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RESUMO 

 

Quando uma pessoa se sente restringida financeiramente, quanto maior for o nível 

desta percepção, quanto mais elevado é o nível de felicidade associado à compra de um bem 

material comparado à compra de uma experiência ou produto experiencial; este é um dos 

achados deste estudo. O objetivo deste trabalho é ampliar o conhecimento sobre a felicidade 

resultante das compras. Através da análise da influência conjunta de antecedentes que afetam 

positivamente (necessidades psicológicas) e negativamente (restrição financeira e 

materialismo) a “recomendação por experiência” - maior nível de felicidade obtido como a 

compra de experiências ao invés da compra de bens materiais. Esses antecedentes são 

analisados simultaneamente através da modelagem de equações estruturais (SEM) e regressão 

linear com o objetivo de compreender o impacto absoluto, relativo, direto e indireto de cada 

antecedente sobre a felicidade resultante de cada um dos três tipos de compra (material, 

experiencial e experiencia). Na condução desta pesquisa, 654 participantes on-line foram 

recrutados através da plataforma VIDI e responderam formulário Google com 57 questões 

relacionadas a compras efetivadas anteriores. Os resultados mostram que a satisfação das 

necessidades psicológicas é o antecedente mais forte para todos os tipos de compra. 

Materialismo não apresenta forte relação direta com a felicidade; no entanto, tem uma 

influência indireta através via satisfação das necessidades psicológicas que é alcançada 

homogeneamente pelos três tipos de compra. O contexto de restrição financeira, não só altera 

a preferência por bens materiais (Zhang, Howell, Caprariello e Guevarra, 2014), mas as pessoas 

que se sentem restringidas financeiramente ficam significativamente mais felizes com compras 

materiais quando comparado à felicidade resultante da compra de bens experienciais e 

experiencias, compras que no limite podem até torná-las infelizes. Os resultados expandem o 

trabalho de Guevarra & Howell (2015) ao acrescentar à análise do impacto da satisfação das 

necessidades psicológicas na felicidade resultante das compras, o impacto simultâneo do 

materialismo, restrições financeiras e variáveis de controle satisfação com a vida e idade, i ainda 

considerando os três tipos de compra. Os resultados indicam que a reversão da "recomendação 

por experiência", quando na presença dos construtos citados, acontece quando há um baixo 

nível de satisfação de necessidades psicológicas que é influenciada pelos outros antecedentes, 

mas o impacto isolado de cada um deles não é suficiente para esta reversão.  

Palavras chave: Felicidade com compras, tipos de compras. restrição financeira, necessidades 

psicológicas, materialismo. 



9 
 

ABSTRACT 

 

 

When a person is feeling financially constrained, as higher is the perception level of the 

financial constraint, as high is the happiness level associate to the purchase of a material product 

instead of a life experience or experiential product; this is one of the findings of this study. The 

objective of this work is to extend knowledge regarding happiness derived from purchases 

through analysis of the jointly influence of antecedents that impact positively (psychological 

needs) and negatively (financial constraint and materialism) the “experience recommendation” 

(higher level of happiness derived from experiences rather than material purchases). Those 

antecedents are simultaneously analyzed through structural equation modeling (SEM) and 

linear regression in order to understand the absolute and relative, direct and the indirect impact 

of each antecedent on happiness derived from each one of the three-purchase type – material, 

experiential, and life. In conducting this research, 654 online participants recruited via the VIDI 

platform answered a Google form with 57 questions related to previous effective purchases. 

The results show that psychological needs fulfillment is the strongest antecedent of happiness 

for all types of purchase. Materialism did not present a strong direct relation with happiness; 

however, it did have an indirect influence through psychological needs satisfaction that is 

achieved homogeneously across the three types of purchase. As already mentioned, Financial 

constraints context not only change the preference for material goods (Zhang, Howell, 

Caprariello, & Guevarra, 2014), but financially constrained people become significantly 

happier with material purchases compared to experiential and life experiences that can even 

make them unhappy. The results expand the work by Guevarra & Howell (2015) In joint to the 

analysis of the impact of psychological need satisfaction on happiness derived from purchase; the 

simultaneous impact of materialism, financial constraint and control variables satisfaction with life and 

age considering the three types of purchase; the results indicate that the reversion of “experience 

recommendation“, when in the presence of the cited constructs, happens when there is a low 

level of psychological needs satisfaction and is influenced by the other antecedents, but not 

with just the single impact of one of them. 

 

Keywords: happiness, purchase type, financial constraint, psychological need, materialism 
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INTRODUCTION  

 

 

In Western society, happiness is a desired and attainable goal (Oishi, Graham, Kesebir, & 

Galinha, 2013) and, with consumerism as its dynamic, it is a natural path to try to maximize 

happiness through consumption – i.e., via hedonic consumption. Research has already proved 

that money does not necessarily lead to higher levels of life satisfaction (Diener, Horwitz, & 

Emmons, 1985; Diener, Sandvik, Seidlitz, & Diener, 1993; Veenhoven & Hagerty, 2006). 

However, by properly allocating income, it is possible to increase happiness and well-being 

after the fulfillment of basic needs. Money can buy happiness, albeit less than most people think 

or expect (Aknin, Lara B.; Norton, Michael L.; Dunn, 2009; HILL & MARTIN, 2012; Howell 

& Hill, 2009; Maslow, 1943; Pinquart, 2001; Stanca & Veenhoven, 2015), for a summary, see 

Dunn, Gilbert, & Wilson (2011). 

One of the main directions for maximizing satisfaction with expenditure that has already been 

largely explored and confirmed is the “experience recommendation” – if you want to be 

happier, buy life experiences instead of material items – as first stated in the seminal article 

from Van Boven & Gilovich (2003): “To do or to have? That is the question.” Their study 

incited a substantial agenda of research on consumer behavior related to motivations, 

preferences, satisfaction, and explanation regarding purchase types (Bhattacharjee & Mogilner, 

2014; Gilovich, Kumar, & Jampol, 2015; Guevarra & Howell, 2015; Nicolao, Irwin, & 

Goodman, 2009; Schmitt, Joško Brakus, & Zarantonello, 2015; Tully, Hershfield, & Meyvis, 

2015; Van Boven & Gilovich, 2003). 

The analysis of why (and how) life experience provides higher levels of happiness than material 

purchases was partly captured in a dedicated research dialogue in the Journal of Consumer 

Psychology (Vol. 25, 2015), where, in relation to the original work from Van Boven and 

Gilovich (2003), alternative explanations for the “experience recommendation” were 

suggested. The most complete proposal was presented by Guevarra & Howell (2015); The 

model presents Psychological needs satisfaction derived from the self-determination theory 

(STD; Deci, Edward L.; Ryan, 2000) as the main explanation for happiness level derived from 

purchases, include in the analysis experiential products besides material and life experience that 

is normally analyzed in the literature, and offer clear methodology and consistent results  

parameters to be followed; this model will serve as one of the basis for this study.  

However, the “experience recommendation” has exceptions, situations, or personal 

states/conditions that “reverse” the preference for life experience, when material goods become 
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the source of higher levels of happiness. Those situations include the valence of the output, for 

negative valence purchase (purchase that did not please), it is not observed higher levels of 

happiness derived from the purchase of experiences (Nicolao et al., 2009); when in the absence 

of others, people got happier from material purchase if compare to a solitary experience 

(Caprariello, Pater; Reis, 2012); financial constraint, people that feels financially constrained 

has the preference to buy material things over experiences (Tully et al., 2015); social exclusion, 

people that are excluded from a group tend to invest on purchases that increase them social 

interactions independent of the type of purchase (Mead, Baumeister, Stillman, Rawn, & Vohs, 

2011); and “material buyer profile”, who tends to buy material things rather than experiential 

things, tend to become more happy from material than life experience purchases (Zhang et al., 

2014).  

In this study, we seek to extend knowledge regarding happiness derived from purchases through 

analysis of the jointly influence of antecedents that are already know to impact positively 

(psychological needs) and negatively (financial constraint and materialism) the experience 

recommendation (higher level of happiness derived from experiences rather than material 

purchases), the study did also considered two control variables that could impact happiness 

level derived from purchase, satisfaction with life and future time perspective, a measure of age 

that detect if a person has the perception of a long or restricted future time in life. The main 

contribution of this work is to unveil the relative impact of those different antecedents on 

happiness when jointly analyzed, and to make this analysis with the three types of products. 

The research aims to understand the role of the antecedents on happiness according to the type 

of purchase, and as consequence understand what increase or decrease happiness level derived 

from purchase and what impact the maintenance or reversion of the “experience 

recommendation”. This work is based on simultaneous analysis through structural equation 

modeling (SEM) and linear regression of 654 online interviewees recruited on the VIDI 

platform (professional respondents), who answered a Google form with 57 questions related to 

previous effective purchases after an extensive pre-test phase. 

Our results show that psychological needs satisfaction is the stronger antecedent for happiness 

level derived from all types of purchases, with no significant difference in strength between 

product types. Materialism did not present a strong significant direct relation to happiness, a 

small positive effect is detected for material purchase; however, it did have a significant indirect 

influence effect through psychological needs satisfaction that is achieved through the three 

types of purchase in equal strength. Financial constraint influences happiness positively only 

with material purchase; experiential and life experience can even lead to a negative impact on 
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happiness, it will depend of the satisfaction of other variables. The regression analysis indicate 

that happiness derived from purchase is product related and further investigation can identify 

those reason and other variables that impact happiness derived from purchase. Based on those 

results we can assume that the maintenance or reversion of the experience recommendation is 

mostly influenced by psychological need satisfaction, that are impacted by the other 

antecedents;  

Those findings are relevant for the understanding of consumer happiness and satisfaction and 

can better address design and communication of products and services for example. The 

satisfaction of one of the dimensions of psychological needs (identity, relatedness, competence) 

can play a key role in in capture of preference and happiness level derived from any purchase. 

That reality can be used for private and public services. The finding that financial constraint 

can play a such strong role in the preference and happiness level derived from purchase, is also 

an alert for private and public companies; in a context of individual or collective financial 

constraint, material purchase can play a more efficient role if the objective it to achieve higher 

levels of happiness and satisfaction.  
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2 THEORETICAL BACKGROUND 

 

 

The theoretical background will make an overview about happiness derived from purchase and 

the impact of different types of purchase in a consumer perspective. It will explore: happiness 

and products concept definition, in order to have a clear understanding of utilized constructs 

and concepts; antecedents of happiness that explained higher level of happiness derived from 

experiences rather than material purchase – the “experience recommendation”, special attention 

to Psychological need satisfaction that is the construct base of the original model from Guevarra 

& Howell (2015) and base to this study; antecedents of happiness that weakens or reverse the 

“experience recommendation”, emphasis on Financial Constraint and Materialism that are the 

constructs that are going to have the joint impact on happiness and psychological needs 

analyzed; and two constructs that will be control variables in the analysis, future time 

perspective and satisfaction with life. In the end a compilation of the hypothesis developed 

along the review will be made.   

