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ABSTRACT

EFFECTS OF MORTALITY SALIENCE ON TURKISH PEOPLE’S DECISION
TO HOW MUCH, FOR WHOM AND WHAT TO CONSUME

Biliciler Unal, Giines
M. S., Department of Psychology
Supervisor: Prof. Dr. Nuray Sakalli Ugurlu

August 2015, 102 pages

The purpose of this study is to examine the effects of mortality salience on Turkish
consumers’ decisions on how to allocate their money between saving and spending,
how much to spend for materials and experiences, for whom to make purchases, and
which product designs to choose. Terror Management Theory constitutes the
theoretical framework of the study. It is hypothesized that the participants who were
made to think about death would spend more money than the participants who were
made to think about dental pain would do. Besides, mortality salience (MS)
participants are expected to spend meaningfully more money on materialistic
consumption than dental pain (DP) participants. Also, it is thought that compared to
DP participants, MS participants will spend significantly more money on others and
show a higher preference for a product with a local abstract symbol design. However,
the results of this study revealed that mortality salience affects consumer decisions

mainly in terms of the cash amount that people would like to keep, the money

v



amount that they would use for materialistic consumption, and the share of the

spending on others in the total spending budget.

Keywords: Terror Management Theory, Consumer Behavior, Spending on Others,

Turkey.
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OLUM BELIRGINLIGININ TURKIYE’DEKI TUKETICILERIN NEYI, NE
KADAR VE KiMIN iCIN TUKETECEKLERI KARARLARINA ETKILERI]

Biliciler Unal, Giines
Yiiksek Lisans, Psikoloji Boliimii

Tez Yoneticisi: Prof. Dr. Nuray Sakall1 Ugurlu

Agustos 2015, 102 sayfa

Bu ¢alismada Dehset Yonetimi Kurami ¢ergevesinde, 6liim belirginliginin
Tiirkiye’deki tiiketicilerin neyi, ne kadar ve kimin i¢in tiiketecegine dair kararlarina
olan etkisinin arastirilmas1 amag¢lanmaktadir. Tiiketimin gilinliik hayatlarimizin
ayrilmaz bir pargasi oldugu gz 6niinde bulunduruldurularak, tiiketimin ayni
zamanda varolugsal kaygi karsisinda ortaya ¢ikan bilingdist savunmalarda da rol
alacag diisiiniilmiistiir. Oliim hakkinda diisiinen katilimcilarin dis agris1 hakkinda
diisiinen katilimcilara kiyasla daha fazla para harcamasi beklenmekte; fakat,
biriktirecekleri para miktariin bu iki gruptan katilimcilar arasinda 6nemli bir
farklilik gostermesi beklenmemektedir. Ayrica, dis agrisi hatirlatilan katilimcilara
kiyasla, 6liimiin hatirlatildig1 katilimcilarin materyal tiiketimi i¢in ve kendinden
bagskalar1 i¢in daha fazla para harcamasi, ayrica yerel soyut sembol igeren iiriin

tasarimini diger iirlin tasarimina kiyasla daha ¢ok tercih etmesi beklenmektedir.

vi



Fakat, caligma sonugclari, 6liim belirginliginin temel olarak tiiketicilerin ne kadar
miktarda nakit para bulundurmak istedikleri, materyalistik tiiketim i¢in ne kadar
harcayacaklar1 ve baskasi i¢in harcayacaklar1 para miktarinin toplam harcama

biit¢elerine orani listiinde anlamli etkisi oldugu gdstermistir.

Anahtar Kelimeler: Dehset Yonetimi Kurami, Tiiketici Davraniglari, Baskalar1 i¢in

Harcama, Tiirkiye.
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To my lovely husband, my mother and my brother
&
My father who made me intensely think about death too early
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CHAPTER 1

TERROR MANAGEMENT THEORY AND SEARCH FOR EXISTENTIAL
MEANING

Death is drawn to sound

like a slipper without a foot, a suit without its wearer,
comes to knock with a ring, stoneless and fingerless,
comes to shout without a mouth, a tongue, without a throat.
Nevertheless its footsteps sound

and its clothes echo, hushed like a tree.

--Pablo Neruda, Selected Poems

As artistically described by Pablo Neruda, the silent sound of death can be thought as
the official soundtrack of every human’s life, and the volume of it can be adjusted to
make it either the focal point of attention or a silent background music. However, in
this poem more important to me than the perfect literary explanation of death is the
internalization of the materialism so deeply that the poet’s describing such an
abstract concept, death, even with material possessions like rings and clothes. Even
though the death can be defined broadly as consuming life, the relation between
death and consumption can be analyzed on a more concrete ground. This bizarre
looking relationship between the death and the materialistic consumption forms the

main topic of this research.

Mainly, this research aims to shed light on the nonconscious effects of increased
mortality salience on consumers’ decisions on how much, for whom and what to
consume. For this purpose, Terror Management Theory [TMT], developed by
Greenberg, Pyszczynski, and Solomon (1986), forms the skeleton of the study. TMT
proposes that when the death related thoughts are out of the conscious awareness

though highly accessible, people alleviate the death anxiety by bolstering their



cultural worldviews and boosting self-esteem (Solomon, Greenberg, & Pyszczynski,
2004). In line with this proposition, several studies showed that materialistic
consumption can support this terror management process by functioning as a way to
bolster one’s cultural worldviews or boost self-esteem (Arndt, Solomon, Kasser, &
Sheldon, 2004). However, when searching for the relationship between mortality
salience and consumer behavior, the researchers mostly focused on the impact of
mortality salience on consumer decisions concerning food preferences (e.g., Friese,
& Hoffman, 2008; Goldenberg, Arndt, Hart, & Brown, 2005; Ferraro, Shiv, &
Bettman, 2005), or the choice between luxury or normal goods (e.g., Mandel, &
Heine, 1999; Page, & Smith, 2010; Frasen, Smeesters, & Fennis, 2011). Hence, it
can be argued that this fertile academic territory of mortality salience and consumer
behavior relationship is still waiting for an exploration. It is the purpose of this thesis

to widen the enlightened field in this territory.

More specifically, this thesis study strives to examine the relationship between
mortality salience and consumer decisions concerning spending or saving, spending
on one’s self or on others, making materialistic or experiential purchases, and
choosing products with local or universal abstract symbols. Since this research will
be conducted within the TMT framework, participants’ mortality salience levels will
be manipulated in order to observe the effects on consumption decisions. The
consumption choices, which are the dependent variables of the study, will mainly be
gauged by the amount of money the participants allocate to different options. In the
end, it is aimed to reveal that nonconscious effect of mortality salience are present
even when making important economic decisions such as deciding on how much to
spend and how much to save, and people make choices conforming to their cultural

values and increasing their self-esteem.

In this chapter, in order to explain the theoretical basis of this experimental research,
first the TMT will be briefly summarized with an emphasis on the dual defense
mechanism. Then, the accumulated knowledge on the effects of mortality salience on

consumer attitudes and behavior will be provided in a nutshell. Finally, the current



study and its importance will be explained as a whole, and the chapter will be closed
with the presentation of the hypotheses of this study.

1.1. Terror Management Theory

Basically, TMT posits that cultural worldviews and self-esteem function as a buffer
against the death anxiety. As stated by the authors, when reaching up this conclusion,
the interdisciplinary studies of Ernest Becker, namely The Denial of Death (1973),
Escape from Evil (1975) and The Birth and Death of Meaning (1962) provided the
main insights. Even though being inspired by the works of Becker and many
esteemed psychologists, including Allport, Freud, James, Lifton, Rank, Rogers and
Yalom the TMT differentiated from them thanks to embracing experimental
methodologies to conduct study in the existential psychology field. It was explicitly
stated by the authors of the TMT in their book In the Wake of 9/11: The Psychology
of Terror (Pyszczynski, Solomon, & Greenberg, 2002) that, they were guided by four
basic epistemological assumptions: the theory must be interdisciplinary in nature; it
must be scientific, so amenable to empirical study; it must be useful to improve
social conditions to maximize individual and collective well-being; lastly, it must be
grounded in evolutionary theory. With the help of this four item guideline, TMT
made an important contribution to the existential-psychodynamic tradition by its
ability to measure and reveal the potential role that nonconscious concerns about
death have in everyday life domains (Hayes, Schimel, Arndt, & Faucher, 2010). In
fact, since the TMT was first revealed in 1986, it has gathered both attention and
resistance from the academic psychologists due to its broadness and connectedness
to the psychoanalytic tradition. Upon the criticisms, the authors canalized their
efforts to assess the validity of such a broad theory. As a result, they ended up with
two basic hypotheses, which still constitute the mainstreams of the researches on

TMT.

These two umbrella hypotheses were named “anxiety buffer hypothesis” and
“mortality salience hypothesis” (Greenberg, Solomon, & Pyszczynski, 1997). The
former, anxiety buffer hypothesis, concerns self-esteem and posits that “self-esteem

functions to reduce anxiety in stressful situations” (Pyszczynski, Solomon, &



Greenberg, 2002, p. 44). This argument was supported by a set of studies showing
that bolstering self-esteem through giving positive personality or success feedback
results in less anxiety in response to watching a video about death or anticipating a
painful shock compared to not interfering with the self-esteem (Greenberg, Solomon,

Pyszczynski, Rosenblatt, Burling, Lyon, Simon, & Pinel, 1992).

On the other hand, the second one, mortality salience hypothesis concerns the
cultural worldview and posits that “if a psychological structure provides protection
against thoughts about death, then reminding people of their mortality should
increase their need for these psychological structures” (Hayes, Schimel, Faucher, &
Williams, 2008, p. 601). Hence, it is expected that when the mortality is made
salient, people will try to defend themselves against the anxiety of death and bolster
their cultural worldviews more (Burke, Martens, & Faucher, 2010). Especially, the
researches on nationalism have an important volume among the researches on the
cultural worldview defense. Some of these researches on nationalism show that the
American participants who are reminded of their mortality evaluate the authors of the
pro-USA articles more positively than the authors of the con-USA articles (e.g.,
Gailliot, Schmeichel, & Maner, 2007; Greenberg, Pyszczynski, Solomon, Simon, &
Breus, 1994; Greenberg, Simon, Pyszczynski, Solomon, & Chatel, 1992).

In addition to the two main hypotheses of TMT, later on Schimel, Hayes, Williams,
and Jahrig (2007) proposed a third general one, which is the death-thought
accessibility hypothesis. This can be best described as a complementary to the other
two, since it states that “if a psychological structure provides protection from
thoughts of death then weakening this structure should render death thoughts more
accessible to consciousness” (Schimel et al., 2007, pp. 790). The authors conducted 5
studies to prove the hypothesis and showed that when one’s cultural values are
threatened, that person shows an increase in death thought accessibility, which is
usually measured by word-fragment completion task. Also, these studies revealed
that the effects of death thought accessibility occurs independently from the arousal

of anxiety or anger.



When testing for these hypotheses and forming the main propositions of TMT, the
dual defense mechanism constituted the main pillar of the theory. Thus, in the
following part of this chapter, a brief description of the functioning of the terror
management process and the main components of dual defense mechanism, that are

distal and proximal defenses, will be provided.

1.1.1. Functioning of Terror Management

According to the TMT, when people are faced with the reminders of death, the first
thing they do is trying to suppress the death anxiety by looking for distractions or
making up somewhat rational reasons to ensure themselves that their death will not
be coming soon. These conscious reactions to deny or to get rid of the unpleasant
thoughts of death are named “proximal defenses”. Nevertheless, since everyday life
is full of distractions nothing remains in conscious mind forever, even the thought of
death regresses towards the unconsciousness eventually. When the death related
thoughts go out of consciousness, people switch to use “distal defenses” in order to

suppress the death anxiety (Pyszczynski et al., 2002).

In order to better explain the cognitive architecture behind terror management
mechanism, Arndt, Cook, and Routledge (2004) developed a detailed model, whose
visual depiction can be observed in Figure 1. As can be seen in the Figure 1 the so
called dual-process model begins with the activation of the knowledge of mortality.
This activation of death thought can occur in several ways changing from being
explicitly made to think and write about death to being exposed to nonconscious
death primes. Right after the activation of death related thoughts, the proximal or
direct defenses comes into play to help the individual find somehow rational reasons
to convince herself/himself that her/his death is not near or that there is nothing to be

feared of.

These conscious efforts help the subject to lower the level of death-though
accessibility or to keep the death related thoughts less under the scrutiny of focal

attention.



| Experiences that prime thoughts of death I

f

| Mortality salience I

{

l Proximal defenses]

I Low death-thought accessibility |

Subliminal death primes | | High cognitive load and MS

/l High death-thought accessibility |\

Situational influences on salient constructs | | Individual differences in important constructs

\I High accessibility of worldview components I/

Distal defenses

{

| Reduction in death-thought accessibility |

Figure 1. The cognitive architecture of terror management (Arndt, Cook, &

Routledge, (2004), pp. 41)

However, death related thoughts’ moving outside of consciousness doesn’t mean that
they are forever suppressed, their availability can still increase later outside of
awareness. When this happens, the subject’s symbolic system embarks and activates
the belief that the subject’s world is full of meaning and value. Together with these
believes, the unconscious thoughts about death trigger distal or symbolic defenses.
According to the TMT, all these listed steps, especially the distal defenses help the

subject to sustain her/his equanimity even under the constant thread of death.



1.1.1.1. Proximal Defenses against Death Anxiety

Greenberg, Pyszczynski, Solomon, Simon, and Breus (1994) showed that people
engage in some form of defense when their concerns about mortality are provoked
explicitly. Later on, it was revealed that the first defensive reaction of an individual
to increased mortality salience is striving to find simple, direct and pseudo-rational
reasons to feel secure in the face of death, in other words applying proximal defenses
(Greenberg, Arndt, Simon, Pyszczynski, & Solomon, 2000). Even though all
proximal defense efforts aim to suppress the death anxiety and to remove death
related thoughts from consciousness, these defenses can take many forms. They can
be grouped under several broad headings: avoidance of self-awareness, suppression
of conscious death related thoughts, denial of vulnerability, and adoption of

heathier/less riskier behaviors.

The first of this proximal defense mechanisms, avoidance of self-awareness, builds
on human’s capability of developing self-reflective thoughts (Duval & Wicklund,
1972). In other words, death poses a problem of anxiety not merely by its own
existence but by human beings’ capability to perceive it as an unavoidable end of
every living creature, including themselves. So, individuals try to disassociate the
death from themselves. Thus, as a proximal defense mechanism they avoid situations
and stimuli that may foster focusing their attention on themselves. Examples of this
avoidance include when their mortality salience is increased people’s preferring to sit
in a room without a mirror instead of a one with mirror or to write shorter essays that

necessitate the use of self-reflective words.

The second proximal defense category’s name, suppression of conscious death
related thoughts, is quite self-explanatory. As Wegner (1992) stated decades ago, one
of the most convenient way to stay away from an unpleasant thought is suppressing
it. Arndt, Greenberg, Solomon, Pyszczynski, and Simon’s (1997) research in which
after the mortality salience manipulation half of the participants were given the task
of rehearsing an 11-digit number to increase cognitive load proved the effectiveness

of this defense mechanism by revealing that the participants who were deprived of



mental resources by the rehearsing task showed significantly more increase in the
accessibility of death related thoughts than the participants who didn’t receive the

cognitive load manipulation.

Third, denial of vulnerability to death can be explained as one’s underestimating
his/her proneness to risk factors associated with death and convincing himself/herself
that he/she has a long time until the death comes. On this defense, the study by
Greenberg et al. (2000) showed that following the mortality salience manipulations
participants biased their self-reports of emotionality to deny their vulnerability to a
short life expectancy. Last but not least, increased mortality salience may also evoke
a truly beneficial defense mechanism as well, adopting healthier or less risky
behaviors. Briefly, when the availability of death related thoughts is increased,
participants may for example choose to quit smoking instead of denying their
vulnerability to death and assuming that he/she is too young to be diagnosed with

lung cancer even if he/she smokes.

1.1.1.2. Distal Defenses against Death Anxiety

In consideration of proximal defenses’ not being able to offer a radical solution to
death anxiety, it is inevitable that when the suppression of death related thoughts by
proximal is relaxed an individual again faces of an increase in the accessibility of
death related thoughts. At this time, distal defenses come into play to cope with the
unconscious but still highly accessible thoughts about death. It is worth to note here
that terror management theory mainly deals with and tries to shed light on the distal
defenses since they are recognized to be the reason how people seemingly accept
death as a natural phenomenon and peacefully continue their routine daily lives. This
symbolic terror management defense functions via bolstering the cultural worldviews
and the self-esteem. Hence, strong reactions that people give to the stimuli which
threatens their symbolic believes, intense efforts to spread their own believes, and

deeds to bolster their self-esteem make up some of the distal defense examples.



As explained by Pyszczynski, Greenberg, and Solomon (1999) there exist several
points that differentiate distal defenses from proximal ones. First, while proximal
defenses consist of conscious thoughts and efforts, distal defenses occur as a result of
the implicit knowledge of the inevitability of death, so they take place outside of
conscious awareness. Second, proximal defenses function to move death related
thoughts out of awareness and suppress them; however, distal defenses aim to
overcome the death anxiety by inducing the feeling that the person is a well-regarded
and valuable individual and by establishing a perception of reality well beyond the
limits of mortality. Nevertheless the death anxiety couldn’t be totally overcome with
the help of distal defenses, they are still more effective in alleviating this anxiety

compared to proximal defenses.

Third, although proximal defenses arise right after the mortality salience
manipulation, distal defenses begin their work only after a distraction because of
their implicit functioning. Last, if the mortality salience manipulation is done via a
below threshold stimulus, no proximal defense shows up while distal defenses step in
immediately in. This situation can be attributed to proximal defenses’ necessitating
the presence of death related thoughts in consciousness to embark, whereas distal

defenses operate in subconscious level.

1.1.2. Cultural Differences in Terror Management Theory

In the realm of TMT, bolstering the cultural worldview and attaining self-esteem by
living up to the standards of one’s culture are presumed to be the saviors from the
death anxiety. Hence, in the light of TMT’s arguments, people’s reactions to
increased mortality salience are expected to be highly culture dependent and various
among different cultures. However, since TMT was developed by the researchers
from the Western culture, and since there is still an inclination in academia to
generalize the findings from, so called developed, West to the rest of the world, the
effects of cross-cultural differences on TMT’s main propositions didn’t receive much

attention almost until the mid-2000s.



In order to discuss the cross-cultural differences in ways of dealing with the death
anxiety, first we need to know whether people from different cultures are affected in
the same way by the reminders of their inevitable end. The experimental researches
of Heine, Harihara and Niiya (2002); Kashima E. S., Halloran, Yuki and Kashima,
Y. (2003); Wakimoto (2006); Tam, Chiu and Lau (2007); Renkema, Stapel and
Yperen (2008); and Ma-Kellams and Blascovich (2011) all reveal that the people
from Asia, Europe and America find the thought of death threatening, as they
respond to mortality salience manipulations predictably. Although we can reach a
consensus on that people from different cultures all find the inevitability of death as
threatening, it is difficult to make a solid conclusion regarding the existence of

cultural differences in people’s reactions to death anxiety.

