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ABSTRACT 

This study was designed to explore the nature of 
compulsive buying behavior with respect to self esteem and 
money attitude variables. Conjointly, a newly developed 
screening device, the Compulsive Buying Scale, was used to 
test its ability to discern compulsive buying tendencies 
amongst consumers, comparison was made with participating 
members of intact compulsive buying help groups and "normal" 
consumers. 

Compulsive buyers were found to slgnficantly differ 
from normal consumers on variables tested. Compulsive 
buyers were found to have lower self esteem with money 
attitudes reflecting obsession with money and it's perceived 
power and prestige. Likewise, compulsive buyers differed 
significantly on the Compulsive Buying Scale adding support 
to the validity of the scale. 
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CHAPTER 1 

INTRODUCTION 

A variety o£ t-shlrts, bumper stickers, and other 

novelty items tout excessive buying and spending as a 

"harmless quirk" and the perfect way to allay a bad day or 

situation. For many, the slogans appearing on these novelty 

items such as "Born to Shop"; "When the going gets tough the 

tough go shopping"; and "I shop therefore I am" have become 

the faddish way to explain away a more serious financial or 

psychological problem. 

For the majority of consumers shopping represents a 

recreational activity in which occasional spontaneous buying 

makes life more enjoyable. In a recent newspaper article 

Weeks (1987) discussed a study which suggested that nine out 

of every ten people shop impulsively, that is simply buy an 

item unplanned for prior to entering a store. Recreational 

shopping, among other variables, is thus suspected of 

bolstering consumer debt to staggering levels. 

A variety of factors such as a strong economy, changing 

social mores toward materialism, or simply greater 

accessibility of credit and credit cards, may be 
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contributing factors of today's rising debt. Recent figures 

from the Federal Reserve show outstanding consumer credit 

debt rose 13% ($646 billion) between year end of 1986 and 

July 1988 (Sing, 1988). Furthermore, credit card debt, an 

often more delinquent form of credit, grew faster (29%) 

during the same period (Sing, 1988). These statistics 

coupled with the fact that one in one hundred seventy-eight 

people nationwide can be expected to file for personal 

bankruptcy this year are telling signs of a growing 

population of Individuals incurring financial difficulty. 

For many people in our society the burden of debt Is 

constant and oppressive and too often results in financial 

ruin. A contributing factor, for some consumers, of 

increasing financial difficulties is a self-defeating 

pattern of shopping and spending ultimately affecting both 

personal and professional elements. People exhibiting this 

pattern have been denoted compulsive consumers by Faber, 

O'Guinn, and Krych (1987). 

A cluster of compulsive and or addictive behaviors have 

been determined to have similar underlying dimensions 

(Kagan, 1985). While individuals addicted to substances or 

activities such as food, narcotics, alcohol, or gambling 

outwardly exhibit symptoms, the characteristics of 

compulsive buying behavior generally do not attract as much 

attention because they are more private and are not regarded 

as antisocial. The characteristics of such episodes appear 
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diverse, yet although relatively unexplored, the root of the 

problem is consistent with other such self damaging 

behaviors involving for example food or alcohol. Recent 

Interest in compulsive buying behavior is due, in part, to 

attention given the issue by the popular media. Yet, to 

date, research into this form of consumer behavior has been 

scarce, therefore, its prevalence is virtually unknown. 

Recent studies estimate that as great as 10% of the 

American population may be considered compulsive consumers 

(Trachtenberg, 1968), cutting across all demographic and 

social strata. This estimation is consistent with the 

prevalence of other addictive behaviors. At this point, 

however, little is known about compulsive buying behavior. 

Although compulsive consumption does not lead to physical 

addiction akin to alcohol or drug abuse, the prevailing 

symptoms are similar; specifically, a negative self concept 

(Krueger, 1988). 

Statement of the Problem 

This study has been designed to more fully explore the 

nature of compulsive buying behavior by comparing a group of 

reported compulsive shoppers with "normal" consumers from 

the general public. The purpose of the study was 

threefold: first, to ascertain the differences between the 

level of one's self-concept and proclivity to compulsive 

buying behavior; second, to examine the differences in money 

attitudes; and third, to determine if compulsive shoppers 



show more compulsive buying tendencies than other 

consumers. Due to a lack of previous research on 

topic, the nature of the analysis was exploratory. 
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Definition of Tarns 

Variables Explored 
SSS85S&SS58BS8S8SBB8SSSSSBB5S58B&S8SSS8SSB6BSSB8SS8StSBBSS8SSBS 

Factor Definition coding 

compulsive Buyer 

Self Concept 

Money Attitudes 

consumers impulsively 
driven to consume, 
report inability to 
control the behavior, 
and seem to buy in order 
In order to escape from 
other problems. 

Set of thoughts and be
liefs an individual 
has about self. 

Proclivity to respond 
to symbolic meanings 
attached to money. 

Continuous 

Continuous 

continuous 
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CHAPTER 2 

RIVI1W OP THI LITERATURE 

Empirical investigation of compulsive buying behaviors 

is quite new with more relevant literature dating back only 

a couple of years (see Faber, O'Guinn, and Krych, 1987; 

Faber and O'Guinn, 1988; and Damon, 1988). However, 

theoretical origins of this type of consumer behavior may be 

traced to a variety of other fields in both consumer and 

behavioral sciences: psychology, sociology, and marketing. 

With a paucity of direct research on the topic of compulsive 

buying the literature from these varied areas provides 

insight to extend and supplement this orientation of 

consumer behavior research. 

Xapulse Buying 

An Important precursor of research on compulsive buying 

behavior Involves the stream of Investigations on Impulse 

purchase behavior that has been the focus of various 

consumer and market researchers. Early research In this 

field, dating back to the 1950*s sought to investigate the 

frequency of the impulse purchase across product categories 

(Clover, 1950; Katona and Mueller, 1955). Subsequent 
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investigations attempted to classify products into 

categories of "Impulse" and "nonimpulse" (Kollat and Willet, 

1969; Bellinger, Robertson, and Hlrschman, 1978) as well as 

by retail environment. Findings from these studies 

demonstrate that an impulse purchase cannot be limited to 

one type of product nor retail setting (Cobb and Hoyer, 

1966; Rook, 1967). Likewise, the dimensions of impulse 

products once conceived of as low priced low Involvement 

goods (i.e. candy bars) have been expanded to include all 

products within financial reach (Rook, 1987). 

The DuPont Consumer Buying Habit Studies (1948-1965) 

gave rise to expanded research into impulse buying behavior 

specifically contributing an operationalized definition of 

Impulse buying as an "unplanned" purchase— a decision made 

subsequent to entering a retail environment. Although the 

definition of unplanned purchase pervades even more recent 

studies (Cobb and Hoyer, 1986) skepticism has arisen over 

this definition. 

While much previous research has focused on a broad 

range of phenomena constituting external variables of 

impulse buying, researchers critical of these early 

conceptualizations have reexamined the nature of the Impulse 

purchase. Rook and Hoch (1985) poignantly observed, "it is 

people, not products, that experience consuming impulses." 

For example, Weinberg and Gottwald (1982) characterized 

impulse buyers as more emotional. Kroeber-Rlel (1980) 



reported Impulse buyers as Intensely reactive to stimulus. 

By narrowing and reconceptuallzing the term impulse buying 

as a sudden often persistent urge to buy that Is 

psychologically conflicting and prone to occur without 

regard to consequences, Rook (1987) has drawn a distinction 

between the historical concept of an unplanned purchase and 

the human motives of the impulse buy. 

in an exploratory study of consumer Impulse buying 

episodes, Rook and Hoch (1985) developed a model typifying 

the psychological content of such buying episodes. In an 

attempt to distinguish the nonlmpulslve shopper from the 

impulsive shopper the following five elements were 

incorporated in Rook and Hoch's (1985) model, 1) a sudden 

and spontaneous desire to act, representing a quick change 

in psychological state; 2) a state of psychological 

disequilibrium, feeling out of control; 3) the onset of 

psychological conflict, representing battle of thoughts; 4) 

a reduction of cognitive evaluation, in other words a 

consumer dismisses rational weighing of product attributes; 

and 5) a lack of regard for consequences, which the 

researchers note may lead to other disorders like bulimia. 

This model while beneficial In identifying a 

distinctive form of consumer buying behavior falls short of 

representing the full nature of compulsive buying, in 

short, true impulse buying is situational (i.e. candy bars 

strategically placed at grocery check out lanes) while 
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compulsive buying behavior is continual and progressive. 

Most consumers at some point experience an impulse to buy 

and likewise experience the £irst four steps as outlined in 

Rook and Hoch's (1985) model. Yet the intent must be 

distinguished from the result, respectively, impulse versus 

compulsive buying. While both impulsive and compulsive 

behavior may originate with a state of tension the result of 

the latter is often a greater increase in tension rather 

than removal. While Rook and Hoch (1985) have clearly 

formed a greater association there remains a distinction 

that the content and process of impulsive buying does not 

satisfactorily explain the nature of compulsive buying. 

This model, more appropriately, builds the groundwork 

for an understanding of compulsive behaviors. It has been 

posited that simple impulse actions may lead to 

compulsive/addictive behaviors as exampled in, a lack of 

regard for consequences, the last step of Rook and Hoch's 

(1985) model. 