 

 

2.1 Happiness and purchase types 

 

 

In common language happiness can be something as a transient emotion such joy 

to a long term process of meaning making and identity development, that results in a state of 

inner satisfaction and wholeness (Delle Fave, Brdar, Freire, Vella-Brodrick, & Wissing, 2011); 

according to the moment of life or age, happiness can also have the meaning related to 

excitement or peacefulness (C. Mogilner, Kamvar, & Aaker, 2011); that amplitude of meaning 

makes happiness, well-being, satisfaction with life being used as synonym. In this study we are 

going to use two distinct concepts, all related to hedonic perspective of happiness. The term 

happiness, will be utilized as hedonic well-being, defined in terms of pleasure attainment and 

satisfaction related to a specific purchase; and Well-being or Satisfaction with life defined as 

pleasure attainment, satisfaction with life and pain avoidance related to the context of life as a 

whole that can be measured by the Satisfaction with life scale (SWLS) (Delle Fave et al., 2011; 

Diener, 1984; Ryan & Deci, 2001), the first definition will be our main goal variable, 

satisfaction with purchase, and the second definition will be one of the control variable. 
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In the consumer behavior literature, one of the main directions for attaining higher 

levels of happiness and maximizing satisfaction with expenditure is the “experience 

recommendation,” which states that the consumption of experiences – those made with the 

primary intention of acquiring a life experience, an event, or a series of events that you 

personally encounter or live through – makes consumers happier than material purchases – 

those made with the primary intention of acquiring a material possession, a tangible object that 

you obtain and keep in your possession (Dunn et al., 2011; Gilovich et al., 2015; Guevarra & 

Howell, 2015; Van Boven & Gilovich, 2003). The statement, based on empirical data, that 

experiences provide stronger and more enduring happiness than material purchases elicited 

questions about what explains higher levels of happiness associated with life experience instead 

of material purchases, and what happens to products that are on the boundaries between the two 

types of purchase. 

The dichotomous definition between material product and life experience is clear 

and several studies have already proved the good understanding of consumers (Guevarra & 

Howell, 2015; Nicolao et al., 2009; Tully et al., 2015). However, theoretically, a continuum and 

fuzzy area are admitted between the two types of products (Van Boven & Gilovich, 2003); 

products that fall between material items and life experiences are called experiential products, 

and are defined as products that people buy in order to do or experience something, like a bike 

or sports goods, for example (Guevarra & Howell, 2015). One work that explored the specifics 

of experiential products concluded that experiential products provide similar levels of happiness 

compared to life experiences and more than material items (Guevarra & Howell, 2015). So, 

there are expected to be higher and similar levels of happiness associated with life experiences 

and experiential products and a lower level with material purchases. Important to mention that 

the product classification from the industry or marketing professionals are not the same 

classification in the consumer point of view. Previous research has already found that electronic 

devices and clothing can be classified as material, experiential and as life experience in the 

consumers perspective (Guevarra & Howell, 2015). What raise the question about what will be 

the classification to be considered in analysis and how those analysis can be biased based 

classification parameters (Guevarra & Howell, 2015). This study will work with the consumer 

classification perspective.  
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2.2 Antecedents of happiness that explain the prevalence of the “experience recommendation” 

 

 

The process of understanding why life experience provides higher levels of 

happiness than material purchases leads to the development of several competing and/or 

complementary models that explore the antecedents of the higher levels of happiness derived 

from life experiences instead of material purchase - the “experience recommendation.” Those 

models were partially captured in a dedicated research dialogue in the Journal of Consumer 

Psychology (Vol. 25, 2015), where alternative explanations were proposed to the original work 

from Van Boven and Gilovich (2003). Gilovich et al. (2015a) define identity, relatedness, and 

comparison as the constructs that explain higher levels of happiness associated with the 

purchase of experiences. Schmitt, Joško Brakus, and Zarantonello (2015) propose brand 

experience as the main explanation; they defend this by saying that consumers do not buy just 

a product or service, they also buy a brand, and the experience with the brand is the explanation 

for the level of happiness derived from purchases. Guevarra & Howell (2015) state that the 

difference in happiness level is mostly explained by the satisfaction of the basic psychological 

needs of autonomy or identity expression, relatedness, and competence; components of the 

“basic psychological needs” derived from SDT. 

The most complete and replicable presented model was the one presented by 

Guevarra & Howell (2015) and will be used as the conceptual base for this work. The model 

uses Psychological need satisfaction derived from the SDT as explanation for higher levels of 

happiness derived from experiences. The difference from Gilovich et al (2015a) model is the 

construct “Comparison”, SDT proposes “Competence” instead, the other two constructs are 

equivalents – Relatedness and Autonomy; the choice was also based on the strong and reliable 

results presented, the expressed methodology that made possible the replication of procedures, 

and because it is the only proposal that consider the analysis of three product types (material, 

experiential and life experience), what is one of the features of this work.   

The SDT is a theory concerned with the psychological process that promotes 

optimal functioning and health (well-being). The theory posits that the fulfillment of the basic 

needs of competence, autonomy, and relatedness brings happiness, because that is how the 

demands of the social world and people’s natural tendency toward growth and well-being are 

matched and people get optimal functioning and well-being; (Deci, Edward L.; Ryan, 2000; 

Ryan & Deci, 2001). According to the theory there in an innate tendency for growth and optimal 

integrated functioning based on the processes of intrinsic motivation and internalization. 
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Intrinsic motivation describes the natural, basic tendency of individuals to engage in interesting 

and pleasurable activities that promote growth and optimal functioning. Internalization refer to 

the natural inclination to integrate extrinsic aspect of the social environment in the sense of self 

like values, goals and behaviors (Cordeiro, Paixão, Lens, Lacante, & Luyckx, 2016; Deci, 

Edward L.; Ryan, 2000). In other words, the fulfillment of the basic psychological needs of 

competence, autonomy (which has identity and self-expression as a proxy), and relatedness 

(which is also a proxy for social relations) makes people happy because it optimizes well-being.  

Competence is defined as the belief in one’s capacity to perform essential tasks, use 

of talents or abilities, possibility to experience mastery; it is satisfied through the engagement 

in activities that utilize one’s skills and abilities, feeling competent and confident with respect 

to valued goals (Deci, Edward L.; Ryan, 2000; Ryan & Deci, 2001). Positive feedback and 

recognition are some of the action that can improve competence satisfaction. To competence 

satisfaction is associated the increase of happiness (Guevarra & Howell, 2015; Ryan & Deci, 

2001). A greater presence of competence satisfaction was found with experiential products, 

more than with material purchases and life experience because people can use skills and abilities 

with experiential products what derive in higher levels of competence satisfaction compare to 

others purchase type  (Guevarra & Howell, 2015).  

Autonomy, which has as a proxy identity and self-expression, is defined as 

something that is closely associated with the self, the perceptions of power and control over 

one’s actions. Autonomy/ Identity is satisfied through engagement in behaviors that express 

one’s true identity and facilitate the feeling of being in charge of one’s own actions and life 

(Deci, Edward L.; Ryan, 2000; Guevarra & Howell, 2015). A threat for autonomy is 

surveillance and constant evaluation. Experiences, more than possession, become truly part of 

the self, a memory, and the consequent autobiography of their owner, a direct reflection of the 

self (Kumar & Gilovich, 2015). When analyzed by product type, experiences provide similar 

levels of identity expression than life experience, and both provide higher levels of identity 

expression and or control over personal life than material (Guevarra & Howell, 2015).  

Relatedness is about humans as highly social creatures who live in groups and 

receive comfort and joy by coexistence, is about be part of a group and a support team. Although 

autonomy and competence has been found to be most powerful, relatedness play the important 

role to be the base that makes possible the flourishment of the other intrinsic motivation.(Deci, 

Edward L.; Ryan, 2000). Relatedness satisfaction exist when the individual is part of long 

lasting connection and is important to others, an example is family. Relatedness is satisfied with 

a purchase that help to develop supportive and satisfying relationships. Experiences tend to be 
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more social than are material purchases by their inherent nature (Caprariello & Reis, 2012; Hill 

& Howell, 2014); beyond their social nature, experiences also connect in diverse ways, like 

people feeling closer to a person who has experienced something similar (Gilovich et al., 2015), 

or people having a higher level of enjoyment of a purchase because they can talk about it, which 

is particularly relevant for experiences satisfaction (Kumar & Gilovich, 2015). Life experience 

and experiential products provide higher levels of relatedness satisfaction than material 

products, and life experience provides higher levels of relatedness satisfaction than experiential 

products.  

The general assumption of this work is that higher levels of satisfaction with each 

construct/ dimension (identity, competence, relatedness) increases psychological need 

satisfaction and has as consequence higher levels of happiness (hedonic well-being) derived 

from purchase. It is found that experiential products provide similar levels of happiness 

compared to life experiences, and more than material purchases. Experiential and life 

experience would have similar levels of happiness, but that is due to the satisfaction of different 

psychological needs. Life experience has a higher level of relatedness satisfaction and lower of 

competence, while experiential products have a higher level of competence satisfaction and 

lower of relatedness; both have similar levels of identity expression (Deci & Ryan, 2000; 

Guevarra & Howell, 2015).  

 

 

2.3 Antecedents of happiness that weakness or reverse the “experience recommendation” 

 

 

The “experience recommendation” has exceptions, situations or personal state/ 

condition that present a negative impact on the “experience recommendation” and can even 

reverse the recommendation for acquire and consume experiences rather than material 

purchase; a context where material goods become the source of higher levels of happiness. 

Those situations include the valence of the output, for negative valence purchase - purchase that 

did not turn out well and did not satisfied the consumer or lead to happiness; It is not observed 

higher levels of happiness derived from the purchase of negative experiences compared to 

negative material purchase. The explanation is based on the human capacity for adaptation, as 

consumers adapt more slowly to experiential purchases than to material purchases, leading to 

both greater happiness and unhappiness from experiential consumption – hedonic adaptation 

(Nicolao et al., 2009). Hedonic adaptation is also responsible for the faster reduction in 



21 
 

happiness level associated with the consumption of material goods compared to experiences, 

as people tend to be equally happy about purchases at the time of purchase, but the happiness 

level associated with consumption drops more readily for material purchases than for 

experiences (Carter & Gilovich, 2010; Guevarra & Howell, 2015). The absence of others can 

also reverse the preference for experience over material goods, since solitary experiences make 

people less happy than material possessions, and the social aspect of experiences is what 

provides the happiness level (Caprariello & 2012). Social exclusion, another aspect of the lack 

of relatedness or social relation, also makes people spend and consume with the objective of 

becoming part of a group or establishing an affiliation. Research findings suggest that socially 

excluded people sacrifice personal and financial well-being, and as a consequence seek a type 

of purchase consumption (material or experience) for social well-being and belonging (Mead 

et al., 2011). Financial constraint, the perception that the actual financial situation restricts 

desired consumption, also changes the preference for material goods over experiences, as a trial 

to ensure long-term consumption utility that is perceived in material goods (Tully et al., 2015). 