On the one hand, there exist TMT studies that were conducted with participants from
East Asian countries showing that some of the typical effects of mortality salience
that had been tested in Western countries also hold true in these East Asian countries.
For example, in the case of Japan, Heine, Harihara, and Niiya (2002) showed that
worldview defense in the form of giving negative responses to an anti-Japanese
writer functions as an anxiety buffer when mortality is made salient. Also, it was
found that mortality salience results in bolstering the Japanese cultural values, such
as modesty, while rejecting the values belonging to individualistic cultures
(Kashima, et al., 2004). Moreover, in the case of China, the same pattern of
responses unfolded as it can be observed from the studies of Tam, Chiu, and Lau
(2007); Fu (2010); and Routledge, Juhl, Vess, Cathey, and Liao (2012) that are
correspondingly showing that increased mortality salience results in increased in-
group bias, preference for a pro-China author, and nationalism. On the other hand
though, studies conducted in another East Asian country, Taiwan, failed to replicate
the expected mortality salience effects. For example, in Chen’s research (as cited in
Du, Jonas, Klackl, Agroskin, Hui, & Ma, 2013) mortality salience didn’t result in
increased obedience among the military personnel or in Yen and Cheng’s one (as

cited in Du, et al., 2013) mortality salience didn’t provoke worldview defense at all.
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In the light of the information provided in the previous paragraph, it can be argued
that instead of searching for the validity of grand hypothesis like the mortality
salience across different cultures, searching for the cross-cultural differences
regarding the tenets of TMT would be more helpful. First, even though several
researches prove that people from different cultures all find the death related
thoughts threatening, it is still important to know how they perceive death on its own
and how these perceptions affect the reactions against the death anxiety. Ma-Kellams
and Blascovich (2012) argue that there are significant differences between Eastern
and Western cultures regarding how people process and think about the world and of
course about the death. Authors propose that while Westerns employ the linear,
Aristotelian logic in assigning meaning to life and death, Easterners use holistic
views which embrace the mutual existence of both positive and negative elements in

all things.

Accordingly, Ma-Kellams and Blascovich (2012) posit that if there exist differences
between East and West in the perception death, there can also be differences in the
defenses against death. So, the symbolic immortality striving as proposed by the
TMT and employed by the European American research participants to overcome the
death anxiety may not be the relevant or preferred manner of responding for East
Asians. The authors succeeded to prove their claims by conducting 5 consecutive
studies, the first of which showing that when reminded of death East Asians tend to
think about life while European Americans tend to think more about death. Second
and third studies point out respectively that when mortality is made salient East
Asians exhibit greater interest in daily life activities and enjoyed them more. The
forth one revealed another difference that in mortality salience condition East Asians
tried to enjoy their life more instead of searching for the symbolic immortality. The
last one, shed light on the mechanism behind the choice revealed in the forth study
by proving that when holistic thinking is primed experimentally, participants tend to

enjoy life more in the face of death.

Second, another intriguing article on the cross-cultural differences in mortality

salience defense, points out that these differences can be caused by individualist
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cultures’ embracing independent self-esteem and collectivist cultures’ embracing
interdependent self-esteem (Du, et al., 2013). According to TMT, together with
cultural worldview bolstering, self-esteem constitutes the main defense mechanism
against the thought of death. However, as self-esteem is told to be attained through
living up to the cultural norms and values and trying to become a valuable member
of societys; it is anticipated that cross-cultural differences in norms and values lead to
various different views of who can be the valuable person in the eyes of society and

also to various expressions of self-esteem in different cultures.

The authors examined the effects of different views of self-esteem on mortality
salience defense based on the dichotomy of individualist and collectivist cultures.
First, it is explained that in individualist cultures people value being able to express
themselves and validate inner attributes as indications of self-esteem, while in
collectivist cultures people accept the ability to blend in the social harmony and to
respond others’ needs as proves of self-esteem. Accordingly, whereas the first one is
called “independent self-esteem”, the second one is called “interdependent self-
esteem”. Second, it is hypothesized that when mortality is salient, compared to
people in individualist cultures, in collectivist cultures people would apply more to
interdependent self-esteem and less to independent self-esteem to manage their
existential terror. Last, this hypothesis was tested with the help of Chinese and
Austrian subjects in three experimental studies, and it turned out to be true. Hence, it
was shown that people from different cultural backgrounds have and employ

different types of self-esteem in order to defend themselves against death anxiety.

Another interesting article concerning the cross-cultural differences in the effects of
mortality salience was written by Maheswaran and Agrawal (2004) to point out the
motivational and cultural variations in mortality salience effects. Authors’ positing
the existence of two different motivations, namely defense and impression
motivations, behind mortality salience effects makes up the corpus of their study.
They define defense motivation as “the desire to hold attitudes that are compatible
with one’s perceived material interests and existing beliefs” (p.214) and hold it

responsible for the worldview defense effects. On the other hand, impression
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motivation is referred as “the desire to be socially acceptable” (p.214) and thought to
cause self-esteem striving in mortality salience condition. The authors state that
knowing under what motivational conditions people apply to worldview defense or
self-esteem striving can significantly increase the predictive power of the TMT. They
also put forward the idea that culture can be an important factor determining which
motivation has preponderance over the other; however, unfortunately the authors do
not conduct studies to test their hypothesis. Hence, even evident from this article,
although studies on cross-culture differences in mortality salience effects can yield
very interesting results and dramatically help to improve the knowledge about TMT;

this field still remains like a fertile land waiting to be fully discovered.

To sum up, human beings fight against the anxiety provoking thoughts of death by
utilizing both proximal and distal defenses, and culture has an impartont affect on
this process. So, it can be argued that the battle fronts in the war against the death
anxiety are so broad that this battle continues anyhow in the background of the
numberless moments, decisions and behaviors of our lives. The following section of
this thesis aims to trace the repercussions of the battle against the existential anxiety
in the realm of consumer behavior; hence, it makes a brief summary of the studies

relating to the effects of mortality salience on consumer attitudes and behaviors.

1.2. Consumer Behavior through Terror Management Theory Perspective

Taking the profound role of consumption in shaping our lives, values and selves into
consideration, it is not surprising to see the tightly knitted connection between our
defense against the existential anxiety and our consumption choices. Although, the
symbolic role of materials to protect us from the existential anxiety may seem
obvious to us, it was not until 2000s that this topic gathered attention from the
academia. After that time, there accumulated a considerable academic knowledge on
this topic, but there still remain parts to be enlightened. Thus, in the following part, it
is aimed to provide a brief summary of the literature on the effects of mortality

salience on consumer attitudes and behaviors.

13



1.2.1 Consumer Attitudes through Terror Management Theory Perspective

As consumerism turned out to be a significant part of everyone’s culture, it is not
surprising to see consumption also as part of the cultural worldview defenses in the
face of existential death. Several researches have supported this argument (e.g.,
Kassen & Sheldon, 2000). The authors posited that there are numerous researches
showing increased appreciation of materialistic values as a result of feelings of
insecurity. Thus, as death is a major source of insecurity feelings, they predicted that
activation of death related thoughts would make the participants more focused on the
accumulation of wealth and materialistic possessions. In their first study, after
completing a writing task about death or listening music, the participants completed a
filler survey, and finally they answered questions about their expected financial
status for 15 years later. The results revealed that compared to participants in the
control condition, participants in the mortality salience condition expected to have
higher overall financial worth, which was operationalized as the total amount of
participants ’ expectations about their own salary and salary of their spouse, the
worth of their home, the worth of their investments, and the amount they would be
spending on travel, and also pleasure spending, which consisted of the amount

participants expected to spend on clothing, entertainment, and leisure activities.

In their second study, the participants passed through the same steps except the last
one, in this one the participants participated in a forest management game, which is
indeed a one-time resource dilemma. Specifically, the participants were asked to
imagine that they own a company, which has to enter into a bidding and compete
against three other bidders for getting the right to harvest timbers in a national forest.
The participants were also instructed about the advantages or disadvantages of
making large or small bids and reminded of the risk of forest’s disappearing if
companies continually make large bids. The participants were then required to
evaluate based on a scale from 1 to 7 their eagerness to profit more than the other
companies and how much they think that the other companies try to cut large
amounts. Moreover, they were asked to submit bids for harvesting in the first year.

The results showed that participants in mortality salience condition turned out to act
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greedier in terms of the profit they would like to make and in terms of the acres of
forest they are willing to harvest. However, no difference was observed in the fear of
forest’s disappearing between the participants in different conditions (Kassen &

Sheldon, 2000).

In another intriguing study concerning the impact of death related thoughts on
consumer attitudes, Fransen, Fennis, Pruyn, and Das (2007) apply an unusual method
to provoke death related thoughts. They posit that certain brands may be associated
with unintended negative thoughts, even with death. Thus, the authors hypothesize
that death related thoughts can be activated with the mere exposure to certain brands.
So, in the first study, the participants in experimental condition were exposed via the
computer screen to a well-known insurance company’s logo for 5 minutes to induce
mortality related thoughts whereas the participants in the control condition did
nothing. Then, all participants completed the Positive Affect Negative Affect
Schedule (PANAS; Watson, Clark, & Tellegen, 1988). Later, the participants
participated in a word completion task, in which they can complete the incomplete
words into either a death related or an unrelated word. Last, they answered the
question of how much they are planning to spend on entertainment and food in the
upcoming month. The study revealed that death thoughts could be provoked even by
brand logos. More specifically, it was shown that compared to the participants in the
control condition, the participants who were explicitly exposed to the logo of an
insurance company completed the word completion task by using death related words
more. Moreover, the results of the study provided a support for the claim that people
tend to consume more to suppress the existential anxiety, as people in the mortality
salience condition expressed their intention to spend significantly more on

entertainment and food than the people in control condition.

Furthermore, in the second study of the same research (Fransen et al., 2007), the
researchers tried to provoke death related thoughts by exposing participants to brand
logos in an implicit way. For that purpose, in the mortality salience condition the
researchers placed mousepads with the logo of the well-known insurance company

near the computers used for the experiment, and in the control condition they placed
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mousepads with the logo of a well-known company, which doesn’t relate to
mortality. Then, it was observed that the participants exposed to the implicit death
prime expressed higher intention to donate to a charity foundation concerned with
environmental protection and climate issue compared to participants exposed to an
irrelevant brand logo. Hence, it was proven that death related thoughts can also
increase the intention to make a spending for the culturally valued social

expenditures.

The last study of the same research (Fransen et al., 2007) also deserves attention as it
examines the role of goods’ country of origin as a terror management defense
mechanism. In the last study, the researchers applied the subconscious priming by
asking the participants to indicate whether the syllabuses they see on the screen
makes up a meaningful word and the brand logo, the one of insurance company in
mortality salience condition and an irrelevant one in control condition, was shown
between the words for a very short time that will remain under conscious awareness
threshold. After that, the participants were asked to evaluate the local food, Dutch
food in this case, and the food from different countries. It resulted in the participants’
in mortality salience condition evaluating the local food more positively and the
foreign food less positively. Hence, it can be deduced that when mortality is salient
the expected increase in the more positive evaluation of the in-group was reflected in

the evaluation of the local food this time.

Whereas Fransen et al. (2007) implicitly state that consumer behavior function to
alleviate the death anxiety by helping the individuals to bolster their cultural
worldviews, Mandel and Smeesters (2008) argue that materialistic consumption
function to suppress the death anxiety by helping the individuals to escape from self-
awareness. In the pilot study of their research to test this hypothesis, following the
classical mortality salience manipulation and distraction tasks the researchers make
the participants choose the goods from a list consisting of a variety of foods and
beverages that they can consider to purchase from the grocery within the next week.
The results turned out to be significant in terms of showing how death related

thoughts could increase materialistic consumption. In other words, the number of
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goods that the participants in the mortality salience condition intended to purchase
was significantly more than the number of goods that the participants in the control
condition intended to purchase. Thus, is can be understood from the result that
increased mortality salience affect the consumer attitudes toward normal goods in a

positive way.

Since there are a lot of other researches showing the effect of mortality salience on
shaping consumer attitudes, the rest of them will be described very briefly. First,
Mandel and Heine’s (1999) research is important for showing that whereas mortality
salience increases the interest for high status, luxury items such as Rolex and Luxus,
it doesn’t have an impact on the interest for the normal or low status items such as
Metro and Pringles. Second, this effect of mortality salience’s increasing the interest
for luxury items were confirmed by the experimental study of Page and Smith
(2010), moreover, it was shown that mortality salience has an impact of increased
desire for luxury items which are inconspicuously consumed, in this case alternative
fuel. Third, Fransen, Smeeters, and Fennis (2011), demonstrate through their research
that people opt for luxury goods to boost their self-esteem via acting in accordance
with cultural norms; thus, the presence of others moderates the effects of mortality
salience on consumer attitudes. So, if luxury brands’ are valued culturally, then the
presence of others increases the expression of positive attitudes toward luxury brands
in mortality salience condition; whereas culturally non-valued, non-luxury brands are

evaluated less positively under the presence of others in mortality salience condition.

1.2.2. Consumer Behavior in the Face of Existential Anxiety

Not surprisingly the effect of mortality salience on consumers are not limited to
altering their purchase intentions or attitudes toward brands and goods, increased
mortality salience has an impact on consumer behavior as well. Even the significant
expansion of luxury item sales after the 9/11 terror attack can constitute a support for
that claim. Besides, there exist numerous academic researches shedding light on the
effects of mortality salience on consumer behavior. For example, Choi, Kwon, and

Lee (2007) used the survey data collected shortly after 9/11 terror attack to examine
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the effect of mortality salience on brand name and compulsive consumption, and
found out that mortality salience increased consumers’ tendency to engage in

materialistic consumption.

This relationship between death anxiety and consumer behavior is argued to be a
result of money and commodities’ being accepted especially by the Western societies
as the barometer of self-worth. This consumerism penetrated so deeply into the
cultures that it is very difficult to keep this consumer culture from intervening the
cultural worldviews. Hence, in line with the terror management hypothesis, to
overcome the existential anxiety people try to bolster their cultural worldviews by
purchasing the materials that are valued by their society or to attain self-esteem by

internalizing the consumerism and defining their selves with brands and acquisitions.

When summarizing the literature on the effects of mortality salience on consumer
behavior, as it is usually done by the terror management researchers, this thesis study
focuses on the consumer reactions in the form of distal defenses. Accordingly, first
the researches examining the effects of mortality salience on consumer behavior as a
way to attain self-esteem and then as a way to bolster the cultural worldviews will be
discussed. To begin with, because death related thoughts activate the defense of
augmenting self-esteem, being exposed to such thoughts is expected to increase
materialistic purchases among people for whom the consumption of such things are a
salient indicator of self-worth. There are many experimental researches supporting
this claim, including the one of Cox, Cooper, Vess, Arndt, Goldenberg, and
Routledge (2009). At the beginning of their research, these authors draw attention to
tanning’s being associated with improving one’s image and increasing self-esteem
even though it causes a number of serious health risks. Then, following the classical
mortality salience manipulation, the participants were asked to rate the likelihood
that they would purchase a sun lotion that can have a range of sun-protection factors.
The results showed that when mortality is salient in order to attain self-esteem via
having a bronze skin, people indicated a significantly lower preference for safe sun

products which provide higher protection from the skin cancer but lower tanning.
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An important stream of research on the effects of mortality on consumer behavior as
a way to attain self-esteem examined this relationship based on the food
consumption. In the previous section of this thesis that dealt with the individual
differences in mortality salience effects some of these researches were mentioned,
but part of them relates to this topic as well. In their research, Goldenberg, Arndt,
Hart, and Brown (2005) first acknowledge that since thinness is one of the most
important expectations for attractiveness embraced by the Western nations as a
societal standard, it is associated with self-esteem. Then, in their experimental
procedure after exposing participants either to mortality salience or dentist
manipulations and filler tasks, they gave their participants an opportunity to eat
nutritious but fattening snack food in the context of a product evaluation tasks. As
expected, they found that women, especially the ones who fall short of meeting the
society’s thinness standard, ate less of this nutritious but fattening food in mortality
salience condition. Moreover, Ferraro, Shiv, and Bettman (2005) also support this
claim by revealing that when mortality is salient women who are high in body
esteem, in other words who consider their image as an important component of self-
esteem, prefer to eat the healthy foods more than the unhealthy indulgence food.
Hence, as evident from the examples, death related thought have an impact both on
the type and the amount of the food to consume, so people strive to fight against the

existential anxiety with the help of even their food consumption behavior.

In addition to its help in bolstering self-esteem, consumption can also help people to
uphold their cultural worldviews in order to deal with the existential anxiety. This
defensive use of consumption was also examined in the realm of food consumption.
Friese and Hoffman (2008) conducted their research with Swiss participants and
following the mortality salience or dentist manipulations and filler tasks. They
required the participants to drink as much as they can of one Swiss brand and one
American brand to evaluate them. In the end, the participants in the mortality
salience condition turned out to consume significantly more of a Swiss brand drink
than the American brand one. Furthermore, when the researchers repeated this
experiment using Swiss brand and German brand chocolates, the result was the same

with the previous experiment. So, Swiss participants who were exposed to mortality
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salience manipulation consumed significantly more Swiss chocolate than German
chocolate. These experiments are in fact very similar to that of Fransen et al. (2007)
which was mentioned in this thesis in order to emphasize that mortality salience
makes people prefer local brands more than the foreign ones; however, the research
of Friese and Hoffman (2008) differentiates thanks to showing that the effects of

mortality salience are reflected in real consumption behavior not only in attitudes.

Due to donating money to charities can also be considered as a consumer decision
making process, the research by Jonas, Schimel, Greenberg, and Pyszczynski (2002)
deserves to be mentioned in explaining the effect of mortality salience on consumer
behavior to bolster the cultural worldview. Half of the participants of this research
were asked close to a funeral parlor to make a monetary donation either to national
charities or to charities directed to foreign aid and the other half was asked the same
thing in a further away place from the funeral parlor. The results revealed that people
who were subtly reminded of death were significantly more generous in their
donations to national charities compared to people not reminded of death. However,
there occurred no considerable difference in the amount of money given to foreign

aid charities between the participants in experimental and control conditions.