Compulsive Buyers 

Although intuitively obvious, the term "compulsive 

buying" has yet to actually be defined in the research 

literature. Faber, O'Guinn, and Krych (1987) instead coined 

a synonymous term, "compulsive consumption" describing 

consumers who are "impulsively driven to consume, cannot 

control their behavior, and seem to buy in order to escape 

from other problems." Anecdotal accounts in lay literature 
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support this definition showing this form of consumer buying 

behavior typically exemplified as an excessive act in 

response to anxiety or stress performed without regard for 

deleterious consequences whether financial or social. These 

accounts are concurrent with Faber and O'Guiunns (1988) 

affirmation that compulsive consumers receive short lived or 

little pleasure from purchases, some in fact noting they 

seldom made use of purchases, but rather benefited from the 

buying experience itself. Furthermore, subsequent reported 

feelings of guilt, remorse, and fear follow buying sprees 

(Faber, and o'Guinn, 1988) which, for some, ironically sets 

the psychological stage for reoccurrence of the behavior 

(Jacoby, 1987). These basic elements; 1) compelling need to 

shop/buy in response to stress or anxiety; 2) minimal 

gratification from behavior and or purchases; 3) subsequent 

sense of remorse or fear, of compulsive shopping also 

parallel other compulsive disorders such as gambling, 

overeating, smoking, or drinking (Cordes, 1985; Barthold and 

Hochman, 1986; and Pomerleau and Pomerleau, 1987). 

compulsive shopping may easily be one of the newest 

additions to the list of popular media compulsions. 

The literature suggests that there are general elements 

characterizing compulsive behaviors. Indicative features 

include repetitive compelling urges to engage in behavior 

accompanied by a sense of resistance yet inability to gain 

control with little regard for harmful consequence (Rachman 
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and Hodgson, 1980). strictly speaking, a true compulsive 

behavior is repetitive in nature and seemingly purposeful 

when performed in accordance with certain rules designed to 

augment or prevent a specific situation (Rachman and 

Hodgson, 1980). As an example, a person may ritually wash 

their hands 100-200 times per day to guard against germs. 

Furthermore, true compulsive behaviors characteristically 

involve some type of cleaning possibly better distinguished 

as obesslve-compulslve behavior. 

To draw a greater distinction between the 

aforementioned types of compulsive behavior it may prove 

more conceptually sound to form an analogy between 

compulsive buying behavior and addiction. Psychologists and 

therapists In recent popular literature hall compulsive 

buying behavior as a full fledged addiction, just like 

alcoholism. In her recent book, Shopaholics. Damon (1988) 

elucidates the common qualities and experiences plaguing 

compulsive buyers and other addictive behaviors Interpreted 

by Cordes (1985) as "first and inability to resist 

temptation, followed by an Increase in tension and then a 

release of anxiety as the behavior is carried out. N Almost 

always its followed by shame or guilt. As a further 

observation it should be noted that a growing number of 

community help groups are fashioned after the Alcoholics 

Anonymous twelve step program (See Appendix A). As noted by 

cordes (1985), the boundaries of compulsive behaviors are 
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expanding. 

The term "addiction" used in reference to compulsive 

buyers was found by Faber, O'Guinn, and Krych (1987) to be 

debatable in definition and therefore Inappropriate in 

conceptualization. However, alternate literature supports 

this perspective by demonstrating an analogy between 

compulsive and addictive behaviors. Hadaway, Beyerstein, 

and Kimball (1986) contend the term "addiction" has been 

ambiguously defined in the literature. However, recent 

departure from the concept that sole dependence on a 

substance constitutes the boundaries of addiction has 

allowed for expansion in theory and conceptualization 

(Peele, 1985; Pomerleau and Pomerleau, 1967) thus 

transcending chemical abuse to include psychological need 

(Milkman and Sunderwirth, 1987). Milkman and Sunderwlrth 

(1987) contend "Cc]ompulslon, loss of control, and 

continuation despite harmful consequences has become the new 

criteria for determination of addiction." Therefore, it is 

unnecessary to develop a separate set of principles to 

distinguish addictive from compulsive behavior (Milkman and 

Sunderwlrth, 1987). 

The addictive syndrome, and in turn the nature of the 

compulsive buyer, is best represented in the following 

definition by Pomerleau and Pomerleau (1987): 

"Addiction is the repeated use of a substance and/or a 
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compelling involvement in a behavior that directly modifies 
the internal milieu in such a way as to produce immediate 
reinforcement, by whose long term effects are personally or 
medically harmful or highly disadvantageous societally." 

Increasing prevalence of compulsive behaviors has been 

attributed to the inability of individuals to search for 

strength within themselves. Therefore, it has been posited 

that anything, whether experience or object, used as an 

anxiety/stress reducer can divert into a compulsive act 

(cordes, 1985; Peele, 1985). It is the compulsion that 

drives the addiction (Barthold and Hochman, 1986). An 

individual placing increased reliance on such a coping 

mechanism fuels the need for the addictive experience thus 

creating a cycle (Peele, 1985). Once ingrained the reliance 

on the coping mechanism serves threefold as observed by 

Peele (1985), 1) elimination of pain or anxiety; 2) to 

sustain self-esteem; 3) to produce a feeling of power and or 

control over one's environment, compulsive buyers may, 

unconsciously, engage In this type of buying behavior with 

the specific intent of generating an emotional outcome 

concurrent with the three elements described by Peele 

(1985). Anecdotal accounts are fraught with evidence that 

compulsive buyers are "trying to buy a feeling" (Cordes, 

1985; Rook, 1987; viorst, 1986) and like many other addicts 

their behavior is strongly tied to feelings of self-worth 

(Damon, 1988). 



22 

Self Concept 

There is agreement in the literature that compulsive 

behaviors, specifically buying or spending, are rooted in a 

combination of psychological and sociological factors with 

the foremost causes being low self-esteem and feelings of 

powerlessness (Krueger, 1988; Frook, 1985; Damon, 1988). 

Low self-esteem is considered the cornerstone of addiction, 

in reference, Kaplan, Martin, and Robbins (1980) has shown 

that drug use is engaged in for self-enchancing experience. 

It has been posited that compulsive behavior patterns 

develop in an attempt to protect one's self-concept 

(Krueger, 1988). Onkivist and Shaw (1987) posit the premise 

that the basic purpose of all an individual's activity is 

the protection, maintenance, and enhancement of one's self-

concept. Michaels (1988), in developing an extended model 

of consumption and compulsive behavior, demonstrated a 

correlation between compulsive behaviors and maintenance o£ 

self-esteem by generating "empirically verified patterns" of 

this behavior. 

The study of consumer behavior often focuses on the 

self-concept, as a set of thoughts and beliefs an individual 

has about himself (Rosenberg, 1979, p. 7; Gurney, 1988, p. 

67). To focus more clearly, the self-concept is actually a 

configuration of dimensions of self (Gergen, 1971, p. 30). 

Of importance to the research of compulsive buying behavior 

is the motive of self esteem. Respectfully, self esteem, 
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frequently used interchangeably with self concept in the 

literature, connotes an individual's evaluation of his 

thoughts and beliefs about self (Gurney, 1988, p. 67; 

Gergen, 1971, p. 34). In the remainder of this paper the 

term self esteem shall be adopted as the evaluative 

component of self conception and the focus of investigation 

in this vein. 

Rosenberg (1979, p. 56) clearly states, "that the self 

esteem motive is one of the most powerful in the human 

repertoire." Conceptually, the relationship of self theory 

is significant to the study of compulsive consumption 

behavior since the perception an individual holds of himself 

directly dictates his behavior patterns (Rosenberg, 1979; 

onkivlst and Shaw, 1987; Gergen, 1971; Grubb and Grathwohl, 

1967; Michaels, 1988). Furthermore, Grubb and Grathwohl 

(1967) hypothesized the knowledge of common consuming 

characteristics may lead to prediction of consumer behavior. 

To construct a more useful interpretation of the self-

concept, and in particular its dimension of global self 

esteem, in context with consuming behavior it is necessary 

to address the process of formation. Evolutionary in 

nature, an individual, through the course of social 

interaction and self examination, evaluates himself. Thus, 

the sort of person and individual perceives himself to be is 

based on reflected appraisals from both self and others 

(onkivlst and Shaw, 1987). Generally speaking, actual self 
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connotes one's true perception o£ self while Ideal self, 

Intuitively, connotes the way an individual would like to 

be. While different the actual and ideal self are not 

mutually exclusive in other words there is some overlap 

between the two. The extent varies between individuals 

(Michaels, 1988). Valuation of one's self is logically 

derived from the difference between these two perceptions. 

Michaels (1988) and Damon (1988) allege there is wide 

agreement that the gap between perception of one's actual 

self versus ideal self serves as a threshold for compulsive 

behavior, similarly, Kaplan, Martin, and Robbing (1982) 

found young people most likely to participate in drug abuse 

were those with measurably the greatest gap between actual 

and ideal self. 

A proliferation of consumer literature has sought to 

confirm the idea that consumers will tend to purchase 

products congruent with one's self-concept. Critical of 

this opinion Green, Maheshwari, and Rao (1969) debate this 

to be too simplistic a view, instead purchase intent may 

focus on the expression of congruence with ideal self or the 

ability of the symbolic perception of the product to narrow 

the gap between ideal and actual self (Orubb and Orathwohl, 

1969; Onklvist and Shaw, 1987). 

Looking beyond the general utility of a product 

Onklvist and Shaw (1987) note a consumer will intuitively 

compare the symbolic or perceived nature of a product with 
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the appropriateness to self enhancement. Thus, purchase 

behavior may reflect more than simple function but be 

intended for greater psychological response. By tying one's 

self concept to the buying of items consumers can 

perceptually transform who they perceive themselves to be. 

Through this action these consumers may avoid dealing with 

the underlying psychological problems originating the 

behavior (Raudsepp, 1984). 