Another exception occurs with people who have the “material buyer profile,” a preference for 

buying material things instead of experiences. Material buyer profile reports similar levels of 

happiness regardless of the nature of the product. The proposed explanation rests on “identity 

expression” construct, which does not vary between material and experiential products for 

material buyer profile, while it has a higher level for experiences when a person has an 

“experiential buyer profile”, identity expression in this situation is better satisfied (Zhang et al., 

2014). To summarize, the constructs/situations that the presented literature review highlights 

as those that provide higher levels of happiness derived from material products are: negative 

purchase, social exclusion or solitary experience, financial constraint, and the material buyer 

profile.  

With the objective to contemplate as much as possible the already known 

influencers of happiness level derived from purchase this study will first consider only positive 

valence purchase, a purchase that turn out well and provided happiness for consumers; with that 

restriction it is avoided the effects of negative experience purchase (Nicolao et al., 2009). The 

control for the absence of others, solitude, and social exclusion were assumed to be detected 

through the dimension of “relatedness” satisfaction, one of the dimensions of psychological 

need that explore the fulfillment of the basic psychological need of social interaction and 

belonginess. “Material buyer tendency”, the tendency to buy more material than experiential 

purchase will be considered by the inclusion of materialism as one of the construct to be 

measured; it is already known that those are different constructs with common points and 
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enhancers related to the valuable role that material purchase has in one’s life (Zhang et al., 

2014), but what interests to be measured is how the centrality of possessions and acquisition 

impact happiness level and psychological needs satisfaction, what can be achieved by the 

measurement of materialism and not by purchase tendency. Financial constraint will be 

measured and included in the model, future time perspective and satisfaction with life will e 

included in the model as control variables. Following, a more detailed description of the 

constructs materialism, financial constraint, future time perspective and satisfaction with life. 

 

 

2.3.1 Materialism 

 

 

The popular understanding of the term Materialism is related to devotion to desires 

and material needs, and negation of spiritual concerns; a life-style based on material interests 

(Richins & Dawson, 1992). In the consumer behavior field, materialism can be defined as a 

personality trait comprises of three traits -  envy, possessiveness, and non-generosity;  that 

expresses the centrality that consumers place on possessions, with possessions becoming the 

greatest source of satisfaction and dissatisfaction in one’s life (R. W. Belk, 1984). Another 

definition claim materialism to be a cultural value that ascribes to the ownership and acquisition 

of material goods major life goals or desired states, a greater relevance than most other matters 

and activities in life; possessions and their acquisition are at the forefront of personal goals and 

dictate a "ways of life" (Richins & Dawson, 1992). This definition conceptualizes materialism 

as a value that encompass three domains: the use of possessions to judge the success of others 

and oneself, the centrality of possessions in a person’s life satisfaction, and the belief that 

possessions and their acquisition lead to happiness and life satisfaction. Those two definitions 

of materialism, as personal trait or as a value, also present related scales (R. W. Belk, 1984; 

Richins, 2004). In this study it will be utilized Richins, (2004) definition and scale formed by 

three dimensions – centrality, happiness and success; previous studies has found to be 

problematic the measure of materialism as personal trait and the scale has been considered 

inconsistent and with low reliability (Lee & Ahn, 2016; Richins & Dawson, 1992); at the same 

time the proposed Richins (2004) scale is widely used, is a validated scale, and is already 

translated and validated to Portuguese (Ponchio & Aranha, 2008). 

In the literature, several studies associate materialism negatively to happiness and 

well-being (Ahuvia, Aronç Wong, 1995; Burroughs & Rindfleisch, 2002; Dittmar, Bond, Hurst, 
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& Kasser, 2014; Kasser, T., & Ryan, 1993); With few exceptions that associate happiness to 

luxury consumption, or to a positive impact on economic and personal well-being when the 

ability to meet basic needs was challenging like in the XVIII century (Hudders & Pandelaere, 

2012; Lee & Ahn, 2016). It is also common to associate materialism with poorer social skills, 

such as a low level of interpersonal interaction; a weak empathic response; a Machiavellian 

personality profile; envy, possessiveness, and a non-generous personality (Russell W Belk, 

1985; Kasser, T.; Ahuvia, 2002); the pursuit of extrinsic rather than intrinsic goals (Richins & 

Dawson, 1992); and a negative spiral between loneliness and materialism, with loneliness 

contributing more to materialism than the opposite (Pieters, 2013).  

In consumer behavior research, materialistic consumers engage more in luxury 

consumption than less materialistic consumers, and also benefit more from it (Hudders & 

Pandelaere, 2012). For a materialistic consumer, anticipation and the state of desiring a product 

are more pleasurable than product ownership itself; a hedonic decline after purchase is 

responsible for that result, as if disappointed with the benefit of the purchase (Richins, 2013). 

Some studies also view the development of materialism as a way to cope with stress caused by 

situations of life, for example, divorce  (Moschis et al., 2013; Rindfleisch, Aric; Burroughs, 

James E.; Denton, 1997). A materialistic profile does not necessarily lead to material 

consumption, as prior research has found that the tendency to value material goods does not 

necessarily predict how much individuals really spend on material possessions instead of life 

experiences (Tatzel, 2003); another find state that materialists do not necessarily achieve higher 

level of happiness from material product purchase (Zhang et al., 2014).  

Based on the literature overview we hypothesize that the impact of materialism on 

happiness derived from purchase tends to be positive. This believe is based on materialism 

definition that states the centrality that purchases and possession has in one’s life, and the 

verified emotions that purchase cause in high and low materialist consumers (Richins, 2004, 

2013).  HM1: “The impact of materialism on happiness derived from a positive valence 

purchase is positive;”. When differentiating the impact by product type, it is not expected 

difference across purchase type, previous studies has already found that what defines the 

difference in happiness according to product type is the “buying tendency” and not materialism 

(Zhang et al., 2014), we assume that materialism will not differentiate between purchase type. 

HM2: “Material, experiential and life experience purchases provide similar levels of positive 

impact of materialism on happiness derived from positive valence purchase.”. 

When considering the impact of materialism on psychological need, based on the 

already mentioned centrality and happiness associate to purchase and material ownership, and 
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the context of a positive valence purchase; It is expected a positive impact of materialism on 

psychological need satisfaction, to higher level of materialism is associated the fulfillment of 

centrality, success and happiness derived from the purchase, situation that can be assumed that 

also reflect in the fulfillment of basic psychological needs, particularly identity. HM3: “The 

impact of materialism on the fulfillment of psychological needs derived from a positive valence 

purchase is positive.” Regarding the differentiation of impact between purchase type, even 

being all positive valence purchase, based on the congruence between the centrality of material 

purchase and ownership in one’s life, happiness and perception of success associate to material 

products, it is expected that material and experiential products because of the materiality of the 

object will have a strong impact on psychological need satisfaction. HM4: “The impact of 

materialism on the fulfillment of psychological needs derived from a positive valence purchase 

will be positive and will present the strongest rates for material and experiential product.” 

 

 

2.3.2 Financial constraint 

 

 

Financial constraint is a psychological state wherein a person believes that their 

financial situation restricts their desired consumption. It is a state that does not imply poverty 

or the absence of resources, but rather available income not being sufficient to meet the desired 

consumption. A millionaire can feel it, and a person making minimum wage may not have it; it 

will depend on the salience of desired consumption (Tully et al., 2015). Financial constraint is 

also possible only if you have disposable/discretionary income, even if limited, basic needs are 

already fulfilled.  

The effect of financial constraint on consumption is not widely discussed in the 

literature, but some studies find indications of a reduction in overall spending, more value and 

price consciousness, opportunity costs salience, encouragement of consumers to “stretch” their 

resources, and preference for and consumption of scarce goods in order to differentiate 

themselves for example (Sharma & Alter, 2012; Tully et al., 2015). Moreover, which is key to 

our study, financial constraint increases the preference for material goods as opposed to life 

experience. According to the study by Tully et al. (2015), this is a consequence of the preference 

for a lasting option, the possibility of having an inventory of resources, and avoiding the need 

for future purchases, as opposed to the fleeting nature of experience itself. Financially 

constrained people seek long-term consumption utility, Tully et al. (2015) alert to the possibility 
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that financially constrained people, because of their preference, switch purchase choices and 

have a “risk” of being less happy because of the avoidance of life experience that is associated 

with a higher level of happiness (Gilovich et al., 2015; Guevarra & Howell, 2015).  

The impact of financial constraint on happiness derived from a positive valence 

purchase, is expected to be positive. It is considered the impact of a positive valence purchase 

in a context that a person feels in financial constraint situation. In other words, the person got a 

positive purchase even in a financial constraint situation. On that context the first hypothesis is: 

HF1: “Financial constraint will have a positive impact on happiness derived from a positive 

valence purchase.” Considering the assumption that financially constrained people prefer 

material goods based on their perceived lasting utility instead of experiences and given than 

Tully and colleagues tested alternative explanations that even include long-lasting memories 

that did not change the preference for material goods, the preference for material is not 

questioned, it is expected that the impact of financial constraint on happiness derived from 

experiential and material consumption will be stronger than for life experience. That leads to 

the next hypothesis: HF2: “Financial constraint will provide a higher level of positive impact 

on happiness derived from a positive valence purchase with material and experiential 

products.” 

Financial constraint can be considered a fragile and or negative state of 

psychological satisfaction that could infer a negative impact on psychological need satisfaction, 

particularly on competence. However, the context is about a positive purchase, a purchase that 

offer satisfaction after consumption, it is assumed a fulfillment of basic psychological needs, 

what lead to the hypothesis that Financial constraint will have a positive impact on 

psychological need satisfaction. HF3: “Financial constraint will have a positive impact on the 

fulfillment of psychological need derived from a positive valence purchase”;”; Following the 

same rational, when considering the impact according to product type, based on the preference 

for material goods, it can be assumed higher level of psychological need satisfaction derived 

from material and experiential products. HF4: “Financial constraint will have a stronger 

positive impact on the fulfillment of psychological need derived from a positive valence 

purchase of material and experiential product.”  
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2.4 Control Variables 

 

 

Two variables were included in the study to control for the potential impact on 

happiness. Future time perspective, a measure of age and satisfaction with life. 

