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Luxury Consumption in the Context of the COVID-19 Pandemic

Abstract

In this study, by employing the Theory of Reasoned Action (TRA), we examine the main factors affecting consumers’ attitudes toward and purchase intentions for luxury goods in the context of the COVID-19 pandemic. A total of 320 respondents completed an online survey using a Qualtrics panel. Data were analyzed through the two-stage approach of Structural Equation Modeling (SEM) using SPSS and AMOS. The results indicated that materialism is the primary driver of consumers’ attitudes toward luxury goods and their purchase intentions during the pandemic. Furthermore, the intolerance of uncertainty is a vital factor moderating this relationship.  In contrast, social consumption motivation was not a significant antecedent of consumers’ attitudes toward luxury products. The study concludes with limitations and future research recommendations following the presentation of the theoretical, practical, and methodological implications.
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Emergence of the novel COVID-19 (Coronavirus) in December 2019 in Wuhan- one of the largest cities in China- and its rapid globalization caused the World Health Organization (WHO) to declare a pandemic. Unfortunately, due to the extraordinarily contagious nature of this virus, the numbers of confirmed cases and deaths are significantly higher than other similar outbreaks in the past such as SARS outbreak with 774 confirmed deaths (Woodward 2020). Research shows the global fatality rate of COVID19 stands at 4.69%, and as of now, the US is the biggest victim of this virus, followed by Brazil, India, and Russia. 
As the number of confirmed infected and death cases of COVID-19 rise around the globe, unfortunately, there are many uncertain aspects of this catastrophe. The fear of an uncertain future has shocked the economies of both developing and developed countries. This economic shock is more evident in countries with mature economies, such as the US and European countries. In the US, a possible recession and economic depression have created panic within society. The market volatility has significantly affected both large and small businesses, despite the public and private sectors both planning to respond to the pandemic. Currently, marketers and market researchers are desperately attempting to develop models to forecast the markets and consumer behavior for this uncertain future. 
For marketing professionals, it is essential to continuously track consumer behavior changes and to closely monitor these changes during this once in a century catastrophe. Because “luxury is a complex phenomenon that can vary depending on the person, product, situation, and over time” (Knag 2012, p. 12), it is important to take a closer look at the consumer behavior change toward the luxury goods in the current pandemic situation.
Previous studies have contributed to the understanding of the effects of pandemics on investments, consumers’ purchasing behavior of essential goods, and their expenditures in general (Jones 2020; Gubler 2010; Jung et al. 2016). However, to the best of our knowledge, no research has examined how consumers’ luxury purchase behavior will change during a pandemic. Research on this topic provides guidance not only for policymakers to counteract panic buying but also for practitioners in the luxury industry.
Various models and theories were examined to obtain the best model that could most effectively explain the consumers’ purchasing patterns during a pandemic. After reviewing the literature, the most valid model that was identified was the Theory of Reasoned Action (TRA) (Fishbein and Ajzen 1975). TRA identifies two underlying factors of attitude and subjective norms that affect an individual’s intended behavior. This model has been widely used as a basis to predict consumers’ buying intentions during uncertain times (Hutjens 2014; Paton 2003; Daellenbach, Parkinson, and Krisjanous 2018; Deng and Wang 2017). By basing this model, some scholars incorporated other relevant variables to better explain consumers’ intentions (Choi and Johnson 2019; Hsu and Huang 2012; Chen and Tung 2014).
In this paper, the purpose is twofold: (1) by grounding TRA, we examine the determinants of consumers’ attitude toward luxury (e.g., materialism and social consumption motivation) as well as purchase intention during the COVID-19 pandemic and (2): to study the moderation roles of intolerance of uncertainty as well as parenthood on the relationship between consumers’ attitude toward luxury and purchase intention.
Literature Review and Hypotheses Development
During this pandemic, the media and social media have increased consumers’ concerns of securing their stock on necessities. Consequently, the luxury brand owners have faced a massive challenge to serve their target markets. This challenge began with the emergence of COVID-19 in China -the country accounting for 90% of global luxury market growth in 2019. This phenomenon was similar to the significant drop of luxury goods sales that occurred due to the 2003 SARS epidemic. Due to the virus affecting Italy where many brands are headquartered, the luxury manufacturers realized the severity of the situation. Although the severity of the situation in China is subsiding, the pandemic has been drastically affecting the US – the biggest market for luxury goods – and creating substantial concerns. 