Honey Attitudes 

Rosenberg (1979, p. 22) notes, the self concept can be 

characterized in terms of dimensions of which one Important 

part of the structure is an individual's system of 

attitudes. Attitudes, simply, represent an individual's 

mental set or proclivity to respond in a comparable way to 

particular occurrence (Foxall, 1980, p. 67; Vasson, 1975, p. 
i 

! 

66). An individual's attitudes are not innate but rather 

develop in an evolutionary fashion as does self concept. 

While self concept and attitude research may have emerged 

from differing traditions Rosenberg (1979, p. 22) contends 

the association "is far closer than it may appear." Thus, 

an individual's self esteem may have significant effect on 

one's money attitudes and In turn money usage. Gurney 

(1988, p. 56) coined the term "money self" referring to an 

integral part of our behavioral actions that Influence 

interaction with money. In short, one's money self, a 

collection of money attitudes, represents but a portion of 
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an individual's self concept. And it is an individual's 

money attitudes that, in part, Influence behavior (Gurney, 

1988, p. 57). 

While, to date, there have been no empirical studies of 

the relationship between money attitudes and self concept, 

several recent efforts have attempted to explore the 

psychology of money (see Weinimont and Fitzpatrick, 1972; 

Rubenstein, 1980; Yamunchi and Templer, 1982; Furnham, 

1984). Honey represents a prominent feature of our modern 

society, and has been well established as one of the most 

powerful motivators of behavior (Goldberg and Lewis, 1978, 

p. 81), yet there remains a paucity of research in this 

vein. 

Money, Itself, holds little value representing simply a 

means for survival. But for a great number of people 

projection of the emotional/psychological value of money far 

exceeds its relative economic value, weinmont and 

Fitzpatrick (1972) in a study designed to understand the 

symbolic meaning attached to money concluded that indeed 

individuals apply a variety of meaning such as failure and 

social acceptability. Goldberg and Lewis (1978, p. 81) note 

the most common of these additions to be the ability to 

purchase power, security, freedom, love, and personal 

satisfaction. As outlined by Goldberg and Lewis (1978) 

security (saving) represents the ability to cope or to stave 

off problems, power Is the ability to buy Importance, 
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freedom Is the ability to buy time to pursue personal 

interests, and love assumes the buying and selling of 

affection. In the words of Gurney: "Money acts as a false 

protector of our self esteem" (1988, p. 69). Thus, 

individuals with low self esteem will be motivated to attach 

such aforementioned values to money assuming money and 

possessions can act as substitutes for esteem. Conversely, 

Gurney (1988, p. 69) cogently notes that high self esteem 

ultimately leads to greater perception of "personal power, 

security, and contentment." 

BuMMry 

With limited research specifically on compulsive buying 

behavior we know little of consumers tendencies in this 

regard. It has been posited that compulsive buying may 

represent an attempt by an individual consumer to restore a 

perceived negative self concept through creating an illusion 

of power and or control in money usage. This state suggests 

the appropriateness to explore the experience drawing from 

self concept theory and money attitude research. 
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CHAPTER 3 

METHODOLOGY OP THE STUDY 

The purpose of this study Is to more fully explore the 

nature of the compulsive buying behavioz by comparing a 

group of reported compulsive buyers with "normal" consumers 

from the general public. 

Hypotheses 

For purposes of statistical analysis these hypotheses 

have been tested in the null form. 

1. There is no significant difference between reported 

compulsive buyer's level of self concept and that of 

"normal" consumers. 

2. There is no significant difference between 

compulsive buyer's money attitudes and those of "normal" 

consumers. 

3. There is no significant difference between reported 

compulsive buyer's scoring on a compulsive buying 

measurement Instrument and that of "normal" consumers. 

4. Under discriminant analysis there is no significant 

difference in self esteem and money attitudes between a 
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group of compulsive buyers and a group o£ "normal" 

consumers. 

Development of the instrument 

Data was collected through the use of a mall 

questionnaire entitled The Financial Management Survey (See 

Appendix B for data collection materials). The Financial 

Management Survey consisted of 107 items: 1) Rosenberg*s 

(1986) New York self Esteem Scale, (10 items); 2) Furnham's 

(1984) Money Beliefs and Behavior Scale, (47 items); 3) 

Valence, d'Astous, and Fortler (1988) Compulsive Buying 

Scale, (16 items); and demographic variables Including age, 

sex, income, education, marital status, occupation, and 

family size. 

The Rosenberg Mew York self Esteem Scale (NYSES) 

consists of 10 items on a four point Guttman agree/disagree 

scale that measures level of self esteem, items have been 

designed to assess the extent to which individuals feel 

positive or negative about themselves. High scores on the 

instrument indicate high self esteem while low scores 

Indicate low self esteem. 

The NYSES has a reported Coefficient of Reproducibility 

of 92 percent and a Coefficient of Scalability of 72 

percent. According to Babble (1986, p. 380) coefficients of 

reproducibility, which simply represent the percentage of 

correct predictions, of 90-95 percent, as a rule of thumb, 

are commonly used as standards. According to Rosenberg 
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(1986, p.292) "the reproducibility and scalability 

coefficients suggest that items have satisfactory Internal 

reliability." 

The second part of the questionnaire consisted of 

Furnhaia*s (1984) Honey Beliefs and Behavior Scale (MBBS). 

The MBBS originally consisted of a 60 item 7 point 

agree/disagree scale but to date only forty-seven, that 

factor analyzed, have been reported. Thus, this study 

utilized a modified version. Factor analysis, conducted by 

Furnham (1984), of the MBBS has revealed six distinct 

factors, with great similarity to a previous study conducted 

by Yamunchi and Templer (1982) as, 1) obsession; 2) 

power/spending; 3) retention; 4) security/conservative; 5) 

inadequacy; and 6) effort/stability. 

Furnham (1984) in his discussion of the results for the 

Money Beliefs and Behavior Scale (MBBS) claimed factor 

analytic results yielded "clearly interpretable factors." 

To that end discussion of factors centers around presumed 

themes construed from Furnham's (1984) discussion, factor 

labeling, and overall impression of assigned questions. 

Scores were tabulated for each factor by summing the 

corresponding questionnaire responses. 

Moneyl/obsesslon: Individuals scoring high on this 

factor represent preoccupation of thought or behavior with 

inferiority, the use of money for control or comparison, and 

the Idea that money serves as a source of solution to 



problems. Conversely, a low scorer appears to possess 

attitudes that place less Importance on money and It's 

emotional response. 

Money2/Power-Prestlge: items loading highly on this 

factor pointed to the sincere need of Individuals to seek 

external status symbols. Further, the items connote a need 

to buy friendship and esteem. A low score, by contrast, 

would exhibit minimized concern for money as a status 

symbol. 

Money3/Retention: Furnham (1984) presents high scores 

for this factor to represent a saving if not hoarding 

nature. The attitude of low scorers would reflect a more 

normal belief of saving money. 

Money4/security-conservatlve: items loading highly on 

this factor suggest firm inner structure towards thorough 

accounting of finances. This sort of individual would be 

characterized as planful and goal oriented toward security 

In terms of money. Low scorers would be seen as holding the 

opposite attitude that planning and saving are unnecessary. 

Moneys/inadequacy: The title, and consequently high 

scorers, of this factor presumably draws from the scope of 

self concept in demonstrating a belief of inadequacy with 

money as the medium of comparison, in other words an 

Individual's self worth Is cognitively measured by the 

amount of money possessed. Low scorers possess attitudes 

that money is not considered a measurement of success and 
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thereby a measure of worth. 

Money6/Effort-ability: Of the four items constructing 

this factor those loading highly while observably different 

keep an underlying theme that one's effort In a situation 

has a direct bearing on the amount of money obtained. Yet 

also existent within the factor is the converse theme 

illustrating a lack of control over money despite the amount 

of effort. A low score suggests the opposite notion that 

effort and ability are not sole basis for money obtained. 

The third part of the questionnaire consisted of the 

Compulsive Buying scale (valence, d'Astous, and Fortier, 

1988) a 16 item 5 point agree/disagree scale looking at four 

dimensions: 1) tendency to spend; 2) reactive aspect; 3) 

post-purchase guilt; and 4) family environment. Although 

Valence, d'Astous, Fortier (1988) suggest elimination of the 

questions relating to family 

environment the entire Instrument was used in this study. 

The Compulsive Buying Scale (Valence, d'Astous, and 

Fortier, 1988), newly formulated, has a reported Coefficient 

Alpha of .8844. Nunnally (1978) suggests that a coefficient 

appreciably over .50 to .60 is satisfying for Internal 

consistency of a test instrument In the development stages. 

Scores for the compulsive Buying scale were tabulated by 

summing the responses corresponding to the following factors 

outlined by valence, d'Astous, and Fortier (1988): l)spend; 

2)Reactive; 3)oullt; and 4)Family. 
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The questionnaire Items were printed on 11" x 14" legal 

size paper, folded and stapled to form a booklet. The cover 

of the booklet was simply designed featuring the title of 

the survey and the University of Arizona address. 

Instructions for proper completion of the survey were 

featured on the first page inside the questionnaire and as 

needed throughout. At the end of the questionnaire a brief 

statement of appreciation was Included. 

Selection of the Staple 

Two groups of individuals were gathered to form a 

sampling frame for this study. The researcher was 

interested in looking first at individuals already 

predetermined to be compulsive buyers. To that end a 

variety of sources (compulsive shopping groups, credit/debt 

counselors, and financial planners) were contacted to draw a 

sampling frame to be considered Group 1. In all, four 

groups working with compulsive buyers agreed to 

participate. These groups were from the following areas: 

DPhoenlx, AZ; 2)Tucson, AZ; 3)Denver, CO; and 4) Detroit, 

HI. It should be noted that, to date, no screening device 

nor universal criteria for determination of compulsive 

buying characteristics exists thus the researcher was 

reliant on the variety of assessment techniques unique to 

participating compulsive buyer groups. 

