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ABSTRACT

The purpose of this study is to propose a new perspective on classifying or segmenting consumers by describing a minority of them who are
uniquely motivated by high levels of status seeking, brand identification, and materialism. We term this segment of individuals “super con-
sumers.” The data came from an online survey of 351 adult US consumers. A cluster analysis using these three variables as criteria produced
a two-cluster solution. Comparing mean scores between these two groups of consumers on measures of market mavenism, shopping fre-
quency, amount of spending, age, and gender showed that the super consumers were significantly more likely to be market mavens, to shop
more frequently, and to spend more than the other consumers were. The super consumers were younger in age as well, but there were no
gender differences between the two groups. Copyright © 2015 John Wiley & Sons, Ltd.

INTRODUCTION

Who are our best consumers? One can imagine all sorts of
businesses asking this question on a regular basis. While
the spending habits of average buyers are certainly critical
to most fast-moving consumer goods, the most frequent
purchasers of these categories account for around 50% of
all purchases (Sharp, 2010). High-frequency and high-spen-
ding consumers are considered the backbone of many suc-
cessful brands especially in high-involvement categories
like clothing, cosmetics, electronics, and other shopping
goods. Relationship marketing and customer relationship
management, key elements of modern marketing strategy,
are the outgrowth of the interest in specific user segments
because of their importance in terms of revenue and potential
word of mouth. However, who are these best consumers?
Commercially available services provide prebuilt segmenta-
tion schemes based on demographics and lifestyles (e.g., Hicken,
2013; Nielsen PRIZM) that provide descriptive information
about many “types” of consumers but that seem to overlook
their psychological motivations. What if we could use
psychological/consumer characteristics to describe a type of
consumer who shops more, buys more shopping type goods,
and talks more about what they buy? What if there is a type of
person who is not only market oriented but also shops and
spends more than other consumers spend and has clearly
identifiable motivational characteristics?

The present study is inspired by a body of research on a
constellation of consumer characteristics that seem to reflect
a unique consumption pattern we have come to think of as
the “super consumer.” The present study uses psychologi-
cally based consumer characteristics, in that they do not di-
rectly reflect behavior but are more motivational in nature,
to classify consumers into two groups, super consumers
and “regular” consumers, and then contrasts these two types

on gender, age, shopping, spending, and market mavenism.
The goal is to begin to develop a behavioral, psychological,
and demographic profile of the super consumer segment.
Not only does this concept tie together several disparate con-
cepts in consumer psychology, but it also has potential man-
agerial application in that identifying these consumers could
lead to greater profitability and long-term relationships with
them. The next section outlines the empirical and theoretical
basis for our proposed consumer typology.

THEORETICAL BACKGROUND

The theoretical background for the study first presents the
three criteria variables used to segment the sample: material-
ism, status consumption, and brand engagement with self-
concept. We chose these three variables as the basis for the
super consumer concept because they are consistently corre-
lated across studies and conceptually are highly related. As
discussed in the following, materialistic consumers highly
value ownership of status goods. Seeking status entails brand
consciousness, and combined, these concepts suggest that
some consumers seek brands that express their materialisti-
cally motivated self-concept as high-status individuals. Then,
we discuss five dependent variables we feel are useful profil-
ing variables related to the unique characteristics of the super
consumer: market mavenism, amount of shopping, amount
of spending, gender, and age. Moreover, we hypothesize
the relationships for the first three of these profile variables.

Materialism
Materialism is defined simply as a more than normal desire
for physical goods (Grougiou and Moschis, 2015). It is a
topic of interest and research in religion, sociology, econom-
ics, and psychology. In marketing, materialism takes on a
different cast from the mostly negative and even illness-
related applications in the other fields. Marketing researchers
are interested in the relationship of materialism to market-
place behaviors like fashion involvement (O’ Cass and
Julian, 2001; Vieira, 2009), fashion innovativeness (Park
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et al., 2007), and satisfaction with status products (Wang and
Wallendorf, 2009) for example. Consumer researchers want
to construct market segments and predict purchase behavior,
and consumer materialistic tendencies have proven valuable
in doing that.