Although the number of examples can be increased, still the provided evidence from
researches clearly reveal that consumption has an important role in self-esteem and
cultural worldview’s functioning as defense mechanisms against the existential
anxiety. However, still there exist many points in this relation between mortality
salience and consumer behavior waiting to be enlightened, and this thesis study
humbly deeds to do so by examining the effects of death related thoughts on
consumers’ decisions to how much, for whom and what to consume. The exact
questions that are tried to be answered by this research study are detailed in the

following section.
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1.3.  Overview and Hypothesis of the Current Study

1.3.1. Overview of the Study

While this study aims to investigate the relation between mortality salience and
consumer behavior, it tries to answer some interesting questions that haven’t been
asked before in terror management framework. Moreover, when searching for the
answers to these questions Turkish students are selected as participants, because it is
argued that the nature of the fear from the death and relatedly the defense
mechanisms can be very different cross-culturally than what is observed in Western
societies. Up to now, the mortality salience and consumer behavior relationship has
generally been studied by the researchers from Western culture with participants
belonging to that culture, and these researchers mostly asked consumer behavior
related questions within their consumption paradigm. Since TMT gained popularity
among Turkish researchers after mid-2000s, the topics covered by the studies that are
conducted in Turkey are relatively limited compared to the extensive coverage of all
TMT literature (Dogulu, & Sakalli-Ugurlu, 2015). In the Turkish literature on TMT,
there is only one research on the relationship between TMT and consumer behavior
that was conducted by Ugurlar (2011) as part of her master’s thesis study. This study
aimed to contribute another answer to the mainstream debate on whether the
mortality salience increases the consumption over all or only the consumption of
status items; also, it searched for the effect of mortality salience on the intention to
make a purchase and willingness to pay. All in all, this research and many others in
the TMT literature have been very important in terms of proving the existence of the
mortality salience and consumer behavior relationship and the consumer attitudes’
and behaviors’ potential to function either as a self-esteem or a cultural worldview
defense. As a result of the accumulated knowledge in this field, we are now capable

of asking more specialized questions.
First, in the field of economics, probably the most important decision that a

consumer makes is allocating their monetary resources between saving and spending.

Moreover, having a considerable amount of savings can provide a feeling of security,
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which is severely needed in the face of death anxiety. However, the relationship
between mortality salience and household saving tendency didn’t gather attention
from mortality salience researchers yet, probably because most of the mortality
salience researchers are from United States, where saving ratio is too low to come to
attention. In fact, as it is affected from the culture too, the saving tendency of
households significantly vary among countries, while it is around the 4% of income
in United States, it reaches up to 51% in China. Thus, one may expect to find a
difference on the effect of mortality salience on saving behavior between Eastern and
Western societies. In the case of Turkey though, since the average saving ratio is low
and it is not a significant part of the culture, we are not expecting the saving ratio to
increase significantly when participants are reminded of their death. Furthermore, the
materialistic consumption culture’s being deeply embraced and mortality salience’s
increasing the financial expectations and optimism (Kasser & Sheldon, 2000)
support this expectation for Turkey. So, in the case of Turkey it is hypothesized that
when reminded of death people will seek to attain a symbolic immortality and
uniqueness through consuming materials and services instead of saving money to

feel financially secure.

Second, as it can be observed from the mortality salience and consumer behavior
relation section of this thesis, the studies (e.g., Frasen, Smeesters, & Fennis, 2011;
Friese & Hoffman, 2008; Hart & Brown, 2005; Mandel & Haine, 1999) examining
this relationship generally focused on the amount and the kind of the food consumed
or the choice between normal or luxury goods. Thus, all of these researchers focused
on the effects of mortality salience on materialistic consumption, probably because
of the availability of a profound academic literature on it due to the obsession of
consumer researchers with the topic. However, focusing merely on the materialistic
consumption passes over the possibility of consumers’ making experiential
purchases. Experiential consumption is defined as ‘‘spending money with the
primary intention of acquiring a life experience’” (Van Boven & Gilovich, 2003, p.
1194) and is argued to bring consumers more happiness than materialistic
consumption does (Dunn, Gilbert, & Wilson, 2011). So at first glance, it may be

expected that people who are exposed to mortality salience manipulation to opt for
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spending their money more for experiences with the aim of putting ticks besides
more articles in their bucket lists; however, within the TMT framework people are
expected to behave in ways that are in line with their cultural worldviews so to
decrease their interest in exploring new things, because such things may undermine
the security provided by their own cultural believes. Furthermore, as there isn’t a
single expected form of cultural worldview, there can’t be a uniform consumer
behavior expected among all societies. Hence, it is important to know the values
embraced by the culture in order to make a deduction about the expected consumer
behavior. In the case of Turkey though, studies conducted by Ger and Belk (1990,
1996) reveal that Turks are quite materialistic. This adds even more to our claim
about the choice between experiential or material purchases. Thus, in our study
conducted with Turkish participants, when reminded of their mortality we are
expecting people to increase their spending on materials in order to behave in
accordance with cultural norms of materialism; however it is not expected to find a

significant increase on experiential purchases.

Third, TMT posits that it is the instinctive desire for continued life which makes
death seem so horrifying (Schimel, Simon, Greenberg, Pyszczynski, Solomon,
Waxmonsky, & Arndt, 1999). However, it is important to note that there exist
significant differences in the conceptualization of death among societies, so that how
people act under the existential anxiety and how much they fear death also varies.
For example, Indian university students were found to have lower death anxiety than
Canadian and Australian ones (Mcmordie & Kumar, 1984), whereas Japanese
students revealed higher death anxiety than Australian students (Schumaker, Warren,
& Groth-Marnat, 1991). Nevertheless, due to majority of the mortality salience
researchers’ being from the United States and conducting their studies there; even the
conceptualization of death anxiety by TMT researchers is made from the Western
point of view. Thus, by these scholars, the death anxiety is assumed to be
characterized by quiet personal concerns such as instinctive desire for continued life,
uncertainty of what happens to soul, or not being able to leave a meaningful trace in

the world. Yet, in a more collectivistic culture one of the root causes of death anxiety
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can be the worry of making the family members and beloved ones deeply sad and of

what would happen to them.

As the studies of Hofstede (2001) and Kagitcibast (2004) show, Turkey has a
collectivistic culture. Thus, Turkish people are mostly expected to define their self-
image in terms of their families, clans or organisations. In line with that, when
mortality is reminded the worry for what would happen to family members and
beloved ones will possibly constitute a significant component of death anxiety
among Turkish people. Moreover, the effects of the collectivistic culture are also
expected to unfold in the form of boosting self-esteem via being a devoted family
member. Thus, as the consumption behaviors are examined in this study, such
devotion is expected to be observed in terms of participants’ who are exposed to
mortality salience preferring to spend significantly more money on their families and

beloved ones instead of themselves.

In fact, Florian, Mikulincer, and Hirschberger (2002) showed that mortality salience
promotes greater investment in close relationships, but didn’t mention the monetary
investments. On the other hand, within the TMT framework, Maheswaran and
Agrawal (2004) touched upon the possibility of such an effect by hypothesizing that
under mortality salience people can be more inclined to think about the well-being of
their family and try to protect them by buying life insurance or making long-term
investments; notwithstanding, they didn’t conduct the necessary studies to test this
hypothesis. In this study though, it is argued the people who are exposed reminders
of mortality will not choose to save more money compared to people who are
reminded of dental pain, because instead of saving mortality salience is expected to

motivate people to spend their money on goods and services.

Last, several researches prove that consumer behaviors can function as a worldview
defense mechanism under mortality salience including the one of Friese and
Hoffman (2008) which revealed that when mortality is salient people prefer to
consume local brands instead of foreign ones. In a similar vein, it is expected that

when under the mortality salience effect people will prefer products with local
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symbols more than the ones with foreign symbols. Even though Landau, Greenberg,
Solomon, Pyszczynski, and Martens (2006) showed in their study that in mortality
salience people show a considerable distaste for apparently meaningless art, it is still
expected to find that people will opt for the local option when choosing between

products with abstract symbols.

To sum up, the purpose of this study is to investigate the effects of mortality salience
on Turkish consumers’ decisions to how much, for whom and what to consume. This
evaluation will be performed thanks to the explanatory power of Terror Management
Theory about consumer behavior. In the next section, all hypotheses of the current

study will be listed.

1.3.2. Hypotheses of the Study

Hypothesis 1:

la.
It is expected that compared to participants who are made to think about having
dental pain, participants exposed to mortality salience manipulation will spend more

money on purchasing materials and experiences.

1b.

When exposed to the mortality salience manipulation female participants are
expected to spend more money compared to female participants in dental pain
condition. However, it is not expected to see such a significant difference between

the male participants in mortality salience and dental pain conditions.
lc.

Mortality salience isn’t expected to have a significant effect on the amount of money

that participants opt to save.
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I1d.
It is not expected to see a difference between the preferences of the participants in
mortality salience and dental pain conditions on how long they want to keep their

money in the saving accounts.

Hypothesis 2:

2a.
Under mortality salience it is expected that participants spend more money to
purchase materials compared to the amount spend by the participants in dental

manipulation condition on materials.

2b.
When mortality is salient participants are not expected to spend significantly more

money on experiential purchases than the participants in control condition do.

Hypothesis 3:

3a.

It is hypothesized that participants in the mortality salience condition will spend
more money to purchase materials and experiences for others, including the family
members, romantic partner, friends, or anyone else, than participants in control

condition will spend on others.

3b.
The degree to which the participants feel “strong” as measured by their answers to
the “strong” item in PANAS (Watson et al., 1988) is expected to mediate the

relationship between mortality salience and spending money on others.
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3c.
Participants in the mortality salience condition are expected to spend significantly
more money for their family members compared to participants in the control

condition will spend for their family.

Hypothesis 4:

It is expected that in mortality salience condition people will opt for the product with
a local abstract symbol more than the one with a foreign abstract symbol, compared

to people in dental pain condition do.

Hypothesis 5:

In order to increase reliability of the gained results, participants’ level of affect will
be measured in the current study. Participants may feel negativity when they
remember death, but it is expected that they would not have significantly different
negative or positive affect than control participants, which were primed with dental

pain (Greenberg et al., 1997).
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CHAPTER 11

METHOD

2.1. Participants

Before beginning to collect data, an a priori power analysis was conducted to
determine the sample size. The results from the power analysis, which was made
using the G*Power 3.1 computer program (Faul, Erdfelder, Lang, & Buchner, 2009),
indicated that a total sample of 210 people would be needed to detect medium effects
(d =.5) with 95% statistical power using a t test between means with alpha value at
.05. Thus, in order to ensure the study’s being able to detect medium effects, overall

246 participants were made to take part in this research.

Even though 246 students participated the study, as the hypotheses of this study were
highly culture dependent, the data gathered from the 5 participants who were not
raised in Turkey by the citizens of Turkish Republic were not used at all. Moreover,
due to their skipping important manipulation parts of the study, or providing
irrelevant or insufficient answers to the research questions 17 cases were excluded
from the analysis as well. All in all, the remaining 224 participants consisted of
132(59%) female and 92(41%) were male students. All of the participants were
undergraduate students whose ages range between 18 and 28 years (M = 21.40, SD =
1.57). Another important demographic information for this study was the total
income that the participants receive monthly from their family, scholarships, credits
or any other source. It was observed that the amount of money that each participant
receives monthly ranges from 100 to 4000 Turkish Liras with the mean value of

939.80 and standard deviation of 570.2.
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Table 1.

Demographic information of all participants.

Variables M SD N %
Age 21.40 1.57

Gender

Female 132 59
Male 92 41

Degree currently following
Associate degree or undergraduate 224 100
Total monthly individual income 939.80 570.2

2.2 Measures

The questionnaire package distributed to the participants included respectively
mortality salience manipulation, Positive and Negative Affect Schedule (Watson,
Clark, & Tellegen, 1988), word search puzzle (prepared for the current study),
product and services catalog (prepared for the current study), product choice, money
allocation and usage questions (prepared for the current study), product design choice
question, (prepared for the current study), and finally the demographic information

form.

2.2.1. Mortality Salience Manipulation

First of all, in order to manipulate the mortality salience levels of participants, they
were given the now classical mortality salience questions or dental pain related
questions. These questions, developed by Rosenblatt, Greenberg, Solomon,
Pyszczynski, and Lyon (1989), are now referred as a classical mortality salience
manipulation thanks to the extensive use of them in a significant number of morality

salience studies. They consist of these two questions: “Please briefly describe the
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emotions that the thought of your own death (or dental pain) arouse in you” and “Jot
down, as specifically as you can, what you think will happen to you as you physically

die (or as you have dental pain)”.

In this study, the participants were given whether the questions about death or dental
pain depending on the experimental condition they are in, and required to answer
them using at least 8 full sentences for each one of them. However, in order to
conceal the real aim of these questions from the participants for manipulation
purposes, these questions where described as taken from a newly developed

personality assessment tool (See Appendix B).

2.2.2. Positive and Negative Affect Schedule (PANAS)

Positive and Negative Affect Schedule (PANAS) was developed by Watson et al.
(1988), and it consisted of ten negative affect (NA) and ten positive affect (PA) items
that participants evaluate the frequency of their experiencing each one of them on a 5
point Likert scale ranging from “very slightly” to “very much”. The negative items
used in the schedule are “Distressed”, “Upset”, “Guilty”, “Ashamed”, “Hostile”,
“Irritable”, “Nervous”, “Jittery”, “Scared”, and “Afraid”; whereas the positive affect
items are “Interested”, “Alert”, “Attentive”, “Excited”, “Enthusiastic”, “Inspired”,
“Proud”, “Determined”, “Strong”, and “Active”. PANAS was adapted to Turkish by
Gengoz (2000) and in this adaptation the Cronbach’s alpha was calculated as .86 for
PA dimension and .83 for NA dimension, while the corresponding values were found

to range between .86 to .90 and .84 to .87 in the original scale.

Since PANAS has been widely used in mortality salience researches with the aim of
providing a delay after mortality salience manipulation and ensuring that the
manipulation didn’t cause negative affect (Burke et al., 2010), it was employed in
this study with the same purposes. So participants in this study were asked to
evaluate each item for how much they identify with them at the very moment on a 7-
point Likert scale ranging from “completely identifying” to “not at all identifying”

with higher scores indicating high and lower scores indicating low positive or
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negative affect corresponding to the positive or negative items of the study (See
Appendix C). When participants’ answers were evaluated, the internal consistency of
PANAS was found satisfactory (Cronbach’s a = .70) with Cronbach’s a values of .87
for PA and .85 for NA.

2.2.3. Word Search Puzzle

As the effects of mortality salience are best observed when the death related thoughts
are retrieved from consciousness, providing the participants with a filler task after the
mortality salience manipulation is a widely used method among TMT researchers.
For this purpose, the participants in this study were asked to solve a word search
puzzle that was prepared by the researcher. The puzzle was made up of a 15 x 15
matrix that hides 15 words in it. The words that have no association with death were
chosen for this purpose. The participants were requested to find out as much words as
possible within 4 minutes. After solving the puzzle, they were asked to evaluate
difficulty of it on a 9-point Likert type measure ranging from “very difficult” to “very
easy” (See Appendix D).

2.2.4. Product and Service Catalog

In order to gauge the aggregate consumption preferences of consumers, a
comprehensive product and services catalog was prepared by the researcher. This
extensive 212 page catalog was made up of 170 material products, their different
color or design options, and 40 events, activities and services. The products and
services in this catalog were determined based on the university students’ constant
needs and frequent purchases for themselves or as gift. The products and services
were taken from the online shopping websites by paying special attention to choosing
the most conveniently priced one of the exactly same item. In the end, to ensure easy
navigation through this massive catalog, the items were combined under 15
categories that are: women clothes, women footwear, women household necessities,
gift options for women, men clothes, men footwear, men household necessities, gift

options for men, unisex gift options, gift options for children, sports equipment, men
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sportswear, women sportswear, activities and services, and foods and restaurants.
One full page was devoted to each item, and this page contained the name, code,
price, size, color, design, pictures and any other specifications of the product or
service with a brief description as it was provided in the original website that the item
is taken from. Examples of the pages from the catalog can be observed in the

Appendix E.

2.2.5. Product Choice, Money Allocation and Usage Questions

Together with the products and services catalog, the participants were also provided
with the written information about the second part of the study and the product
choice, money allocation and usage questions. The information part indicated that,
one participant would be awarded with 660 Turkish Liras as a thanks you gift for
participation. It is important to note that the amount of monetary award was carefully
determined for it to be close to the average amount of money that a Turkish
university student spends monthly on anything except school tuition, rent and
utilities. This amount was stated to be 613 Turkish Liras in a comprehensive market
research (Erigskin & Dalgic, 2015); however, this data was collected in 2012. Hence,
in order to make a more accurate estimate of students’ monthly spending in 2015, the
future value of 613 Turkish Liras was calculated using the annual percentage change
in the gross national income based on salaries and wages. The result of this
calculation turned out to be approximately 658 Turkish Liras, and this amount was

rounded up to 660 Turkish Liras for simplicity.

Then, it was explained that the winner can use this money for purchasing goods and
services from the catalog, investing on a savings account with a 8.6% interest rate
and 30 days due, and taking in cash; and it was stated that the participants are free to
allocate their money among these options as they want. The 8.6% interest rate was
calculated by taking the average of the monthly interest rates on savings accounts
that are offered as of March 2015 by the five biggest commercial banks of Turkey
that are Ziraat, Is, Garanti, Akbank and Yap1 Kredi.
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The information part was followed by a product and service choice form. These
choice related form was aimed to help both the participants with keeping track of
their purchases and the researcher with identifying the specific products and for
whom the participants choose to make purchases and double-checking participants’
spending preferences. For every item that a participant wants to purchase, he/she
answered a few questions. These questions were asking the product code and the
price; amount, size, color or the specifications of the item; and for whom the item is

purchased (See Appendix F).

After the product and services choice related part, there came the questions related to
how participants allocate their money among spending, saving and getting in cash
options, and specifically their plans for the money they choose to save or take in
cash. So, firstly participants were required to write down the amount of money, if
any, that they would choose to purchase goods and services from the catalog; then
the amount of money that they would like to invest in a saving account and for how
many months they plan to keep their money on this account; last, the amount they
would like to take in cash. After this money allocation question, there were two other
questions asking the participant to indicate for what purpose they would like to save

money or take money in cash. These questions can be examined in the Appendix G.

2.2.6. Product Design Choice Question

With the aim of understanding whether the mortality salience has an effect on
product design choices, a simple question embracing the visual depictions of two
keychains with different designs was asked to the participants. The question was
probing if the participant were given a chance to have a keychain as a thank you gift
for participating the current study, which one would be his/her choice. One of the
choices was depicting an abstract black and white symbol of a scorpion that is
commonly used in Turkish hand-made rugs on a plain keychain, whereas the other
option was using an abstract, black and white, complex symbol that doesn’t belong to

any specific culture on the same plain keychain (See Appendix H).

33



2.2.7. Demographic Information Form

This form was developed by the researcher to learn about the basic information about
the participants. It consisted of questions about gender, age, department, grade, the
total amount of money that the participant receives from various sources monthly,
whether the participant has any serious illness, and whether the participant lost

anyone close to himself/herself within the last month (See Appendix I).