As comparison, a second group (Group 2), was selected 

randomly from the respective regions representative of Group 
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1 to serve as a sample frame of "normal" consumers. There 

existed no sample frame uniformly available for the 

representative regions short of local telephone 

directories. Cognizant of the limitations afforded regional 

telephone directories, specifically 1) Denver, CO; 2) 

Phoenix, AZ; 3) Tucson, AZ; and 4) Detroit, MI, were 

selected as the best source of general population sampling 

frame to mirror that of Group 1 (compulsive buyers). A 

random sample of 375 names and addresses were drawn from 

area telephone directories. Name and address selection 

procedure was based an random sample techniques as detailed 

by Babble (1986). From the random table of numbers the 

number 17 was selected. The researcher, starting from the 

first page, thumbed to every 17th page, returned to the 

table of random numbers to select another random number. 

Thus the second number selected served to provide the name 

and address. 

Stapling Tzmmt and Procedures 

Notably, with the research study designed to examine 

two distinct groups distribution of material differed 

respectively. Random sampled individuals (Group 2/normal 

consumers) were mailed a cover letter, questionnaire, and 

business reply return envelope. The cover letter was on 

university of Arizona letterhead and signed by the 

researcher and University of Arizona faculty advisor (see 

Appendix C). The cover letter introduced the researcher, 
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explained the purpose o£ the questionnaire and study, 

promised the respondent confidentiality, noted participation 

was voluntary, and described the procedure o£ the study in 

relation to the respondent's role. Each individual 

receiving a questionnaire was directed to have the household 

member most frequently engaged in shopping to complete the 

survey. 

Conversely, individuals identified in Group 1 (self 

report compulsive buyers) received questionnaires via the 

leaders of their respective groups as a further measure of 

confidentiality. All individuals sampled were instructed to 

participate of their own free will. As such, agreement to 

participation was assumed if respondents returned a 

completed questionnaire. 

Approximately one to two weeks after the questionnaire 

was initially mailed a postcard reminder (see Appendix D) 

was sent to all members of the original random sample frame 

since no record of return was kept. Additionally, the 

researcher's phone number was included on the postcard so 

that anyone who needed another questionnaire could call 

collect to receive one. Anyone responding to the postcard 

was immediately sent a new questionnaire with accompanying 

cover letter and return postage envelope. 

Data Analysis 

Percentages were used to describe the sample and to 

report frequency distribution of responses of group samples 
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to questions contained in the questionnaire. A t-test 

analysis was employed to examine Hypotheses 1, and the 

Hotelllngs T2 analysis for Hypothesis 2 and 3 allowing for 

comparison on equality of group means for several variables 

simultaneously tested. In short the null hypothesis 

assigned Hypothesis 1, 2, and 3 assumes the two groups have 

identical population means for each of the variables 

measured. Discriminant analysis was employed for 

Hypothesis 4 to statistically distinguish between Group 1 

and Group 2. This form of analysis provided measurement of 

discriminating variables on which each of the groups were 

expected to differ (i.e. money attitudes and self esteem). 

Llaltations of study 

Several limitations of the study should be underlined. 

While this study was conducted with the desire that the 

compulsive buyer individuals sampled be representative of 

all persons afflicted with this problem no universally 

accepted screening device exists. Therefore, the researcher 

relied on the varying assessments of compulsive buyer groups 

sampled, consequently, depending on the nature on which 

groups were developed the span of help may encompass more 

problems than compulsive behavior alone. Germane to the 

area would be debt and other financial difficulties due to 

circumstances other than compulsive tendencies. 

Sampling of intact help groups assumes that all 

individuals affected by this problem have sought 
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professional help. Not only can we presume that many 

compulsive buyers have failed to seek help but for those 

that have, their choice of aid may differ greatly from the 

organizations utilized In this study. Lastly, of the groups 

sampled participation in the study was on a voluntary 

basis. We know that some members opted not to participate. 

Likewise, despite anonymity such personal questions about 

self and financial affairs may pose threat to Internal 

validity. 

Chl-sgaure analysis was conducted to explore possible 

significant differences between the compulsive buyers and 

normal consumers with respect to demographic variables. It 

was determined that there were no significant differences 

short of age. Normal consumers age range was more diverse 

than that of compulsive buyers, while identified no 

literature exists suggesting that difference in age would 

prove a complicating factor in this type of study. 
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CHAPTER 4 

FINDINGS 

Description of the Staple 

Data for this study was collected from participants of 

compulsive buying groups and randomly selected consumers of 

representative areas. Demographics related to the study 

Include a) age; b) sex; c) marital status; d) income; and e) 

education. 

For simplicity demographics for each of the respective 

groups are discussed separately beginning with forty three 

reported compulsive buyers. Fifty eight percent of 

respondents fell in the 21-35 year age category with the 36-

50 year category following a closely at 37 percent and a 

handful (6 percent) over 65 years old. Male respondents 

represent 26 percent of the group; female 74 percent. The 

marital status was: 29 percent single; 44 percent married; 

20 percent divorced; and 7 percent living with someone. The 

group contained near equal percentages of respondents in 

three income categories ($10-19,000; $20-29,000; $50,000 and 

over). 

An examination of the sample data on educational levels 
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of respondents revealed that approximately half or 49 

percent had some college and 21 percent had completed 

college. Completion of high school and post graduate work 

were near equal at 14 and 16 percent. 

The random sample of 375 names from representative 

telephone directories yielded 100 usable questionnaires. 

The return rate of the survey was 40 percent. One hundred 

respondents composed the control group representing "normalH 

consumers. Inclusion of a compulsive buying report question 

as well as the Compulsive Buying Scale assured none of the 

random sampled group were unidentified compulsive buyers. 

Twenty-two percent of respondents were below the age of 

21 while the majority (41 percent) fell in the 21-35 year 

age category. The number of respondents in the age 

categories of 36-50 and 51-65 mirrored the first category 

with 17 and 19 percent respectively. Male respondents 

represent 40 percent of the group; female 60 percent. The 

marital status was: 17 percent single; 71 percent married; 

6 percent divorced; and 6 percent living with someone. 

income levels for the normal consumer population were 

quite disperse. The greatest concentration (44 percent) 

reported in the $50,000 and above level. The remaining 

levels were as follows: 2 percent under $10,000; 13 percent 

$10,000-19,000; 21 percent $20,000-29,000; 10 percent 

$30,000-39,000; 7 percent $40,000-49,000. 

An examination of education levels for this group 
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relatively equal response percentages In the upper education 

levels, specifically, 1 percent reported some high school, 

14 percent had graduated high school, 31 percent had some 

college, 25 percent had graduated college, and 29 percent 

reported post graduate work. 

Demographic variables for both groups were subjected to 

Chl-square analysis to determine If observations were 

significantly different to that expected by chance. No 

significant difference was found with exception to age. 

Despite this finding analysis were re-run for women only 

since they constituted a disproportionate percentage of each 

group (compulsive buyers/ normal consumers) sample. Again 

no significant difference, from total population to female 

population arose between the groups. 

Findings Related to Hypoth«s«a 

As an aid to interpreting this section related to 

hypotheses Figure 1 is provided, outlined in Figure 1 are 

each of the hypotheses and the corresponding questions from 

the survey. 

The following null hypotheses were tested to examine 

differences, if any, between reported compulsive buyers and 

the general population of consumers. 

HI There is no significant difference between reported 
compulsive buyers level of self concept and that of 
NnormalN consumers. 

H2 There is no significant difference between 
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compulsive buyer's money attitudes and those o£ 
"normal" consumers. 

H3 There is no significant difference between 
reported compulsive buyer's scoring on a compulsive 
buying measurement instrument and that of normal 
consumers. 

H4 Under discriminant analysis there is no significant 
difference in self esteem and money attitudes 
between a group of compulsive buyers and a group of 
"normal" consumers. 

8SSSSSSSSSSSSS8SSBaS8SSS8SBSBBSS8S8BBSSB8BB8BSSSSSSSBSasSS8SC 

Hypotheses Questionnaire Items 

HI Questions 1-10 
H2 Questions 16-62 
H3 Questions 63-78 
H4 Questions 1-10 & 16-62 

Demographics Questions 99-107 

Figure 1. Hypotheses and corresponding Questions. 

Hypothesis Testing 

Mull Hypothesis Is There is no significant difference 

between reported compulsive buyer's level of self esteem and 

that of "normal" consumers. 

Many therapists currently working with reported 

compulsive buyers have formed a consensus that the 

compulsive act of buying serves to "fill a need" within the 

individual. And for many compulsive buyers the purchase 

serves as means to define self, in other words to build a 

perceived negative self esteem. 

Question 1-10 of the Financial Management Survey 

represented an overall measure of self esteem. The 

questions were from Rosenberg's Mew York self Esteem scale 
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(NYSES). Responses were tabulated to cecelve a single 

contrived score. 

To address Null Hypothesis 1 a t-test analysis was 

conducted to compare the mean scores of the NYSES for 

compulsive buyers and noncompulslve consumers. When the two 

sample means yield a significant difference we can reject 

the null hypothesis. Self esteem scores between compulsive 

and noncompulslve buyers were found to be significantly 

different at the .001 level (see Table 1), therefore, Null 

Hypothesis 1 was rejected. Examination of cell means, 

respectively 2.93 for compulsive buyers and 3.31 for normal 

consumers, indicated a higher self esteem overall for normal 

consumers, a finding consistent with literature on 

compulsive buyers and self esteem. 