Future time perspective detects the perception of time left expected for a person, 

previous studies has demonstrated that perception about time left and age can impact the 

definition of happiness and preference for different types of purchase (Cassie Mogilner, Aaker, 

& Kamvar, 2012) ; and Satisfaction with life as a whole, a control variable to check if in our 

sample extremely happy or unhappy persons are presented what could impact the overall level 

of happiness of the study and is verified if that level of life satisfaction impacts happiness level 

derived from purchase.  

 

 

2.4.1 Future Time Perspective 

 

 

How age impacts happiness derived from purchase or consumption is not an ended 

question; studies indicate that happiness has a shifting meaning that varies across the course of 

one’s life and situation, and that shift meaning alter preference and happiness (satisfaction) with 

purchase options (C. Mogilner et al., 2011). The definition depends on how a person is more 

focused on the present or future; it is more common to be focused on the present for an older 

person and be more focused on the future for a young.  

When a person is focused on the future, tend to view the future as extensive and 

this is more common to younger than older; happiness in this context is defined as feeling 

excited, excited options are preferred in contrast to calm options, and extraordinary options are 

more valued than ordinary options (Bhattacharjee & Mogilner, 2014; Cassie Mogilner et al., 

2012). When a person is more focused on the present, future are not necessarily viewed as 

extensive and happiness is defined as feeling calm, a calm options are preferred instead of an 

exciting options and that definition is more related to older than youngers, that age range also 

tend to put more value on ordinary experiences compared to young (Bhattacharjee & Mogilner, 

2014; Cassie Mogilner et al., 2012). This means that there is a time perspective on the definition 

of happiness and consequently on choice and satisfaction (hedonic well-being derived from 

purchase/ consumption) with purchases and consumption.   
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The socioemotional theory considers that when time is perceived as open ended, 

normally associated to youth, people are motivated to pursue information, expand horizon, seek 

knowledge, pursue new relationships that could be useful in the future; in contrast when time 

left is perceived as constrained, normally associated to elders, people are motivated to pursue 

emotional satisfaction, that leads to the investment in certainty, deepens existing relationship, 

and life enjoyment. The pursuit for new opportunities and information give place to the pursuit 

of emotions (Carstensen et al., 2006). This change of perspective that can come with age 

impacts the happiness level derived from purchase; however, it does not differentiate by 

purchase type that is the subject of this study. Youth will prefer more exciting and extraordinary 

experiences what can be better obtained from life experiences and experiential purchase than 

material purchase; the same can be said about the preference of older, that will attain higher 

level of happiness also derived from experiences instead of material purchase because the 

valuation of emotional aspects that are more present in life experiences and experiential 

products compared to material. Future time perspective will be included in the original/ initial 

model of SEM and on the linear regressions with the objective to verify if they change the direct 

and indirect effect size/ strength on happiness of other variables; It is not expected to have a 

different effect according to product purchase type and hypothesis will not be developed.  

 

 

2.4.2 Satisfaction with life  

 

 

Satisfaction with life, as already mentioned, is sometimes synonym of happiness 

and subjective well-being, and in this study is one of the considered control variables. It is a 

self-evaluation of the satisfaction with life as a whole, operationalized by the Satisfaction with 

life Scale (SWLS) that capture positive affect, negative affect and satisfaction with life as a 

whole (Diener, 1984). The reason to consider as a control variable is to verify if there are any 

outliers (too high or too low level of satisfaction with life) in the sample that could bias the 

answers regarding happiness with purchase, and at the same time understand the relation with 

happiness derived from purchase that can influence and be influenced by the satisfaction with 

life. Satisfaction with life will be included in the original/ initial SEM and on the regressions 

with the objective, as with future time perspective, to identify if SWLS change the direct and 

indirect effect size/ strength on happiness of other variables.  
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2.5 Summary of hypotheses:  

 

 

Materialism ->Happiness 

HM1: “The impact of materialism on happiness derived from a positive valence purchase is 

positive;” 

HM2: “Material, experiential and life experience purchases provide similar levels of positive 

impact of materialism on happiness derived from positive valence purchase.”. 

Materialism -> Psychological needs 

HM3: “The impact of materialism on the fulfillment of psychological needs derived from a 

positive valence purchase is positive.”  

HM4: “The impact of materialism on the fulfillment of psychological needs derived from a 

positive valence purchase will present the strongest rates for material and experiential 

products.”  

 

Financial constraint -> Happiness 

HF1: “Financial constraint will have a positive impact on happiness derived from a positive 

valence purchase.”  

HF2: “Financial constraint will provide higher level of positive impact on happiness derived 

from a positive valence purchase with material and experiential products.”  

Financial constraint -> Psychological need satisfaction 

HF3: “Financial constraint will have a positive impact on the fulfillment of psychological need 

derived from a positive valence purchase”;  

HF4: “Financial constraint will have a stronger positive impact on the fulfillment of 

psychological need derived from a positive valence purchase of material and experiential 

product.”  
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3 METHODOLOGY 

 

 

3.1 Overview 

 

 

This work explores the effect of financial constraint and materialism on 

psychological needs and happiness level derived from three types of purchase: material, 

experiential, and life experience, future time perspective and satisfaction with life are two 

control variables included in the SEM model and on the regressions. First, scales were translated 

and back translated when available only in English, and the understanding was checked for 

scales already validated in Brazilian Portuguese. The initial questionnaire was verified for face 

and content validity with general public and specialists; a second version was developed and 

tested in class with 30 MBA students answering doubts and double checking the understanding 

of all the questions. A second phase was an “official” pre-test composed of a study among 105 

respondents derived from a convenience sample that was directed in order to have the 

participation of all age groups. The pre-test validated the constructs, checked the understanding 

of “experiential” products, and validated the final questionnaire as an effective instrument for 

the study.  

The final questionnaire was applied in a total of 654 participants (M=39.6; 67% 

female) that were recruited through the VIDI platform to answer a 57-item questionnaire with 

the possibility of winning a R$25.00 gift card. The questionnaire was sent electronically as a 

Google form link and only fully answered questionnaires were received back (electronic check). 

There were three versions of the questionnaire, each differing only by the type of positive 

valence purchase that the respondent needed to remember; the participants were randomly 

assigned to each type of purchase. 

To analyze the answers and understand the interaction between antecedents and 

happiness level derived from purchase and their simultaneous effect, linear regression and SEM 

(structures equation model) were utilized. The questionnaire content and analysis strategy are 

described below. 
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3.2 Questionnaire 

 

 

The questionnaire was inspired by Van Boven and Gilovich's (2003) original article 

and followed procedures presented in previous studies (Dalton, Goodman, Hsee, & Zhang, 

2014; Guevarra & Howell, 2015; Nicolao et al., 2009; Pchelin & Howell, 2014). After explicit 

agreement to participate in the study, participants were asked to recall a recent purchase of 

material, experiential, or life experience that turned out well and made them happy. The 

necessity of defining a positive output of the purchase is due to the identification that the 

valence of the output can lead to an inversion of the experience recommendation (Nicolao et 

al., 2009). Participants who were in the material group read the following statement: “Write 

about the last time you spent at least R$350 (but no more than R$5,000) on a material purchase 

that made you happy. Material purchase is an object that you buy and keep in your possession 

like clothing, jewelry, furniture, gadgets, art work.” Participants in the experiential condition 

read the following: “Write about the last time you spent at least R$350 (but no more than 

R$5,000) on an experiential product that made you happy. Experiential product is an object 

that you buy in order to do something with it, like a bike to ride, tennis shoes to run in, a guitar 

to play music.” And participants in the life experience group read: “Write about the last time 

that you spent at least R$350 (but no more than R$5,000) on a life experience that made you 

happy. Life experience is an intangible purchase that leaves a memory, an event that you live 

through like a dining experience, vacation, concert.” 

After the description of the purchase, participants were asked about how much 

happiness the purchase provided (hedonic well-being). Three questions were answered by a 

seven-point Likert scale ranging from 1=not at all to 7=very much. The questions were: “How 

much does this purchase contribute to your happiness today?” “How much has this purchase 

contributed to your overall life happiness?” and “How much do you think this purchase 

increased your overall life satisfaction?” Higher scores indicated higher levels of happiness. 

The three questions were averaged to create a happiness/hedonic well-being index. 

To measure psychological needs satisfaction, the antecedent that explains the 

“experience recommendation,” the psychological need scale (Deci, Edward L.; Ryan, 2000, 

2011) was utilized. The three dimensions – identity, relatedness and competence, were 

measured through statements or questions on which the participants rate answers from 1=not at 

all to 7=very much. To create an index for each dimension, an average of the respective answers 

was made; the full construct was measured through SEM. To measure identity expression, the 
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extent to which the purchase expressed a person’s identity or “true self” and satisfied the need 

for autonomy, participants rated three questions/statements: “To what extent did this purchase 

reflect your true identity?” “This purchase made me feel more alive;” and “This purchase helped 

me to be more myself.”; For relatedness (social relationships), the extent to which the purchase 

helped develop supportive relationships and satisfy the need for relatedness, participants rated 

three statements: “This purchase helped me to connect to others;” “This purchase helped me to 

make new friends or strengthened existing friendships;” and “This purchase allowed me to 

relate to others in a meaningful way.”; For competence, the extent to which the purchase 

allowed participants to use their talents and master an activity or to satisfy their need for 

competence, participants rated three questions/statements: “To what extent did this purchase 

allow you to utilize a skill?;” “This purchase increased my abilities;” and “The purchase 

allowed me to master a skill.” 

To measure the two antecedents that impact negatively the “experience 

recommendation,” materialism and financial constraint were individually measured. 

Materialism was measured by the materialistic value scale from Richins (2004) translated into 

Portuguese and validated (Ponchio & Aranha, 2008). Participants indicated their agreement 

with each statement using a seven-point Likert scale, from 1=strongly disagree to 7=strongly 

agree. The original scale statements were: “I admire people who own expensive homes, cars, 

and clothes;” “I try to keep my life as simple, as far as possessions are concerned;” “My life 

would be better if I owned certain things I don’t have;” “Buying things gives me a lot of 

pleasure;” “I’d be happier if I could afford to buy more things;” “I like to own things that 

impress people;” “I like a lot of luxury in my life;” “It sometimes bothers me quite a bit that I 

can’t afford to buy all the things I’d like;” and “The things I own say a lot about how well I’m 

doing in life.” 

