Total score in the items comprising the interpersonal identity scale.

IDACH: Score in items constituting the ideological achievement subscale.
IDDIF: Score in items constituting the ideological diffusion subscale.
IDFOR: Score in items constituting the ideological foreclosure subscale.
IDMOR: Score in items constituting the ideological moratorium subscale.
INACH: Score in items constituting the ideological achievement subscale.
INDIF: Score in items constituting the ideological diffusion subscale.
INFOR: Score in items constituting the ideological foreclosure subscale.
INMOR: Score in items constituting the ideological moratorium subscale.

b) Consumer behaviour.
Compuls: Score in compulsive buying scale.
Peers: Score in susceptibility to peers’ influences in shopping scale.
Parents: Score in susceptibility to parents’ influences in shopping scale.
Socinf: Score in susceptibility to social influences in shopping scale.
Mspsrh: Score in the items evaluating the degree to which respondents go shopping for psychological 
reasons/ to relax/as a habit.
Msr: Score in the items evaluating the degree to which respondents go shopping for rational reasons. 
Mslc: Score in the items evaluating the degree to which respondents go shopping to learn or for 
company.

c) Response to advertising.
Advatti: Score in the items evaluating attitudes to advertising.
Percept: Score in the items evaluating overall perceptions of television advertisements.
Perdec: Score in the items evaluating perceptions that television advertisements are deceptive.
Perexofi: Score in the items evaluating perceptions about how television advertisements are 
executed/that they are offensive and do not offer information.
Persb: Score in the items evaluating perceptions about the social benefits of television advertisements. 
Peroft: Score in the items evaluating perceptions that television advertisements are shown too often. 
Suscpt: Score in the items constituting the susceptibility to advertising subscale.
Mtcar: Score in the items evaluating the degree to which respondents watch television advertisements 
for company/arousal/to relax.
Mtf: Score in the items evaluating the degree to which respondents watch television advertisements to 
forget.
Mtl: Score in the items evaluating the degree to which respondents watch television advertisements to 
learn.
Mtph: Score in the items evaluating the degree to which respondents watch television advertisements as 
a passtime or habit.
Htvw: Calculated amount of television advertising watching per average week.
Tv: Number of television sets in the household.
Otv: Possession of television set for personal use.

d) Categories of possessions.
Possrel: Frequency with which respondents report possessions that represent relationships as treasured. 
Posself: Frequency with which respondents report self-symbolic possessions as treasured.
Possmat: Frequency with which respondents report material possessions as treasured.

e) Categories of meanings attached to possessions.
Reasem: Frequency with which respondents report emotional meanings attached to possessions.
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Reasmon: Frequency with which respondents report monetary meanings attached to possessions. 
Reasaes: Frequency with which respondents report aesthetic meanings attached to possessions,
Reasfun: Frequency with which respondents report instrumental meanings attached to possessions, 
Reasind: Frequency with which respondents report individual use-related meanings attached to 
possessions,
Reaseff: Frequency with which respondents report effort-related meanings attached to possessions, 
Reasexp: Frequency with which respondents report self-expressive meanings attached to possessions, 
Reasrel: Frequency with which respondents report relational meanings attached to possessions,
Reashis: Frequency with which respondents report personal history meanings attached to possessions, 
Reasint: Frequency with which respondents report symbolic inter-relatedness meanings attached to 
possessions,

f) Self-construal.
Indip: Frequency with which respondents give individualistic self-descriptions.
Intrap: Frequency with which respondents give other-oriented self-descriptions,

g) Materialism: Score in items constituting the materialism scale,

h) Personality attributes on which the story person is evaluated.
Tarmat: Story person material condition,
Tarsex: Story person gender.
Abilities: Score in the items evaluating the degree to which respondents believe that the story person has 
abilities.
Relationships: Score in the items evaluating the degree to which respondents believe that the story 
person is capable in relationships.
Maturity: Score in the items evaluating the degree to which respondents believe that the story person is 
mature,
Likeability: Score in the items evaluating the degree to which respondents like the story person.
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