TABLE 1. t-test of self Esteem Scores 

compulsive Normal 
Buyers Consumers 

Variable df M SD M SD t 

SELF 59.84 2.84* .664 3.25* .456 -3.69 

*£<.001 

Mull Hypothesis 2t There Is no significant difference 

between eoapulslva buyer's aoney attitudes and that of 

normal consumers. 

To explore Null Hypothesis 2 a Hotellings T2 statistic 
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was performed to compare the two groups, compulsive buyers 

and normal consumers, and determine whether a significant 

difference existed between the respective groups on one or 

more of the money attitude dimensions. The Hotellings T2 

results indicate that a significant difference, at the .0001 

level, exists for all but the last money attitude dimension 

Effort-ability (see Table 2). Cell means illustrated 

interesting disparity for each money attitude dimension. 

Moneyl (Obsession) reported a higher mean of 2.73 for 

compulsive buyers than that of normal consumers at 2.15. 

Money2 (Power-prestige), with parallel Intent, yielded a 

mean of 2.99 for compulsive buyers and 2.46 for normal 

consumers. Money3 (Retention), followed with a higher mean 

of 2.78 for compulsive buyers compared to 2.44 for normal 

consumers. Money* (Security-conservative) conversely 

measured a lower mean of 3.15 for compulsive buyers in 

relation to 3.49 of normal consumers. While compulsive 

buyers, understandably, demonstrate less tendency toward 

security attitudes the relationship remains significant at 

the .0001 level. Money5 (inadequacy) maintained a higher 

mean of 3.07 for compulsive buyers in relation to a mean of 

2.75 for normal consumers. Lastly, Money6 (Effort-ability), 

as noted, while yielding a slightly higher mean of 2.74 for 

compulsive buyers as compared to 2.61 for normal consumers 

was not found to be significant at an acceptable level. 

Mull Hypothesis 2 was rejected, but with a caveat, AS 



TABLE 2 Money Attitudes Means 

Group 
Compulsive Normal 
Buyers Consumers 

Varlable n»43 n*>100 

Moneyl 2.73 2.15* 
(Obsession) 
Money2 2.99 2.46* 

(Power) 
Money3 2.78 2.44* 

(Retention) 
Money4 3.15 3.49* 

(Security) 
Money5 3.07 2.75* 

(Inadequacy) 
Money6 2.74 2.61 

(Effort/ability) 

To test Null Hypothesis 2 the 
Money Beliefs and Behavior Scale 
was administered through a self 
report instrument. The Hotel-
lings T£ was the statistic used 
to compare difference In the two 
groups (compulsive buyers and 
normal consumers) on six dimen
sions of the Money Beliefs and 
Behavior Scale. Table 3 contains 
sample means, the adjusted Hotel-
lings T2 , and significance 
levels for the overall Hotelllngs 
Ta . 

*p<.0001; t -.439; df»(l,141) 
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noted the Money6 dimension of the money attitude scale was 

not significant yet since the majority of the money 

attitudes proved significant at a considerable level (j> 

<.0001) rejection of Null Hypothesis 2 is deemed acceptable. 

Null Hypothesis 3i There Is no significant difference 

botvoon compulsive buyer's scores on tho Compulsive Buying 

Scale instrument and that of "normal" consumers. 

As yet no accepted screening instrument for compulsive 

buying behavior exists. Valence, d'Astous, and Fortier 

(1988) have recently created the Compulsive Buying Scale, 

and while still In developmental stages it remains one of 

the few available tools for this task. The Compulsive 

Buying scale closely addresses the compulsive dimensions 

inherent in a variety of behaviors such as drinking, 

gambling, and overeating, as set forth by various 

researchers (see Cordes, 1985; Barthold and Hochman, 1986; 

and Pomerleau and Pomerleau, 1987) as 1) compelling need to 

shop/buy; 2) reactive to stress or anxiety; 3) a subsequent 

sense of remorse. The Hotelllngs T2, statistic was conducted 

for Null Hypothesis 3 to statistically compare the two 

groups, compulsive buyers and normal consumers, to determine 

whether a significant difference existed on these dimensions 

(see Table 3). 

Eliminating the family environment dimension, as 

suggested by Valence, d'Astous, Portler (1988), examination 

of the cell means illustrates significant difference for 



TABLE 3 Compulsive Buying scale 

To test Null Hypothesis 3 the 
Grouo Compulsive Buying scale was ad

Compulsive Normal ministered through a self report 
Buyers Consumers survey lntrument. The Hotelllngs 

Variable n=43 n=100 T2- was the statistic used to com
pare the difference in the two 

Spend 3.36 1.93* groups (compulsive buyers and 
Reactive 3.32 2.13* normal consumers) on four dimen
Guilt 3.90 2.72* sions of the Compulsive Buying 
Family 2.98 3.02 Scale. Table 2 contains sample 

means, the adjusted Hotelllngs 
T2- and significance level of the 
overall Hotelllngs T2, . 

*p<.0001; T >1.20; df*(l,141) 
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each of the remaining three dimensions. The tendency to 

spend dimension, referring to inability to restrict 

purchases, reported a mean of 3.36 for compulsive buyers and 

1.92 for normal consumers, systematically such purchases 

are assumed sparked by anxiety predicting a reactive 

dimension which yielded a mean of 3.33 for compulsive buyers 

and 2.12 for normal consumers. In completing the cycle a 

post purchase guilt dimension has been included yielding a 

mean of 3.93 for compulsive buyers and 2.71 for normal 

consumers. Thus, there exists a positive and significant 

relationship at the .001 level between compulsive buyer's 

scores and that of normal consumers and Hypothesis 3 is 

rejected. 

Null Hypothesis 4: under discriminant analysis there 

is no significant difference In self esteem and money 

attitudes between a group of compulsive buyers and a group 

of normal consumers. 

The Hotelllngs T2 statistic represents a preliminary 

step in the multivariate process. Significance found in the 

testing of Mull Hypotheses 1 and 3 requires further analysis 

to determine where significant differences lie after a 

multivariate null hypothesis has been rejected. As follow 

up to the Hotelllngs T2 analysis Huck, Cormier, and Bounds 

(1974, p. 181) suggest discriminant function analysis be 

employed If the defined groups differ, in this study, with 

respect to self esteem and money attitudes. 
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Discriminant analysis generated a linear function based 

on predictor variables. The number of discriminant functions 

generated are based on the number of dependent variables or 

the number of comparison groups whichever Is smaller. One 

significant function (p. <.0001) with an eigenvalue of .461 

was found (see Table 4) thus Null Hypothesis 4 was 

rejected. The squaring of the canonical correlation (.562) 

of the function suggests that the discriminant function 

accounts for 32 percent of the explained variance between 

groups. Vllks Lambda, at 68 percent, further sustained the 

findings accounting for separation of groups. With wilKs 

Lambda we can assume the greater the derived number the 

greater the separation between groups. 

TABLE 4. Eigenvalues and Canonical Correlations of 
Discriminant Analysis for Money Attitudes and 
Belf Esteem. 

Eigen- canonical Wllks Significance 
value correlation Lambda F of F 

.461 .562 .685 8.82 .0001 

Under discriminant analysis if significant difference 

is found the relative importance of predictor variables in 

discrimination among groups is provided and dimensions on 

which they differ determined. Standardized discriminant 

functions yielded the relative weights showing Moneyl 



49 

(Obsession), Honey2 (Power-prestige), and Money4 (Security-

conservative) to be the strongest discriminating variables 

with standard Coefficients of .260 for self, -.384 for 

Moneyl, -.508 for Money2, .074 for Money3, .355 for Money4, 

-.040 for Money5, and .076 for Money6 (see Table 5). 

TABLE 5. Standardized Discriminant Function coefficients 

Function 
variable 1 

SELF .260 
HONEY1 -.384 
MONEY2 -.508 
HONEY3 .074 
HONEY4 .355 
HONEY5 -.040 
HONEY6 .076 

Standardized discriminant function coefficients provide 

a measure to look at importance but with limitation. If two 

or more variables are highly correlated simultaneous 

contribution of scores can disrupt if not cancel out actual 

weighting of variables. 

Canonical loadings often referred to as structure 

coefficients (correlation between predictor variables and 

discriminant function coefficient) work to further minimize 

potential weighting problems while allowing for further 

interpretation. Controlling for effect of variable 

relationships a differing interpretation emerges from the 
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structure coefficients. The three highly discriminating 

variables include Money2 (Power-prestige) at -.835, Moneyl 

(Obsession) at -.743, and Self Esteem at .530 (see Table 

6). Table 7 summarizes the findings for Mull Hypothesis 4. 

TABLE 6. Structure Coefficients 

Variable 
canonical Variable 

1 

SELF 
MONEY1 
MONEY2 
MONEY3 
MONEY4 
MONEY5 
MONEY6 

.530 
-.743 
-.835 
-.390 
.497 
-.472 
.172 



TABLE 6. Discriminant Function Analysis as a Follow-up Procedure in 
Multivariate Analysis 

Univariate 
Source of Variation Variable MS F e< SDFC sc 

SELF 5.04 18.14 .0001 .260 .530 
MONEY1 10.12 35.62 .0001 -.364 -.743 
MONEY2 8.43 44.98 .0001 -.508 -.835 
MONEY3 3.55 9.82 .002 .074 -.390 
MONEY4 3.52 15.94 .0001 .355 .487 
MONEY5 3.04 14.38 .0001 -.040 -.472 
MONEY6 .52 1.91 .169 .076 -.172 

Hote. Abbreviated: SDFC: Standardised discriminant function coefficients. 
SC: Structure coefficients. Multivariate F= 8.82, df= 1,140, jK.001 
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CHAPTBR 5 

DISCUSSION, CONCLUSIONS, MID RKCOMMBMDATIOM8 

The primary objective of this empirical study was to 

take the initial steps to advance our knowledge of 

compulsive buyer behavior through investigation of self 

esteem and money attitude variables. Conjointly, a newly 

developed screening measure was Included for testing. The 

variables and scale alike supported the rejection of the 

null hypotheses developed stating compulsive buyers would 

not differ from normal consumers on the Indicated 

characteristics, in summary, this research study supports 

previous findings of similar studies within the fields of 

self esteem, money attitudes, and compulsive buying 

behavior. 