“Consumption is divided into four categories: necessary (to maintain life), basic (for normal growth and prosperity of people and communities), affluence (goods that are not essential for growth and prosperity), and luxury (goods that are in limited supply, difficult to procure and/or very expensive)” (Berthon et al. 2009, p. 46). During times of turmoil, people are more focused on providing household necessities (at one end), while luxury products/services (at the other end of the continuum) will be the most impacted by an epidemic. From the early stages of the COVID-19 pandemic, the luxury industry has been cautious about the severe implications and is expecting billions of dollars losses this 2020 year. However, with the rates of infections still rising, it is difficult to understand the full impact on the general economy, and the luxury industry in particular.
Materialism
Materialism is defined as “the importance a consumer attaches to worldly possessions. At the highest levels of materialism, such possessions assume a central place in a person’s life and are believed to provide the greatest sources of satisfaction and dissatisfaction in life” (Belk 1985, p. 291). On the other hand, Richins and Dawson (1992, p. 304) identify materialistic people as those who have "acquisition at the center of their lives, view these (acquisitions) as essential to their satisfaction and well-being in their life, and tend to judge their own and others' success by the number and quality of possessions accumulated".
In the marketing context, consumers purchase and use material goods to identify themselves and communicate their values with others. “The primary goal of materialists is to impress others rather than themselves” (Kaufmann et al. 2016, p. 5738). This motivation leads to the purchase and use of unique products that represent status and power (Heine 2010) and satisfy consumers' need for uniqueness. Additionally, “materialists want the 'best 'the most expensive' and other status possessions" (M. Richins and Fournier 1991, p. 408).
Materialistic individuals make up the largest consumer segment for luxury products and brands (Wiedmann, Hennigs, and Siebels 2009). Previous findings indicate that high vs. low materialists do not significantly differ in terms of their saving behavior. However, there is a significant difference in their attitude toward borrowing money to purchase goods. Although a meaningful relationship between people’s age and their personality trait of materialism has been detected in previous studies, there are no claimed associations between materialism and people’s gender nor education. 
It is believed that in contemporary society, materialism is a significant consumer motivation influencing their consumption (Belk 1985). According to the literature, materialism leads to various consumption patterns related to the type and the quantity of goods purchased (M.L. Richins and Dawson 1992). The findings of a study by Hongwei Yang (2006) indicated that materialistic respondents are more likely to recall luxury brands and intent to purchase fancy cars, jewelry, and perfumes. Simply put, different levels of materialism can affect what people think about the luxury product and whether they are willing to purchase it. Hence, we derive the following hypothesis:
H1: Materialism has a positive effect on consumers’ attitudes toward luxury goods.
Social Consumption Motivation
For consumers with high social consumption motivation, the social meanings of a product or brand matter while purchasing it (Moschis 1981). In this context, socialization theory has been widely used to study different social consumption behaviors. Fitzmaurice and Comegy (2006, p. 290) explain that “social consumption motivation is not the same as status consumption or self-monitoring. Social consumption motivation goes beyond assessing impression management and includes an element of social influence and conformity”.
Existing research indicates the attitudes and subsequent behaviors are traceable to the personal value system (Schwartz 1992; Rohan 2000; Feather 1995). Even though the desire for high social status and communicating that through status consumption is one of the values and motivations for materialist consumers, there are other major motivations that drive their possession acquisition. In other words, “materialists are motivated to purchase not just for the status of a brand but also for other social meanings conveyed to others by possessing or using specific products or brands” (Fitzmaurice and Comegys 2006, p. 290).