Financial constraint, the feeling of being in a financial situation that restricts 

consumption, was measured by the translation and adaptation of statements from the original 

article by Tully et al. (2015). Three statements were developed and needed to be answered on 

a seven-point scale, from 1=not at all to 7=very much. The statements were: “To what extent 

did you think about your financial situation while making your purchase?”; “To what extent did 

you think about your financial constraint while making your purchase?”; and “To what extent 

did you feel financially constrained in the moment of the purchase?”  

With the objective to control for people who could present an extremely high or 

low level of satisfaction with life and at the same time identify how much the satisfaction with 

life as a whole can impact happiness level derived from purchase; the satisfaction with life scale 
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were measured (Diener, Emmons, Larsen, & Griffin, 1985). Participants rated their agreement 

with five statements, from 1=not at all to 7=very much. The statements were: “In most ways 

my life is close to my ideal;” “The conditions of my life are excellent;” “I am satisfied with my 

life;” “So far I have gotten the important things I want in life;” and “If I could live my life over, 

I would change almost nothing.” 

To measure the impacts of age on happiness derived from purchase, Future Time 

perspective was measured as one of the measures of age (complemented with chronological 

and cognitive age as described below). Future Time perspective scale is the measure of time 

that individuals believe they have left in their life (Carstensen, Laura L.; Lang, 1996; Hicks, 

Trent, Davis, & King, 2012). Participant were asked to answer the following questions “How 

true is this of you?” followed by 10 statements to be answered in a 7-point Likert scale (1 = the 

statement is very untrue, to 7 = the statement is very true). The statements are: “Many 

opportunities await me in the future”; “I expect that I will set many new goals in the future”; 

“My future is filled with possibilities”; “Most of my life lies ahead of me”; “My future seems 

infinite to me”; “I could do anything I want in the future”; “There is plenty of time left in my 

life to make new plans”; “I have the sense that time is running out”; “There are only limited 

possibilities in my future”; “As I get older, I begin to experience time as limited”. 

To finish the questionnaire, demographic questions were asked, specifically marital 

status, gender, working situation, chronological age and cognitive age - perception of how old 

one feels (Van Auken, Barry, & Bagozzi, 2006) At the end of the questionnaire, participants 

were thanked for their time and invited to participate in a raffle for a R$25.00 gift card, for 

which they needed to leave an email address (identification). 

 

 

3.3 Data analysis strategy 

 

 

To understand the interaction between antecedents and happiness level derived 

from purchase and their simultaneous effect, SEM and linear regression were utilized. 

First, linear regressions were developed with the objective of having a better 

understanding regarding the direct and indirect effects size and significance on happiness and 

on the psychological needs of the cited constructs - financial constraint and materialism; and 

Future Time Perspective and SWLS as control variables. To make possible the input of 

constructs on the regressions, a simple average of the constructs was made following previous 
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work that considered simple average as main indicator. It was also developed dummies 

variables that express the direct effect of the products on each variable. A first regression 

considered happiness as the dependent variable, and a second regression considered 

psychological needs as the dependent variables. The independent variables were experiential 

and life experience purchase; financial constraint average index (Finave), materialism average 

index (Matave), and psychological needs represented by the three dimensions of identity 

(Identity average - Idave), relatedness (relatedness average - Relatave), and competence 

(competence average - Compave); Satisfaction with life scale (SWLS); all the measures of age 

(age average - age, cognitive age average - cogave, future time perspective average - FTPave); 

and the mentioned dummy variables developed to express the interaction with product type 

were developed with the following variables: financial constraint (finprodexperience, 

finprodlifexperience), materialism (matprodexperiential, matprodlifexperience), age 

(agexperiential, agelifexperience), cognitive age (cogexperiential, coglifexperience),  future 

time perspective (ftpexperiential, ftplifexperience). Those are the original regressions: 

 

𝒀(𝑯𝒂𝒑𝒑𝒊𝒏𝒆𝒔𝒔) = 𝜷𝟎 + 𝜷𝟏𝒂(𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙 𝑝𝑢𝑟𝑐ℎ𝑎𝑠𝑒) + 𝜷𝟏𝒃(𝑙𝑖𝑓𝑒 𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒 𝑝𝑢𝑟𝑐ℎ𝑎𝑠𝑒) + 𝜷𝟐(𝐼𝑑𝑎𝑣𝑒)

+ 𝜷𝟑(𝑅𝑒𝑙𝑎𝑡𝑎𝑣𝑒) + 𝜷𝟒(𝐶𝑜𝑚𝑝𝑎𝑣𝑒) + 𝜷𝟓(𝐹𝑖𝑛𝑎𝑣𝑒) + 𝜷𝟔(𝐹𝑖𝑛𝑝𝑟𝑜𝑑𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑡𝑖𝑎𝑙)

+ 𝜷𝟕(𝐹𝑖𝑛𝑝𝑟𝑜𝑑𝑙𝑖𝑓𝑒𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟖(𝑀𝑎𝑡𝑎𝑣𝑒) + 𝜷𝟗(𝑀𝑎𝑡𝑝𝑟𝑜𝑑𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙)

+ 𝜷𝟏𝟎(𝑀𝑎𝑡𝑝𝑟𝑜𝑑𝑙𝑖𝑓𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟏𝟏(𝐴𝑔𝑒) + 𝜷𝟏𝟐(𝐴𝑔𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙)

+ 𝜷𝟏𝟑(𝐴𝑔𝑒𝑙𝑖𝑓𝑒 𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) +  𝜷𝟏𝟒(𝐶𝑜𝑔𝑎𝑣𝑒) + 𝜷𝟏𝟓(𝐶𝑜𝑔𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙)

+ 𝜷𝟏𝟔(𝐶𝑜𝑔𝑙𝑖𝑓𝑒 𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟏𝟕(𝐹𝑇𝑃𝑎𝑣𝑒) + 𝜷𝟏𝟖 (𝐹𝑇𝑃𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙)

+ 𝜷𝟏𝟗(𝐹𝑇𝑃𝑙𝑖𝑓𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟐𝟎𝑆𝑊𝐿𝑆 

 

 

𝒀 (𝑷𝒔𝒚𝒄𝒉𝒐𝒍𝒐𝒈𝒊𝒄𝒂𝒍 𝑵𝒆𝒆𝒅𝒔)

= 𝜷𝟎 + 𝜷𝟏(𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙 𝑝𝑢𝑟𝑐ℎ𝑎𝑠𝑒) + 𝜷𝟐(𝑙𝑖𝑓𝑒 𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒 𝑝𝑢𝑟𝑐ℎ𝑎𝑠𝑒) + 𝜷𝟑(𝐹𝑖𝑛𝑎𝑣𝑒)

+ 𝜷𝟒(𝐹𝑖𝑛𝑝𝑟𝑜𝑑𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑡𝑖𝑎𝑙) + 𝜷𝟓(𝐹𝑖𝑛𝑝𝑟𝑜𝑑𝑙𝑖𝑓𝑒𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟔(𝑀𝑎𝑡𝑎𝑣𝑒)

+ 𝜷𝟕(𝑀𝑎𝑡𝑝𝑟𝑜𝑑𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙) + 𝜷𝟖(𝑀𝑎𝑡𝑝𝑟𝑜𝑑𝑙𝑖𝑓𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟗(𝐴𝑔𝑒)

+ 𝜷𝟏𝟎(𝐴𝑔𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙) + 𝜷𝟏𝟏(𝐴𝑔𝑒𝑙𝑖𝑓𝑒 𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟏𝟐(𝐶𝑜𝑔𝑎𝑣𝑒)

+ 𝜷𝟏𝟑(𝐶𝑜𝑔𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙) + 𝜷𝟏𝟒(𝐶𝑜𝑔𝑙𝑖𝑓𝑒 𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟏𝟓(𝐹𝑇𝑃𝑎𝑣𝑒)

+ 𝜷𝟏𝟔 (𝐹𝑇𝑃𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑡𝑖𝑎𝑙) + 𝜷𝟏𝟕(𝐹𝑇𝑃𝑙𝑖𝑓𝑒𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒) + 𝜷𝟏𝟖 𝑆𝑊𝐿𝑆 

 

 

Parallel to the development of regressions a SEM was developed utilizing Amos 

Graphic 22, with the objective of utilizing maximum likelihood estimation as the method to 

estimate the parameters of the proposed model. Initially all the constructs presented in the 
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model were validated through confirmatory factor analysis. To determine whether the measures 

have satisfactory psychometric properties, their reliability (composite reliability – CR), 

convergent validity (average variance extracted - AVE), and discriminant validity were verified 

following procedures and reference values encountered in the literature (Fornell, Claes; 

Larcker, 1981; Marôco, 2010) Hu Bentley, 1999. Constructs that presented more than one 

dimension were also tested for model fit utilizing a range of indices to ensure that the model 

was adequate, including CMIN/DF (Chi-square/ degree of freedom), RMSEA (Root mean 

Square error of approximation), AGFI (Adjusted Goodness of Fit Index), NFI (Normed Fit 

Index), and CFI (Comparative Fit Index). The answers to our questioning and hypothesis 

confirmation were realized with the measurement and analysis of the impact of each construct 

on happiness and psychological needs; the impact of each type of product was made possible 

by multi-group analysis. Three types of products were considered via the respondents’ 

definitions.  
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Figure 1 - SEM original model 

Source: author
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4 RESULTS AND DISCUSSION 

 

 

From the total of 654 completed questionnaires, 3 were eliminated because it was 

expressly marked that the individual did not agree to participate in the research; 10 were 

eliminated based on repeated email (the repeated email was excluded) or a non-reliable pattern 

of answers (the same answer for all questions or similar); and 9 were eliminated because they 

did not explicit the product or service purchased. Therefore, a total of 632 questionnaires were 

considered for all the analyses mentioned in this work.  

 

 

4.1 Product classification result 

 

 

To each respondent was assigned a type of purchase, either material, experiential, 

or life experience. This created a very diverse list of purchases where almost all categories were 

classified as one another (see Table 1). An example is smart phones, the most cited product for 

material and experiential purchase, which from a consumer perspective can be classified as 

material, experiential, and even as a life experience purchase. This has already been found in 

previous studies (Guevarra & Howell, 2015) and is an important output and reminder for the 

real understanding of consumers, the correct analysis of results, and managerial contributions. 