2.3. Procedure

The procedure for collecting data began with getting Human Subjects Ethics
Committee approval for the proposed study. After that, the study was launched in the
SONA system in order for students who take “General Psychology”, “Understanding
Social Behavior” or “Principles of Behavioral Sciences” to get appointments and join
the study in exchange of one and a half course points, which will be added to their
total scores at the end of the semester. Meanwhile, the study was also announced to
undergraduate students who are enrolled in “Principles of Finance” or “Financial
Accounting” courses, and the students were invited for taking part in the study in
exchange of extra course points. Among the participants, 106 students who
participated to the study received extra points for “General Psychology”,
“Understanding Social Behavior” or “Principles of Behavioral Sciences” courses, 79

students earned extra points for “Principles of Finance” course, and 48 students

received points for “Financial Accounting” course.

In addition to these methods, 13 students were attracted with the help of posters,
which hanged in various places of METU campus, indicated that one participant will
get 660 Turkish Liras as a thank you gift. The approximate duration of the study was
announced to be 50 minutes; however, the aim of the study was hidden thanks to
describing it as study that measures the relation between emotions and consumer

behavior.
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All participants attended the study in the same classroom that is located in METU
Department of Business Administration building, room G163. Three tables and the
seats in the class were arranged in a way that no participant faces another participant
or the researcher, while the wall clock is in everyone’s vision. Each session hosted
one to three participants. The randomization of the experimental conditions of the
study (MS — DP) was managed by researcher’s randomly distributing the data
collection materials to three available tables in each session break when no one is

accepted to class, and participants’ randomly choosing the table to sit in.

When participants were invited in to the class, each participant found an Informed
Consent Form (See Appendix A), warnings sheet, questionnaires, a product and
services catalog, a calculator, a pen, and two pencils on the table they chose. The
participants were welcomed and requested to fill the Informed Consent Form first,
give it back to the researcher and wait for the researcher’s instructions before
beginning. It was paid attention to let all participants start at the same time to cease
the disruption of early finishers. Then, the participants were told that the study is
about the relation between the emotions and consumer behavior. Also, the researcher
read out loud the warnings about the study, that asks participants to provide full
answers, complete the tasks and questions in their given order, not to look at next
pages, not to return to finished pages, not to use mobile phones, not to leave the class
earlier than 35 minutes and not to tell anything about the study to their friends who
would participate. All the sessions were proctored by the researcher herself and

carried out from the April 18" to the May 8".

Contrary to most of the researches, the participants didn’t begin the study with filling
out the Demographic Information Form to refrain from possibility of the items in the
form priming the family, disease or death related thoughts. Thus, depending on the
experimental group they were in, the participants firstly jotted down about their death
in MS condition or dental pain in control condition in the first page. Following that,
in the second page, participants were given the PANAS (Watson et al., 1988) to both
let the researcher check for the expected indifference between the scores of the

participants in different conditions and to provide delay after the mortality salience
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manipulation. Then, the first part of the tasks was closed with the word search puzzle

on the third page.

The second part began with the further description of the study and tasks, that
includes the information about the monetary award, how it can be used, the content
of the catalog, the definition of the saving account and so on. Then participants,
checked out the products and services catalog, and filled out the product choice form
for every, if any, item they wanted to purchase. Later, the participants answered
questions regarding how they plan to allocate their money among the available
options and the reasons behind their opting to save or take cash. In the last page of
the study, the participants were made to choose between two keychain design options
and finally to provide their demographic information. When they are finished with
the study, the participants leave the materials on the table and quit the class. Only
when all experimental sessions are over, the Debriefing Form (See Appendix J) was

e-mailed to participants and they were thanked for participation.

Manipulation Condition Control Condition

Mortality Salience Dental Pain
\ /
PANAS (Gengdz, 2000; Watson, Clark, & Tellegen, 1988)
Word Search Puzzle
Description the second part
Products and services catalog
Product choice, money allocation and usage questions
Product design choice question

Demographics

Figure 2. Order of scales for each experimental group
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CHAPTER III

RESULTS

This chapter will provide the sections of data screening, descriptive statistics for
variables of the study, differences regarding experimental conditions and also the

sections consisting of testing the hypotheses of the study.

3.1. Screening Data

As there occurred some missing data, the analysis process began with conducting
Little’s Missing Completely at Random (MCAR) to ensure that the missing data are
not related to any other variable but totally random. Thanks to the non-significant
results from the test (p = n.s), it was confirmed that the missing data were totally
random. This confirmation allowed further analyses on the dataset to be done.
Moreover, since more than half of the subjects completed each of the items in the

study, all of the variables were kept in the analyses.

First of all, as this study deals with culture dependent hypotheses, the data gathered
from the 5 participants who were not raised in Turkey by the citizens of Turkish
Republic were not used at all. Furthermore, in order to be certain about the effects of
manipulation, only the data gathered from the subjects who have written 13 or more
sentences when responding to the mortality salience manipulation, requiring the
subjects to write at least 16 sentences in total, were used for the further analysis. As a
result, the data collected from 14 people were totally excluded because of the
participants’ having given insufficient answers. Also, the data provided by three
participants were excluded from the analyses, due to the participants’ not proceeding
through the tasks in the required order. As a result, after the removals, 224

participants were left in the analyses. Among the remaining participants, 5 of them
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missed to answer only one item in the PANAS, and these missing values were
replaced with item means. For this purpose, the mean replacement technique was

implemented by using item group means.

Second, data were screened for detecting the univariate and multivariate outliers. The
z-scores of each PANAS item, and the answers to the questions concerning the
monthly total income; the amount of money to be spent, saved or taken in cash; the
amount of money to be spent on materials or experiences; the amount of money that
will be used for purchasing materials and goods for participant’s herself/himself,
family members, friends and for others overall were calculated for two groups of this
study. The results indicated that 26 subjects are univariate outliers according to this
criterion. Moreover, the data were screened again for the Mahalanobis score for
multivariate outliers, and the scores revealed that 4 participants are multivariate
outliers. Thus, at the end of the analyses to pick up outliers, the data gathered from
30 participants were eliminated. Hence, the further analyses were conducted using

the data coming from the remaining 194 participants.

3. 2. Descriptive Statistics for the Variables

Before starting to statistically test the hypotheses, the main variables of the study
were examined to gather the basic descriptive information concerning their means
and standard deviations. First, the average age of the participants whose data will be
used throughout the rest of the analyses is 21.42 (SD = 1.54); and the average
monthly income of these participants is 890.71 TL (SD = 453.62). Second, the
PANAS PA and NA scores (M =4.48, SD =1.03 and M =2.35, SD = .96,
respectively) implied that the participants felt relatively positive even after having

been reminded of mortality or dental pain.

It was observed that on average the participants chose to spend 274.81 TL (SD =
202.66) on goods and services, save 168.86 TL (SD =222.31) and get 214.02 TL (SD
=220.22) in cash. The scores for the amount of money to be spent on materials or

experiences (M = 133.83, SD = 139.09 and M = 140.45, SD = 169.45, respectively)
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revealed that overall the participants chose to spend roughly equal amount of money

on both.

On the other hand, the descriptive statistics showed that on average the participants
opted for spending more money for themselves instead of someone else (M = 166.5,
SD =144.98 and M =106.01, SD = 112.01, respectively). The scores for the amount
of money to be spent for the romantic partner, family members or friends were; M =
32.44, SD = 64.29; M = 53.45, SD = 88.92; M =21.07, SD = 42.29, respectively. It
was seen that none of the participants whose data were used in the analyses opted for
spending their money for someone else than their romantic partners, family members

and friends.

Table 2.

Descriptive statistics for the main variables.

Variables M SD N
Age 21.42 1.54
Gender
Female 97
Male 97
Average monthly income 890.71  453.62
PANAS
Negative Affect 2.35 .96
Positive Affect 4.48 1.03

Money allocation

Spending 274.81  202.66
Saving 168.86  222.31
Getting in cash 214.02  220.22

Spending for materials and experiences
Materialistic consumption 133.83  139.09
Experiential consumption 140.45  169.45

Spending for one’s self and others

Money spent for the self 166.5 144.98
Money spent for the others 106.01 112.01
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3.3. Mortality Salience and Dental Pain Differences on Spending and Saving

3.3.1. Effect of MS and DP on Spending Money (Hypothesis 1a)

First of all, one way univariate analysis of variance was conducted in order to figure
out the difference between the total amount of money spent (DV) by the participants
who were reminded of mortality and the participants who were reminded of dental

prime (IV) that chose not to spend or save all the money.

It was observed that 88 participants who were in dental pain condition and 76
participants who were in mortality salience condition chose to spend some of their
money. The average amount of money spent by the former group was 346.87 TL (SD
= 175.42) and this value for the other group was 299.84 TL (SD = 181.83). As a
result of the values’ being normally distributed and Levene’s F-Test being

insignificant, the assumptions for the analysis were met.

One way univariate analysis of variance revealed that provoking death or dental pain
related thoughts doesn’t create a significant difference in the amount of money that
people choose to spend (F(1, 162) =2.82, p = .09, #° = .02). Thus, this result couldn’t
confirm the hypothesis that compared to the people who were reminded of dental
pain, the ones who were reminded of death would opt to spend more money. On the
other hand, another one way univariate analysis of variance showed that there wasn’t
a significant difference between the total number of materials and experience
services that the participants in mortality salience (M = 6.92, SD = 4.62) or dental
pain condition (M = 7.94, SD = 4.70) chose to obtain (F(1, 159)=1.93, p=.17, 5°=
.28).

3.3.2. Effect of MS and Gender on Spending Money (Hypothesis 1b)
Concerning the effect of gender on the relationship between mortality salience and

consumer behavior, it was hypothesized that while there won’t be a significant

difference on the amount of money that would be spent by male participants in
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mortality salience or dental pain conditions, the female participants in the morality
salience condition are expected to spend significantly more money compared to the
female participants in the dental pain condition. To test this hypothesis, a 2 (death
manipulation) x 2 (gender) univariate analysis of variance was conducted using the
data of the participants who chose spent some of their money and taking the amount

of money spent as the dependent variable.

The results from this 2 x 2 between-subjects univariate analysis of variance showed
that there was not a significant interaction between gender and mortality salience
manipulation (F (1, 160) = .22, p = .64). Further analysis proved that the amount of
money spent by female participants in dental pain condition (M = 331.24, SD =
163.78) or mortality condition (M = 298.67, SD = 154.78) wasn’t meaningfully
different (F (1, 90) = .96, p = .33). Similarly, male subjects in dental pain (M =
361.81, SD = 186.47) or mortality salience (M = 301.97, SD = 226.13) condition
didn’t spend their money differently (F (1, 70) = 1.48, p = .29). Hence, only the
hypothesis which concerns the money spending choices of male participants was

supported.

3.3.3. Effect of MS and DP on Saving Decision (Hypothesis 1c and 1d)

It was hypothesized that exposure to mortality salience or dental pain manipulation
will not have a significantly important effect on the amount of money that people
choose to save. In order to test this claim, one way analysis of variance was
conducted using the data from the participants who chose to save some money and

taking the amount of money that people allocated to save as the independent variable.

As a result of this one way analysis of variance, it was observed participants who
were exposed to mortality salience manipulation opted to save more money on

average (M = 395.18, SD = 183.71) than the participants who were made to think
about dental pain (M = 339.54, SD = 183.7). Nevertheless, this difference wasn’t
statistically significant, F (1, 87) = 2.04, p = .16. Thus, the analysis confirmed the
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hypothesis which states that compared to exposure to dental pain, exposure to death

related thoughts doesn’t make people save significantly more money.

The other hypothesis of the study was concerning the length of the time period that
the participants would like to keep their money in the savings account. It was
expected that there wouldn’t be a statistically significant difference in the time period
for which the participants chose to keep save money between the participants who
were made to think about the mortality or dental pain. To test this claim, different
than the previous analysis, a nonparametric test, a Mann-Whitney test was conducted
due to data’s not confirming the normal distribution assumption of the analysis of
variance test. In the end, the Mann-Whitney test indicated that the length of the time
period to save money, measured by months, was not different for the participants in
the mortality salience condition (Mdn = 6) than for the participants in the dental pain
condition (Mdn = 6.5), U = 888, p = .91. Hence, the result of the test supported the
hypothesis by proving the indifference between manipulation groups in terms of the

planned length of time to save money.

3.4. MS and DP Differences on Materialistic and Experiential Consumption

(Hypothesis 2a and 2b)

Different than the literature on mortality salience and consumer behavior, it was
aimed in this research to elucidate the effect of mortality salience on the type of
consumption, mainly the materialistic and experiential consumption. So, it was
hypothesized that people who were reminded of mortality would spend significantly
more money for materialistic consumption than people who were reminded of dental
pain would do. However, it was not expected to observe a difference between these
two groups in terms of the money that would be spent for the experiential

consumption.
To evaluate the former hypothesis, an independent sample T-test was conducted

taking the mortality salience manipulation as the dependent variable and the amount

of money that would be spent on materialistic as the independent variable. Contrary
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to the expectation, the test result demonstrated that participants who were exposed to
dental pain manipulation (M = 208.91, SD = 140.31) chose to spend significantly
more money on materials than participants in the mortality salience condition (M =

158.44, SD = 98.17) did, ¢ (129.4) = 2.44, p = .02, 95% CI [9.6, 91.33].

On the other hand, the second independent samples T-test that was done using the
mortality salience manipulation as independent variable and the money spent for the
experiential purchases as the dependent variable turned out to support the
corresponding hypothesis. Thus, in line with expectations, it was seen that the
amount of money spent for experiential purchases by the participants who were
reminded about death (M = 215.02, SD = 166.7) wasn’t significantly different from
the respective amount spent by the participants who were reminded of dental pain (M

=196.39, SD = 172.26), t (129) = .533, p = .53, 95% CI [-77.62, 40.36].

3.5. MS and DP Differences on the Decision to Spend Money for Whom
(Hypothesis 3a, 3b and 3¢)

In order to test the hypothesis that people who were exposed to mortality salience
manipulation would choose to spend more money on others than people who were
exposed to dental pain manipulation would do, an independent samples T test was
run taking the mortality salience manipulation as the independent variable and the
total amount of money that the participants chose to spend for their family members,
romantic partner, friends, or anyone else as the dependent variable. However, the
analysis revealed that the participants who were made to think to about death (M =
157.83, SD = 115.24) didn’t spend significantly more than the participants who were
made to think about dental pain (M = 136.82, SD =99.87) did, ¢ (136) =-1.14, p =
.25, 95% CI [-57.28, 15.26].

Although it was found that there is not a significant relationship between the

mortality salience and the amount of money to be spent on others, still a mediation

analysis was conducted to test the hypothesis that the relationship between mortality
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salience level and the money that would be spent on others will be mediated by how
strong the participants feel. For this test, the mediator variable values were derived
from the participants’ answers to the PANAS (Watson et al., 1988) item of “strong”.
The mediation analysis was run using the indirect SPSS macro (Preacher & Hayes,
2008). As a result, since indirect effects were considered as significant when the bias
corrected confidence interval did not include zero, the results revealed that how
strong a participant felt (Bootstrap SE = 2.85, 95% CI [-2.50, 10.93] did not mediate
the relation between mortality salience level and the amount of money that was spent

on others.

The last hypothesis concerning the effect of mortality salience on the amount of
money to be spent on others was positing that when the mortality is salient people
would be spending more money for their family members than the people in control
condition would do. This hypothesis was tested with the help of an independent
samples T-test, and the analysis revealed that the amount of money that the
participants from the morality salience condition (M = 131.97, SD = 98.72) spent for
their family members wasn’t significantly more than the respective amount spent by
the participants from the dental pain condition (M = 117.51, SD = 98.2), t (80) = -.66,
p=.51,95% CI [-58.04, 29.13].

3.6. MS and DP Differences on the Product Design Choice (Hypothesis 4)

In this study, it was hypothesized that people who were reminded of death would be
more interested in a product with a local abstract symbol rather than one with a
foreign abstract symbol, compared to people who were reminded of dental prime. To

test this hypothesis a binary logistic regression analysis was performed.

Among the participants who were reminded of mortality 46 of them opted for the
keychain with a local symbol and 50 of them opted for the one with foreign symbol,
similarly among the participants who were reminded of dental pain 44 of them chose
the keychain with a local symbol and 50 of them opted for the other. Thus, at that

point the logistic regression test wasn’t expected to detect any significant relation
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between the mortality salience manipulation and product design choice. Not
surprisingly, the model turned out to be insignificant with the corresponding
statistical values, ¢ (1, N = 190) = .02, p < .88; also, the Nagelkerke R square value
for the models was .00. Moreover, it was shown that having been exposed to
mortality salience or dental pain manipulation (B = .044, SE = .291, Exp(B) = 1.045,

p = .88) wasn’t an indicator of the product design choice.

3.7. MS and DP Differences in terms of PANAS Scales (Hypothesis 5)

In order to increase reliability of the gained results, participants’ level of affect was
analyzed to ensure that the participants who were exposed to mortality salience
manipulation would not have significantly different negative or positive affect than
the participants in the control condition. So, an independent samples T-test was
conducted taking the PANAS negative and PANAS positive scores as the
independent variables; however, because the PANAS negative scores were not
normally distributed a non-parametric test, Mann-Whitney test was also conducted to

double check the results of the first test.

When conducting independent samples T-test, Levene’s test for equality of variance
showed that homogeneity of variance assumption holds for both PANAS positive
and PANAS negative data. Furthermore, in line with the expectations, PANAS
positive scores of the participants in the mortality salience condition (M = 4.47, SD =
1.09) were found to be statistically indifferent from the corresponding scores of the
participants in the control condition (M = 4.49, SD = .97) with the values of 7 (192) =
139, p=.89, 95% CI [-.27, .31]. However, contrary to expectations, the T-test
results for the PANAS negative scores revealed that the participants who were
reminded of death (M = 2.54, SD = .95) reported experiencing significantly higher
negative affect, compared to the participants in the control condition (M =2.17, SD =
.95) as it can be seen from the statistical values of 7 (192) = -2.67, p = .008, 95% CI
[-.63, -.09].
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On the other hand, the Mann-Whitney test also ended up with similar results which
stated that even though the PANAS positive scores of the participants in the mortality
salience condition (Mdn = 4.5) weren’t significantly different than those of the
participants in the control condition (Mdn = 4.6), U = 4653.5, p = .9; the PANAS
negative scores of the participants who were exposed to mortality salience
manipulation (Mdn = 2.4) were significantly higher than those of the participants
who were exposed to the dental pain manipulation (Mdr = 1.9), U= 3550, p = .003.
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CHAPTER IV

DISCUSSION

As intended, the implicit effects of existential anxiety on consumer decisions
regarding how much, for whom and what to consume were examined in this study.
When doing so, the TMT and the literature on the effects of mortality salience on
consumer behavior constituted the main pillars of this research. Thus, within the
TMT framework it was mainly hypothesized that increased mortality salience can
lead consumers to spend more money on goods to find refuge in materials and opt to
purchase such materials more for one’s own family or significant others instead of
himself/herself to bolster the self-esteem through living up to the cultural norms and
values. Also, it was expected that when mortality is salient people would prefer the
product designs that reflect their own culture with the unconscious aim of embracing

their cultural worldviews.