It is obvious that materialism is a cornerstone of the
makeup of consumers who consume more than average.
Trying to describe the characteristics of super consumers is
bound to include materialism, but it is not the only character-
istic of people who buy more stuff. Because materialistic
tendencies can take the form of gathering and hoarding trash
and not buying or shopping more (Frost et al., 2007), it is
important to define a cluster of characteristics to begin to
model the super consumer who is more complex than
materialism alone reveals. In addition, materialism does not
capture other motivations for buying that we feel are revealed
by the two additional constructs we use to define the super
consumer. In this paper, we measure materialism using the
nine-item version of the Material Values Scale reported by
Richins (2011).

Status consumption
The desire to achieve status or a position of respect within
one’s social group is something intrinsic to the human condi-
tion. It is a basic human need according to sociologists
including Maslow (1970) and manifests itself in many
aspects of human life. More recently, Saad and Vongas
(2009) show that status consumption increases testosterone
levels in men, thus lending a biological basis for the practice.
Marketers sell houses, clothing, jewelry, cell phones, cars,
and all manner of publicly consumed products as generators
of envy and admiration from family, friends, and passersby.
The greater (or lesser) desire to consume for status is mea-
sured by a five-item scale developed by Eastman et al.
(1999) and operationally defined as “the motivational pro-
cess by which individuals strive to improve their social
standing through the conspicuous consumption of consumer
products that confer and symbolize status both for the indi-
vidual and surrounding significant others” (Eastman et al.,
1999, p. 41). Status consumption is positively related to
materialism (Fitzmaurice and Comegys, 2006), and to brand
engagement with self-concept (Goldsmith et al., 2012), but
describes a facet of consumer psychology unique and differ-
ent from them. Owing to these relationships, we propose that
status consumption, materialism, and brand engagement are
the basis for the unique pattern of consumption we identify
as the super consumer.

Brand engagement with self-concept
Brand engagement with self-concept is a characteristic first
really explored by Fournier (1998) that describes how con-
sumers use brands to explain, display, and form their self-
concepts. More recently, Sprott et al. (2009) developed a
scale measuring brand engagement with self-concept, which
they define as “an individual difference representing con-
sumers’ propensity to include important brands as part of
how they view themselves” (p. 92). In other words, Sprott
et al. (2009) define brand engagement with self-concept as
an individual difference variable where some people have a

greater tendency to use brands in their self-concept construc-
tion and display than others do. They present an eight-item
scale to measure this tendency and find it closely related
not only to materialism (r=0.42) but also to behavioral out-
comes such as higher recall for names of branded posses-
sions, higher levels of attention paid to brands, and even
greater brand loyalty in terms of brand extensions. Research
shows highly brand-engaged consumers to have more posi-
tive attitudes toward shopping (Goldsmith et al., 2010), have
more involvement with fashion clothing, and are more brand
loyal (Goldsmith et al., 2012) than their less engaged coun-
terparts. In addition, brand engagement is positively related
to status consumption (Goldsmith et al., 2012); it is impor-
tant to buy the right brands to reflect high status. Conse-
quently, high brand engagement with self-concept is an
important characteristic of the true super consumer. It reflects
a consumer who finds personal relevance in branded goods,
thus desiring and likely purchasing them more frequently
as well. Thus, we argue that materialism, status consumption,
and brand engagement describe similar and related constructs
that should be able collectively to delineate a type of con-
sumer who buys a lot in pursuit of status and to reflect
identity.

Market manifestations of super consumerism
Materialism, consuming for status, and brand engagement
with self-concept are all related to each other and conceptu-
ally all reflect an individual tendency toward increased con-
sumption for various reasons all related to the self (Goldsmith
et al., 2012). Consumers who show high degrees of all three
constructs are expected to be more heavily engaged with the
marketplace with more shopping in general, more spending,
and more communication about those activities especially with
regard to shopping goods and publicly consumed goods. Con-
sumers who shop more are mostly women, although this infor-
mation is mostly anecdotal as most shopping literature focuses
solely on women (e.g., Binkley, 2013). More frequent shoppers
have more positive attitudes toward shopping (Dobson and
Ness, 2009; Goldsmith et al., 2010; Jackson et al., 2011),
like to bargain hunt (Kim and Kim, 2008), and are less likely
to shop for groceries with a budget in mind (Dobson and
Ness, 2009). More frequent shoppers are by definition more
connected with the market and are likely to be bigger spen-
ders overall. Stoel et al. (2004) show that time spent shop-
ping and total money spent are positively correlated. Super
consumers’ value to marketers is at least partly due simply
to the amount of time the consumers spend shopping. Based
on these findings and the behavior of materialistic con-
sumers, we propose the following:

H1: Super consumers shop more than other consumers do.

Consumers who spend more have more money and are
younger and more urban for most categories (Bureau of
Labor Statistics, 2012). While not all materialists are big
spenders, some hoard castoffs (Frost et al., 2007), many
are. Richins (2011) gives a recent example finding material-
ism correlated with overuse of credit and a positive attitude
toward borrowing. Not all big spenders are materialists
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either. Although government data (Bureau of Labor Statis-
tics, 2012) show household spending steadily rising with in-
come, we cannot conclude that more income is a result of or
a cause of materialism.

Research shows that spending is related to the pursuit of
status. For instance, rural Chinese consumers spend more
in a competition to gain status in their communities (Brown
et al., 2011). Rucker and Galinsky (2008) report that low-
power consumers in the USA are willing to pay more for
products seen to confer status. In addition, status consump-
tion is negatively related to price sensitivity (Goldsmith
et al., 2010), and increased awareness of and response to
brands, especially when those brands are status brands, are
associated with greater relative spending on consumer items.
Consumers with higher brand engagement are less price sen-
sitive to branded goods as well (Sprott et al., 2009). Thus,
our second hypothesis is as follows:

H2: Super consumers spend more than other consumers
spend.

Market mavens are consumers who communicate more
about their own shopping and consumption habits than other
consumers. They are very interested in the market and spend
time using the market to gain social capital. Market
mavenism (Feick and Price, 1987) is positively related to sta-
tus consumption (Goldsmith et al., 2006), to materialism
(Goodey and East, 2008), and to brand engagement with
self-concept (Goldsmith et al., 2012). Mavenism, however,
is a product of the super consumer style rather than a motiva-
tor. It differs from those constructs because it is more behav-
iorally based than they are. Market mavenism is an important
characteristic on its own because of the greater than typical
influence mavens have on other consumers owing to both
their behavior and their word-of-mouth communication
(Williams and Slama, 1995), thus rendering mavenism a cru-
cial element in the profile of the super consumer.

H3: Super consumers are more likely to be market ma-
vens than other consumers are.

Finally, we assess the differences in age and gender
between super consumers and regular consumers to add to
the profile of this type of shopper. Demographic variables
are the basic descriptor of consumers used by marketing

management because of their crucial role in guiding distribu-
tion, pricing, and media aspects of the marketing strategy.
Because we pose no hypotheses about these two variables,
we consider these findings exploratory.

METHOD

Sample
Data for this study came from a nationwide sample of
adults and were collected online using Qualtrics’s online re-
cruitment model. This process uses a panel of 540,298 con-
sumers from all of the 50 US states, is dedicated to market
research, and gives incentives for survey completion. The
questionnaire was delivered in two waves, approximately
1week apart. Overall, the method reports a completion rate
of 20%. One hundred seventy-six men and 175 women
completed both waves of the questionnaire (n=351). Of
these, 297 (88%) reported they were White, 28 (8%) Black
or African American, 12 Hispanic, 7 Native American, and
6 of Asian origin. Ages ranged from 18 to 83 with a median
of 54 years (four participants did not report their age).
While the median ages for men and women were the same
at 54, the means were different. Mean age for women was
higher at 54.1 than for men at 50.5 (t(345) = 2.61, p=0.009,
d=0.28).

Measures
We measured the latent constructs (materialism, status con-
sumption, brand engagement, and market mavenism) using
multi-item scales found in the literature (see notes on
Table 1). Each scale has exhibited high reliability and valid-
ity in multiple studies. Two 5-point scales measured shopping
frequency (“I go shopping for things other than groceries”
and “I go shopping for shoes and/clothing”, where 1= only
for special occasions, 2 =once a month, 3 = once every
2weeks, 4 = once a week, and 5=more than once a week).
A 9-point scale (“Less than $25 in a typical month” in $25 in-
crements to “More than $200 in a typical month”) measured
clothing spending. These three questions were asked in both
waves of the questionnaire to enhance reliability of the re-
sponses and combined to form summed measures of shopping
frequency and spending.

Table 1. Descriptive statistics and correlations

Correlations

Variable Items Range Mean SD SC BESC MVS Maven Shopping Spending Age

SC 5 5–25 10.6 4.2 (0.86)
BESC 8 8–40 22.9 7.1 0.57 (0.94)
MVS 9 9–42 24.6 6.1 0.45 0.31 (0.83)
Maven 6 7–30 20.6 4.8 0.31 0.42 0.24 (0.88)
Shopping 4 4.20 8.5 3.6 0.29 0.26 0.17 0.37 (0.84)
Spending 2 2–18 4.5 3.4 0.41 0.29 0.28 0.29 0.57 (0.91)
Age 1 19–83 52.4 13.1 �0.17 �0.09 �0.22 �0.20 �0.16 �0.13
Gender �0.01 0.00 0.01 0.19 0.15 0.06 �0.14

Note: n = 347; correlations greater than .10 are significant at p< 0.05; coefficient alpha on the diagonal, where 0 =male and 1 = female.
SC, Status Consumption (Eastman et al., 1999); BESC, Brand Engagement with Self-concept (Sprott et al., 2009); MVS, Material Values Scale (Richins, 2011);
Maven, Market Maven Scale (Feick and Price, 1987).
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RESULTS

Preliminary analyses
Prior to testing the hypotheses, we factor analyzed the indi-
vidual items from each multi-item scale. In each case, save
one, the results showed one-factor solutions, indicating
unidimensionality. The exception was the Material Values
Scale, which is supposed to have a three-factor solution
reflecting the three dimensions of materialism it assesses.
For the purposes of the cluster analysis, which we deemed
did not need the fine-grained assessment of materialism pro-
vided by the subscales, we combined all nine items to form
a single measure of materialism. Next, we computed the
internal consistency of the summed scales. The coefficient
alpha values in Table 1 show that all the summed scales
had adequate internal consistency. Table 1 also presents
the correlations among the measures. The correlation coeffi-
cients show that all the latent constructs are positively re-
lated. The two demographic variables, age and gender,
manifested only weak relationships with the latent constructs,
suggesting that clustering schemes that rely heavily on socio-
economic and demographic data might overlook the motiva-
tional elements of consumption that we seek to demonstrate
in the present study. Age was negatively correlated with each
of them, and the only gender differences detected were that
women shop more than men do, hardly a surprising finding,
and that women scored higher on the market maven scale
than the men did. Goldsmith et al. (2006) report this latter
finding.

Cluster analysis
We used the two-step cluster program in SPSS (IBM
Corporation, Armonk, NY, USA) to segment the sample into
clusters based on their scores on three criterion variables: sta-
tus consumption, brand engagement with self-concept, and
materialism. We chose these variables as the clustering
criteria because they conceptually represent similar, related
constructs and are positively correlated across numerous
studies (e.g., Fitzmaurice and Comegys, 2006; Goldsmith
et al., 2012). Cluster analysis is a “discovery” technique for

finding associations and groups of individuals within data
sets (Burns, 2000; Mooi and Sarstedt, 2011), and so it is
appropriate for the goal of this study guided by the belief that
there is a “type” of consumer that can be distinguished by
high scores on these variables. The analysis (using log-
likelihood distance and Schwarz’s Bayesian criterion) pro-
duced two clusters, which we termed “regular” (n=215,
61%) and super consumers (n=136, 39%). The clustering
criteria of Akaike’s information criterion yielded almost
identical results. The variables in order of importance to the
clustering solution were status consumption, brand engage-
ment with self-concept, and materialism. Analysis of vari-
ance (ANOVA) showed that the means of the three criteria
variables were significantly different between the clusters
(Table 2).

Hypothesis tests
To test the hypotheses and assess age differences between
the super and regular consumer groups, we used one-way
ANOVA to compare the mean scores of the four dependent
variables, market mavenism, shopping, spending, and age,
between the two groups of consumers, regular and super.
These results appear in Table 2. The results confirm all three
hypotheses. When compared with the regular consumers, the
super consumers scored significantly higher on the measures
of market mavenism, amount of shopping, and amount of
spending. In addition, the super consumers reported a signif-
icantly lower average age (49.3 years) than did the regular
consumers (54.4 years). Thus, as we hypothesized, the type
of consumer we label as “super” shops more, spends more,
and is more of a market maven than other more regular con-
sumers. Interestingly, when we cross-tabulated gender with
the two groups of consumers, the results were not significant
(χ2(1df) = 0.031, p=0.86). Finally, because Levene’s tests of
homogeneity of variances showed that our dependent vari-
ables had unequal variances across the two groups, we com-
puted the Welch and Brown–Forsythe tests as well. These
results were identical to the ANOVA results, demonstrating
the robustness of the conclusions.

Table 2. One-way analysis of variance results comparing means of criterion and dependent variables

Variable Cluster n Mean SD F df p η2

Criterion variables
Status consumption Regular 215 8.3 2.6 294.4 1, 349 <0.0005 0.458

Super 136 14.1 3.8
Brand engagement Regular 215 19.3 5.8 248.2 1, 349 <0.0005 0.416

Super 136 28.6 4.7
Materialism Regular 215 21.8 5.0 179.8 1, 349 <0.0005 0.340

Super 136 29.0 4.8
Dependent variables
Maven Regular 215 19.5 4.8 34.7 1, 349 <0.0005 0.091

Super 136 22.4 4.2
Shopping Regular 215 7.8 3.2 22.5 1, 349 <0.0005 0.061

Super 136 9.6 3.9
Spending Regular 215 3.5 2.2 51.7 1, 349 <0.0005 0.133

Super 136 6.0 4.3
Age Regular 214 54.4 12.5 13.0 1, 345 <0.0005 0.036

Super 133 49.3 13.4
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DISCUSSION

The purpose of this paper is to introduce the concept of the
super consumer, a unique segment of consumers who appear
to be highly motivated by the desire for status and to acquire
material objects and who use brands to express their self-
concept. Our study used cluster analysis of data from a sam-
ple of adult consumers to reveal an instance of this segment
and to test three hypotheses regarding its other characteris-
tics. We found that, as hypothesized, the super consumers
were more likely to be market mavens than regular con-
sumers and to shop more and spend more. They were also
younger on average than regular consumers were, but there
was no relationship between being a super consumer and
gender in our sample. We feel that there are important theo-
retical and managerial implications to be derived from the
study.

Theoretical implications
Much academic market research looks at consumers in terms
of single-criterion variables. This practice is unrealistic in
that consumers are infinitely complex and their behavior
not easy to predict. By combining three psychologically
based characteristics, we have moved toward a more com-
plex description of consumer motivations. We feel that, the-
oretically, we have advanced the study of several aspects of
consumer psychology. Researchers usually treat materialism,
brand engagement, and status consumption in some isolation
from each other as separate topics of study. We propose that
looking at them in combination can reveal deeper insights
into how they motivate consumers jointly rather than alone.
Our findings suggest that these three concepts are highly
interrelated.

Using three or more constructs to form clusters might
yield more refined distinctions between groups of consumers
and thus lead to better predictions of behavior. For example,
if consumer responses to different marketing mixes were
added to the clustering mixture, we might find out how small
differences in motivation affect preference for small mix dif-
ferences. The method we have used here has promise for de-
livering more sensitive measurement power when testing
marketing strategy as well as building nomological networks
of consumer motivation.

From a theoretical perspective, describing the super con-
sumer has the potential to contribute expanded understanding
of how customers are differently motivated. A nuanced and
quantitatively based description of the motivational under-
pinnings of important groups of consumers could be the basis
for new models of consumer behavior. Currently, the
individual-based inputs to the consumer decision-making
process are atomistic and measured by an ever-expanding list
of scales. Grouping those inputs should clarify their impor-
tance and make them more useful in understanding and
predicting the decision process.

Managerial implications
Marketers have long segmented the market using various
criteria. Many companies perform this service (e.g., Nielsen,
MasterCard, and PRIZM) and promote their prebuilt

segmentation typologies. A recent CNN report (Hicken,
2013) illustrates this activity by describing Acxiom’s analy-
sis of a huge database of consumers it tracks that yields 70
categories of shoppers! These commercial examples, how-
ever, use demographics and purchase histories heavily to
create and profile the segments, perhaps overlooking moti-
vational elements (Sharp, 2010). Our approach in contrast
uses three psychological constructs to identify a type of con-
sumer more general than these commercial segments. It is
important to note that the consumers we have identified
may not differ much from others when purchasing groceries
or the typical consumer packaged goods that are the main
concern of commercial models. We do not propose that
our findings are “superior” in any way to the commercial
segmentation products, based as they are on large data sets
more likely to be projectable to the US population than is
ours. Instead, we propose a unique insight into consumer
motivations for buying that can be converted into thinking
about a type of consumer who is defined less by his or her
demographic features than by their motivations to buy, espe-
cially when it comes to shopping goods rather than conve-
nience goods.

Marketers, especially those of status-conferring or self-
concept-related brands, could use this concept and the profile
variables to identify buyers highly motivated to purchase
their brands and emphasize these themes in marketing pro-
motions. Promotions might focus on the product characteris-
tics that appeal to super consumers such as the social value of
their products or the specialness of the consumer who is “in
the know” about a certain product. They could develop
and/or market new products targeted to this segment, and
based on their insights into the motivations driving these
consumers, they could build long-term relationships with
them. “Supers” are likely to behave like “regulars” when
they buy fast-moving consumer goods, as predicted by the
Duplication of Purchase Law (Sharp, 2010). When status
goods are involved, however, brand names become more im-
portant because the name is the principal indicator of status.
The supers are more likely to shop for status, and that status
is often conferred by the brand name as much as by the item
itself. While the status-conferring power of brands shifts over
time, and sometimes quickly, in its moment, the brand has
power. The enhanced spending and word of mouth character-
izing super consumers should repay any investment in
targeting them. Furthermore, if Watts and Dodds’s (2007)
proposal that the diffusion of market information is driven
by both a small number of influentials (such as mavens)
and a large number of average individuals who may actually
play a larger role in a number of instances is correct, then fo-
cusing marketing efforts on getting super consumers to
spread positive word of mouth might be more efficient than
focusing these efforts solely on mavens.

Similarly, retailers who specialize in status-laden products
like Abercrombie & Fitch, Tiffany & Co., and Fred Perry
look to the super consumer type of buyer as the prime seg-
ment of shoppers with whom they would like to establish
long-term relationships. By stressing the status, luxury, and
self-expressive nature of the brands they carry, such stores
can create stories and environments that appeal especially
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to this type of customer and also become aspirational shop-
ping venues for regular consumers. As knowledge accumu-
lates regarding the psychology and motivations of super
consumers, these retailers can avail themselves of deep in-
sights into their best customers.

Limitations and further research
While the study has several strong features, chiefly the adult
sample and high reliability of the measures, there are limita-
tions as well. The principal limitation lies in the exploratory
nature of the cluster analysis technique. The number and size
of the clusters derived from any given cluster analysis can
vary depending on the analyst’s choices of distance measure,
clustering technique, and the number of clusters to retain
(Burns, 2000, Ch. 23; Mooi and Sarstedt, 2011, Ch. 9).
The results of cluster analyses can also vary by samples.
Thus, the present study’s findings must be considered “proof
of concept” and not definitive. This conclusion especially
holds for the estimated size of the super consumer segment.
Different clustering approaches will reveal different segment
sizes. To demonstrate this, we reran the cluster analysis using
the Euclidian distance instead of log-likelihood and found a
different solution in which the super consumers comprised
only 10% of the sample. Comparing the two clusters for
the dependent variables, however, yielded the same results
as our original analysis. Thus, we feel that our study demon-
strates the viability of a super consumer segment, but we hes-
itate to make any claims regarding its size. For the overall US
population, this determination awaits the results of analyzing
large-scale national samples beyond the reach of our
resources.

Whenever spending is used as a measure, it is desirable to
control for income, and we did not have income information
in our data. Without that information, we do not know if the
greater spending of our super consumers is explained totally
by greater income or not. Either way, there is value in the
demonstration of greater spending, but income information
would shed more light on what is really happening. A next
study would include a measure of income. However, not ac-
counting for income is only a minor issue. Of course, income
influences spending, but the effect is to facilitate or enable
consumption behavior that is motivated by psychological
characteristics.

Another limitation of the study lies in the choice of vari-
ables as criteria to define the super consumers. We based
our use of three variables on their related conceptualizations
and on prior empirical findings, showing them to be highly
related, yet identifying different dimensions of a pattern of
consumption. Other studies might use additional concepts
to further refine and deepen theoretically the notion of the su-
per consumer. In addition, further research could expand the
number and type of dependent variables used to describe the
behaviors of the super consumer in addition to the limited
number we used. For instance, media use and price sensitiv-
ity suggest themselves as prime candidates because of their
theoretical value in “fleshing out” the picture of the super
consumer and their managerial applications.

Of necessity, our study raises more questions than it an-
swers. All we have been able to do is identify a potential

segment of consumers who manifest a clear pattern of con-
sumer characteristics. These consumers appear to be materi-
alistic, use brands to express self-concept, act as market
mavens, and spend more than other consumers do. Although
researchers have already studied these characteristics
separately, ours is an attempt to combine them to identify
an interesting and potentially important consumer segment.
Future research should continue to investigate how they
differ from other consumers.

The identification of a super consumer segment in no
way suggests that marketers should ignore other consumers
who are less driven by materialistic and status motives and
who might be lighter spenders than are the supers. Attracting
these consumers should also yield important sales, share,
and profits to marketers who can appeal to them successfully
(Sharp, 2010). Moreover, the existence of the super
consumer segment also suggests its opposite, a type of
consumer who is frugal, bargain seeking, and independent
of the influence of others and who disregards status and
material concerns (Goldsmith et al., 2014; Goldsmith and
Flynn, 2015). Although research by Clark (2006) and Kahle
(1995a, 1995b) suggests this consumption pattern, addi-
tional study of these consumers warrants attention. The
frugal consumer segment would seem to be the opposite of
the super consumer and thus would deserve special study
in its own right.

BIOGRAPHICAL NOTES

Leisa Reinecke Flynn, is BAC research professor of marketing at the
University of Southern Mississippi. She received her PhD from the
University of Alabama and taught at Florida State University for
nearly 20 years before moving to the University of Southern
Mississippi in 2010. Her research is focused on psychological
measurement issues in consumer behavior and pathological exchange
behavior. Her most recent research is centered on issues related to
materialistic tendencies and behaviors.

Ronald Goldsmith, studies individual differences in consumer
behavior, focusing on the traits of materialism, frugality, and
opinion leadership. He holds a BA in History from Florida State
University, an MA and PhD in history from Michigan State
University, and a PhD in Marketing from the University of
Alabama. His papers have appeared in the Journal of Marketing
Theory and Practice, Psychology & Marketing, The Journal of
Business Research, and The Journal of Consumer Behaviour,
among others.

REFERENCES

Binkley C. 2013. Style & travel—on style: cracking the mysteries of
the male shopper. Wall Street Journal 2013. New York, N.Y.

Brown PH, Erwin B, Zhang X. 2011. Positional spending and sta-
tus seeking in rural China. Journal of Development Economics
96(1): 139–149.

Bureau of Labor Statistics. 2012. Consumer expenditure study
2011, Calendar year tables http://www.bls.gov/cex/#tables
accessed 8/20/2013.

Burns RB. 2000. Introduction to Research Methods. Sage: London.
Clark RA. 2006. Consumer independence: conceptualization,

measurement, and validation of a previously unmeasured social
response tendency. Unpublished Doctoral Dissertation.

206 R. E. Goldsmith and L. R. Flynn

Copyright © 2015 John Wiley & Sons, Ltd. J. Consumer Behav., 15: 201–207 (2016)

DOI: 10.1002/cb

http://www.bls.gov/cex/#tables


Dobson S, Ness M. 2009. Undergraduate students: attitudes towards
food shopping and attitudes to time. International Journal of
Consumer Studies 33(6): 659–668.

Eastman JK, Goldsmith RE, Flynn LR. 1999. Status consumption in
consumer behavior: scale development and validation. Journal
of Marketing Theory and Practice 7(3): 41–52.

Feick LF, Price LL. 1987. The market maven: a diffuser of market-
place information. Journal of Marketing 51(January): 83–97.

Fitzmaurice J, Comegys C. 2006. Materialism and social consump-
tion. Journal of Marketing Theory and Practice 14(4): 287–299.

Fournier S. 1998. Consumers and their brands: developing relation-
ship theory in consumer research. Journal of Consumer
Research 24(4): 343–373.

Frost RO, Kyrios M, McCarthy KD, Matthews Y. 2007. Self-am-
bivalence and attachment to possessions. Journal of Cognitive
Psychotherapy: An International Quarterly 21(3): 232–242.

Goldsmith RE, Flynn LR. 2015. The etiology of frugal spending:
a partial replication and extension. Comprehensive Psychology
4(4). http://www.amsciepub.com/doi/abs/10.2466/09.20.CP.4.4.

Goldsmith RE, Clark RA, Goldsmith EB. 2006. Extending the
psychological profile of market mavenism. Journal of Consumer
Behaviour 5(5): 411–419.

Goldsmith RE, Flynn LR, Clark RA. 2010. Why do shoppers shop?
Proceedings of the Association of Marketing Theory and
Practice, p. 130.

Goldsmith RE, Flynn LR, Kim W-M. 2010. Status consumption
and price sensitivity. Journal of Marketing Theory and Practice
18(4): 323–338.

Goldsmith RE, Flynn LR, Clark RA. 2012. Materialistic, brand
engaged and status consuming consumers and clothing behav-
iors. Journal of Fashion Marketing and Management 16(1):
102–119.

Goldsmith RE, Flynn LR, Clark RA. 2014. The etiology of the
frugal consumer. Journal of Retailing and Consumer Services
21(2): 175–184.

Goodey C, East R. 2008. Testing the market maven concept.
Journal of Marketing Management 24(3–4): 265–282.

Grougiou V, Moschis G. 2015. Antecedents of young adults’ mate-
rialistic values. Journal of Consumer Behaviour 14: 115–126.

Hicken M. 2013. “What type of consumer are you?” CNNMoney,
April 19, 2013, http://money.cnn.com/2013/04/18/pf/consumer-
type/index.html.

Jackson V, Stoel L, Brantley A. 2011. Mall attributes and shopping
value: differences by gender and generational cohort. Journal of
Retailing and Consumer Services 18: 1–9.

Kahle LR. 1995a. Observations: role-relaxed consumers: a trend of
the nineties. Journal of Advertising Research 35(2): 66–71.

Kahle LR. 1995b. Observations: role-relaxed consumers: empirical
evidence. Journal of Advertising Research 35(3): 59–62.

Kim H-Y, Kim Y-K. 2008. Shopping enjoyment and store shopping
modes: the moderating influence of chronic time pressure.
Journal of Retailing and Consumer Services 15: 410–419.

Maslow AH. 1970. Motivation and Personality2nd edn. Harper &
Row: New York.

Mooi E, Sarstedt M. 2011. A Concise Guide to Market Research.
Springer-Verlag: Berlin.

O’ Cass A, Julian CC. 2001. Fashion clothing consumption: study-
ing the effects of materialistic values, self-image/product-image
and congruency relationships, gender and age on fashion cloth-
ing involvement In Chetty S and Collins B (eds). Bridging Mar-
keting Theory and Practice: Proceedings of the Australian and
New Zealand Marketing Academy (ANZMAC) Conference,
Auckland, New Zealand. Massey University Press: Auckland,
New Zealand.

Park H-J, Burns LD, Rabolt NJ. 2007. Fashion innovativeness,
materialism, and attitude toward purchasing foreign fashion
goods online across national borders. Journal of Fashion
Marketing and Management 11(2): 201–214.

Richins M. 2011. Materialism, transformation expectations, and
spending: implications for credit use. Journal of Public Policy
& Marketing 30(2): 141–156.

Rucker DD, Galinsky AD. 2008. Desire to acquire: powerlessness
and compensatory consumption. Journal of Consumer Research
35(2): 257–267.

Saad G, Vongas JG. 2009. The effect of conspicuous consumption
on men’s testosterone levels. Organizational Behavior and
Human Decision Processes 110(2): 80–92.

Sharp B. 2010. How Brands Grow: What Marketers Don’t
Know. Oxford University Press: South Melbourne, Victoria,
Australia.

Sprott D, Czellar S, Spangenberg E. 2009. The importance of a
general measure of brand engagement on market behavior:
development and validation of a scale. Journal of Marketing
Research 46(1): 92–104.

Stoel L, Wickliffe V, Lee K-H. 2004. Attribute beliefs and spending
as antecedents to shopping value. Journal of Business Research
57(10): 1067–1073.

Vieira VA. 2009. An extended theoretical model of fashion clothing
involvement. Journal of Fashion Marketing and Management
13(2): 179–200.

Wang J, Wallendorf M. 2009. Materialism, status signaling, and
product satisfaction. Journal of the Academy of Marketing
Science 34(4): 494–505.

Watts DJ, Dodds PS. 2007. Influentials, networks, and public opin-
ion formation. Journal of Consumer Research 34(4): 441–458.

Williams TG, Slama ME. 1995. Market mavens’ purchase decision
evaluative criteria: implications for brand and store promotion
efforts. Journal of Consumer Marketing 12(3): 4–21.

Super consumer 207

Copyright © 2015 John Wiley & Sons, Ltd. J. Consumer Behav., 15: 201–207 (2016)

DOI: 10.1002/cb

http://www.amsciepub.com/doi/abs/10.2466/09.20.CP.4.4
http://money.cnn.com/2013/04/18/pf/consumer-type/index.html
http://money.cnn.com/2013/04/18/pf/consumer-type/index.html

	199
	200
	201–207
	208–215
	216–224
	225–238
	239–250
	251–260
	261–270
	271–280
	281–288