A blender sometimes is just a home appliance and sometimes is something that the person feels 

that “deserve” and makes it possible to do “magical things for the family,” to give an example 

from one questionnaire. The results of this study will be analyzed by consumer classification 

considering the three types of purchase, even when a classical example of material product 

(clothes) is considered as a life experience, this study assumes that the motivations and 

happiness derived from consumption depends on how consumer classify the product.  
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4.2 Linear regression analysis: Direct and indirect effect on happiness and psychological needs 

 

 

With the objective to have a better understanding of the direct and indirect impact 

on happiness and psychological needs satisfaction derived from purchase, two linear 

regressions were conducted as described in the methodology. The first regression wants to 

predict happiness level based on the cited variables: product type, financial constraint, 

materialism, the three dimensions of psychological needs (identity, relatedness, and 

competence), Satisfaction with life, age, cognitive age, future time perspective, and dummy 

variables resulting from the interaction between product type and financial constraint, 

materialism, and measures of age. A significant regression was found (F (8,623) = 52,370, 

p<000) with 𝑅2 of .402; and the resultant regression is the following: 

 

Happiness = 1,831 + .795 experiential purchase + 1,499 life experience purchase + .358 

Identity + .095 Relatedness + .090 Competence +.221 Financial constraint -.190 

Finxexperiential -.306 finxlife experience. 

 

Table 1 - Category of product according to Product Type - Consumer classification 

Material % Experiential %

Life 

Experience % TOTAL Total%

CD/ Book/ DVD 2 0,8% 24 12,1% 2 1,0% 28 4,4%

Cellphone 57 23,7% 47 23,7% 11 5,7% 115 18,2%

Clothes/ Shoes/Accessories/ Jew elry 55 22,8% 14 7,1% 10 5,2% 79 12,5%

Electronic 40 16,6% 26 13,1% 11 5,7% 77 12,2%

Hobby/Self-pampering 11 4,6% 6 3,0% 6 3,1% 23 3,6%

Home goods 55 22,8% 28 14,1% 12 6,2% 95 15,0%

Service 1 0,4% 7 3,5% 8 4,1% 16 2,5%

Sport goods 16 6,6% 34 17,2% 1 0,5% 51 8,1%

Travel 4 1,7% 9 4,5% 99 51,3% 112 17,7%

Fee and Admission 0 0,0% 1 0,5% 11 5,7% 12 1,9%

Gift 0 0,0% 2 1,0% 5 2,6% 7 1,1%

Experiences (dinning, spa) 0 0,0% 0 0,0% 17 8,8% 17 2,7%

TOTAL 241 198 193 632 100,0%

%  of total 38% 31% 31%

Source: author

Product category x classification
CONSUMER CLASSIFICATION
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The presented result allied to the observation of standardized beta (β) show that if 

the objective is to be happy with a purchase, the type of purchase matters: life experience 

provides more happiness (β=.486; p<.000) than experiential (β=.260; p<.000) and material 

products (control). All the dimensions of psychological needs contribute positively to 

happiness; Identity (β=.415; p<000) provides higher level of impact compared to relatedness 

(β=.124; p<000) and competence (β=.126; p<000). Financial constraint has a positive impact 

on happiness derived from purchase (β=.244; p<000), but only with material products; it 

presents an almost neutral effect with experiential products (β= -.287; p<.000) and a negative 

impact when the purchase is a life experience (β= -.464; p<000). It was not observed a 

significant direct impact of materialism, satisfaction with life, and measures of age as future 

time perspective (control variable). 

With the objective of identify the effect of the cited variables on psychological 

needs satisfaction, and by consequence a possible indirect effect on happiness, linear regression 

was conducted considering the impact of the cited variables on psychological need satisfaction.  

The resultant regression is the following:  

 

Psychological needs (F (6,625) = 14,975, p<001) with 𝑅2 of .126 

 

Psychological Needs = .498 + .351 experiential + .472 life experience + .110 swls + 

.225 financial constraint + .386 materialism + .392 future time perspective 

 

The resultant regressions associated to the standardized beta (β) explicit that: type 

of purchase, SWLS, financial constraint, materialism and Future time perspective present a 

significant impact on psychological needs. Considering the standardized beta: financial 

constraint (β=.191; p<001) and materialism (β=.189; p<001) present the higher coefficients, 

followed by future time perspective (β=.168; p<001). Life experience (β=.117; p<001) impacts 

psychological need satisfaction more than experiential (β=.088; p<001) and material purchase 

type (control variable). Satisfaction with life has a positive impact but with low level and low 

significance (β=.074; p<.01). The result indicates that higher level of psychological needs 

satisfaction derived from a positive valence purchase is obtained with higher level of 

materialism, financial constraint and future time perspective; and life experience provides 

higher level of psychological need satisfaction than experiential purchase, and experiential 

provides higher level of psychological need satisfaction than material purchase. 
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As a summary, results from regressions indicate that life experience provides higher 

level of happiness and psychological need satisfaction than experiential purchase, that also 

provides higher level of happiness and psychological need satisfaction than material purchase. 

Psychological needs impacts positively happiness; Materialism and Future time perspective do 

not have a direct impact on happiness, however have a significant impact on psychological need 

satisfaction that indirectly impacts happiness. Satisfaction with life has a small and non-

significant impact. 

 

 

4.3 SEM analysis:  Joint effect on Happiness and Psychological needs 

 

 

4.3.1 SEM analysis - Measures validation 

 

 

For the SEM analysis six constructs were considered Happiness and Psychological 

needs, the original relations analyzed by Guevarra & Howell (2015); and Materialism, Financial 

Constraint, Future Time Perspective, and Satisfaction with life, the variables that this study 

wants to analyze the joint impact on happiness derived from positive valence purchase.  

All the constructs were validated and present good fit indices, as outlined in Table 

2. Reference values were defined based on the literature (Fornell, Claes; Larcker, 1981; 

Marôco, 2010).  
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Table 2 - Construct validity

Referecence values Happiness Financial Constraint SWLS

Convergent validity

AVE >,5 ok; >,7 Good 

(Fornel l  Lacker) 0,78 0,61 0,60

Reliability CR>,7 0,83 0,57 0,74

Discriminant validity

AVE >.5 (Fornel l  Lacker, 

1981)
0,78 0,61

CMIN/DF 2<x<5 * * 3,08

RMSEA

<0,06 (Hu and Bentley, 

1999)
* * 0,06

<,07 (Steiger, 2007) * * 0,06

GFI >,9 0,95 good * * 0,99

AGFI >,9 good fi t * * 0,97

NFI 

>,9 (Bentley Barret, 

1980)
* * 0,99

>,95 (Hu, Bentley, 1999) * * 0,99

CFI

Closer to 1 good fi t. > 

,9 ,95 good fi t * * 0,99

Referecence values Materialism Psychological Needs Future time Perspective

Convergent validity

AVE >,5 ok; >,7 Good 

(Fornel l  Lacker) 0,62 0,71 0,63

Reliability CR>,7 0,93 0,91 0,95

Discriminant validity

AVE >.5 (Fornel l  Lacker, 

1981) 0,62 0,71

MSV > AVE 0,87 ok

ASV >AVE 0,70

CMIN/DF 2<x<5 11,43 4,34 4,75

RMSEA

<0,06 (Hu and Bentley, 

1999) 0,13 0,07 0,08

<,07 (Steiger, 2007) 0,13 0,07 0,08

GFI >,9 0,95 good 0,92 0,94 0,95

AGFI >,9 good fi t 0,84 0,91 0,92

NFI 

>,9 (Bentley Barret, 

1980) 0,90 0,96 0,96

>,95 (Hu, Bentley, 1999) 0,90 0,96 0,96

CFI

Closer to 1 good fi t. > 

,9 ,95 good fi t 0,91 0,97 0,97

* Variable with only three dimensions - zero degree of freedom

source: author

Absolute fit

Incremental fit

Absolute fit

Incremental fit
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4.3.2 SEM analysis - Final Model Development  

 

 

The SEM analysis was first realized with the full model that presents the jointly 

interaction between Psychological needs, Financial constraint, Materialism, Future Time 

perspective and SWLS on Happiness and Psychological needs. The model presents a poor fit 

(CMIN/DF= 2.925; RMSEA=.055; GFI=.055; AGFI=.839; NFI=.875; CFI=.913) that 

worsened when considering the three types of products (CMIN/DF= 1.723; RMSEA=.034; 

GFI=.781; AGFI=.750; NFI=.798; CFI=.903). SWLS do not presents significant relations and 

the variable was eliminated from the model.  

The analysis of the model without SWLS presents a slight improvement on fit 

indices for total (CMIN/DF= 2.585; RMSEA=.050; GFI=.888; AGFI=.870; NFI=.902; 

CFI=.938) and considering product type (CMIN/DF= 1.691; RMSEA=.033; GFI=.810; 

AGFI=.779; NFI=.827; CFI=.920); In order to improve fit indexes, the strength of the relations 

were observed, as also the elimination of the variables future time perspective, financial 

constraint and materialism. The observed weakness relation with happiness and better model 

fit index were achieve with the elimination of Future Time Perspective that only presents a 

significant and weak relation with happiness for experiential products (estimate= -.352; 

SE=.170; p<05; -.161 standardized weight). The resultant final model presents the interaction 

of materialism (Mat) with happiness (Happy), Materialism with psychological needs (Psy), 

Materialism with happiness and Materialism with financial constraint (Fin) – See figure 2. The 

model considering the total sample presents good fit indices (CMIN/DF=3.353; RMSEA=.061; 

GFI=.904; AGFI=.88; NFI=.915; CFI=.939).  
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The relationship between variables (the regression weight as predictor of the 

variable) is significant and has as the stronger predictor Psychological needs - Happiness 

(estimate=.478; SE=.36; p<000; .679 standardized weight); followed by Materialism -

Figure 2 - SEM final model - Total Sample (standardized estimates) 
Source: author
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Psychological needs (estimate=.485; SE=.090; p<000; .26 standardized weight); and Financial 

– Psychological needs (estimate=.182; SE=.052; p<000; .149 standardized weight). The effect 

of Financial constraint - Happiness and Materialism - Happiness did not show a significant 

relation. 

 

4.3.3 SEM analysis - Final Model analysis  

 

The model considering the three types of purchase maintain  good fit index 

(CMIN/DF=1.979; RMSEA=.039; GFI=.848; AGFI=.81; NFI=.861; CFI=.925) and presents 

difference in significance and relevance of relations according to purchase type, some of the 

non-significant relations become significant and relevant depending of the purchase type and 

allow a better understanding of the impact of the type of purchase on happiness and 

psychological needs satisfaction. Following, a detailed analysis between each antecedent and 

happiness or psychological need followed by a general analysis and discussion.  

 

Psychological Needs -> Happiness 

Psychological need is the stronger antecedent of happiness, the relation is positive 

and significant for the three types of purchase, material (estimate =.373; SE=.046; p<001; .586 

standardized weight), experiential (estimate = .516; SE=.075; p<001; .730 standardized 

weight); life experience (estimate = .511; SE=.064; p<001; .691 standardized weight). The 

analysis of the strength through confidence interval do not present difference of strength 

between the three types of purchase.  