As explained in the “Method” and “Results” section of this study, the above
mentioned hypotheses were tested with the help of an experimental research design
and analyzed using several statistical tests. So, this part of the study aims to discuss
the implications of these statistical results for each hypothesis, the contributions of
the findings to the existing literature, the possible applications of them, and finally

the limitations of the study.

4.1. Evaluations of the Findings

4.1.1. Evaluation of Experimental Manipulation Differences on Spending or

Saving Money (Hypotheses 1a, 1b, 1¢ and 1d)
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Contrary to expectations, it was found that the participants who were made to think
about death didn’t spend more money compared to the participants who were made
to think about dental pain (Hypothesis 1a). Moreover, even though the difference
wasn’t significant, on average the participants who were exposed to dental pain
manipulation chose to spend more money than the participants in the mortality
salience condition did. There can be several reasons behind these unexpected results

that are discussed in the following paragraphs.

First of all, it is important to note that in order for the gained results’ reflecting
uniquely the effect of mortality salience level, there shouldn’t be a significant
difference between mortality salience and control groups in terms of the positive or
negative affect (Greenberg, Solomon, & Pyszczynski, 1997). However, even though
no extraordinary mortality salience or dental pain manipulations were applied to
participants, while the mean positive affect scores (U =4653.5, p =.9) didn’t show a
significant difference, unfortunately the mean negative effect scores (U = 3550, p =
.003) turned out to be significantly higher for the mortality salience participants
compared to the control participants. Thus, the indifference between the mortality
salience and dental pain participants in the amount of money to be spent can be
attributed in this study to the mortality salience participants’ experiencing
significantly higher anxiety than the control participants. Considering the findings
from the study of Raghunathan and Pham (1999) stating that feeling of anxiety
makes people think more about risks and uncertainty and choose the options with low
risk and low return as a result. Hence, it can be argued that in the current study, the
participants in the mortality salience condition might instead of choosing to spend
their money on goods and services that are offered by the researcher, an option that
includes risk of becoming frustrated by the purchase but at the same time the reward
of getting a good deal compared to purchase options outside, have chosen not to
spend their money, an option which includes very low risk and return. The results
from the Mann-Whitney test which was conducted using the manipulation as the
independent variable and the amount of money to be taken cash as the dependent
variable supported this claim by showing that the amount of money to be taken cash

by the participants in the mortality salience condition (Mdn = 317.89) was
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significantly more than the corresponding amount to be taken by the participants in
the control condition (Mdn = 233.65), U= 1943, p = .03. As a result, it can be
concluded that experiencing more anxiety compared to participants in the control
condition, participants in the mortality salience condition chose to use their money

for an option with the least risk in our case.

On the other hand, with the aim of separating the effect of negative affect from the
effect of manipulation, a hierarchical multiple regression analysis was performed by
entering the mean negative scores as the first variable and the manipulation as the
second while using the total amount to be spent as the dependent variable.
Nevertheless, the analysis revealed that even after controlling for the negative affect,
adding the manipulation variable didn’t significantly improve the prediction of the
total amount of money to be spent, R =.13, R’ = .02, F (1,161)=2.6, p < .11.
Considering this situation, we should point out to the other possible reasons behind
mortality salience manipulation’s doesn’t creating the expected effect on the amount
of money to be spent. As it was mentioned, the studies in the literature concluding
that increased mortality salience results in increased consumption were conducted
using the foods and beverages as the measure of consumption (e.g., Ferraro, Shiv, &
Bettman, 2005; Friese & Hoffman, 2008; Goldenberg, Arndt, Hart, & Brown, 2005),
instead of the amount of money used to purchase goods and services. Since, the food
consumption has a direct relation with vital functions and death, we can expect it to
show different patterns than the consumption of the goods and services such as
clothes, shoes, gifts, jewelry, theatre tickets, etc. Hence, this difference between the
consumption types and the dependent measures can be the cause of the discrepancy

between the expectations based on the existing literature and the findings.

There exists another possible explanation for the discrepancy between the previous
studies on the relation of mortality salience with consumption and the current study.
In the related literature, the most important study which didn’t measure the effect of
mortality salience on the consumption using the food consumption is the one by
Mandel and Heine (1999). However, even this study concludes that the mortality

salience increases the interest for the high status items; thus, as a dependent measure
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the authors reported the interest for the specific item even though they also collected
the data for the willingness to purchase. Contrarily, in the current study the
dependent variable was measured by the exact amount of money that the participants
would be willing to spend on goods and services. Hence, even though the studies in
the literature and the current study seem very similar, the different dependent
measures might have resulted in the different psychological processes to take part

and the results’ showing discrepancies between expectations and the findings.

Since the general hypothesis that concerns the effect of mortality salience on the
amount of money to be spent didn’t hold true, it was then expected not to find gender
differences on the effects of mortality salience on the spending, even though it was
hypothesized that while there wouldn’t be any significant difference between the
amount of money spent by the male participants in either control or experimental
condition, the female participants in the mortality salience condition were expected
to spent significantly more money compared to female participants in the control
condition (Hypothesis 1b). However, for several reasons as the general hypothesis
failed to show that increased mortality salience didn’t cause the consumption
behavior that are shaped by society norms and values like obtaining materials, it was
clear that the mortality salience wouldn’t create a gender difference in terms of
female participants’ spending more money for consumption as it could be expected

from them due to social gender roles.

Last, the second general hypothesis of this study was positing that there wouldn’t be
a significant difference between the experimental and control conditions concerning
either the amount of money to be saved or the time period that this money would be
kept in the savings account. In the end, the results of this study confirmed both parts
of this hypothesis. Since the relation between the mortality salience and monetary
saving behavior was not studied before, this study is important for being the first, as
far as known. This finding can be attributed to mortality salience’s increasing the
financial expectations and optimism as posited by (Kasser & Sheldon, 2000) and also

to materialism’s being deeply embedded into our culture.

50



4.1.2. Evaluation of Experimental Manipulation Differences on Materialistic

and Experiential Consumption (Hypotheses 2a and 2b)

One of the main hypothesis of this study was stating that the participants who were
exposed to mortality salience manipulation would spend more money on materialistic
consumption compared to participants who were exposed to dental pain manipulation
would do; however, the amount of money that would be spent on the experiential
consumption would not be different between these two groups. Nevertheless, the
results of the analyses failed to confirm the first part of the hypothesis whereas they

confirmed the second part.

Surprisingly, it was found that the participants who were made to think about dental
pain chose to spend significantly more money on materials compared to the
participants who were made to think about death did. There might be several reasons
behind this unexpected finding. First, as it was shown that the participants who were
exposed to mortality salience reported experiencing meaningfully more intense
negative affects compared to the participants in control group did, the ideas about
death might not have been removed from the conscious awareness while the
participants were answering the consumption related questions, namely the
dependent measures. If that was the case, then the participants are expected to have
used proximal defenses instead of the distal ones, upon which all of the hypotheses of
this study constructed. Hence, that would invalidate the expectations about the
mortality salience participants’ consuming more materials as a way of distal defense
to bolster their cultural worldview which embraces materialistic consumption.
Second, it might be the case that due to going through a more severe anxiety, the
mortality salience participants might have more determinately chosen to go for a low

risk option (Raghunathan & Pham, 1999), in that case not purchasing materials at all.

It might seem contrary but, another explanation for the people who were exposed to
mortality salience manipulation having spent less than expected could be found in the
dimensions of materialism itself. When measuring materialism Belk (1985) uses

three dimensions that are possessiveness, envy and nongenerosity; however, when
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mortality salience is increased expecting people to increase the desire to attain more
materials is in fact a one sided approach that takes into account only the
possessiveness dimension. Nevertheless, as materialism is embraced by culture in its
full, it might be the case that when mortality is salient people can bolster materialism
by showing nongenerosity too. Hence, even though they would like to attain more
materials in line with the possessiveness dimension of materialism, still they could
also become more nongenerous at the same time. Since previous studies on the
effects of mortality salience on consumption used the eagerness to purchase as the
dependent measure, this study’s asking to allocate the actual resources for purchase
might have encouraged this discrepancy between dimensions of materialism to come

to the surface.

4.1.3. Evaluation of Experimental Manipulation Differences on for Whom

People Spend Money (Hypotheses 3a, 3b and 3c¢)

It was hypothesized that the participants who were exposed to mortality salience
manipulation would choose to spend significantly more money on others compared
to the participants who were exposed to dental pain manipulation would do. The
statistical results showed that as expected, the mortality salience participants chose to
spend more money on others than the dental pain participants did; however, the
difference wasn’t statistically significant. Taking into account that overall the
participants who were exposed to mortality salience manipulation chose to spend less
money, an additional analysis was run to understand the share of others in overall
spending budget of participants. For this purpose, an independent samples t-test was
conducted taking the manipulation as the independent variable and this time, instead
of taking the amount of money to be spent on others, the proportion of the money
that would be spent on others to the total amount of money to be spent as the
dependent variable. The results revealed that, compared to participants in the control
group (M = .40, SD = .22), the participants who were exposed to mortality salience
manipulation (M = .49, SD = .24) allocated a significantly larger portion of their total
spending to purchase goods and services for others, ¢ (136) =-2.18, p = .03, 95% CI
[-.16, -.01]. Hence, it could be concluded that even though the participants in the

52



mortality salience condition didn’t choose to spend significantly more money in total
compared to the participants in control condition did; still the participants who were
made to think about death allocated significantly more portion of their total spending
to others than the participants who were made to think about dental pain did. As a
result, in order to understand the effect of mortality salience on the decision of for
whom to spend their money, regardless of the total amount of money that they would
be spending, the portion of the spending allocated for others can provide better
insight. In this case, it shows that nevertheless the mortality salience participants
chose to prefer a less risky consumer behavior of keeping the money in cash instead
of making purchases, still it can be argued that as a distal defense they bolstered their
cultural worldviews and self-esteems via allocating a significantly more amount of
their budget for purchasing goods and services for their families, romantic partners

and friends.

4.1.4. Evaluation of Experimental Manipulation Differences on Product Design

Choice (Hypothesis 4)

As mentioned in the “Results” section of this study, the logistic regression analysis
showed that the participants in either mortality salience or dental pain condition
didn’t exhibit a significant difference in terms of their choice between a keychain
with local abstract symbol and one with a foreign abstract symbol. If design elements
of the keychains had included more concrete and easy to grasp elements, it was
highly probable that the mortality salience participants would have chosen the design
with the local symbol. However, this study aimed to test the effect of mortality
salience on the vague area of abstract symbols, but the results showed that the effects
of mortality salience don’t go as far to include the preference for abstract symbols
too. Hence, the explanation for this unexpected result can be the symbols’ being so
abstract that the participants weren’t able to differentiate their meaning or localness.
Since, the terror management mechanism functions through providing a meaningful
view of reality, the participants’ disliking the abstract symbols after being exposed to
mortality salience manipulation was expected (Landau et al., 2006). So, participants’

having remained indifferent between two abstract product design choices can be

53



attributed to their not paying attention to this product choice due to their dislike for

abstract and seemingly meaningless designs.

4.1.5. Evaluation of Experimental Manipulation Differences on PANAS Scales
(Hypothesis 5)

In order to ensure the uniqueness (Martens, Burke, Schimel, & Faucher, 2011) of
mortality salience effects on consumption decisions, mean PANAS PA and PANAS
NA scores of the participants from mortality salience and dental pain conditions were
compared. Even though, the comparison of the mean PANAS PA scores didn’t reveal
a difference between two experimental groups, the mean PANAS NA scores of the
mortality salience participants turned out to be significantly higher than those of the
dental pain participants. Hence, as it was mentioned before in the “Discussions” part,
the findings from this study should be evaluated carefully due to the possible
confounding effect of negative affect experienced by the mortality salience

participants.

4.2. Contributions of the Findings

Due to consumption related TMT studies’ mainly focusing on the food consumption
and the consumption of high status vs. normal goods, this study is the first in
investigating the effects of mortality salience on monetary savings, spending for
experiential or materialistic consumption, spending on the one’s self or others, and
the product design choice. Moreover, it is one of the few studies on Terror

Management Theory conducted with a Turkish sample.

It was found that when people were given the chance to allocate their money among
three realistic options that are spending, saving and getting in cash; there didn’t occur
a significant difference between the people who were exposed to mortality salience
or dental pain manipulation in terms of neither the amount of money they allocated
for spending nor the amount of money they opted to save. However, it was observed

that the participants in the mortality salience condition chose to get significantly
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more amount of money in cash, compared to the participants in the control condition

did.

Moreover, it was revealed that people who were made to think about dental pain
chose to spend significantly more money on materials than participants in the
mortality salience condition did. Nevertheless, no significant difference was detected
between these groups in terms of the amount of money they allocated for experiential

consumption.

Possibly due to mortality salience participants’ having primarily chosen to get the
money in cash instead of saving or spending, the amount of money spent on others
wasn’t significantly different between mortality salience and dental pain participants.
However, it was found that the share of the money spent on others within the total
spending budget was significantly higher for mortality salience participants than for

dental pain ones.

Last, contrary to expectations this study didn’t reveal a significant difference
between mortality salience and dental pain participants concerning their preference
for a product with an abstract local symbol over a product with an abstract foreign
symbol. This unexpected finding can attributed either to symbols’ being overly
abstract to recognize their localness or to mortality salience effect’s not working in
this study. When evaluating the second possible explanation, it is important to
consider that in this study the mean PANAS NA score of the mortality salience
participants was found to be significantly higher than the respective score of the
dental pain participants. Hence, this significant difference in negative affect between
groups decreases the reliability of the mortality salience effects observed in this

study.

To sum up, this study elucidated the effects of mortality salience on the consumer
decision to how much, for whom and what to consume using a Turkish sample. Even
though the mortality salience effect didn’t work well in several of the analyses, it can

be humbly argued that this study still made a contribution to the mortality salience
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and consumer behavior literature by answering the questions which haven’t been

asked before in the realm of TMT.

4.3. Limitations of the Study and Implications for Future Research

Being the first experimental research experience of the researcher, this study was
subject to several imperfections and limitations. The probable factors limiting the
study results are discussed in the following paragraphs to help the future researchers

who are interested in the similar research topics.

First, in order to meet the assumptions of the statistical analyses and make the data
set clear and statistically meaningful, few cases which were identified as outliers or
meaningfully inadequate were eliminated from the study. Even though it was a
necessary step, still the data’s having been narrowed might have affected the results
negatively. Omitting the data from the participants with extreme spending or saving
tendencies might have caused the indifference between the mortality salience and

dental pain groups in terms of the amount they chose to spend or save.

Second, the participants were requested to take monetary decisions based on the
assumption that they won the prize of 660TL. Thus, making decisions based on the
assumed presence of money limited the results of this study, possibly by the
participants’ not having thought as seriously as they would have done if they had
received real money. Moreover, the monetary gift amount of 660TL was determined
based on the average monthly spending of the Turkish university students. Thus, the
saving or spending decisions of the students might have showed differences among

the participants who normally spend significantly more or less than this amount.

Third, the independent variables concerning spending were measured based on the
product and services choices of participants from an extensive product and services
catalog that was prepared by the researcher. Even though the catalog was prepared in
order to appeal different tastes, needs and preferences of the students, still some of

the participants might have not found the options in the catalog appealing and chose
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not to spend their money for that reason. On the other, it also probable that the
participants who were provided with a 212 page catalog consisting of over 300
product and service options might have experienced a choice overload and this might
have decreased their likelihood to make a purchase (Iyengar & Lepper, 2000). Thus,
as a future research direction, the effect of mortality salience on the choice overload
can be studied by providing the participants with different number of product and
service choices. Furthermore, instead of making their product choices from a catalog,
by examining the real products the participants might have made more accurate
decisions. So, to decrease the perceived risk of purchase, in future studies the
consumers can be given the opportunity to make their consumption decisions after

examining the real products.

Forth, in order to create a realistic monetary decision making situation, the effect of
mortality salience on the consumption related decisions was measured by the amount
of money that participants used for different options. This could be considered as a
limitation since the money spent for an item shows the combined effect of
possessiveness and nongenerosity dimensions of materialism in Belk’s (1985) term.
Specifically, when deciding on purchasing an item, several factors including the
product liking, willingness to purchase and willingness to pay all take part. Thus, for
future research, it can be more beneficial to design experiments that can detect the
individual effects of different materialism dimensions by measuring for example the

product liking, and willingness to pay as different variables.

Fifth, in explaining the indifference between the product design choices of
participants from mortality salience and dental pain groups it wasn’t clear whether
the mortality salience effect didn’t work well or the product designs were too
abstract. A clearer explanation might have done if there had been the results from a
test to analyzing the effectiveness of the mortality salience manipulation. Hence, in
order to ensure that the mortality salience effect works as expected, it can be helpful
for the future researchers to add another task in the experiment to test the

effectiveness of the manipulation.

57



Sixth, one of the major limitations of this study was its not being able to differentiate
the effect of negative affect from mortality salience effects due to significant
negative affect difference between groups. It is a rare case to observe significant
difference between groups concerning their affects, but still to refrain from its
possible results it might be useful to conduct the second PANAS before the applying

the dependent measures.

Last, the main aim of this study was to detect the effect of mortality salience on
consumer behavior and monetary decision making. So, an environmental difference
would be needed for the participants to feel like they are really making shopping or
an investment decision. Accordingly, for example if the study had been conducted in
a real shopping environment, which also includes a bank in it, such as a shopping
mall, the participants might have exhibited more genuine behavior. Thus, in order to
increase the proximity of the research results to real life, future researchers might

consider making the research environment as close as possible to natural settings.

To sum up, by this study it was humbly targeted to reveal the effects of mortality
salience on Turkish people’s decisions to how much, for whom and what to
consume. It is truly believed that the future researches on this topic would be able to
overcome the imperfections of the current study and widen the accumulated

knowledge in this field.
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APPENDICES

Appendix A: Informed Consent Form

Degerli Katilimci,

Bu ¢alisma, Orta Dogu Teknik Universitesi [ODTU] Isletme Boliimii
Arastirma Gorevlisi Giines Biliciler tarafindan, ODTU sosyal psikoloji yiiksek lisans
programi bitirme tezi kapsaminda yapilmaktadir. Calismanin amaci, duygu
durumlar ile tiiketici davraniglari arasindaki iligkinin saptanmasidir. Caligmaya
katilim tamamiyle goniilliiliik temelinde olmalidir. Ankette, sizden kimlik belirleyici
higbir bilgi istenmemektedir. Cevaplariniz tamamiyle gizli tutulacak ve sadece
arastirmacilar tarafindan degerlendirilecektir; elde edilecek bilgiler bilimsel
yayimlarda kullanilacaktir.

Calisma, genel olarak kisisel rahatsizlik verecek sorular igermemektedir.
Ancak, katilim sirasinda sorulardan ya da herhangi bagka bir nedenden otiirti
kendinizi rahatsiz hissederseniz cevaplama isini yarida birakip ¢ikmakta serbestsiniz.
Boyle bir durumda ¢alismay1 uygulayan kisiye, ¢alismay1 tamamlamadiginizi
sOylemeniz yeterli olacaktir. Calismanin sonunda, bu calismayla ilgili sorulariniz
cevaplanacaktir. Katiliminiz i¢in simdiden tesekkiir ederiz. Calisma hakkinda daha
fazla bilgi almak icin ODTU Isletme Boliimii arastirma gorevlisi Giines Biliciler
(Oda: H224; Tel: 03122103065; E-posta: bigunes@metu.edu.tr) ile iletisim
kurabilirsiniz.

Bu ¢alismaya tamamen goniillii olarak katilyyorum ve istedigim zaman
yarida kesip ¢tkabilecegimi biliyorum. Verdigim bilgilerin bilimsel amach

yayimlarda kullanilmasint kabul ediyorum. (Formu doldurup imzaladiktan sonra
uygulayiciya geri veriniz).

Isim Soyad Tarih Imza Varsa Alinan Ders

67



Appendix B: Mortality Salience Manipulation

Liitfen asagida verilen iki acik uclu soruyu aklimiza ilk gelen duygu ve
diisiinceleri yansitacak sekilde ve en az 8 ciimle kullanarak yanitlayiniz.

Katihmcilardan bu sorulara sezgisel cevaplar vermesini beklemekteyiz.

Asagida yanitlamaniz istenilen iki soru, yakin zamanda gelistirilen yenilikg¢i bir
duygu durumu degerlendirme anketinden alinmistir. Yapilan arastirmalar, kisilerin
yasam ve Oliime dair duygu ve diisiincelerinin gilinliik hayattaki duygu durumlari
hakkinda ¢ok 6nemli oranda bilgi sagladigini gostermektedir. Bu iki soruya
vereceginiz yanitlar, glinliik hayatinizdaki duygu durumunuzu degerlendirmek i¢in
analiz edilecektir. Liitfen, bu maddeleri tam ve gercek diisiincelerinizi yansitacak
sekilde cevaplayiniz.

1. Liitfen, kendi 6liimiiniizii diisiinmenin sizde uyandirdig1 duygu ve
diisiinceleri kisaca aciklayiniz.
1)

2)

3)

4)

3)

6)

7)

8)

2. Liitfen, fiziksel olarak artik o6lii oldugunuzda neler olacagi konusundaki
diisiincelerinizi olabildigince acik bir bicimde yazimz.
1)

2)

3)

4)

3)

6)

7)

8)
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Liitfen asagida verilen iki acik uclu soruyu aklimiza ilk gelen duygu ve
diisiinceleri yansitacak sekilde ve en az 8 ciimle kullanarak yanitlayiniz.
Katihmcilardan bu sorulara sezgisel cevaplar vermesini beklemekteyiz.

Asagida yanitlamaniz istenilen iki soru, yakin zamanda gelistirilen yenilikg¢i bir
duygu durumu degerlendirme anketinden alinmistir. Yapilan arastirmalar, kisilerin
yasama dair duygu ve diislincelerinin giinliik hayattaki duygu durumlar1 hakkinda
cok onemli oranda bilgi sagladigini gostermektedir. Bu iki soruya vereceginiz
yanitlar, giinliik hayatinizdaki duygu durumunuzu degerlendirmek i¢in analiz
edilecektir. Liitfen, bu maddeleri tam ve ger¢ek diisiincelerinizi yansitacak sekilde
cevaplayiniz.

1. Liitfen, disinizin agridigim diisiinmenin sizde uyandirdigi duygu ve
diisiinceleri kisaca aciklayiniz.
1)

2)

3)

4)

3)

6)

7)

8)

2. Liitfen, fiziksel olarak disiniz agridiginda neler olacagi konusundaki
diisiincelerinizi olabildigince acik bir bicimde yazimz.

1)

2)

3)

4)

3)

6)

7)

8)
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Appendix C: Positive and Negative Affect Schedule

Asagida birtakim duygu ifadeleri bulunmaktadir. Liitfen, s6z konusu ifadelerin SU
AN i¢inde bulundugunuz duygu durumunu ne derece yansittigini asagidaki
derecelendirme Ol¢eginde belirleyiniz. Bunu yaparken ifadenin yaninda bulunan

rakamlardan birini yuvarlak i¢ine aliniz.

1 2 3 4 5 6 7
Hi¢ Yansitmiyor Ne Yansitiyor Tamamen Yansitiyor
Ne Yansitmiyor
Tgili 1 2 3 4 5 6 7
Sikintilh 1 2 3 4 5 6 7
Heyecanli 1 2 3 4 5 6 7
Mutsuz 1 2 3 4 5 6 7
Gigli 1 2 3 4 5 6 7
Suclu 1 2 3 4 5 6 7
Urkmiis 1 2 3 4 5 6 7
Diismanca 1 2 3 4 5 6 7
Hevesli 1 2 3 4 5 6 7
Gururlu 1 2 3 4 5 6 7
Asabi 1 2 3 4 5 6 7
Uyanik (dikkati 1 2 3 4 5 6 7
acik)
Utanmisg 1 2 3 4 5 6
Ilhaml (yaratica 1 3 4 6 7
diisiincelerle dolu)
Sinirli 1 2 3 4 5 6 7
Kararh 1 2 3 4 5 6 7
Dikkatli 1 2 3 4 5 6 7
Tedirgin 1 2 3 4 5 6 7
Aktif 1 2 3 4 5 6 7
Korkmus 1 2 3 4 5 6 7
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Appendix D: Word Search Puzzle

Asagida bulunan kelime avi bulmacasinda, kutuda listelenmis olan kelimeler sagdan
sola, soldan saga, yukaridan asagiya ve asagidan yukariya dogru gizlenmistir. Liitfen
4 dakika icinde olabildigince fazla kelimeyi bulmacada bulup isaretleyiniz.

KiTAP KALEM GEZEGEN BARDAK KLAVYE
MONITOR KOSU BILET TAKVIM SILGI

OFis DEFTER KONUK MEVSIM SIRA

A |G |E |R |B |U |M|G |A |K |S |i |sS |B |O
K |[i |T |[A [P |O [M|E [Z |U |K [J |U A |R
6 |G |U |G |E |z |E |G |[E |N |Z |E |Y |R |[E
V |[A |C |C |I |T |L |Y |U]|O |H |v |A |D |U
L |1 |G |sS |I |[R |[A |C |U |[K |R |[D |U |A |)
i |[R |T |H [MJE |[K [A |V [0 |[S |E [i [|K |Y
G |Y |E |J |H |G |O |C |I |P |U|F |E |R [I
L |[N |O |G |S |I |F |O |R [P |A |T |G |L |N
i |S |T |E |F |O [R [P [V |[E |V [E |L |[I |K
S |A |s |1 |S |z |0 |R |T |Y |i |R |A |H |B
A D |K |[I [N |O |T |A |K |V ]I |[M]|G |U |I
A M |O N |i |T |O|R |iI |A|D |S |O|T |L
T |0 |S |A|R |[R |[MJ|A |F |L [I |z |i |R |E
A N |U |Y |E |K |A|L |0 |K |[A |l |L |U |T
R |¢ |i |[R |[E [N [M[i |S [V |[E [M]|E |Y |V

Sonraki uygulamalar i¢in geribildirim olmasi i¢in liitfen ¢6zdiigiinliz bulmacanin

zorluk derecesini belirtiniz.

» @ & @H & © O & 0
Cok kolay Cok zor
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Kadin
Ayakkahi

Appendix E: Sample Pages from Product and Services Catalog

72

Uriin Kodu: WFN1

Fiyat: 60 TL

Marka: Sevgim

Cinstyet: Kadin

Bedenler: 36, 37, 38, 39,40, 41.

Desenler: Cupcake, mor kug ve gigekler, pembe
gigekler, kuglann saadeti.

Gikig noktas kisinin kendini dzel hissetmesi olanve
bu dogrultuda sinirl sayidatasarim yapan Sevgim
Shoes'un ayakkabilariyla kimi zaran iginizdeki
gocuga, kimi zaman bir parti kizing, kimi zaman da bir
masd kahramanina hayat verirsiniz.

28




Uriin Kodu: MTN24

Fiyat: 68,25 TL

Marka Network
Cinsiyet: Erkek
Bedenler: XS, S, M, L, XL, XxL

Renk: Lavicert, titin rengi, siyah, beyaz, gri,
mavi

Klasik model, normal kahp, portatif bdenli
inceyaka

%100 Pamuk

Erkek Giyim
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Uniseks
Hediyeler

Spor

Malzemeleri

"‘

Uriin Kodu: UGN2

Fiyat: 20 TL

Tebesirliyaz yazilabilen kupa
Marka 1978march

Seramik kupanin komple etraindatebesir
ile dilediginiz notu yazabileceginiz karatahta
bdlmesivardir.

Bardaklabirlikte kutudaiki tane detebesir
bulunmaktadir.

Kupanin ¢api: 8 cm
Kupanin boyu: 9,5 cm

Yaziyl temizlemek igin kuru bez ile hafifge
dlmeniz veyayikarmaniz Yeterli olacaktir.

Uriin Kodu: NSN26

Fiyat: 1995 TL

Badminton seti
Badminton oy namaya yeni baglayan
yetiskinler icin tasarlanmtir.

Marka Artengo

igerik: 2 yetiskin raketi, 2 tiy top ve 1 kilf.
Raket agirhg: 130 gr.

Raket boyw: 66 cm.

2yl garantili.
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Appendix F: Product Choice Questions

Calismaya katilip biitiin sorulari eksiksiz tamamlayan bir Kisi cekisle
belirlenecek ve kendisine katilim icin tesekkiir hediyesi olarak 660TL

verilecektir. Liitfen asagidaki sorular1 660TL’yi kazandigimiz1 varsayarak,

gercek tiiketim ve biriktirme tercihlerinizi yansitacak sekilde yamitlayimz.

Bu 660TL nin isterseniz bir kismini1 “Uriin Katalogu”nda tanitilan iiriin ve
hizmetlerden satin almak i¢in, bir kismini ise biriktirme se¢eneginde degerlendirmek

icin kullanabilirsiniz ya da paray1 hemen teslim almay1 segebilirsiniz.

Universite dgrencilerinin tiiketim ihtiyaclarina uygun iiriin ve hizmetlerden olusan
“Uriin Katalogu”nda kadin giyim, kadin ayakkabisi, kadm ev giyim, kadmlar i¢in
hediyeler, erkek giyim, erkek ayakkabisi, erkek ev giyim, erkekler i¢cin hediyeler,
uniseks hediye secenekleri, cocuklar i¢in hediyeler, spor malzemeleri, erkek spor
giyim, kadin spor giyim, etkinlik ve aktiviteler ile yeme-igme hizmetleri ve bunlara

ait detaylar1 bulabilirsiniz.

Bu katalogdaki her {iriin ve hizmeti kendiniz ya da bir bagkas1 i¢in satin
alabileceginizi ve iirlinler ve hizmetler i¢in katalogda belirtilen fiyat haricinde
herhangi bir harcama yapmaniz gerekmeyecegini diisiinerek karar veriniz. Satin

almay1 segeceginiz her {irlin i¢in tiiketici haklariniz korunacaktir.

Satin almak istediginiz iiriinler yalnizca tiiketim tercihlerinizi anlayabilmek icin
sorulmaktadir, paranin size ¢ikmamasi halinde tercihlerinizin bir hitkmii

olmayacaktir.

Satin almak istediginiz iiriin ve hizmetlerin her biri i¢in asagidaki forma {iriin kodunu

75



yazmaniz ve o iriinii/hizmeti kimin i¢in satin almak istediginiz sorusuna yanit

vermeniz gerekmektedir.

Katalogdaki tiriinlerden satin almanin yani sira isterseniz paranizi teslim alacaginiz
stireden itibaren %38.60 faiz orani ile 30 giin vadeli mevduat hesabinda
biriktirebilirsiniz. Isterseniz de kazandiginiz paray1 hemen teslim almay1

sec¢ebilirsiniz.

Vadeli mevduat hesaplari, aninda nakit paraya doniistiiriilemeyen, bankadan
¢ekilmesi i¢in belirli bir zamanin (vade) dolmasi gerektigi, bu siire dolunca ise faiz

getirisiyle birlikte ¢ekilebilen ya da bagska bir vadeye yatirilan hesap tiiriidiir.
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Liitfen iiriin katalogunu inceledikten sonra satin almak istedigini her bir iiriin
ve hizmet icin asagidaki formlari eksiksiz doldurunuz. Ardindan paranizi ne
sekilde degerlendirmek istediginize dair soruyu yamtlayiniz.

1) Uriin kodu: Fiyati:
Uriin bedeni:

Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
D Aile iiyesi, akraba DArkadas
DIGOT et
2) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
D Aile iiyesi, akraba DArkadas
D DIZeri. i

3) Uriin kodu: Fiyat::

Uriin bedeni:

Uriin rengi/deseni:

Uriiniin veya hizmetin kimin icin satin alindig:
D Kisinin kendisi DRomantik partner
D Aile iiyesi, akraba DArkadas

4) Uriin kodu: Fiyat::

Uriin bedeni:

Uriin rengi/deseni:

Uriiniin veya hizmetin kimin icin satin alindig:
D Kisinin kendisi DRomantik partner
D Aile tiyesi, akraba DArkadas
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5) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
D Aile iiyesi, akraba DArkadas
D DIZET i

6) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
[ Aile iiyesi, akraba OArkadas
D DIZET i

7) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
[ Aile iiyesi, akraba OArkadas
D DIZET i

8) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
D Aile tiyesi, akraba DArkadas
DIGOT et
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9) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
D Aile iiyesi, akraba DArkadas
D DIZET i

10) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
D Aile tiyesi, akraba DArkadas
D DIZET i

11) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
D Aile tiyesi, akraba DArkadas
D DIZET it

12) Uriin kodu: Fiyati:

Uriin bedeni:
Uriin rengi/deseni:
Uriiniin veya hizmetin kimin icin satin alindig:

D Kisinin kendisi DRomantik partner
D Aile tiyesi, akraba DArkadas
DIGOT et
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13) Uriin kodu: Fiyati:

Uriin bedeni:

Uriin rengi/deseni:

Uriiniin veya hizmetin kimin icin satin alindig:
D Kisinin kendisi DRomantik partner
D Aile iiyesi, akraba DArkadas
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Appendix G: Money Allocation and Usage Questions

Liitfen kazandiginiz1 varsaymaniz istenen 660 TL tutarindaki paramz iiriin
veya hizmet satin almak, birikim yapmak veya kazandigimzin aciklandig: giin
teslim almak secenekleri arasinda nasil boliistiirmek istediginize dair asagidaki
soruyu yanitlayiniz. Bu ii¢ secenege ayirdigimiz paranin toplaminin 660 TL
olmasina dikkat ediniz.

Bos birakilan alanlara o secenege ne kadar paramz ayirdiginizi yazmaniz
gerekmektedir. Birikimle ilgili secenekte ayirdigimiz para miktarina ek olarak,
ne kadar siireyle paranizi hesapta tutmay: planladigimz da yazmaniz
gerekmektedir.

Katalogdaki iiriin ve hizmetlerden satin almak i¢in kullanilan miktar:
TL.

%38.60 faiz oraniyla 30 giin vadeyle ay siiresince vadeli mevduat hesabinda
biriktirilmesi planlanan miktar: TL.
Paranin kazanildig1 giin hemen teslim alinmak istenen tutar: TL.

Eger paranizin bir miktarim biriktirmeyi sectiyseniz liitfen ne amacla para
biriktirmek istediginize yonelik asagidaki seceneklerden size uyanlarin hepsini
isaretleyiniz.

Kendimi finansal agidan giivende hissetmek

Gerekmesi halinde aile iiyelerine maddi yonden destek olabilmek

Kendim i¢in satin almay1 planladigim bir {iriin (bilgisayar, bisiklet, araba, vb.) i¢in

ara biriktirmek

Kendim i¢in satin almay1 planladigim bir hizmet/deneyim (tatil, seyahat, egitim,
kurs vb.) i¢in para biriktirmek

Kendimden bagka birisi i¢in bir {irlin ya da hizmet satin almak, hediye etmek
amaciyla para biriktirmek

Diger:

Eger paranizin bir miktarim hemen teslim almayi sectiyseniz liitfen ne sebeple
bu tercihi yaptigimiza yonelik asagidaki seceneklerden size uyanlarin hepsini
isaretleyiniz.

HAile iiyelerine maddi yonden destek olmak
Kendim i¢in satin almak istedigim baska bir {iriin (bilgisayar, bisiklet, ayakkabi,
araba, vb.) i¢in kullanmak

Kendim i¢in satin almak istedigim baska bir hizmet/deneyim (tatil, seyahat,
egitim, kurs vb.) i¢in kullanmak

Kendimden baska birisi i¢in bir iiriin ya da hizmet satin almak/hediye almak
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H Bagka birikim ya da yatirim araglariyla paray1 degerlendirmek
Yardim kurulusglarina ya da ihtiyaci olanlara bagis yapmak
H Uriin katalogunda begeni ve ihtiyaglarima yonelik iiriin/hizmet bulunmamasi
Uriin katalogundaki iiriin/hizmet saglayicisina ya da sunulan biriktirme
secenegine glivenmemek
Diger:
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Appendix H: Product Design Choice Question

Calismaya katihmimiz icin tesekkiir hediyesi olarak size bir anahtarhk hediye
edilmesi planlanmaktadir. Liitfen hangi anahtarhg tercih ettiginizi, sectiginiz
anahtarhgin gorselinin yamindaki kutucuga isaret koyarak belirtiniz.

83



Appendix I: Demographic Information Form

Son olarak, liitfen demografik bilgileriniz hakkindaki kisa sorular1 yanitlayiniz.

1) Cinsiyetiniz: D Kadin D Erkek
2) Yasimz:
3) Boliimiiniiz:
4) Simfimiz:
5) Her ay yasam masraflarimiz ve diger ihtiyac¢larimiz icin aileniz ya da diger
kaynaklardan elinize gecen toplam para miktari: TL.
6) Kronik ciddi bir rahatsizhgimz var m?

D Evet: D—Iaylr

7) Son 1 ay icinde bir yakinimiz vefat etti mi?

DEvet D—Iaylr
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Appendix J: Debriefing Form

Degerli Katilimci,

Bu calisma daha 6nce de belirtildigi gibi ODTU Isletme Boliimii arastirma
gorevlisi Giines Biliciler tarafindan kendisinin Sosyal Psikoloji Yiiksek Lisans
Programi tezi kapsaminda yiiriitiilmektedir. Calismanin amaci kisilerin
oliimliiliigiiniin farkinda olmasinin yarattig1 kayginin tikketim davranislarina olan
etkisinin Teror Yonetimi Teorisi ¢gergevesi i¢inde incelemektir. Bu teori aslen 6liimiin
bilingli farkindaligin disinda olan ve ortiik olarak isleyen siire¢leriyle ilgilidir. Bu
caligmada da 6liim diisiincesinin bilingli farkindaligin disina ¢ikmasiyla birlikte
ortaya ¢ikan uzak savunmalarin tiiketim tercihi ile olan ilgisi aragtirilmaktadir.
Dolayisiyla, kisilerin arastirmanin amacinin 6liim belirliliginin tiilketim davranigina
olan etkisi oldugu bilgisine sahip olmasinin 6liim diisiincesinin bilingli farkindaligin
disina itilmesini engelleyip ¢alismanin amacindan sapmasina neden olmasi ihtimalini
ortadan kaldirmak i¢in ¢alismanin amaci kismen katilimcilardan saklanmak zorunda
kalinmis ve katilimcilara ¢alismanin amaci ilk basta “duygularin tiiketici davranisina
etkisini 6lgmek” olarak bildirilmistir. Oysa, bu ¢alismada temel olarak kisilerin
Oliimliiliigiiniin farkinda olmasinin para biriktirme veya harcama, kendisi i¢in yada
baskasi i¢in satin alma ve kendi kiiltiiriine ait ya da belli bir kiiltiire ait olmayan
desenleri iceren iiriinler arasinda tercih yapma davranislarina odaklanilmaktadir.

Teror Yonetimi Teorisi’ne gore kisilerin 6liimlii oldugunun farkinda olmasi
varolugsal bir kaygiya sebep olur ve kisiler bu kaygidan kendilerini ve yasadiklari
hayat1 degerli kilarak uzaklasmaya ¢alisirlar. Bunun yolu da kiiltiirel diinya
gorislerine sarilmak ve bu diinya goriislerine uygun bigimde hareket etmekten
geemektedir. Giiniimiizde tiiketim kiiltiirlimiiziin ayrilmaz bir pargas1 haline
gelmistir. Bu farkindaligin iiriinii olarak Teror Yonetimi Teorisi ¢ergevesinde 6liim
belirliliginin tiiketici davranisina olan etkisini incelen pek cok arastirma yapilmustir.
Oliim belirliliginin tiiketici davranislarina olan etkisini farkl1 bir agidan incelemeyi

amaclayan bu ¢alismada da kisilerin 6liim kaygisinin altindaki nedenin yok olustan
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kaynakl1 bir korkudan ¢ok, birey 6liince kendi yakin ¢evresinin yasayacagi {iziintli ve
zorluklar olabilecegi ongoriilmiistiir. Bu 6ngoriiden ve alandaki diger ¢calismalarin
bulgularindan yola ¢ikarak, kisilerin 6liim belirliliginin arttirilmasi durumunda
kendileri i¢in Uiriinler almak yerine yakin ¢evreleri i¢in iiriinler satin almasi
beklenmektedir. Fakat, bu alandaki bir diger ¢aligma 6liim belirliliginin artmasi
halinde kisilerin gelecekteki muhtemel finansal durumlar ile ilgili daha iyimser
tahminleri oldugunu gosterdigi i¢in 6liim belirliligi arttirilmis kisilerin daha sonra
ithtiyac halinde ailesi yada yakin ¢evresine ulastirmak {izere para biriktirmek yerine
bu yakin ¢evreleri i¢in para harcamayzi, {irtinler satin almayi tercih edecegi
diisiiniilmektedir. Oliim kaygis1 karsisinda kiiltiirel degerlere baglanmanin tiiketici
davraniglar1 alaninda kendisini gdsterecegi bir diger noktanin da {iriin tercihleri
olacagi ve 6liim belirliginin arttirilmas1 durumunda kisilerin ait olduklar kiiltiirden
izler tasiyan {irtinleri herhangi bir kiiltiirle iliskilendirilmeyen figiir ve desenlere
sahip olanlara tercih edecegi ongoriilmektedir.

Bu ¢alismadan alinacak ilk verilerin Mayis 2015 basinda elde edilmesi

amaclanmaktadir. Elde edilen bilgiler sadece bilimsel arastirma ve yazilarda

kullanilacaktir. Calismanin sonuglarini 6grenmek ya da bu arastirma hakkinda daha
fazla bilgi almak i¢in asagidaki iletisim bilgilerini kullanarak Giines Biliciler’e

bagvurabilirsiniz. Bu aragtirmaya katildiginiz i¢in tekrar ¢ok tesekkiir ederiz.

Ars. Gor. Giines Biliciler (Oda: H224; Tel: 210 3065; bigunes@metu.edu.tr)
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Appendix L: Turkish Summary

1. GIRIS

Tiiketimin giinliik hayatimizda her gegen giin daha fazla isleve ve 6neme sahip
oldugu g6z 6niinde bulunduruldugunda, tiiketimin varolussal kaygi karsinda oraya
¢ikan biling dis1 savunmalarda da rol alacag diisiiniilebilir. Bu tez ¢alismasinda,
oliim belirginliginin tiiketim kararlar1 alirken sordugumuz “Neyi? Ne kadar? Kimin
i¢cin?” sorularma verdigimiz yanitlari ne sekilde etkilediginin Dehget Y 6netimi

Kurami ¢ergevesinde arastirilmasi amaglanmaktadir.

1.1. Dehset Yonetimi Kuram (DYK)

Dehset Yonetimi Kurami (Greenberg ve ark., 1986; Greenberg ve ark., 1997,
Solomon ve ark., 1991), 6liim diislincesinin yaratti1 dehsetle basa ¢ikabilmek i¢in
kisilerin kiiltiirel diinya goriislerine daha sik1 baglanarak ve bu sekilde 6z-saygilarini
da arttirarak bir nevi sembolik 6liimsiizliik elde etme yoluna gideceklerini 6ne siirer.
Bu sav, kuramin su iki temel hipotezi (Pyszczynski, Greenberg, & Solomon, 1997)
vasitastyla test edilmektedir: 6liim belirginligi hipotezi ve anksiyeteyi 6nleme
hipotezi. Oliim belirginligi hipotezi, eger herhangi bir psikolojik yap1 kayg1 verici bir
durum karsisinda koruma sagliyorsa, kaygi verici durumlarla karsilagilmasi halinde
bu yapiya duyulan ihtiyacin artacagini savunur (Hayes, Schimel, Faucher, &
Williams, 2008). Dolayisiyla, 6liim belirginliginin arttig1 durumlarda, 6liim
kaygisindan korunmak amaciyla kiiltiirel diinya goriislerinin daha fazla
benimsenecegi Dehset Yonetimi Kurami’nca savunulmaktadir (Burke, Martens, &
Faucher, 2010). Diger yandan, anksiyeteyi dnleme hipotezi de kaygi verici bir durum
karsisinda koruma saglayan bir psikolojik yapi1 varsa eger bu yapinin
giiclendirilmesinin kisinin daha az kaygi yasamasini saglayacagini 6ne siirer

(Pyszczynski, Solomon, & Greenberg, 2002).
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DYK’nin biligsel isleyisi ikili savunma modeli ile agiklanmaktadir, bu modele gore
acik bir bicimde 6liim hatirlatildiginda, kisi dncelikle yakin savunmalara bagvurur
yani 6liim diisiincesini baskilama yada 6liimiin heniiz uzak olduguna kendisini
inandirmak igin gdrece mantikli agiklamalar bulma yoluna gider. Oliim hakkinda esik
alt1 bir uyaranla karsilasildiginda yada agik bir bigimde uyarilmis olan 6liim
diisiincesi bilin¢li farkindaligin disina ¢iktig1 zaman ise uzak savunmalar devreye
girer. Kurama gore kisiler kiiltlirel diinya goriislerine daha siki sarilarak ve 6z-
saygilarini artirma yoluna giderek bilingli farkindaligin disindaki 6liim kaygisin
bastirmaya calisirlar. Oliim diisiincesinin yarattig1 dehsete ragmen, kisilerin giinliik
hayatlarina normal sekilde devam edebilmesini saglayan da DY T nin asil ilgilendigi

alan olan bu uzak savunmalardir.

1.2. DYT Perspektifinden Tiiketici Tutumlar: ve Davramslar

Materyalist tiiketim kiiltiirlini benimsedigimizi ve tiikketimin hayatimizi,
degerlerimizi ve kimligimizi hem sekillendiren hem de yansitan roliinii
diisiindiigiimiizde, kisilerin 6liimliiliiklerine yonelik farkindaligina kars1 verdigi ortiik
savasta da tiiketimin 6nemli bir rolii olmasi beklenmektedir. Genellikle 2000°lerden
sonra yapilmis olan, 6liim belirginligi ve tiiketim iliskisi iistiine ¢calismalar da 6liim

belirginliginin tiiketici tutumlar1 ve davranislar ile iliskisini ortaya koymustur.

Oliim belirginligi ve tiiketici tutumlari iistiine ilk arastirmalardan sayilabilecek
arastirmalarinda Kasser ve Sheldon (2000) gostermistir ki 6liim diislincesi
belirginlestirildiginde kisiler gelecekle ilgili daha materyalist beklentiler ve aggozlii
davranislar i¢ine girer. Fransen ve ark. (2007) ise 6liim belirginligi artirildigi
durumda kisilerin yerel yiyecekleri daha olumlu degerlendirdigini gostermistir.
Mandel ve Heine’in (1999) ve Page ve Smith’in (2010) arastirmalar1 ise 6liim

belirginliginin artmasi halinde liiks {iriinlere olan ilginin de arttigin1 kanitlamistir.
Oliim belirginliginin tiiketiciler iistiindeki etkisi yalmizca tutumlarla smirli degildir,

siirlt sayida da olsa bu alandaki ¢aligsmalar, 6liim belirginliginin tiiketici

davramislarimi da etkiledigini gdstermistir. Oliim hakkinda diisiinmeleri
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saglandiginda, Cox ve ark. (2009) katilimcilarin ¢ekicilikle iligskilendirilen bronz bir
cilde sahip olmak i¢in daha az giines kremi kullandigini; Friese ve Hoffman (2008)
da yine 6lim belirginligi artirildiginda katilimcilarin yerel bir marka taratindan

iiretilen cikolatalar1 daha ¢ok tiikettigini bulmustur.

1.3. Calismaya Genel Bakis ve Hipotezler

Bu calismanin amac1 6liim belirginliginin Tiirkiye’deki tiiketicilerin neyi, ne kadar ve
kimin i¢in tiikketecegine olan etkisini arastirmaktir. Bu amagla olusturulan hipotezler

su sekildedir:

la: Dis agris1 (DA) kosulundaki katilimeilara kiyasla 6liim belirginligi (OB)
kosulundaki katilimeilarin {iriin ve hizmet satin almak i¢in daha fazla para harcamasi

beklenmektedir.

1b: OB kosulundaki kadin katilimcilarm DA kosulundaki katilimeilara kiyasla daha
fazla para harcamasi beklenirken, OB ve DA kosulundaki erkek katilimcilarm
harcamay1 segecekleri para miktarinin anlamh bir farklilik géstermesi

beklenmemektedir.

lc: OB’nin katilimcilarin ne kadar para biriktirecegi iistiinde dnemli bir etkisi olacagi

diistiniilmemektedir.

1d: OB ve DA kosulundaki katilimcilarin biriktirecekleri paray1 ne kadar siireyle

birikim hesabinda tutmay1 planladiklarinin farklilik gostermemesi beklenmektedir.

2a: OB kosulundaki katilimcilarin materyal satin almak igin DA kosulundaki

katilimcilara gore daha fazla para harcayacagi diistiniilmektedir.

2b: Farkli deney gruplarindaki katilimcilarin deneyim satin almak i¢in harcayacaklari

para miktarinin anlamli bir fark gostermemesi beklenmektedir.
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3a: OB kosulundaki katilimcilarin bagkalari, yani aile iiyeleri, romantik partnerleri
veya arkadaslari, i¢in iirlin ve hizmet satin almaya DA kosulundaki katilimcilara gore

daha fazla para harcayacagi diistiniilmektedir.

3b: Katilimcilarin PANAS 6lgeginde ne kadar “giiclii” hissettikleri maddesine
verecekleri yanitin, OB manipiilasyonunun katilimcilarin baskalari igin
harcayacaklar1 para miktarina olan etkisi arasinda arabulucu rol tistlenmesi

beklenmektedir.

3c: OB grubundaki katilimeilarin aile iiyeleri igin DA grubundaki katilimeilarin

harcayacagindan daha fazla para harcayacagi 6ngoriilmektedir.

4: DA kosulundaki katilimcilara kiyasla OB kosulundaki katilimcilarin, iizerinde
yerel ve soyut bir sembol bulunan {iriin tasarimini daha fazla tercih etmesi

beklenmektedir.
5: Farkli deney kosullarindaki katilimcilarin PANAS 6lcegiyle dl¢iilen olumlu yada

olumsuz duygu durumlari agisindan bir fark géstermemesi beklenmektedir

(Greenberg ve ark., 1997).
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2. YONTEM

2.1. Katihhmcilar

Calisma i¢in gerekli katilimei sayisini belirlemek iizere yapilan gii¢ analizi
sonucunda %95 istatistiki giicle orta seviye etki (d = .5) saptamak i¢in toplamda 210
katilimciya gerek oldugu bulunmustur. Calisma ODTU’de lisans 6grencisi olan 224
kisi ile yapilmistir, bu kisilerin 132°si (59%) kadin, 92’si (41%) erkektir. Bu
katilimcilardan 211 tanesi ¢alismaya katilimlari karsilifinda cesitli Psikoloji ya da
Isletme Boliimii dersleri igin ekstra puan alirken, yalnizca 13 tanesi kampiise asilan

posterler sonucunda bir karsilik almadan ¢alismaya katilmistir.

2.2. Ol¢iim Araclan

Katilimcilara verilen 6lgek paketi 6liim belirginligi manipiilasyonu, Olumlu ve
Olumsuz Duygu Olgegi (Watson, Clark, ve Tellegen, 1988), kelime avi bulmacasi
(mevcut calisma i¢in hazirlandi), iiriin ve servis katalogu (mevcut ¢alisma i¢in
hazirland1), {irtin se¢imi, paranin nasil boliistiiriilecegi ve ne i¢in kullanilacag iistiine
sorular (mevcut ¢caligma i¢in hazirlandi), {iriin tasarim tercihi sorusu (mevcut ¢alisma

icin hazirland1) ve demografik bilgi formundan olugsmaktadir.

2.2.1. Oliim Belirginligi Manipiilasyonu

Katilimcilar rastgele sekilde 6l¢ek paketlerinin yerlestirildigi masalara, yine rastgele
sekilde oturduktan sonra ilk olarak OB yada DA ile ilgili iki tane agik uclu soruyu en
az 8 ciimle kullanarak yanitlamislardir. Katilimcilara yoneltilen sorular sunlardir:
“Liitfen, kendi 6liimiiniizli (dis agriniz1) diisiinmenin sizde uyandirdig1 duygulari
kisaca aciklayimiz” ve “Liitfen, fiziksel olarak artik 6lii oldugunuzda (disiniz
agridiginda) neler olacagi konusundaki diisiindiiklerinizi olabildigince a¢ik bir

bi¢cimde yaziniz”.
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2.2.2. Olumlu ve Olumsuz Duygu Olcegi (PANAS)

Watson ve arkadaglar1 (1988) tarafindan gelistirilen Olumlu ve Olumsuz Duygu
Olgegi 10 adet olumlu ve 10 adet olumsuz duygu belirten maddeden olusmaktadir.
Tiirk¢e’ye adaptasyonu Gengoz (2000) tarafindan yapilan 6lgegin mevcut
calismadaki Cronbach alpha giivenilirlik puani olumlu alt-6l¢ek i¢in .87, olumsuz alt-

Olcek i¢inse .85 olarak hesaplanmistir.

2.2.3. Kelime Avi Bulmacasi

OB ve DA manipiilasyonlarinin ardindan 6liim ve dis agrisi ile ilgili diisiincelerin
bilingli farkindaligin disina itilebilmesi i¢in katilimcilardan bir dolgu goérevi olarak
kelime avi bulmacasi ¢ézmeleri istenmistir. Mevcut ¢alisma i¢in hazirlanan 15 x 15
matris bulmacanin i¢ine 6liim ya da dis agrisi ile iliskilendirilemeyecek 15 kelime
saklanmistir. Katilimcilarin 4 dakika icerisinde olabildigince ¢ok kelimeyi bulmasi

istenmistir.

2.2.4. Uriin ve Servis Katalogu

Katilimcilarin tiiketim tercihlerini 6lgmek i¢in kullanmak {izere mevcut ¢alisma i¢in
kapsamli bir {iriin ve hizmet katalogu hazirlanmistir. Katalogda yer alan 300’den
fazla iiriin ve hizmet secilirken tiniversite 6grencilerinin ihtiyacglarina, isteklerine ve
begenilerine uygun olmalarina 6zen gosterilmistir. Sonug olarak 212 sayfadan olusan
bu katalog icin seg¢ilen {iriin ve hizmetler su gruplar altinda toplanmistir: kadin
giysileri, kadin ayakkabilari, kadin ev giyimi, kadinlar i¢in hediye segenekleri, erkek
giysileri, erkek ayakkabilari, erkek ev giyimi, erkekler i¢cin hediye segeneklert,
iiniseks hediye secenekleri, cocuklar i¢in hediye secenekleri, spor malzemeleri, erkek
spor giyim, kadin spor giyim, etkinlik ve servisler, yiyecekler ve restoranlar.
Katalogdaki her sayfa bir iirtine ayrilmis ve {irtinlerin ad1, kodu, fiyati, bedenleri,

tasarimlari, gorselleri, agiklamalar1 ve varsa diger 6zellikleri belirtilmistir.
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2.2.5. Uriin Secimi, Paranin Nasil Boliistiiriilecegi ve Ne icin Kullanilacagina

Iliskin Sorular

Uriin ve hizmet kataloguyla birlikte katilimcilara ¢alismanin ikinci kismiyla ilgili
yazih bilgilendirme ve iiriin se¢imi, paranin nasil boliistiiriilecegi ve ne i¢in
kullanilacagina dair sorular da verilmistir. Bilgilendirme kisminda, katilimcilardan
bir kisinin kurayla secilecegi ve kendisine 660 TL nin katilimi1 i¢in tesekkiir hediyesi
olarak verilecegi belirtilmis, tiim katilimcilardan bundan sonraki sorulara 660 TL’y1
kendilerinin aldiklarini varsayarak yanit vermesi istenmistir. Ardindan bu paray1
katalogdan iirlin ve hizmet satin almak, ayda %8.6 faizle birikim hesabinda
biriktirmek ve nakit olarak teslim almak secenekleri arasinda istedikleri sekilde
boliistiirmeleri istenmistir. Sonra, katalogdan satin almayi segtikleri her bir iriin ve
hizmet i¢in iiriin kodu, fiyat1 ve kimin i¢in satin alindig1 sorularindan olusan kisa

formu doldurmalari rica edilmistir.

2.2.6. Uriin Tasarim Tercihi Sorusu

Bu boliimde, mevcut ¢alisma i¢in hazirlanmis iki anahtarlik tasarimi gorseli
sunulmus ve katilimcilara eger bu anahtarliklardan biri kendilerine hediye edilecek
olsa hangisini tercih edecekleri sorulmustur. Anahtarliklar, birinin iistiinde
Anadolu’ya ait soyut bir sembol digerinin iistiinde ise yabanci1 bir soyut sembol

olmasi haricinde herhangi bir fark olmayacak sekilde tasarlanmaistir.
2.2.7. Demografik Bilgi Formu
Bu son kisimda katilimeilardan yaslari, cinsiyetleri, boliimleri, kendilerinin aylik

toplam gelirleri, herhangi bir ciddi hastaliklar1 olup olmadig1 ve son bir ay igerisinde

bir yakinlariin vefat edip etmedigi ile ilgili kisa orulara yanit vermeleri istenmistir.
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2.3. Prosediir

ODTU Etik Komitesi’nden izin alinmasinin ardindan ¢alisma i¢in katilimcilardan
bilgi toplanmasma ODTU Isletme Boliimii G 163 nolu simifta baglanmustir.
Calismanin her bir seansina en fazla ii¢ katilimc1 kabul edilmistir. Katilimcilara 6nce
arastirmaci tarafindan kisa bir bilgilendirme yapilmis ve katilimcilardan en az 40
dakika boyunca deney sinifinda kalmalar1 ve ¢calismayla mesgul olmalar1 rica
edilmistir. Katilimcilar ¢alismada kullanilacak 6l¢eklerin deney manipiilasyonuna
gore rastgele yerlestirildigi masalara rastgele oturmustur. Bu siirecte ne aragtirmaci
ne de katilimcilarin hangi deney grubunda oldugunu bilmemesine 6nem verilmistir.
Calisma i¢in katilimcilar 6nce bilgilendirme yazisini okumus, ardindan kendilerine
belirli bir sirayla verilen gorevleri ve sorulari tamamlamiglardir. Calismayla ilgili
bilgilendirme, tiim katilimcilardan veriler toplandiktan sonra e-posta yoluyla
yapilmistir. Bilgi toplama siireci ii¢ hafta siirmiis ve arastirmacinin kendisi tarafindan

yapilmistir.

3. BULGULAR

[lk olarak katilimcilardan elde edilen biitiin skorlar ve ¢alismanin tiim degiskenleri
cok yonlii inceleme 6lgiitleri ile gdzden gegirilmis ve bunun sonucunda 6ncelikle OB
manipiilasyonunu biiyiik 6l¢iide eksik veya yanlis dolduran 14 kisinin bilgileri
calismadan c¢ikarilmis, ardindan 30 kisiden elde edilen bilgilerin de aykir1 (outlier)
degerlerinden o&tiirii veri setinden ¢ikarilmasina karar verilmistir. Dolayisiyla, bundan

sonraki analizler 194 kisiden toplanan skorlar kullanilmistir.

3.1. OB Manipiilasyonunun Harcama ya da Biriktirme Kararina Etkisi

Hipotez 1a’da belirtildiginin aksine OB yada DA gruplarindaki katilimcilarin
katalogdan iiriin ve hizmet satin almak i¢in harcamay1 segtikleri para miktarlari
arasinda anlaml bir fark bulunamamustir. Ayrica ne OB ya da DA grubundaki kadin
katilimeilar arasinda ne de OB ya da DA grubundaki erkek katilimcilar arasinda ne

kadar para harcamay1 sectikleri hususunda bir fark tespit edilmemistir.
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Diger yandan OB ve DA kosullarindaki katilimeilarin biriktirmek istedikleri para
miktar1 ve biriktirecekleri paray1 kag ay siireyle banka hesabinda tutmay1
planladiklar1 temellerinde de birbirlerinden anlamli sekilde farklilagsmadigi
goriilmiistiir. Fakat, calismanin sonuglar1 OB kosulundaki katilimcilarin DA
kosulundaki katilimcilara kiyasla istatistiki olarak anlamli miktarda fazla parayi nakit

olarak teslim almak istedigini ortaya koymustur.

3.2. OB Manipiilasyonunun Materyal ya da Deneyim Tiiketimi Kararina Etkisi

Calismanin basinda olusturulan beklentinin tam aksine DA manipiilasyonuna maruz
kalan katilimcilarin OB manipiilasyonuna maruz kalanlara kiyasla materyal tiiketimi
i¢in anlamli dl¢iide fazla para harcamay1 sectigi gdriilmiistiir. Obiir taraftan, OB ve
DA gruplarindaki katilimcilarin deneyim tiikketimi i¢in harcamayi sectikleri para
miktarinin 6nemli bir farklilik gostermemesi, ¢calismanin bu yondeki hipotezini

desteklemistir.

3.3. OB Manipiilasyonunun Kimin i¢cin Ne Kadar Harcama Yapilacag

Kararma EtKisi

Oliim hakkinda diisiinen katilimcilarin dis agris1 hakkinda diisiinen katilimcilara
kiyasla bagkalar1 i¢in iirlin ve hizmet satin almak {izere daha fazla para harcayacagi
calismanin basinda ileri siiriilmiistiir. Fakat, analiz sonuglar1 OB ya da DA
kosullarindaki katilimcilarin baskalari i¢in harcadigi para miktarinin anlamli bir
bigimde birbirinden farkli olmadigini gdstermistir. Bu sonucun temel olarak OB
grubundaki katilimcilarin DA grubundaki katilimcilara kiyasla daha az para
harcamay1 se¢mesinden etkilenip etkilenmedigini anlamak i¢in yapilan ikinci bir
analiz yapilmistir. Bu analizin sonucu AD kosulundaki katilimcilara kiyasla, OB
kosulundaki katilimecilarin bagkalarina harcamak i¢in kullandiklar1 para miktarinin
toplam harcama biit¢elerine oraninin istatistiki olarak anlamli bir bicimde fazla

oldugunu gostermistir.
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Fakat, beklenenin aksine katilimcilarin PANAS 6l¢ceginde “giiclii” ifadesine
verdikleri skorlarm OB manipiilasyonu ile baskalari igin harcanan para miktar
arasindaki iliskide arabulucu rol iistlenmedigi goriilmiistiir. Ayrica, yine beklenenin
aksine OB ve DA katilimcilar arasinda aile iiyeleri igin {iriin ve hizmet satin almak

iizere kullanilan para miktar1 temelinde bir farklilik olmadig: kaydedilmistir.

3.4. OB Manipiilasyonunun Uriin Tasarim Tercihine Etkisi

Oliim hakkinda diisiinen katilimcilarin dis agris1 hakkinda diisiinenlere kiyasla, 6liim
kaygis1 karsisinda kendi kiiltiirel diinya goriislerine baglanarak 6liim fikrinden
kaynakli varolussal dehseti bastirmasi beklendigi i¢in, bu ¢alismanin basinda OB
grubundaki katilimcilarin DA grubundakilere kiyasla tasariminda yerel soyut bir
sembol kullanilan {irlinii daha fazla tercih edecegi 6ne siiriilmiistiir. Lakin, ne yazik
ki analiz sonuglar1 bu iki grubun {iriin tasarimi tercihleri arasinda herhangi bir fark

bulamamustir.

3.5. PANAS Olceklerinin OB ve DA Kosullarindaki Farkhihiklar:

Calismadan elde edilen sonuglarmn yalnizca OB manipiilasyonunun etkisini
yansittigindan emin olmak amaciyla OB ve DA kosulundaki katilimcilarin PANAS
Olceklerine verdikleri yanitlar arasinda bir farklilik olmamasi beklenmektedir.
PANAS olumlu duygu skorlarinda bu iki gruba mensup katilimcilar arasinda
herhangi bir farklilik goriilmezken, ne yazik ki, OB kosulundaki katilimcilarin DA
kosulundakilere gore 6nemli 6lgiide daha ¢cok olumsuz duygu yasadigini gostermistir.
Bu bulgu, mevcut ¢alisma kapsaminda elde edilen OB’nin etkilerini degerlendirirken

dikkatli davranilmasi gerektigini gostermektedir.
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4. TARTISMA

Tiirkiye’deki tiiketicilerin neyi, kimin i¢in ve ne kadar tiiketecekleri hususlarindaki
kararlarinin 6liim belirginliginden nasil etkilendigini ortaya koymay1 hedefleyen bu
calismanin bulgularinin degerlendirilmesi, bu sonuglarin ardindaki olas1 nedenler ve
literatiirdeki benzer ¢alismalarin sonuglari ile birlikte incelenerek bu boliimde

sunulacaktir.

4.1.Bulgularin Degerlendirilmesi ve Calismanin Katkilar

Calismadan elde edilen bulgularin bir kismu hipotezleri tamamen ya da kismen
dogrularken, bir kisminin beklenin tam tersi sonuglar1 ortaya ¢ikardigi goriilmiistiir.
Hipotez 1a’da OB kosulundaki katilimcilarin DA kosulundakilere kiyasla iiriin ve
hizmet satin almak i¢in daha fazla para harcamasi beklenirken, bulgular bu iki
kosuldaki katilimcilarin harcadig1 para miktar1 arasinda bir fark olmadigini
gostermistir, tistelik anlamli bir fark olmasa da DA kosulundaki katilimcilar,
OB’dekilere kiyasla daha fazla harcamay1 segmislerdir. Bu beklenmedik bulgunun
ardinda birkag sebep olabilir. Oncelikle, OB manipiilasyonuna maruz kalan
katilimcilarin olumsuz duygu skorlarinin DA kosulundakilere kiyasla daha yiiksek
oldugu g6z 6niinde bulunduruldugunda bu beklenmedik sonucun yalniz 6liim
belirginligi manipiilasyonundan kaynaklanmadigi, olumsuz duygularin da etkisiyle
ortaya ¢iktig1 savunulabilir. Diger yandan, literatiirdeki OB nin tiiketime olan etkisini
arastiran diger caligmalar bu etkiyi genellikle yiyecek tiiketimi (Mandel ve Heine,
1999) ya da iiriin degerlendirmesini baz alarak 6l¢tiigii i¢in, bu caligmada daha
gergekei bir sonug elde etmek amaciyla etkinin harcanacak para miktar1 olarak
Ol¢iilmesi bu beklenmedik bulgunun nedenlerinden sayilabilir. Hipotez 1b’de 6ne
siiriilenin aksine OB manipiilasyonun katilimcilarin ne kadar para harcamayi
sectiklerine olan etkisinde cinsiyetin herhangi bir etkisinin olmadiginin bulunmasi da

yine bu sebepler dahilinde degerlendirilebilir.
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Diger yandan hipotez 1c ve 1d’de belirtildigi iizere OB ve DA kosullarindaki
katilimcilarin biriktirmek istedikleri para miktar1 arasinda ve bu biriktirecekleri
paray1 kag ay stireyle birikim hesabinda tutmay1 planladiklar1 arasinda herhangi bir
fark bulunmamis ve bu hipotezler desteklenmistir. Daha dnce OB ile biriktirme
davranig1 arasindaki iliski ¢alisilmadigi i¢in bu bulgu 6nem tagimakta ve de Kasser
ve Sheldon’m (2000) calismalarinda bahsettigi OB’nin gelecege yonelik finansal
beklentileri ve optimizmi arttirdig1 yoniindeki beklentilerine de bir anlamda destek

saglamaktadir.

Calismanin bir diger beklenmedik sonucu da hipotez 2a’da belirtilenin aksine, DA
kosulundaki katilimcilarin OB kosulundakilere kiyasla materyal tiiketimi i¢in anlaml
Olciide ¢cok para harcamay1 se¢cmis olmasidir. Bu sasirtici bulgu ise bu hipotez
gelistirilirken OB karsisinda bir savunma mekanizmasi olarak katilimcilarm
materyalist tiiketim kiiltiirtine daha siki sarilacaklarinin beklenmesi; fakat bu
beklentinin Belk’in (1985) materyalizm boyutlarindan yalniz sahipleniciligin temel
alinmasina baglanabilir. Bu sonug, OB karsisinda bireylerin bir diger materyalizm
boyutu olan eli sikiliga daha fazla 6nem vermesinden kaynaklaniyor olabilir.

Ote yandan calismanin bulgular1 hipotez 2b’de belirtildigi iizere OB ve DA
kosullarindaki katilimcilarin deneyim tiiketimi i¢in harcadiklar1 para miktarinda bir

fark olmadigini gostermistir.

Calismanin bulgular1 hipotez 3a’y1 yani OB kosulundaki katilimcilarin DA
kosulundaki katilimcilara gore baskalar1 i¢in {irtin ve hizmet satin almak iizere
harcayacag1 paranin daha fazla olacagim desteklememistir. Fakat, OB
katilimcilarinin genel olarak daha az para harcamayi tercih ettigi g6z onilinde
bulundurularak, bagkalar1 i¢in para harcamanin 6neminin bu iki grup arasinda nasil
bir farklilik gdsterdigini saptamak iizere ikinci bir analiz yapilmistir. Bu ikinci
analize gore DA kosulundakilere kiyasla OB kosulundaki katilimcilarin baskalari igin
iirlin ve hizmet satin almak i¢in kullandiklar1 paranin toplam harcama biitcelerine
olan oraninin istatistiki olarak anlamli sekilde fazla oldugu bulunmus ve hipotez 3a
kismen desteklenmistir. Bu arastirma sorusunu test eden ilk ¢caligma olmasi agisindan

bu bulgunun 6nem tasidig1 sdylenebilir.
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Calismanin diger temel hipotezlerinden olan hipotez 4 ise OB katilimcilarinin DA
katilimcilarina kiyasla lizerinde yerel soyut sembol bulunan iiriin tasarimini iizerinde
yabanc1 soyut sembol bulunan iiriin yerine daha fazla tercih edecegini savunur. Fakat,
caligmanin bulgular1 bu iki deney grubundaki katilimcilar arasinda {iriin tasarimi
tercihi temelinde higbir fark ortaya ¢ikarmamistir. Bu sonug, iirlin tasariminda
kullanilan sembollerin katilimcilarin yerelligini degerlendirmesine olanak
tanimayacak kadar soyut olmasindan veya dehset yonetimi mekanizmasinin bu

caligmada beklenen sekilde ¢calismamasindan kaynaklaniyor olabilir.

Son olarak, hipotez 5 ¢alisma bulgulari sayesinde yalniz kismen dogrulanmistir. OB
ve DA gruplarindaki katilimcilarin PANAS olumlu duygu skorlar1 arasinda bir fark
goriilmese de, OB grubundaki katilimcilarin daha yiiksek PANAS olumsuz duygu
skorlar1 oldugu tespit edilmistir. Dolayistyla, bu ¢calismadan elde edilen bulgularin
yalniz 6liim belirginligi manipiilasyonunun bir sonucu olarak degerlendirilmesi

noktasinda dikkatli olunmas1 gerekmektedir.

4.3. Cahsmanin Simirhiiklar: ve Gelecek Calismalar icin Oneriler

Mevcut calisma elbette ki miikemmel degildir ve bulgular bircok nedenden dolay1 ne
yazik ki snirhidir. Gelecekte bu alanda ¢alisacak arastirmacilara fikir vermesi
acisindan, mevcut ¢alismanin eksikleri ve sinirliliklart bu baslikta
degerlendirilecektir. Bu sinirliliga neden olan faktorlerden ilki istatistiki olarak
gerekli olsa da veri setinden kimi katilimcilarin degerlerinin ¢ikartilmasi ve setin
daraltilmasidir. ikincisi, katilimcilardan tiiketim kararlarini kazandiklarini
varsaydiklar1 bir para ile yapmalariin beklenmesidir, bu durumda katilimcilar
gergekten sahip olduklar1 paray1 kullanarak yapacaklari harcamalara gore daha az
diisiinerek karar vermis olabilirler. Ugiinciisii, mevcut ¢alisma icin oldukg¢a genis bir
iirlin ve hizmet katalogu hazirlanmaya calisildiysa da, katilimcilarin gergek bir
aligveris ortami yerine katalogdan tercih yapmalarini istemek kimi katilimeilarin
ithtiyac ve begenilerine yonelik iiriin bulamamasina, kimilerinin katalogdaki {iriinlerin

fazlalig1 dolayisiyla zihinsel olarak yorulup satin almaktan vazgegmesine, kimilerinin
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ise gercek bir satic1 ve tiiketici iligkisi kuramadigi i¢in {iriin satin almaya

giivenememesine sebep olmus olabilir.

Bir diger faktor olarak bagimli degiskenin katilimcilarin harcamayi sectigi para
miktart ile 6l¢iilmesidir. Bir {irlin ya da hizmet i¢in harcanan para miktari
belirlenirken {iriiniin ne kadar begenildigi, satin alma istegi, 6deme istegi gibi bir¢ok
faktdr devreye girdigi icin bu faktdrlerin tek tek 6lgiilmesi OB etkisinin daha net
bigimde goriilmesini saglayabilir. Calismadaki bulgular ve eksiklikler g6z dniinde
bulunduruldugunda, 6liim belirginliginin materyalizmin temel ii¢ boyutu iistiindeki
etkisinin dl¢iilmesi gelecek calismalar igin faydali olacaktir. Diger yandan, OB’nin
ne kadar etkili oldugundan emin olabilmek i¢in ¢alismaya manipiilasyonun ne kadar
etkili oldugunu 6lgmek iizere bir gérev daha eklenmesi faydali olacaktir. Ek olarak,
duygularin etkisini ayirt etmek i¢in de bagimli degiskenden 6nce bir kere daha
katilimcilarin duygularinin 6l¢iilmesi degerlendirilmelidir. Son olarak, ¢aligmanin
gerceklestirildigi sart ve kosullarin gergek cevreye olabildigince yakin olmasi
calismadan elde edilecek sonuclarin genellenebilirligini 6nemli 6l¢iide artirmaya

yarayacaktir.
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Appendix M: Thesis Photocopying Permission Form

TEZ FOTOKOPISI IZIN FORMU

ENSTITU

Fen Bilimleri Enstitisi

Sosyal Bilimler Enstitiisii X

Uygulamali Matematik Enstitiisii

Enformatik Enstittisi

Deniz Bilimleri Enstitiisi

YAZARIN

Soyadi: BILICILER UNAL
Adi  : GUNES
Boliimii: PSIKOLOJI

TEZIN ADI (ingilizce): Effects of Mortality Salience on Turkish People’s Decisions
to How Much, For Whom and What to Consume

TEZIN TURU: Yiiksek Lisans X Doktora

1. Tezimin tamamindan kaynak gosterilmek sartiyla fotokopi alinabilir.

2. Tezimin i¢indekiler sayfasi, 6zet, indeks sayfalarindan ve/veya
bir boliimiinden kaynak gosterilmek sartiyla fotokopi alinabilir.

3. Tezimden bir (1) yil siireyle fotokopi alinamaz. X

TEZIN KUTUPHANEYE TESLIiM TARIHI:
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