The remainder of this discussion identifies the results 

of analysis of the data and explains possible contributing 

forces to these results. A conclusion is incorporated in 

each discussion of the results. Recommendations for future 

research will follow the discussion and conclusions section. 

Gurney (1988, p. 10) in her statement, "in all forms of 

human behavior there is a relationship between how you think 
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and feel about a situation and how you act upon that 

situation" cogently summarizes a foundation for research In 

the emerging field of compulsive buying behavior. Each 

hypothesis explored In this study has focused on varying 

aspects of Individuals personal perceptions, the variance in 

those perceptions, and finally the accretion of perceptions 

leading to a tendency for compulsive buying behavior. 

possibly no single motive Is more germane to the root, 

and possibly the study, of compulsive buying behavior than 

that of self esteem. Previous literature supports this 

theoretical perspective by establishing self esteem as the 

"dominant motive in a person's motivational system" (Kaplan, 

1975, p. 10). Furthermore, research in the fields of 

addiction and compulsions report self esteem, particularly 

low self esteem, the driving force of such negative 

behaviors. 

This study's findings, like those of previous studies, 

supports the distinction of compulsive buyers from normal 

consumers with respect to self esteem. Contrary to normal 

consumers, compulsive buyers exhibit lower self esteem. It 

is this void In consciousness, the perceived sense that 

something is missing, that provides a corollary to 

compulsive behavior. We can construe compulsive buying 

behavior as a coping mechanism which develops in an attempt 

to protect self esteem and to mute feelings of 

powerlessness. All people strive to maintain a relative 
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degree of consistency and when homeostasis is disturbed a 

move is made to adjust, consequently, compulsive buying 

cycles evolve £rom an increased reliance on the buying 

experience to bring a desired state of improved self esteem 

and temporary illusion of control. 

The self, for some individuals, is fragile and 

notoriously susceptible to social forces. One major 

extension of our cultural role is continually beset, that of 

consumer. The commercial marketplace revels in it's ability 

to induce consumers to buy through clever insinuation of 

what we need if not our Inadequacy. Two print 

advertisements illustrate simply and well: 1) "Be some 

body"; 2) "Hake a statement without saying a word." 

increasingly advertisers are "selling" discontentment with 

self. It is simply a matter of subjective appraisal. For 

the compulsive buyer the symbolic perception of purchases 

generates a temporal emotional reaction within and serves as 

one means by which one can express desired self image 

likewise attaining a degree of control over a situation. 

The self esteem motive does not work in isolation, A 

second factor of compulsive buying behavior is also well 

revered as a powerful motivator— money. Money, is simply a 

medium of exchange but we attribute many values beyond what 

it will actually buy. Recent money attitude research has 

begun to address some of the values we place on money beyond 

its mere economic value such as power, security, expression, 
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bench mark of success, and anxiety. While each o£ the 

factors alone pose interesting discussion attitudes do not 

exist as separate compartments within a person's mind but 

interplay in thought processes. 

Results of this study support rejection of the proposed 

hypothesis that compulsive buyers' money attitudes would not 

differ from those of normal consumers. The findings, with 

respect to money attitudes, illustrate compulsive buyers as 

individuals experiencing a sense of inadequacy. To counter 

strong inner urges of needing to feel important follow. The 

need can be met by means of the possessions sought and or 

through the experience whether it be the mere shopping In 

fancy places or the feeling of control attained In the 

purchase act itself. 

In all, money attitudes simply offer a guide to 

behavior noting a predisposition of response to particular 

stimuli. For the compulsive buyer the stimulus results from 

the interplay of the money attitudes (obsession, Power-

prestige, Inadequacy) which create and underlying sense of 

anxiety. 

It should be noted that conflict was not specifically 

described in Furnham's (1984) discussion of money attitudes 

from the Money Beliefs and Behavior Scale. Instead the 

Money3 (Retention) factor was loosely defined by Furnham 

(1984) as a tendency toward excessive saving. For purposes 

of analysis in regards to compulsive buyers it would follow 
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that the concept of conflict would be Inherent In the 

behavior. Specifically, three Items evidence the conflict; 

16) "I often buy things that I don't need or want because 

they are In a sale or reduced In a sale or reduced In 

price."; 19) "Even when I have sufficient money I often feel 

guilty about spending money on necessities like clothes, 

etc."; 22) "I often have difficulty in making decisions 

about spending money regardless of the amount." simply, 

while each individual is consciously aware, to some degree, 

of the need to save/economize the compelling need to buy 

poses a converse sense provoking inner conflict. The actual 

questions evidence a contrast between attitudes towards 

spending and saving possibly better represented by the 

concept of conflict. Accordingly, one causation may lie In 

psychological commitment as is evidenced, specifically, in 

gambling behavior. 

The money attitudes of obsession, Power-prestige, and 

inadequacy parallel and sustain assertions made of 

compulsive buyers' self esteem. Discriminant analysis, used 

in testing Null Hypothesis 4 offered further exploration of 

the contributing self esteem and money attitude variable(s) 

that would differentiate compulsive buyers from normal 

consumers. Findings were consistent with that found in the 

literature on money attitudes and self esteem in relation to 

compulsive buyers. 

Three prominent variables proved discriminating of 
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compulsive buyers— 1)power-prestige; 2)Obsession; and 

3)Sel£ Esteem. Within the Internal milieu of the compulsive 

buyer runs a common thread of unconscious need to outwardly 

both gain control and establish recognizable proof of self 

through the acquisition and display of material symbols. 

The compulsive buyer has thus formed a belief to fill life 

from outside rather than from within. This thread is 

evidenced by the variables identified through discriminant 

analysis. 

Discriminant analysis offered greater insight to the 

relative importance of the particular self esteem and money 

attitude variable(s) prevailing for compulsive buyers. 

Consumer behaviorists contend that the consumption process, 

whether it be for a normal consumer of not, begins long 

before the purchase of a product and similarly extends well 

beyond. For the compulsive buyer then we can see an 

emerging picture of these variables forming antecedents to 

buying behavior. 

Hone of the discriminating variables can be viewed 

separately. Attitudes of Power-prestige, obsession, and 

reaching back to Mull Hypothesis 3 Inadequacy are manifests 

of the same source— low self esteem. There is presumption 

that attitudes and behavior represent a one way 

association. By this assumption we would expect that 

compulsive behavior is simply due to the attitudes of Power-

prestige and Obsession in conjunction with a low self 
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esteem. But the relationship of behavior and attitudes Is 

more complicated and better represented by a two way 

association. Attitudes affect behavior and In turn are 

affected by behavior (Foxall, 1980, p. 68). This premise 

allows for greater analogy to the compulsive component of 

such consumer behavior. 

Human actions are seldom due to a single motive or 

attitude but rather work in simultaneous operation. 

Returning to the stated features of compulsive behavior: 1) 

low self esteem; 2) consequent need to assert control in 

reaction to stress inducement; and 3) elimination of 

anxiety, it is possible to illustrate the alliance between 

the discriminating variables and compulsive behavior 

features through parable. For example, John has just been 

dumped by his third girlfriend in four months. Feeling 

dejected and stinted his thoughts, such as "I'm just not 

good enough to maintain a relationship" and NBhe would have 

stayed if..*", heighten his internal sense of Inferiority, 

in response John heads to the mall returning home with a new 

designer suit. The suit, he perceives, gives John the new 

continental look that he suspects attracts women. He knows 

he'll feel better about himself tomorrow as he sports his 

new suit or at least until he encounters another rejection. 

Recent societal forces may provide Insight if not 

corollary to discriminating variables found. By many 

standards a growing number of consumers are caught in the 
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trap of materialism. While accumulation o£ wealth and 

riches has long been Ingrained In American motive systems we 

have seen an amplification of this motive to alarming 

degree. Specifically, the Yuppie (Young professionals 

dedicated to the making of money, personal and physical 

perfection, and outward display of status) generation has 

been described as both hedonistic and narcissistic. While 

each of us cannot be melded into the definition of Yuppie 

increasing numbers of people seek external status symbols 

and use money as both a measure of control and comparison. 

For these individuals they increasing ascribe their self 

worth to the things which they own and to perceived power 

held. (And when the going gets tough...) 

compulsive Buying scale 

Findings concerning the compulsive Buying Scale 

(Valence, d'Astous, and Fortler, 1988) were consistent with 

that of the authors original study. Literature has 

suggested that compulsive buying behavior, as with other 

addictive acts, follows a pattern first initiated by a 

compelling need to buy usually as a reaction to anxiety 

followed by a sense of guilt about the behavior, which In 

some instances fuels a cyclical pattern. In its initial 

stages we can presume that buying represents a harmless and 

pleasurable activity that at some point changes to an 

addictive behavior. The term addiction is derived from the 

Latin "to surrender" which typifies the compulsive 
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behavior. Behavior, at least initially, followed by a 

positive reinforcement form persisting associations. At an 

unidentified point the individual reaches the Law of 

Diminishing Returns. An act originally engaged in 

pleasurably progresses to a point where the individual is no 

longer motivated by a sense of enjoyment but rather to 

relieve despair. 

Discriminant function analysis can be used as a 

classification method. Discriminant analysis together with 

the results of the compulsive Buying scale suggest a profile 

of a compulsive buyer as an individual with a low self 

esteem who prioritizes and projects money as a means to 

maintenance and enhancement of low self esteem. Further, 

the individual is reactive to anxiety or stress and 

repeatedly, and progressively, seeks shopping/buying as a 

source to allay negative self perceptions but action itself 

ultimately serves as the antecedent. 

Suggestions for future Research 

While the findings of this study prove enlightening 

they serve best as a springboard to further questions about 

the behavior of compulsive buying. Further, the field of 

Consumer Behavior addresses the behavior of people which 

must include Individual influence, as begun here, but 

broaden to include aspects of social structure and the 

marketplace situation as well. Future research may include: 

1) Determining the lntracy of the self esteem motive In 
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relationship to compulsive shopping behavior through further 

Investigation of the ideal versus actual self. 

2) Determining how significant gender differences that 

exist in how men and women relate to money impact compulsive 

buying behavior tendency. 

3) Further development of a screening tool for 

compulsive buyers. 

4) Exploring the possible contribution of family, 

social class and culture with respect to tendency toward 

such consumer behavior. 

5) Delve further into the individual Influence with 

repsect to personality perception learning. 

6) Search for the root of compulsive/addictive choice. 

All behavior is under voluntary control but what is it that 

makes a compulsive buyer persue such as path as opposed to 

overeating, drug and alcohol abuse or the gambit of other 

disorders? 
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The 12 Step Program 

1. our common welfare should come first; personal recovery 
depends upon A. A. unity. 

2. For our group purpose there is but one ultimate 
authority- a loving God as He may express Himself in our 
group conscience. Our leaders are but trusted servants; 
they do not govern. 

3. The only requirement for A. A. membership is a desire to 
stop drinking. 

4. Each group should be autonomous except in matters 
affecting other groups or A. A. as a whole 

5. Each group has but one primary purpose- to carry its 
message to the alcoholic who still suffers. 

6. An A. A. group ought never endorse, finance or lend the 
A. A. name to any related facility or outside enterprise, 
lest problems of money, property and prestige divert us from 
our primary purpose. 

7. Every A. A. group ought to be fully self-supporting, 
declining outside contributions. 

8. Alcoholics Anonymous should remain forever 
nonprofessional, but our service centers may employ special 
workers. 

9. A. A., as such, ought never be organized; but we may 
create service boards or committees directly responsible to 
those they serve. 

10. Alcoholics Anonymous has no opinion on outside issues; 
hence the A. A. name ought never be drawn into public 
controversy. 

11. Our public relations policy is based on attraction 
rather than promotion; we need always maintain personal 
anonymity at the level of press, radio and films. 

12. Anonymity is the spiritual foundation of all our 
Traditions, ever reminding us to place principles before 
personalities. 
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This first group oE questions relates to your thoughts about yourself. 
Please read each statement carefully and tell us how much you AGREE or DISAGREE 
with the statement with regard to yourself. Circle your response. 

1. On the whole, I am satisfied 
with myself. 

?. At times I think I am no 
good at all. 

3. I feel that I have a number 
of good qualities. 

4. I am able to do things as 
well as most other people. 

• 5 .  I f^el 1 do not h.iwe much 
to be |noud of. 

STRONGLY 
AGREE 

SA 

SA 

SA 

SA 

SA 

6 .  I certainly feel useless 
at times. SA 

1. I feel that I'm a person of 
worth, at least on an equal 
plane with other.i. SA 

6. I wish I could have more 
respect for myself. SA 

9. All In all, 1 am Inclined 
to feel that I am a failure. SA 

10. I take a positive attitude 
toward myself. SA 

AGREE 

A 

DISAGREE 

D 

STRONGLY 
DISAGREE 

SD 

SD 

SD 

SD 

SD 

SD 

SD 

SD 

SD 

SD 

1 1 .  

12. 

13. 

14. 

For the following questions circle the answer that best describes you. 

Does your opinion of yourself tend to change a good deal or does 
It always continue to remain the same? 

a. changes a good deal 
b. changes somewhat 

c. changes very little 
d. does not change at all 

Do you ever find that on one day you have one opinion of your 
self and on another day you have a different opinion? 

a. yes, often 
b. yes, sometimes 

c. yes, but rarely 
d. no, never 

I have noticed that my Ideas about myself seem to change very 
quickly. 

a. agree b. disagree 

Some days I have a very good opinion of myself; other days I 
have a very poor opinion of myself. 

a. agree b. disagree 

15. I feel that nothing, or almost nothing, can change the opinion 
I currently hold of myself. 

agree b. disagree Its' 
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Our next section looks at youc thoughts about money. Please Indicate the 
extent to which you AGREE oc DISAGREE with the following statements, as they 
apply to you: 

STRONGLY STRONGLY 
AGREE AGREE HIXED DISAGREE DISAGREE 

16. I often buy things that 
I don't need oc want be
cause they ace in a sale 
or reduced In a sale or 
reduced In price. SA 

17. I put money ahead of 
pleasure. SA 

IB. I sometimes buy things 
that I don't need or 
want to Impress people 
because they ace the 
right things to have. SA 

19. Even when I have suf
ficient money I often feel 
guilty about spending 
money on necessities 
like clothes, etc. SA 

SD 

SD 

SD 

SD 

20. I often say 'I can't afford 
it whether I can or not. SA SD 

21. I know almost to the penny 
how much money I have In my 
purse, wallet or pocket at 
all times. SA SD 

22. I often have difficulty In 
making decisions about 
spending money regardless 
of amount. SA SD 

23. I feel compelled to argue 
or bargain about the cost 
of almost everything that 
I buy. SA 

24. I prefer to use money rather 
than credit cards. SA 

25. I always know how much I 
have In my savings account. SA 

SD 

SD 

SD 
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STRONGLY STRONGLY 
AGREE AGREE HtXED DISAGREE DISAGREE 

26. l£ I have money left over 
at the end of the month (week) 
I often feel uncomfortable 
until It Is all spent. SA A H D SD 

27. I sometimes 'buy' friend
ship by being very generous 
with those I want to like 
me. SA A H D SD 

26. I often feel inferior to 
others who have more money 
than myself, even when I 
know that they have done 
nothing of worth to get 
It. SA A M D SD 

29. I often use money as a 
weapon to control or Inti
midate those who frustrate 
me. SA A H D SD 

30. I sometimes feel superior 
to those who have less mon
ey than myself regardless 
of their ability and 
achievements. SA A M D SD 

31. I firmly believe that mon
ey can solve all of my 
problems. SA A H D SD 

32. I often feel anxious and 
defensive when asked about 
my personal finances. SA A H D SD 

33. in making any purchase, 
for any purpose, my first 
consideration Is cost. SA A H D SD 

34. I believe It Is rude to 
Inquire about a person's 
wage/salary. SA A M D SD 

35. I feel stupid If I pay 
a little more for some
thing than a neighbor. SA A M D SD 

36. I often feel disdain for 
money and look down on 
those whd have It. SA AH D SD 
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37. I prefer to save money 
because I'm never sure 
when thlngb will collapse 
and I'll need the cash. 

38. The amount of money that 
I have saved Is never 
quite enough. 

39. I feel that money Is the 
only thing that I can 
really count on. 

40. Hy attitude towards money 
Is very similar to that 
of my parents. 

41. 1 believe that the amount 
of money that a person 
earns Is closely related 
to his/her ability and 
effort. 

42. I always pay bills 
promptly. 

43. I often give large tips 
to waiter/waitresses 
that I like. 

44. I believe that time not 
spent In making money Is 
time wasted. 

45. I often spend money on 
myself when I am de
pressed . 

46. I prefer not to lend 
people money. 

47. I am better off than 
most of my friends 
think. 

48. I would do practically 
anything legal for money 
If It were enough. 

STRONGLY 
AGREE AGREE MIXED DISAGREE DISAGREE 

SA A M D SD 

A M D SD 

SA A M D SD 

SA A M D SD 

SA A M D SD 

SA A H D SD 

SA A M D SD 

A M D SD 

SA A M D SD 

SA A M o SD 

SA A M D SD 

SA A H D SD 

BSf* 
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STRONGLY STRONGLY 
AGREE AGREE MIXED DISAGREE DISAGREE 

49. I am proud o£ my finan
cial victories—pay, 
riches, Investments, 
etc.—and let my friends 
know about them. SA A M D SO 

50. 1 am worse off than most 
of my friends think. SA A M D SD 

51. I often argue with my 
partner about money. SA A M D SD 

52. I believe that a per
son's salary Is very re
vealing in assessing 
their Intelligence. SA A H D SD 

53. I believe that my pre
sent Income Is about 
what I deserve, given 
the job I do. SA AM D SD 

54. Most of my friends have 
more money than I do. SA A M D SD 

55.1 believe that my piesent 
income is Ear less than 
I deserve given the job 
I do. SA A M D SD 

56. I believe that I have 
very little control over 
my financial situation 
In terms o£ my power to 
change things. SA A M D SD 

57. Compared to most other 
people that 1 know, I 
believe that I think 
about money much more 
than they do. SA A M D SD 

58. I worry about my finan
ces much of the time. SA AH D SD 

59. I often fantasize about 
money and vhat I could 
do with it. SA A M D SD 

Ks§=> 
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STRONGLY STRONGLY 
AGREE AGREE MIXED DISAGREE DISAGREE 

60. I very rarely give beg
gars or drunks money 
when they'ask for It. SA AH D SD 

61. I am proud o£ my abil
ity to save money. SA A M D SD 

62. In the United States, 
money is how we compare 
each other. SA A M D SD 

Our next section looks at a variety of thoughts about your spending 
habits. Please read each question and tell us the degree to which you 
AGREE or DISAGREE with each question. Be sure and answer every question. 

STRONGLY STRONGLY 
AGREE AGREE HIXED DISAGREE DISAGREE 

63. when I have money, I 
cannot help but spend 
part or the whole 
of It. SA A M D SD 

64. I am often Impulsive 
In my buying behav
ior. SA A M D SD 

65. For me, shopping Is 
a way of facing the 
stress of my dally 
life and of relaxing. SA A H D SD 

66. I sometimes feel that 
something Inside pushed 
me to go shopping. SA A H D SD 

67. There are times when 
I have a strong urge 
to buy. SA A M D SD 

68. At times, I have felt 
somewhat guilty after 
buying a product, be
cause It seemed un
reasonable. SA A H D SD 
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STRONGLY STRONGLY 
AGREE AGREE HIXED DISAGREE DISAGREE 

69. There are some things I 
buy that 1 do not show 
to anybody for fear of 
being perceived as Ir
rational In my buying 
behavior. SA A H D SD 

70. I often have an unex-
plalnable urge, a 
sudden and spontaneous 
desire, to go and buy 
something In a store. SA A M D SD 

71. As soon as I enter a 
shopping center, I have 
an Irresistible urge 
to go Into a shop and 
buy something. SA A M D SD 

72. I am one of those 
people who often re
spond to direct mall 
offers (books, records). SA A M D SD 

73. I have often bought a 
product that I did not 
need, while knowing that 
I have very little 
money left. SA A M D SD 

74. I am a spendthrift. SA A H D SD 

75. I have sometimes 
thought "If I had to do 
It over again, I would..." 
and felt sorry for some
thing I have done or 
said. SA A M D SD 

76. During my adolescence, 
I had enough money to buy 
myself, from time to 
time, some things that 
I enjoyed. SA A M D SD 

77. During my entire teen
age years, I was told 
what I should do with 

my money. SA A M D SD 
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STROHGLY STRONGLY 
AGREE AGREE MIXED DISAGREE DISAGREE 

79. In the event that I 
had some financial 
problems,* I know that 
I could rely on some
body to help me get 
out. SA A M D SD 

The following section addresses your thoughts about Investments and 
spending behavior. Please read each question carefully and circle the letter 
corresponding to the response best describing you. Be sure to answer every 
question: 

79. Mistakes I have made in my financial affairs 

80.  

81. 

8 2 .  

a. I've lost too much money on risky propositions 
b. I always seem to spend more money than I make 
c. I always seem to miss the boat on good Investments 
d. People In the past have taken advantage of me financially 

What makes me upset about money is 

a. when I buy sometlng too expensive on Impulse 
b. When I get an unexpected bill 
c. When I lose on a sure thing 
d. When I let someone take advantage of me 

When I lend money to family or friends 

a. I usually charge Interest 
b. I let them decide the Interest 
c. I don't lend to family or friends 
d. I never charge Interest 

A financial issue that is important to me is 

a. To have access to cash 
b. To protect my life savings 
c. To pay off my credit cards 
d. To get additional capital to expand 

83. If I Inherited $10,000 

a. I would put it in the bank for a rainy day 
b. 1 would use some to pay off bills, and some to treat myself 
c. I would take a trip somewhere I've always wanted to go 
d. I would tie it up In a long-term Investment for retirement 



Hy friends like to talk about 

a. How their businesses are going 
b. Important or famous people they admire 
c. Sporting events they bet on 
d. How much they've saved on discounts or coupons 

With $1,000 to invest for one year I'd choose an Investment 
with a 

a. A 10% chance of being worth $500, but a 90% chance of 
being worth $1,200 

b. Guaranteed return of $1,100 
c. A 99% chance of losing the $1,000, but a 1% chance of 

winning $50,000 
d. A 50% chance of being worth $500, but a 50% chance of 

being worth $2,000 

With regard to my taxes 

a. I'm generally not entirely honest with the IRS 
b. I seek to minimize taxes through my business and Investments 
c. I really feel I'm paying too much taxes, but I won't cheat 
d. Because I never want to get audited 1 just let somebody do 

it and pay what 1 owe 

When I go to Las Vegas (or other gambling area) 1 prefer to 

a. Play the slot machine or Keno 
b. Play black jack or roulette 
c. Play baccarat or craps 
d. Got to the shows 

The bad feelings I have about money are 

a. Lack of self-esteem and fear 
b. Insecurity and greed 
c. Pear and Insecurity 
d. Greed and lack of self-esteem 

1 would characterize my record keeping as 

a. I keep very good records 
b. Hy record keeping Is poor 
c. I usually have someone else keep my records 
d. I only keep records of Important things 

When people gossip about money they usually talk about 

a. How others have "beat the system" 
b. How much others make 
c. How muuch others spend 
d. How much others save 

D3T 



Hy Idea of an Ideal vacation is 

a. To stay at home, work around the house and relax 
b. To go someplace exotic where 1 can shop 
c. To go someplace warm where I can gamble 
d. To go someplace where 1 can meet other business/professional 

people 

Hy parents 

a. Were very much a product of the Depression 
b. Seemed to go through cycles of feast and famine 
c. Never seemed to have any financial worries 
d. Always had money troubles 

I feel good about my finances when 

a. I stay within my budget 
b. 1 am able to reduce my credit card balances 
c. I close a large business deal or client 
d. I have a lot of cash 

what I find myself spending most of my money on is 

a. Home/Savings 
b. Travel/Entertainment 
c. Clothes/Toys 
d. Business/Investments 

When It comes to Insurance 

a. I prefer to self-insure where I can, and carry only the 
minimum Insurance 

b. I am probably over-Insured in some areas 
c. I don't buy any lnsurnace unless It is legally requited 
d. I feel comfortable being fully insured 

Concerning Tax or financial records, I procrastinate on 

a. Balancing my checking account and paying bills 
b. Keeping track of my Investments 
c. Keeping business records up-to-date 
d. I don't like to keep any records 

In paying by bills 

a. I usually make the minimum payment on my credit cards 
b. I usually pay ahead of time 
c. I pay the amount needed to avoid pay Interest 
d. I pay myself first 

When I spend money 

a. I like to buy nice things for other people 
b. I buy things only when I really need them 
c. 1 like to buy things only when I'll get a pay back 
d. I like to spend It on exciting experiences rather than things 
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Finally, we would like to ask a few questions about you for statistical 
purposes. (Please remember your questionnaire will be kept in strict 
confidence). Circle the appropriate response for yourself. 

Sex 
a. male 
b. female 

Age 
a. under 21 
b. 21-35 
c. 36-50 
d. 51-65 
e. over 65 

101. Highest educational attainment 
a. some high school 
b. high school graduate 
c. some college 
d. college graduate 
e. post graduate 

102. Marital Status 
a. single 
b. married 
c. divorced 
d. living with someone 

103. Ethnic affiliation 
a. Caucasian 
b. Black 
c. Native American 
d. Oriental 
e. Hispanic 
f. Other 

104. Total family Income 
a. under $10,000 
b. $10,000 to $19,000 
c. $20,000 to $29,000 
d. $30,000 to $39,000 
e. $40,000 to $49,000 
f. $50,000 and over 

105. How many children do you have? 

106. If employed at present, please describe your occupation. 

107. Please select one of the following that best describes you: 

a. Compullsve Shopper 
b. Compulsive Debtor 
c. Compulsive Spender 
d. None of the above 

T H A N K  X O U  F O R  Y O U R  P A R T I C I P A T I O N  
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THE UNIVERSITY OF ARIZONA 
T U C S O N ,  A R I Z O N A  8 3 7 2 1  

COLLEGE OF AGRICULTURE 

SCHOOL OF FAMILY AND CONSUMER RESOURCES 

Dear Consumer: 

Financial management means different things to different people. To gain a 
greater understanding of consumer's thoughts about financial management Me 
have developed the accompanying questionnaire. We hope you will take 20-30 
minutes of your time to fill out the enclosed survey. 

You are one of a small number of random consumers 1n your area being asked to 
share your thoughts about financial management. There are no right or wrong 
answers. But It is Important for each questionnaire to be completed by an 
adult preferably the one adult that shops the most. 

You are assured of complete confidentiality! Your answers* along with others 
In your area* will be used only for statistical analysis. Please da oal 
attach any Identification to the questionnaire or mailing envelope. 

Just a remlndei— you're under no obligation to participate. By completing 
and returning the survey we'll assume you agree to participate. We may send 
you a' postcard to remind you about the questionnaire. If we don't hear from 
you we'll understand. Your time and cooperation 1s greatly appreciated. 

He would be happy to answer any questions you might have. Please write or 
call Dr. Marl Wllhelm at (602)621-7140 or Alice Hanley at (602)621-7139. 

Thank you for your help. 

Sincerely. 

Marl W1lhelm» Ph.D. 
Associate Professor 

Alice Hanley v 
Graduate Student 
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Postcard Reminder 



a THI-. L'NIVimin (II- ARIZONA 
|Q| TUCSON, A K I 7. (} N' ̂  HS"1 •* j 

A short time ago you were mailed a Financial Manage
ment. Survey. This postcard has been sent as a simple 
reminder in case you forgot to send the survey back. If 
you have already sent in your questionnaire-- many thanks 
for your help and cooperation. 

If you need another copy for any reason please call 
Dr. Mari Wilhelm collect at (602)621-7139. 

Likewise, if you are interested in the results of 
the survey please call or write. 

Thanks again, 

Alice Hanely" 
Graduate Student 
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