 

Financial Constraint -> Happiness 

Financial constraint as antecedent is significant only for the material purchase 

context (estimate = .193; SE=.052; p<001; .224 standardized weight), for experiential and life 

experience purchase present a non-significant relation. The strength of the impact on happiness 

is almost one third from the psychological need impact. The meaning of this result would infer 

that in a financial constraint context only a material purchase would contribute to happiness, 

the other types of purchase would not impact the happiness level derived from purchase. 

 

Materialism ->Happiness 

Materialism as antecedent of happiness is the weakest relation in the model, it is 

non-significant for life experience and is significant with 90% confidence for material purchase 
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(estimate = .145; SE=.079; p<.100; .105 standardized weight) and experiential purchase 

(estimate = -.152; SE=.084; p<.100; -.128 standardized weight). With 90% of confidence, 

according to confidence interval, the impact of each type of purchase on the relation materialism 

- happiness is different; Materialism impacts positively happiness with material purchase and 

negatively with experiential purchase with similar strength.   

 

Materialism ->Psychological need satisfaction 

Materialism is a positive and significant antecedent of psychological needs for all 

the three types of purchase; material (estimate = .480; SE=.161; p<005; .222 standardize 

estimate), experiential (estimate = .499; SE= .151; p<001; .296 standardized estimate), and life 

experience (estimate = .411; SE=.152; p<01; .223 standardized estimate). Materialism is the 

second strong antecedent/ relation of the model considering the total sample is maintained for 

experiential purchase, for material and life experience the impact of financial constraint on 

psychological need satisfaction assume a smaller strong effect. When analyzed with confidence 

interval, the strength of the impact of materialism on psychological needs is not different 

between the three types of purchase, what made possible the inference that psychological need 

satisfaction is achieved by materialists with a purchase, the type is not relevant. 

 

Financial Constraint -> Psychological needs satisfaction 

The impact of financial constraint of psychological need satisfaction is non-

significant for experiential purchase but is the second strong relation/ antecedent of the model 

for material (estimate = .352; SE = 101; p<001; .260 standardized estimate) and life experience 

purchase (estimate = .319; SE = .093; p<001; .259 standardized estimate). The comparison 

between those impact by confidence interval do differentiate the two types of purchase impact. 

That result means that as high is financial constraint situation, a positive valence purchase 

impact positively on psychological needs satisfaction with a material and life experience 

purchase.   

 

SEM Analysis summary 

 

As it can be observed from the presented results (see Table 3 for standardized 

weights), all the significant coefficients are positive, except for materialism on happiness 

derived from experiential purchase. Psychological needs, as in the total sample, presents the 

higher level of prediction for happiness in all the purchase type contexts: material, experiential, 
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and life experience. The comparison between the estimates, through confidence intervals, 

allows the affirmation that there is no difference in strength level between product types.  The 

direct effect on happiness of financial constraint, which was not significant when considering 

the total sample, is significant only for material products, which means that in the context of 

financial constraint only a material purchase can impact, and impact positively happiness 

derived from a positive valence purchase. The direct effect of materialism on happiness, which 

was also non-significant for the total sample, is significant with 90% confidence for material 

(estimate=.145; SE=.079) and experiential purchases (estimate= -.152; SE=.070), and present 

a significant difference of impact between the two types of purchase; materialism impacts 

positively happiness derived from a positive valence material purchase and negatively with a 

positive valence experiential purchase. The effect of materialism on psychological needs is 

positive and significant for all purchase types and did not present difference in strength level 

between the three purchase types. The effect of financial constraint on psychological needs is 

positive and significant for material and life experience, but not significant for experiential 

products, by confidence interval it was not possible to detect a difference of strength level 

between material and life experience product.  

 

 

 

 

4.4 Hypotheses confirmation 

 

 

The results allow the confirmation (or not) of the hypotheses as follows (see table 

4 for summary):  

Table 3 - Standardized Regression Weights from SEM total and split by purchase type 

Material Experiential
Life 

Experience
TOTAL

Happyness <--- Psychoneed .586 .730 .691 .679

Happyness <--- Finconstraint .224 ** ** **

Happyness <--- Materialism .105* -.128* ** **

Psychoneed <--- Finconstraint .260 ** .259 .149

Psychoneed <--- Materialism .222 .296 .223 .260

* 90% significant **non significant

source: author

Standardized Weight
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HM1 is partially confirmed, the impact of materialism on happiness derived from a 

positive valence purchase is positive for material purchase. When the total sample is analyzed 

the relation is non-significant, the relation materialism – happiness is significant only for 

material and experiential product (90% of confidence), and for experiential purchase the impact 

is negative.  

HM2 is not confirmed. The relation Materialism - Happiness is positive only for 

material purchase, with 90% of confidence it can be affirmed that the impact of materialism on 

happiness derived from a positive valence purchase of a material product is different from the 

impact of experiential purchases; material purchase provides a positive impact on happiness 

while experiential purchase presents a negative impact with similar strength. 

HM3 is confirmed. The impact of materialism on the fulfillment of psychological 

need derived from a positive valence purchase is significant and positive for the total sample 

and for the three types of purchase 

HM4 is not confirmed. The impact of materialism on the fulfillment of 

psychological need derived from a positive valence purchase do not present difference in level 

between purchase type when the confidence interval is considered. 

Table 4 - Hypotheses confirmation 

Hypotheses Confirmation

Materialism ->Happiness

HM1: “The impact of materialism on happiness derived from a positive valence purchase is

positive.” PARTIAL

HM2: “Material, experiential, and life experience purchases provide similar levels of positive

impact of materialism on happiness derived from a positive valence purchase.” NO

Materialism -> Psychological needs

HM3: “The impact of materialism on the fulfillment of psychological needs derived from a

positive valence purchase is positive.” YES

HM4: “The impact of materialism on the fulfillment of psychological needs satisfaction derived

from a positive valence purchase will be positive and will present the strongest rates for material

and experiential product.” NO

Financial constraint -> Happiness

HF1: “Financial constraint will have a positive impact on happiness derived from a positive

valence purchase.” PARTIAL

HF2: “Financial constraint will provide a higher level of positive impact on happiness derived

from a positive valence purchase with material and experiential products.” PARTIAL

Financial constraint -> Psychological need satisfaction

HF3: “Financial constraint will have a positive impact on the fulfillment of psychological need

satisfaction derived from a positive valence purchase” PARTIAL

HF4: “Financial constraint will have a stronger positive impact on the fulfillment of

psychological need derived from a positive valence purchase of material and experiential

product.” PARTIAL

Source: author
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 HF1 is partially confirmed, the impact of financial constraint on happiness derived 

from a positive valence purchase is positive when the relation is significant, what only happens 

for material purchase. When the total sample is analyzed the relation is non-significant. 

HF2 is partially confirmed. Financial constraint provides higher level of happiness 

derived from a positive valence purchase of material product, however the expected similar 

level of happiness derived from experiential purchase is not found.  

HF3 is partially confirmed. Financial constraint has a positive impact on the 

fulfillment of psychological needs derived from positive valence purchases when considered 

the whole sample, and individually for material and life experience; however, the relation 

between financial constraint and psychological need fulfillment is not significant for 

experiential products.  

HF4 is partially confirmed. Financial constraint presents a stronger positive impact 

on the fulfillment of psychological need derived from a positive valence purchase in the context 

of material product, however, it is not found the same pattern of result with experiential 

purchase; higher level was not associate to the materiality, consumer differentiated the impact 

on financial constraint on each purchase type.   
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5 GENERAL DISCUSSION 

 

 

Simultaneous analysis of the effect of antecedents of happiness derived from 

purchase (materialism, psychological needs, financial constraint) and control variables (future 

time perspective and Satisfaction with life) has been conducted for the first time and allows a 

better/ real understanding of consumer satisfaction and happiness derived from three types of 

purchases (material, experiential and life experience). This work can be considered an extension 

of the work from Guevarra Howell (2015) in the sense that to the original model it was added 

new constructs (financial constraint, materialism, future time perspective and SWLS) and the 

analysis consider as in them study the three types of purchase.  

The results show that the type of purchase matters and life experience tend to 

provide higher level of happiness than experiential and material purchase. Psychological needs 

fulfillment is the strongest antecedent of happiness derived from purchase for all types of 

purchase, and none of the analyzed variables has comparable strength, psychological needs has 

at least twice the relative impact of the other studied constructs. Materialism has a small direct 

impact on hedonic happiness with positive valence purchases, positive for material purchase 

and negative for experiential; however, materialism has a positive and significant impact on 

psychological needs satisfaction in equal strength for all type of purchases. In short, purchases 

bring happiness to materialists through satisfaction of psychological needs independent of the 

purchase type, an indirect effect on. Financial constraint does not only change the preference 

for material goods (Zhang et al, 2014), but as higher is the level of financial constrain, as happy 

people get with material purchase; the purchase of experiential and life experience lead to a  

neutral to even negative effect of financial constraint on happiness level derived from a positive 

valence purchase. The context of feeling in financial constraint situation change the way people 

perceive a positive valence purchase, even a positive purchase can have a negative impact on 

happiness. It does not mean that a person in financial constraint will only become happy with a 

material purchase, it can become happy with another type of product if the effect of other 

factors, as the fulfillment of psychological needs, “neutralize” a possible negative effect (see 

regression for better understanding). 

The theoretical contribution of the findings of this study includes the corroboration 

for a better understanding of happiness derived from purchase through the understanding of 

simultaneous effects and comparison between absolute and relative impact of each variable/ 

construct. The understanding of simultaneous effect offers an alternative view to experiments 
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that normally explore one construct at a time and is the mainstream of the consumer behavior 

research field. The chance to compare size effect allows the recognition of the relevance of 

psychological needs in comparison to the other constructs; and at the same time highlight the 

impact that a financial constraint situation has on the happiness level derived from material 

purchase; it is also remembered that the material centrality of materialists do not mean a bigger 

and direct happiness (satisfaction) derived from material purchase compared to others type of 

purchase, materialists can have a positive impact from all types of purchase. 

The most important managerial contributions are the understanding of the strength  

of psychological need satisfaction on happiness and the relevance of each of the dimensions 

(identity, relatedness and competence), and how that information can be used  in the design and 

communication of new products and services; for example, if a brand decides to increase 

psychological need satisfaction through identity expression it can be made by customization or 

exclusive limited editions, relatedness satisfaction can be achieved through the creation and 

maintenance of fan groups or tribes (example: “Melisseiras”, Nike run time); competence 

satisfaction can be reinforced through the “be the hero’ claims that several brands are using in 

the moment. Psychological needs satisfaction can also impact internal reward policies, 

marketing campaigns, and also can direct all kind of governmental plan that focus on wellbeing 

of the population.  