In a study conducted by Prendergast and Wong (2003), the relationship between social consumption motivations and the amount of money mothers spent on buying luxury brands for their babies was investigated. In another study, the relationship between consumer’s attitudes toward luxury consumption and the symbolic meaning of their social identity was significant (Eastman and Eastman 2011). Another recent research indicates that by purchasing luxury goods, some consumers from lower social classes try to obtain the surrounding people’s approval and improve their social position to become a part of the high-class society (Vel et al. 2011).
H2: Social consumption motivation has a positive effect on consumers’ attitudes toward luxury goods.
Attitude toward Luxury and Purchase Intentions 
The nature of “luxury” makes the consumers purchase and use it consistently, whether it is beyond their budget or not. It, indeed, provides a sense of power or control over other peers (Silverstein, Fiske, and Butman 2008). Sometimes consumers purchase luxury goods when searching for originality, perfection, and people admiration (Dubois and Duquesne 1993; Vickers and Renand 2003).
According to previous studies, attitudes and subsequent behaviors are traceable to the personal value system (Feather 1995; Rohan 2000; Schwartz 1992). Therefore, the structure of values and its interplay explain its reciprocal relationships with attitudes and behaviors (Shahriari et al. 2019).
Among all factors, attitudes are the most prominent factors which directly affect intentions (Ajzen and Fishbein 1977; Stegemann, Denize, and Miller 2007). Attitude toward luxury indicates the extent to which consumers are willing to respond to the luxury goods in a particular way (Tsai 2005) and whether the products meet their personal standards, subsequently influencing intention to purchase or not (Hart et al. 2017). 
The existing cognitive-affective models suggest that, in addition to the affection, cognition constitutes the attitude formation (Li, Monroe, and Chan 1994). Notably, affection and feelings have a stronger association with purchase intention toward luxury products than cognition. In other words, a positive attitude generated by the positive emotions (affection) associated with using a luxury product drives the intention to purchase that product in the future. Regardless of the affective or cognitive components of attitude, we propose that in the current situation, the consumers’ attitude toward luxury goods still has a positive impact on consumer’s purchase intention. Hence:
H3: Attitude toward luxury goods has a positive effect on consumers' purchase intentions.
The Intolerance of Uncertainty and Parenthood Moderation Roles
Intolerance of uncertainty (IU) is defined as “a dispositional characteristic that results from a set of negative beliefs about uncertainty and its implications and involves the tendency to react negatively on an emotional, cognitive, and behavioral level to uncertain situations and events” (Buhr and Dugas 2009, p. 216). The findings of a related study indicate that this characteristic is associated with a generalized anxiety disorder (GAD) or an extreme and uncontrollable concern regarding future events (Dugas, Freeston, and Ladouceur 1997). Notably, the intolerance of uncertainty is characterized by negative effects (Boelen and Reijntjes 2009).
Humans, by nature, demand predictability and any uncertainty can make them unsecured and uncomfortable. It has been evident that during a pandemic, it is hard for people to trust the disease-related information they receive from government health agencies. COVID-19 pandemic’s spread worldwide has stimulated not only the confusion about the virus’s potential threat, but also the severe threat of economic, social, and political instability. Thus, this situation has created great uncertainty within the worldwide societies. 
The intolerance of uncertainty is a key component of worries and anxiety. Hypothetically, anxiety resulting from the intolerance of uncertainty during a pandemic leads the consumers to focus more on saving money and purchasing survival products rather than luxury goods. The intolerance of uncertainty varies from person to person and situation by situation. Indeed, consumers with a positive attitude toward luxury goods and with a low uncertainty intolerance would most likely consider purchasing the luxury goods than the consumers with high uncertainty intolerance. Therefore, we hypothesize that:
H4: Intolerance of uncertainty significantly moderates the relationship between attitude toward luxury and consumers’ luxury purchase intention.
​​​	Fear and uncertainty resulted from the spread of COVID-19 have made it difficult for parents to keep the family environment calm with a sense of safety. Ever since the pandemic parents’ decisions to save versus spend money on essentials and non-essentials have received particular attention, even though there are parents who still see purchasing premium brands for the family members as an investment. In this study, we propose that parenthood is a powerful force because of its strength to change the path from consumers' attitude toward luxury goods to their purchase intention. Hence, we hypothesize that:
H5: Parenthood significantly moderates the relationship between attitude toward luxury and consumers’ luxury purchase intention. 
The current study proposes a conceptual model demonstrating the areas of materialism and social consumption motivation that are the drivers of consumers’ attitudes toward luxury goods. Figure 1 presents the proposed model, along with the hypotheses. 
---Insert Figure 1 Here---
Method
Measures, Sample, and Data Collection
We applied validated measures with some minor changes in wording to fit with the COVID-19 pandemic context. To measure materialism, a nine-item scale was adopted from previous studies (M.L. Richins 2004; Ponchio and Aranha 2008). An example of an item that was used is “I admire people who own expensive homes, cars, and clothes”. A four-item scale was used to measure the importance a consumer places in a product-selection decision on what others think, which is called the social consumption motivation (Moschis and Churchill Jr 1978; Grossbart, Carlson, and Walsh 1991). An example of an item used is “It is important what friends think of different brands or products.” A twelve-item attitudinal scale on the concept of luxury was used to measure consumers’ attitudes toward luxury goods (Dubois and Laurent 1994), an example item used is “luxury is pleasant”. This is the best-known measure of attitude toward luxury that was previously used in studies by Tidwell and Dubois (1996), Dubois et al. (2001), and Kim et al. (2002). Finally, purchase intention was assessed using the most validated questionnaire adopted from past research (Ajzen 2002; Asif et al. 2018), an example item used is “the probability that I would consider buying luxury goods in this situation is high”. All of the constructs were measured on a five-point Likert type scale from ‘5’ (strongly agree) to ‘1’ (strongly disagree).
A self-administered questionnaire was designed to test our model. To obtain quality data, a Qualtrics online panel was used for data collection. Traditionally, marketers categorize luxury consumers through their demographic characteristics (e.g., social class). The criteria for our population were adults (18 years old and above) who are residing in the US with a household income of $130,000 and above representing the upper-middle-class population in the US. The data was collected during the first week of April 2020. 
A total of 320 respondents completed the online survey in return for financial incentives. The respondents were not selected from a specific area. However, to control for the effect of COVID-19 intensity in different areas, by showing the updated US heat map to the respondents, we asked them to stipulate the number of confirmed cases in their region. 
Analyses and Results
Table 1 represents the respondents’ socio-demographic characteristics. The results indicate that our sample was mostly between the range age of 35-44 years old. They mainly were males (58.1%) than females (41.9%). Furthermore, the participants were majorly holding master’s degree and above, which reveals that our sample tends to be skewed toward the educated population. Regarding the marital status, our sample was comprised of (85%) married or domestic partner couples. Additionally, (89.9%) of them were a parent vs. (19.1%) were non-parent participants. 
---Insert Table 1---
Data were analyzed through the two-stage analysis approach (advocated by Anderson and Gerbing 1988) using AMOS. In the two-stage approach, the measurement model was tested through the Confirmatory Factor Analysis (CFA) to consider the Goodness of Fit followed by Structural Equation Model (SEM) analysis. Generally, SEM has been used several times to test the models examining attitudes and behavioral intentions (Oreg and Katz-Gerro 2006; Barber, Taylor, and Strick 2009). In this study, CFA and SEM model fits were evaluated by χ2 / df, comparative fit index (CFI), adjusted goodness of fit (AGFI) and root mean square error of approximation (RMSEA) (Hair Jr et al. 2017).
Scale Purification and Measurement Model
Our initial measurement model was not validated since it did not show a good fit for our data. For the internal and external consistency (convergent validity) to be supported, the factor loadings should be ≥.50, AVE should be ≥.50, and Cronbach's Alpha should be ≥ .7. Convergent validity was not supported for items of all our model constructs, because a few items’ factor loadings from “Intolerance of Uncertainty”, “Attitude toward Luxury,” and “Materialism” did not significantly load onto their factors and were below .50. 
The estimation issues were probably due to the high number of parameters constructing our model. As acknowledged by Diamantopoulos and Winklhofer (2001), “the excessive number of indicators is undesirable because of both the data collection demands it imposes and the increase in the number of parameters when the construct is embedded within a broader structural model (e.g. in an AMOS context).” After checking the model modification indices and considering the way each troublesome item was affecting the related construct, we deleted those items successively, as suggested by Hair and his colleagues (1998, see Table 2).
---Insert Table 2---
After refining the scales and revising the measurement model, we performed another round of CFA. The findings indicate that intolerance of uncertainty has a relatively high mean value (), while materialism (), social consumption motivation (), attitude toward luxury goods (), and purchase intention () show medium-level of mean values. Discriminant validity shows the extent to which a given scale differs from other scales designed. As recommended by Fornell and Larcker (1981), discriminant validity was established since the AVE for each variable exceeded the square root of the correlation values between this construct and all other constructs (see Table 3).
---Insert Table 3---
Structural Equation Model and Hypotheses Testing
We ran the structural model to test the hypothesized relationships among constructs. The initial results of the analysis were marginally acceptable, although the model fit could be improved. In our case, by following the modification indices, we decided to enhance our model by freeing error variances of items that were identical. The ultimate structural model showed a good fit with the indices of: [χ2 893.2 =, χ2/ df = 3.03, AGFI = .83 CFI = .91 and RMSEA= .70]. 
Supporting our first hypothesis (H1), the coefficient estimate for the path from materialism to consumers’ attitude toward luxury goods was found to be significant (γ =.74 , p < .01** ) (see Table 4). However, the direct relationship between social consumption motivation and consumers’ attitude toward luxury goods was not significant, rejecting H2 (γ =.04, p > .05). These findings are contrary to existing research that claim that social consumption is a strong antecedent of consumer’s attitude toward luxury goods (Gil et al. 2012).
Further analyses revealed that attitude toward luxury goods has a strong positive impact on purchase intention, which confirms our H3 (γ = .88, p = < .01**). Furthermore, these results corroborate previous findings arguing that attitude and purchase intention demonstrate a parallel relationship in consumer behavior-related research (Tarkiainen and Sundqvist 2005; Ting and de Run 2015).
Notably, we did not include the moderators in our model. To check for the moderating effects (intolerance of uncertainty and parenthood), first, we ran the models by investigating the path coefficients among the standardized values of variables (Z value of attitude toward luxury, the Z value of uncertainty intolerance, Z value of their interaction effect, and Z value of purchase intention). The results supported H4, intolerance of uncertainty is a strong moderator of this relationship (γ =.51, p < .01**). However, contrary to expectations, the parenthood did not show a significant moderating effect (γ =.07, p > .05). These findings failed to support hypothesis (H5). 
To confirm our initial results, we decided to investigate the changes in the path coefficients in separate models with the antecedent (i.e., attitude toward luxury) and consequence (i.e., purchase intention). Simply put, if the path coefficient from the attitude toward the luxury goods toward purchase intention is not significantly different after adding the moderators, we can claim that the variable is not a significant moderator of the existing relationship. The results confirmed our initial findings by revealing that after adding the intolerance of uncertainty variable into the model, the t-value difference was larger than 1.96. This difference was smaller than 1.96 for the model with parenthood as a moderator. All path coefficients are reported in Table 4 that indicate which of the five hypotheses are supported by our empirical results.
---Insert Table 4 Here---
Discussion and Implications
This is the first study that provides a new perspective by testing a model regarding the antecedents of consumer’s luxury purchase intention during a pandemic-era such as COVID-19. The focus of our study was primarily on the power of materialism as well as social consumption motivation in predicting consumer’s attitude toward luxury goods and their purchase intention. Furthermore, we examined the moderating effects of intolerance of uncertainty and parenthood on the relationship between attitude toward luxury goods and purchase intention. 
Key contributions of the current study are the findings indicating the greater strength of materialism compared to social consumption motivation in predicting the positive attitude toward luxury good during the pandemic. This could be due to the shelter-in-place orders across the country that isolates people from their communities. Consequently, people are less motivated to purchase and consume luxury goods as a tool to demonstrate their achievements in life.
Materialism, a strong force driving consumer’s attitude toward luxury goods, indicates that people are willing to purchase luxury goods during the pandemic as self-gift giving that leads to their personal happiness. This feeling for consumers is consistent with the findings of the study by Tsai (2005). This explanation is also in line with the results of a study by Vigneron and Johnson (1999). They noted that the hedonic motive as well as affective states that influence luxury consumption are aroused when consumers value the perceived utility of a luxury product. 
Both theoretically and practically, this paper has promising implications. Related to the theoretical implications, we applied the TRA in the pandemic context. Using the TRA in this study, two variables of materialism and social motivation consumption were used as drivers of consumer’s attitudes toward luxury goods and consequent purchase intention. Furthermore, the methodological contribution of this study is in surveying real potential consumers through Qualtrics rather than recruiting a student sample.
The US luxury market is the largest market for luxury products despite being amidst the COVID-19 crisis. Identifying the main drivers of US consumers’ attitudes toward luxury products and their purchase intention during a pandemic could potentially provide insights for marketing practitioners in the luxury industry. They can develop effective marketing and promotional mix strategies to impact consumers’ decision-making process. Per our findings, consumers’ materialism trait in the US is a reliable and impactful antecedent of their positive attitude toward luxury goods. Therefore, developing a promotional mix that is targeting materialist consumers and reinforce this personality trait in people could be influential. Furthermore, luxury product manufacturers could focus marketing efforts to materialistic aspects of their products.
Purchase intention is a measure to predict the effectiveness of marketing strategies, future sales, and market share (Morwitz 2014). Our hypothesis that examined the positive relationship between consumers’ attitudes toward luxury and their purchase intention (H3) was valid. This significant impact is also evident in previous studies by López Mosquera et al. (2014) and Ha and Janda (2012). These findings offer practical considerations that the positive attitude toward luxury goods as an outcome of consumers’ materialistic traits during a pandemic result in greater purchase intentions.
Moreover, uncertainty intolerance was a significant moderator in the above-mentioned relationship. The results indicate that while the consumers are developing a positive attitude toward a luxury product during a pandemic, it eventually resulted in purchase intention only if they hold a low intolerance of uncertainty. Notably, a positive attitude toward luxury products would not result in purchase intention if the consumer is intolerant of uncertainty. These results are context-related, meaning that the uncertainty generated by the current situation is significantly affecting individuals’ purchase decision based on their intolerance of uncertainty personality trait. These results could be generalizable to other disaster contexts such as natural, economic, and political turmoil.
Notably, parenthood was not a significant moderator of the mentioned relationship. These findings demonstrate that regardless of being a parent or not, consumers’ attitudes toward a luxury good would result in their purchase intention only if they maintain a positive attitude.  
Above all, the research indicates that the luxury goods market is the fastest-growing market, even during an economic crisis (Shukla and Purani 2012). The luxury industry has proved it is capable of reinvention, and therefore, some luxury brand owners are confident that they will come out with a stronger market segment. However, others are struggling to preserve their businesses. The results of our study will help the luxury sector to plan their strategic decisions needed to survive.
Limitations and Future Research
While this study suggested some useful findings, it contains some limitations without severe effects on the originality of our results. First, we filtered the responses based on participants’ household income and considered them representatives of potential luxury buyers but we disregarded their lifestyles. Additionally, each individual may have a different definition of luxury products and brands (Vigneron and Johnson 2004). Also, there were two other socio-demographic variables (i.e., education and residential location) which were not included in any statistical analyses
Second, the sample used in this data is considered a large sample. However, it is debatable whether the sample size was large enough to explore this topic to obtain extensively reliable results. Future investigations should expand the size of the sample and, more importantly, the range of the consumers in terms of their age, generation cohorts, backgrounds, etc.
Lastly, the results of this study are attributed to the US society. Considering the fact that the index for the uncertainty avoidance cultural dimension is deemed to be low in the US culture, the findings may be different in other countries, especially those with high uncertainty avoidance index. It would be beneficial to replicate similar studies in other countries such as France with a UAI of 86. Furthermore, the impact of other cultural dimensions, such as individualist vs. collectivist cultures, moderate the identified relationships should be examined by future researchers.  



Figure 1: Conceptual Model
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Table 1: Descriptive Statistics for Socio-Demographic Characteristics

	Observed Data
	Frequency
N = 320
	Percentage
%

	Age
18-24
25-34
35-44
45-54
55 and Above
	
4
52
155
55
54
	
1.3
16.3
48.4
17.2
16.9

	Sex
Male
Female
	
186
134
	
58.1
41.9

	Education
Less than a high school 
Less than bachelor’s
Bachelor’s degree
Master’s degree
Doctoral degree
Professional degree

	
11
23
89
121
32
44
	
3.4
7.2
27.8
37.8
10.0
13.8

	Marital Status
  Single
  Married or domestic partnership
  Widowed
  Divorced
  Separated
	
33
272
3
12
0
	
10.3
85.0
0.90
3.8
0

	Parenthood
Being a parent
Vs.
Not being a parent
	
259

61
	
80.9

19.1









Table 2: Confirmatory Factor Analysis and Validity Measures
	
	Items
	Loadings
	AVE
	α

	Materialism
	I admire people who own expensive homes, cars, and clothes.
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.
The things I own say a lot about how well I’m doing in life.

	.77
.63
.70
.69
.83
.83
.67
.79
	.67
	.86

	Social Consumption Motivation
	It is important to know:

What friends think of different brands or products.
What kind of people buy certain brands or products. 
What do others think of people who use certain brands of products.
What brands or products to buy to make good impressions on others.
 
	

.82
.91
.92

.90

	.73
	.93

	Attitude toward Luxury Goods
	Luxury is pleasant.
One buys luxury goods primarily for one's pleasure.
I could talk about luxury products for hours.
Luxury makes me dream.
Those who buy luxury products are refined people.
The luxury products we buy reveal a bit of who we are.
All things considered I rather luxury.
Luxury products make life more beautiful.
Today, everyone should have access to luxury.
	.60
.61
.81
.77
.77
.67
.82
.84
.63

	
.63
	
.69

	Purchase Intention
	In general, I'm positive towards buying luxury.
I would purchase luxury products as compared to other products.
The probability that I will buy luxury is high.
I'll make an effort to purchase luxury products.
Although we're in a pandemic, I'm still willing to buy luxury goods.
	.82
.88
.92
.90
.86

	
.76

	.94

	Intolerance of Uncertainty
	When things happen suddenly I get very upset.
It bothers me when there are things I don't know.
I cant's stand it when things happen suddenly.
Feeling unsure stops me from doing most things.
When I'm not sure what to do I freeze.
when I don't know what will happen I can't do things very well.
The smallest concern can stop me from doing things.
I must get away from all things I'm unsure of.

	.62
.61
.72
.82
.79
.86
.87
.82
	.74
	.91



Table 3: Descriptive Statistics and Correlations

	[bookmark: _Hlk698971]Constructs
	AVG
	SD
	AVE
	
	1
	2
	3
	4
	5

	1. Materialism
2.Social Consumption Motivation
	3.30
3.57          
	.92
.95
	.67
.73
	
	 (.86)
.71**
	
(.93)
	
	
	

	3. Attitude toward Luxury Goods
	  3.37
	.75
	.63
	
	.57**
	.13*
	(.69)
	
	

	4.  Purchase Intentions
	  3.32
	.83
	.76
	
	.61**
	.38**
	.54**
	(.94)
	

	5.  Intolerance of Uncertainty
	  4.01
	.89
	.74
	
	.65**
	.56**
	.59**
	.44**
	(.91)


* p< .05; ** p < .01.  Notes:  Sample size N = 320; diagonal shows values for coefficient alpha; correlations between constructs are reported below the diagonal; AVE = average variance extracted.

Table 4: Final Path Model-Standardized Structural Parameter Estimates

	Path
	Hypothesis
	Coefficients

	MatAtt

	
H1 (+) accept
                                                
	.74**


	Soc-Con-Mo  Att
	H2 (-) reject
	.04 (n.s)

	Att Purch
	H3 (+) accept
	.88**

	Att Purch 
      
Intol-Uncer

	H4 (+) accept
	.51**

	Att Purch 
      
Parent

	H5 (-) reject
                                                 

	.07 (n.s)
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