Materialism, has been shown to not have a strong direct impact on the happiness 

level derived from purchase; this changes the way this public (the materialistic) can/ should be 

perceived, but most importantly what can and should be communicated to them. Maybe there 

is a portion of that population who can be most efficiently accessed without the centrality of 

explicit material purchases, and happiness can be achieved from other profile of expenditure 

other than material purchase, an example is that according to the results materialist can become 

happy with the positive purchase of a concert or a bike in a similar manner.  

The realization that mainly a material “thing” can have a positive impact on a 

situation perceived as financially constrained impacts how to design and communicate products 

and services, and this is valid for individual and collective/ public situations. Related to 

individuals, when dealing with a financially restricted client it is important to observe that 

preference and derived happiness will most easily come with the purchase of a material product, 

so it will be easier and more efficient to persuade them through material things rather than 

experience, which could be the opposite. This also has impacts when dealing with groups or 

populations. For instance, governments will unlikely increase the level of happiness or 

satisfaction in a population feeling financially constrained by offering entertainment for 
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example, and in this same scenario, an anti-consumption campaign focusing on sustainability 

would be more efficient if attempting to offer a more sustainable option of material purchasing 

than a complete switch to experiences a non-consumption policy. 

Future research should explore the role of each different dimensions of 

psychological need satisfaction on happiness derived from the different types of purchase; how 

the explored variables react in the context of extraordinary purchase; It would be also interesting 

to study why financially constrained people are usually not happy with other types of purchase, 

what explain those results and the impact that feeling financially constrained has on 

consumption and happiness in different categories, particularly extraordinary x ordinary 

purchases. The centrality of material and the happiness derived from the purchase of material 

products can also be better explored. This study considered three types of purchase type, it 

would be interesting to check the results considering the dichotomy that is more common in the 

marketing literature, it is important to better explore type of product specificity, in an 

increasingly digital world, the definition of product type is evolving fast, and its understanding 

is mandatory; the relevance and centrality of owning are also changing, for instance in 

movements for sharing and renting for example 

This study has the limitation that it has been conducted only with positive valence 

purchases, on categories defined by consumers, and in a moment that can be still perceived, by 

the general population, as a moment of crisis; the research was made in a moment of reversion 

of the perceived financial crisis in Brazil, where the Consumer Confidence Index (ICC) of the 

Getulio Vargas Foundation was 86.9 points in November 2017, its highest level since October 

2014.  
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7. APPENDIX 

 

 

7.1 Original questionnaire in Portuguese – experiential purchase version 
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Compras e satisfação com a vida
Em nossa sociedade compramos; algumas destas compras nos deixam felizes.   
Por favor responda às perguntas abaixo que fazem parte de uma pesquisa de mestrado da FGV que 
relaciona consumo e felicidade. O tempo de resposta é de 4 a 8 minutos no máximo.   
Você não precisa se identificar e todos os dados obtidos por esta pesquisa serão analisados de 
forma consolidada, assegurando confidencialidade de todos os respondentes.  
Qualquer dúvida ou observação favor entrar em contato com a pesquisadora responsável Cecilia 
Araujo (email: Cecilia.Araujo2017@gvmail.br). 
Obrigada por sua participação.

* Required

1. Estou ciente que não preciso me identificar, que posso parar de responder esta pesquisa
a qualquer momento e que todos os dados obtidos serão confidenciais. *
Mark only one oval.

 ACEITO participar da pesquisa Compras e Satisfação com a vida

 NÃO ACEITO participar da pesquisa Compras e Satisfação com a vida

2. Um “Bem experiencial” é um produto que
você compra com objetivo de te possibilitar
ter uma experiência (exemplo: bicicleta para
passear, guitarra para tocar, livro para ler).
Escreva o nome do último bem experiencial
pelo qual você gastou pelo menos R$350,00
(mas não mais de R$5.000) que te deixou
feliz. *

Sobre a compra mencionada no item anterior, por favor
responda às questões abaixo. 1 é a menor intensidade e
concordância com a pergunta ou afirmação (nada, de modo
algum), 7 é a maior intensidade e concordância com a
pergunta ou afirmação (muito, totalmente).

3. Quanto esta compra contribui para sua felicidade hoje? *
Mark only one oval.

1 2 3 4 5 6 7

Nada Muito

4. Quanto esta compra contribui para sua felicidade de vida como um todo? *
Mark only one oval.

1 2 3 4 5 6 7

Nada Muito

mailto:Cecilia.Araujo2017@gvmail.br
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5. Quanto esta compra aumenta sua satisfação com a vida como um todo? *
Mark only one oval.

1 2 3 4 5 6 7

Nada Muito

6. Quanto você considera que o dinheiro gasto com esta compra teria sido melhor utilizado
em algo diferente? *
Mark only one oval.

1 2 3 4 5 6 7

Nada Muito

7. Quanto você considera que esta compra foi um bom uso para seu dinheiro? *
Mark only one oval.

1 2 3 4 5 6 7

Nada Muito

8. Quanto você se arrependende desta compra? *
Mark only one oval.

1 2 3 4 5 6 7

Nada Muito

9. Esta compra ajuda a me relacionar com outras pessoas *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

10. Esta compra reflete minha identidade, meu jeito de ser *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

11. Esta compra permite que eu use um dos meus talentos ou habilidades. *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Muito
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12. Minha compra é muito parecida com a compra de outras pessoas *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

13. Esta compra faz eu me sentir mais vivo (a) *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

14. Esta compra permitiu que eu melhorasse minha relação com os outros *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

15. Esta compra aumenta as minhas habilidades *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Muito

16. Esta compra é muito diferente da compra dos outros.Ninguém tem uma compra igual à
minha. *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

17. Esta compra permite que eu me relacione com os outros de maneira significativa *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

18. Esta compra permitiu que eu dominasse minhas habilidades e talentos *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Muito
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19. Esta compra faz eu ser mais eu mesmo (a) *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

20. Eu ficaria menos feliz se alguem comprasse a mesma coisa que eu *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Totalmente

Agora fale um pouquinho sobre sua vida de uma forma geral

21. A minha vida está próxima do meu ideal.
Mark only one oval.

1 2 3 4 5 6 7

Discordo
plenamente

Concordo
plenamente

22. Minhas condições de vida são excelentes.
Mark only one oval.

1 2 3 4 5 6 7

Discordo
plenamente

Concordo
plenamente

23. Eu estou satisfeito com a minha vida.
Mark only one oval.

1 2 3 4 5 6 7

Discordo
plenamente

Concordo
plenamente

24. Até agora eu tenho conseguido as coisas importantes que eu quero na vida.
Mark only one oval.

1 2 3 4 5 6 7

Discordo
plenamente

Concordo
plenamente

25. Se eu pudesse viver a minha vida de novo eu não mudaria quase nada.
Mark only one oval.

1 2 3 4 5 6 7

Discordo
plenamente

Concordo
plenamente
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26. Em que medida você pensou sobre sua situação financeira ao fazer esta compra? *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Muito

27. Em que medida você pensou sobre sua "restrição financeira" ao fazer esta compra? *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Muito

28. Em que medida você se sentiu em uma situação financeira restrita ao realizar esta
compra? *
Mark only one oval.

1 2 3 4 5 6 7

De modo algum Muito

Agora, seguem algumas perguntas sobre o seu jeito de ser, onde 1 é para afirmações que você 
discorda fortemente e 5 para afirmações que você concorda plenamente.

29. Eu admiro pessoas que possuem casas, carros e roupas caras *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente

30. Eu gosto de gastar dinheiro com coisas caras *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente

31. Minha vida seria melhor se eu tivesse muitas coisas que não tenho *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente

32. Comprar coisas me dá muito prazer *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente
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33. Eu ficaria muito mais feliz se pudesse comprar mais coisas *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente

34. Eu gosto de possuir coisas que impressionam as pessoas *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente

35. Eu gosto de muito luxo em minha vida *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente

36. Me incomoda quando nao posso comprar tudo o que quero *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente

37. Gastar muito dinheiro está entre as coisas mais importantes da vida *
Mark only one oval.

1 2 3 4 5

Discordo fortemente Concordo plenamente

Algumas informações pessoais

Todos nós temos uma idade cronológica, contudo esta idade
não necessariamente reflete a idade com a qual nos sentimos,
identificamos, aparentamos ou nos comportamos. Por favor
especifique :

38. Eu geralmente me sinto como se tivesse
_____ anos de idade *

39. Eu geralmente aparento como se tivesse
_____ anos de idade *



13/02/2018 Compras e satisfação com a vida

https://docs.google.com/forms/d/1lodSO0eaNPDyUGBzBug7kcyrsFh_AZp5arugqyRcSvo/edit 7/9

40. Meus interesses são basicamente de uma
pessoa de ____anos de idade *

41. Eu faço a maioria das coisas como se
tivesse _____anos de idade *

42. Que idade você tem? *

43. Você está satisfeito (a) com a sua idade? *
Mark only one oval.

1 2 3 4 5

Nada Muito

Considere as afirmações a seguir, marque o quanto elas são verdadeiras para você. 

44. Muitas oportunidades me esperam no futuro *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

45. Espero ainda estabeler muitos novos objetivos no futuro *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

46. "Meu futuro está cheio de possibilidades" *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

47. "A maior parte da minha vida está à minha frente" *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira
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48. "O futuro me parece infinito" *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

49. "Eu posso fazer qualquer coisa que queira no meu futuro" *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

50. "Tenho ainda muito tempo na minha vida para fazer novos planos" *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

51. "Tenho a sensação de que o (meu) tempo está acabando" *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

52. "Há apenas possibilidades limitadas no meu futuro" *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

53. "À medida que envelheço, eu começo a perceber o tempo como limitado" *
Mark only one oval.

1 2 3 4 5

Muito falsa Muito verdadeira

54. Qual o seu status de relacionamento afetivo? *
Mark only one oval.

 Solteiro (a)

 Namorando

 Casado (a) ou em relação afetiva longa/ morando junto

 Viúvo (a)

 Outro
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55. Qual os eu gênero? *
Mark only one oval.

 Masculino

 Feminino

 Outro

56. Qual seu momento de trabalho *
Mark only one oval.

 Trabalhando

 Trabalhando informalmente em bicos

 Desempregado

 Aposentado

 Outro

57. Deixe seu email se quiser participar do
sorteio de um vale compras Saraiva no valor
de R$25,00.

https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms

