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Abstract
As global material wealth rises and young people are heavily exposed to advertising across a
range of channels, including rapidly developing social media where material goods are flaunted as
symbols of a happy and successful lifestyle, materialism levels across the world seem likely to rise.
Given consistent research showing the correlation between materialism and low well-being, this
gives cause for concern. However, no studies have so far tested whether current measures of
youth materialism are generalizable across different countries and cultures. Our article fills this
gap by exploring through a range of internal and external validity tests whether the popular Youth
Materialism Scale (YMS) can be used with confidence across China, France, Belgium, Poland, the
United Kingdom, and the United States. We show that a 5-item version of YMS is invariant across
the countries (internal validity) and that it broadly correlates in expected ways with six different
theoretically related constructs: Self-Esteem, Life Satisfaction, Attitude to Advertising, Parental
Support, TV Use, and Internet Use (external validity). We believe that researchers and policy
makers can confidently use this 5-item version of the scale in international contexts.
Keywords
collectivism, cross-cultural, global measurement, individualism, materialism, scale development,
social media, youth

Introduction
Before the 2020 pandemic, global material wealth had risen by US$14 trillion in 1 year alone to a
total of US$417 trillion (Credit_Suisse, 2018). At the same time, across the globe, young people’s
media use has shifted to digital/mobile, with time spent on platforms such as Instagram, Weibo,
WhatsApp, or Snapchat (Ofcom, 2019; Statista, 2019). Social media are places where people tend
to only portray the most positive aspects of their lives, and where material possessions play an
important role in embellishing profiles.
Social media are heavily funded by and lend themselves readily to very targeted advertising
which can have a dark side. A substantial body of previous research shows a consistently strong
relationship between exposure to advertising and materialism (e.g., Buijzen & Valkenburg,
2003; Opree et al., 2014). In particular, materialism is likely to be high for teenagers, who are in
a turbulent life phase where they are searching for their identity and are extremely sensitive to
affirmation from relevant others (Zawadzka et al., 2019). Although Gentina et al. (2018) and
Burroughs and Rindfleisch (1997) showed a positive side to youth materialism as a coping
mechanism (when sharing with others to reduce loneliness), the vast majority of research on
young people shows a negative correlation between materialism and a wide range of well-being
measures (Ahuvia & Wong, 2002; Buijzen & Valkenburg, 2003; Chaplin & John, 2007; Cohen
& Cohen, 1996; Goldberg et al., 2003; Kasser et al., 2014; Manolis & Roberts, 2012; Nairn
et al., 2007; Opree, et al., 2014; Schor, 2004; Tsang et al., 2014; Twenge & Kasser, 2013;
Williams et al., 2000).
This is an issue that has vexed policy makers. For example, alarmed by UNICEF’s Report Card
7 (2007) that put UK youth at the bottom of the well-being league for rich countries, the UK government commissioned a study on youth materialism on behalf of UNICEF UK (Nairn &
IpsosMORI, 2011). Using in-depth video ethnography, the researchers explored materialism in the
lives of young people and their families in the United Kingdom and compared this with Spain and
Sweden whose young people fared better. The findings highlighted the tension and discontent
brought into the lives of UK youth by the desire for and social use of highly advertised status clothing and technology brands. Materialism had become negatively enmeshed in UK young people’s
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family relationships with parents extending themselves financially to buy desired goods and thus
putting the family under stress. The same dynamic was not found in Spain where commercial television is much more recent and extended family exerts a stronger influence, or in Sweden where
the strong ethos of citizen equality moderates the effects of social comparison.
While highly indicative, these findings could not easily be quantified or compared meaningfully
across the world as no measure of youth materialism has been tested for global suitability. The
purpose of this article is thus to conduct the first tests of a youth materialism scale to assess if it is
reliable and valid to use across a range of countries and thus whether researchers and policy makers
can use it with confidence to track materialism in international settings.
The scale we test in this article is the YMS (Goldberg et al., 2003) and we test it across six
countries (China, the United States, Poland, the United Kingdom, Belgium, and France). A number
of tools exist to assess scales and their validity, a concept which itself has a range of forms and
types (e.g., Brislin, 1976; Cronbach & Meehl, 1955; McIntire & Miller, 2005). In this study, we
were primarily interested in whether the items and underlying factor structure of the scale itself are
equal across all six countries (i.e., internal validation), but we also wanted to test whether in each
country the scale demonstrates distinct associations with a range of other constructs in the manner
we would expect given previously established and tested theories (i.e., external validation).

Defining youth materialism
Although the existing literature on materialism offers multiple definitions (e.g., Belk, 1984;
Grouzet et al., 2005; Mukerji, 1983; Richins & Dawson, 1992; Ward & Wickman, 1971), the
majority of research on materialism builds on a definition either in terms of a personality trait
(Belk, 1984) or of a personal value (Richins & Dawson, 1992). Adult scales exist to measure both
of these conceptualizations. Belk’s (1984) scale conceptualizes materialistic people as possessing
a set of three personality traits, namely non-generosity, possessiveness, and envy, who focus on
possessions and accumulating wealth. Richins and Dawson’s (1992) scale assumes that materialistic people hold the following three enduring beliefs: that acquiring possessions is a central life
goal, that possessions are important for happiness, and that possessions signal success. The YMS
(Goldberg et al., 2003) is based on both materialism as a personal value and also, to some extent,
a personality trait. Goldberg et al. (2003) adapted items from both Belk’s (1984) and Richins and
Dawson’s (1992) scales for young people. This resulted in 10 items including “I really like the
kids that have special games and clothes” (Success), “When you grow up, the more money you
have, the happier you are” (Happiness), and “I would rather spend time buying things, than doing
almost anything else” (Centrality). The YMS is conceived of as a uni-factorial construct and has
been validated in a range of studies including with UK and US teenagers (Bottomley et al., 2010;
Goldberg et al., 2003). However, no study has previously set out to measure whether the scale has
the same structure, meaning, and external validity across very different countries. This is what we
set out to accomplish.

Sample, materials, and procedures
Selecting sample countries (collectivism vs. individualism and national wealth)
First of all, we had to select the countries to include in our sample. We chose them with a view to
include (1) a range on Hofstede’s (1990) collectivism–individualism continuum and (2) a range in
national wealth. Only a very limited body of research has studied materialism in a cross-cultural
context (e.g., Clarke & Micken, 2002; Eastman et al., 1997; Ger & Belk, 1996) and like most
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materialism research this has concentrated on adult populations. Schaefer et al. (2004) conducted
one of the very few cross-cultural adolescent studies into materialism where they explored the
relationship between materialism and fashion consciousness across China, Japan, and the United
States. The study aimed to ascertain the existence of the “global teen” as a market segment with a
shared set of values that could be targeted and thus be attractive to marketers, particularly in relation to branded fashion and lifestyle items (e.g., Meredith & Schewe, 2002; Wee, 1999; Wysocki,
1997). Previous research had shown mixed results with Tully (1994), for example, suggesting that
it was relatively easy to form a global teen marketing strategy but Wee (1999) casting doubt on this
in the light of studies such as one in Singapore (75% of population ethnic Chinese) where collective family and cultural values were seen to be more important than the individualistic values
nurtured in the United States (Taylor & Cozens, 2002). Schaefer et al. (2004) also showed a substantial difference in both materialism and fashion consciousness between Chinese and US young
people and suggested that there might be a difference in materialism between collectivist and
individualist cultures as originally defined by Hofstede (1990, 2001). In view of this previous
(admittedly scant) research, we decided to select countries at a range of points on Hofstede’s scale
ranging from high in individualism (The United States = 91; The United Kingdom = 89), mid-range
in individualism (Belgium = 75, France = 71, Poland = 60) and high in collectivism (China = 20;
Hofstede Insights, 2019).
Other research maintains there is a link between national wealth and materialism, but that
this might work in two different ways. On one hand, in line with the compensatory consumption
theory (Inglehart, 2008), in less wealthy countries, difficulties in satisfying people’s needs may
increase materialism. On the other hand, the social modeling theory (Kasser, 2005) would suggest that in more wealthy countries, ubiquitous wealth, and intense marketing activity that
stimulates consumption may boost materialism (Campbell & Mankin, 1991). Thus, we selected
both wealthy and less wealthy countries as measured by average household net disposable
income per capita in US dollars (Statista, 2019). The figures at the time of the study were as
follows: US = US$41,071, France = US$29,759, Belgium = US$28,700, UK = US$26,687,
Poland = US$17,820, and China = US$4,677.

Selecting sample schools
Having selected our countries, we aimed to survey 200 adolescents aged 13–17 (following
Achenreiner, 1997) per country with an equal split of boys and girls. In the event, with some parents opting out, we finally surveyed 1,778 youngsters (895 boys, 883 girls): Belgium (n = 295,
43.1% boys, 56.9 % girls, aged M = 13.38, SD = 1.17), China (n = 229, 53.3% boys, 46.7% girls,
aged M = 13.78, SD = 0.73), France (n = 322, 48.8% boys, 51.2% girls, aged M = 14.69, SD = 0.95),
Poland (n = 300, 50% boys, 50% girls, aged M = 13.61, SD = 0.81), the United Kingdom (n = 456,
56% boys, 44% girls, aged M = 14.48, SD = 0.60), and the United States (n = 176, 47.7% boys,
52.3% girls, aged M = 14.72, SD = 0.45).
We collected data only in schools in affluent areas in each country to minimize the noise that
could be introduced by including young people from a range of socio-economic backgrounds as
previous research has shown substantial differences in materialism levels by socio-economic status
(Nairn et al., 2007). To check for consistency in affluence level across the sample we used the family affluence scale (FAS; Currie et al., 1997, 2008), which was developed in the international context of the World Health Organization’s (WHO) Health Behaviour of School-Aged Children
(HSBC, 2020) study that has run across the globe since 1982. It asks four simple questions: does
your family own a car, van, or truck? Do you have your own bedroom for yourself? During the past
12 months how many times did you travel away on holiday with your family? How many

Zawadzka et al.

321

computers does your family own? The vast majority of respondents were in the highest affluence
category (83.7%) with 15.3% in the middle affluence category and only 1% in the lowest affluence
category. In addition, for the majority of the participants (88.7%), either one parent (35.39%) or
both parents (53.31%) worked full-time. All questionnaires were completed properly in all groups
and included no missing data.

Material
The international team of researchers authoring this article prepared the questionnaire. We translated the original French version into Chinese, Flemish, English, and Polish in consultation with
language experts (native speakers) and we used a translate-back-translate procedure to ensure the
quality of the translations (Brislin, 1970).
We measured materialism with the Goldberg et al. (2003) YMS that consists of 10 statements,
for example, I would be happier if I had more money to buy more things for myself and to which
respondents answered questions on a 5-point scale: 1 = strongly disagree to 5 = strongly agree.
We ascertained the external validity by testing whether the YMS was correlated in theoretically
expected ways with a range of six other related constructs. First, in the light of previous studies by
Buijzen and Valkenburg (2003) and Opree et al. (2014), we expected materialism to be positively
related to believing and liking advertising. This was measured with the commonly used 6-item
Attitude to Advertising scale (Derbaix & Pecheux, 2003) (e.g., I believe what they show in advertising). Respondents answered questions on a 5-point scale: 1 = strongly disagree to 5 = strongly
agree. The internal reliability of the Attitude to Advertising scale was satisfactory across all countries with Cronbach’s α ranging from .85 to .94.
We also expected that time spent on the highly commercialized media of TV and Internet would
be positively related to materialism given studies over many years and countries that show how
media cultivate perceptions of reality that tend to exaggerate the importance and commonality of
material possessions (e.g., Morgen & Shanahan, 2010; Shrum et al., 2005). Thus, our second and
third constructs were TV usage and Internet usage respectively, measured with a 4-item scale
developed by Nairn et al. (2007) and validated by Bottomley et al. (2010). The reliability of the TV
and Internet Usage Scales were satisfactory across all countries, with α ranging from .82–.92 and
.89–.94, respectively.
As noted at the beginning of the article, well-being is a known correlate of materialism. We
used Self-Esteem and Life Satisfaction as our fourth and fifth constructs to measure external
validity. For the former, we used the well-known 10-item Rosenberg’s Self-Esteem Scale where
participants rated their answers to statements using a 5-point scale: 1 = strongly disagree to
5 = strongly agree. We used popular and well-performing native language versions for each of
the tested countries (Chinese version—Farruggia et al., 2004; Dutch version—Franck et al.,
2008; French version—Vallières & Vallerand, 1990; English version—Rosenberg, 1965; Polish
version—Łaguna et al., 2007). Beyond this, because research has shown that children and
young people, and also some nationalities have a problem with negatively worded statements
(Marsh, 1996; Wong et al., 2003), we subsequently removed these from our analysis and used
only the five positively worded items. The reliability of this shorter Self-Esteem scale was satisfactory α = .81–.90 for all countries. Our second well-being measure was Life Satisfaction
based on the adjusted and simplified version of Huebner’s (1994) scale. This consists of 40
items measuring young people’s satisfaction with the following five domains: family, friends,
school, living environment, and self. Given that we already measured self-esteem, we decided
to drop the “self” life domain. Following Opree et al. (2011), we used single items in which
adolescents had to indicate how satisfied they are with these four other life domains, ranging
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from not at all (1) to very happy (5). These four items were then summed to extract a general
life satisfaction score. The reliability of the Life Satisfaction scale was satisfactory across two
countries (US = .75, China = .90) and near satisfactory for the other countries with α ranging
from .62 to .67.
Finally, we expected Parental Support to be negatively related to materialism, in other words,
teens who feel encouraged and supported by their parents are less likely to feel the need to fill an
emotional void with material goods. Previous studies have shown that cold, controlling, punitive,
and inconsistent parenting is positively related to adolescents’ materialism (Cohen & Cohen, 1996;
Kasser et al., 1995; Williams et al., 2000) and that supportive parenting is negatively related to
materialism (Chaplin & John, 2010; Rindfleisch et al., 1997). We measured Parental Support with
the 9-item Parental Support Scale (Armsden & Greenberg, 1987) (e.g., My parents accept me as I
am). Respondents answered questions on a 5-point scale: 1 = strongly disagree to 5 = strongly
agree. The reliability of Parental Support scale was satisfactory across five countries (Belgium,
China, Poland, the United Kingdom, the United States), with α ranging from .70 to .86 and near
satisfactory for France (α = .65).

Procedure
We conducted this study as part of an international project on adolescent materialism and we followed the same procedure in each country. First, we obtained ethical consent from the ethics committee or Institutional Review Board (IRB) within the respective universities. Next, we contacted
schools to ask permission for data collection. In participating schools, the young people were sent
a letter with information about the study and an active parental consent form. Only those who
received explicit consent from their parents could participate. Next, we asked the teenagers for
informed assent. In this stage, participants could decide for themselves whether they wanted to
participate. All those whose parents agreed participated in the study. Participants sat in a classroom
in silence to complete the survey individually. They were not allowed to interact during data collection. The survey started with socio-demographic data: age, gender, type of school (public/private), school grade, family living situation, occupation of parents, and family affluence (Currie
et al., 2008). Next, participants filled in a set of scales on consumer attitudes and well-being that
included the YMS, Attitude to Advertising, TV and Internet Usage, Self-Esteem, Life Satisfaction
and Parental Support.

Data analysis
The data analysis and results are presented below. The analysis process is displayed graphically in
Figure 1. First, we verified the reliability of the data (1.1) and proceeded to build a confirmatory
factor analysis (CFA) for the six countries separately (1.2). Next, we built a multigroup CFA (2.1)
and conducted three nested internal validation tests (2.2). First, configural invariance to test
whether the factor pattern is the same across all six countries or in other words if the same statements load onto the same number of factors allowing us to ensure the six countries can be represented by the same model structure (2.2.1). Second, metric invariance to assess whether the factor
loadings are the same across countries which means that young people in each country respond to
the statements in same way or in other words that the magnitude of the relationship with the statements is the same across countries. If metric invariance is demonstrated, this also means that the
scale can be reliably used to do correlation analysis with other external constructs (2.2.2). Third,
structural covariance invariance is a test to give us confidence that the model had the same internal consistency across the six countries (2.2.3).
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Figure 1. Overview of the analysis process.

Finally, we conducted external validation tests aimed to investigate if the model was sensible in
terms of its association with other theoretical constructs in the data, that is, Self-Esteem, Life
Satisfaction, Attitude to Advertising, Parental Support and TV and Internet Usage (3.1).

Result of reliability tests and CFA model structure
We first assessed the reliability of the YMS in each country by calculating Cronbach’s alpha in
SPSS. Cronbach’s alpha tests the reliability among a set of items and indicates whether this set of
items consistently measures an underlying construct (Streiner, 2003). We found it to be reliable in
every country with α ranging from .75 to .89 (Streiner, 2003). These results echo previous reliability tests conducted in the United States and United Kingdom (Bottomley et al., 2010; Chaplin &
John, 2010; Goldberg et al., 2003).
Next we conducted CFA (maximum likelihood estimation) which checks the factor structure
of a construct (in this case, the assumed uni-dimensionality of the YMS) and indicates whether
a latent variable model fits the observed item scores in the data (De Roover et al., 2014). The
CFA model was constructed using AMOS 26. We created a conceptual model in AMOS in
which the latent construct “materialism” was structured onto one factor reflecting the YMS (see
Figure 2).
The first stage was to determine if the YMS set of 10 statements formed a suitable representation of the underlying latent dimension of the YMS structure. Hence, the YMS variables were
loaded onto a single factor structure. The individual country models were run (labeled Model 1a
through Model 1f) and the results are displayed in Table 1. The models are, generally, of an unsatisfactory fit, given that (1) the Comparative Fit index (CFI) and TLI < 0.9 for most models, (2)
there are unacceptably high root mean square error of approximation (RMSEA) values (Byrne,
2010), and (3) CMIN/df (chi-square mean/degree of freedom) is unacceptably high (> 5) for 3 out
of 6 of the models (Kline, 1998), (4) although the p-value significance is < .05, this test has been
deemed unreliable for these sample sizes (Bottomley et al., 2010).
On inspecting the models’ modification indices, many of the between-error indices were high,
challenging the assumption of independence for a number of the pairings. Therefore, the models
were re-run to introduce covariance between pairs of error terms with high modification indices.
Given the final intention was to create a model which would be suitable for all countries, an
attempt was made to be as consistent as possible across countries in terms of which pairs were
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Figure 2. YMS CFA structure.
Table 1. Model 1 fit statistics.

1a
1b
1c
1d
1e
1f

France
The United Kingdom
Belgium
The United States
China
Poland

CMIN

df

p

CMIN/df

CFI

TLI

RMSEA

182.049
249.67
91.749
103.011
178.934
152.488

35
35
35
35
35
35

.000
.000
.000
.000
.000
.000

5.201
7.133
2.621
2.943
5.112
4.357

0.775
0.754
0.901
0.862
0.854
0.819

0.711
0.684
0.872
0.823
0.812
0.768

0.115
0.118
0.079
0.106
0.137
0.106

CFI: comparative fit index; CMIN: chi-square mean; CMIN/df: chi-square value/degree of freedom; RMSEA: root mean
square error of approximation; TLI: Tucker Lewis index.

covaried. This resulted in the covarying of the following pairs of errors, e1:e4, e2:e8, e4:e7, e6:e10,
e8:e9. In addition, the UK model also introduced covariance terms for e7:e10 and China additional
covariance terms for e1:e2 and e2:e3. These are labeled as Model 2a through Model 2f and the fit
statistics can be found in Table 2.
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Table 2. Model 2 fit statistics.

2a
2b
2c
2d
2e
2f

France
The United Kingdom
Belgium
The United States
China
Poland

CMIN

df

p

CMIN/df

CFI

TLI

RMSEA

62.989
108.054
59.649
50.112
78.471
61.966

30
29
30
30
28
30

.000
.000
.001
.012
.000
.001

2.1
3.726
1.988
1.67
2.803
2.066

0.95
0.91
0.948
0.959
0.949
0.951

0.924
0.860
0.922
0.939
0.918
0.926

0.059
0.079
0.062
0.062
0.091
0.060

CFI: comparative fit index; CMIN: chi-square mean; CMIN/df: chi-square value/degree of freedom; RMSEA: root mean
square error of approximation; TLI: Tucker Lewis index.

These models performed much better. All CFI values were acceptable (> 0.9). All but one
Tucker Lewis index (TLI) > 0.9, RMSEA values were acceptable (China is a little high but acceptable at this stage to allow progress). The CMIN/df was also acceptable for all models (< 5) and
good (< 3) for all but the United Kingdom (Kline, 1998). The statistics described earlier demonstrated that there was sufficient evidence to proceed to the next stage.

Internal validation
The purpose of the internal validation was to investigate whether the YMS could be represented
using a latent structure model and whether this model was suitable across all six countries and all
10 YMS statements. In order to test this, we used a multigroup CFA together with three increasingly restrictive tests to test the invariance of the model across the six countries, in line with past
studies (e.g., Bottomley et al., 2010). Given that these are nested, the first test must be passed in
order to proceed to the second and similarly to the third. The first tests whether we have the same
number of factors and a similar loading pattern across countries (Byrne, 2010). If this configural
model test is passed then the next tests, in addition, whether the measurement weights are invariant
across countries. Finally, the third tests, in addition, if the structural covariances are equivalent
across countries (Byrne, 2010).
The nested nature of the tests suggested a chi-square difference would make an appropriate test.
However, it has been demonstrated that this test alone may be unreliable given its sensitivity to
sample size, making it prone to Type 1 errors (i.e., incorrectly rejecting the underlying hypotheses
of invariance in the tests; Cheung & Rensvold, 2002). Bottomley et al. (2010) also Cheung and
Rensvold (2002) suggest observing the changes in CFI where a change of < 0.01 would indicate
the model to be statistically equivalent in fit. Both the chi-square and CFI were taken into account
for this study. The analysis of the nested tests is reported in turn below.

Test 1: configural invariance of the 10-item YMS
Given the nature of this test (whether the same number of factors and similar factor loadings
apply), we imposed no constraints other than that the structure should mirror that of Model 2
(Byrne, 2010). Given that the model parameters are fitted simultaneously for all countries, an overall satisfactory fit is sufficient to assume configural invariance (Byrne, 2010). The results are
shown in Table 3. The CFI (> 0.9), CMIN/df (< 3), and RMSEA (< 0.05) demonstrated a good
model fit with TLI at 0.899 which we considered good enough (usual requirement > 0.9). The
model thus offered configural invariance across the countries and the analysis proceeded to the
second test.
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Table 3. Model 3 configural invariance test statistics.

Model 3

CMIN

df

p

CMIN/df

CFI

TLI

RMSEA

465.723

180

.000

2.587

0.932

0.899

0.030

CFI: comparative fit index; CMIN: chi-square mean; CMIN/df: chi-square value/degree of freedom; RMSEA: root mean
square error of approximation; TLI: Tucker Lewis index.

Table 4. Model 3 measurement invariance test statistics.

Measurement weights

Model 3

CMIN

df

p

ΔCFI

165.306

45

.000

0.028

CFI: comparative fit index; CMIN: chi-square mean.

Test 2: measurement invariance of 10-item YMS
In order to determine if the measurement weights were invariant across the six countries, the
change in chi-square statistic and the change in CFI statistics were considered as discussed earlier.
The results are shown in Table 4. Here, we observed a X2 (df 45) = 165.306 (p < .001) and
ΔCFI = 0.028 (> 0.01). Both tests suggested the measurement weights are not invariant across
countries.
As Test 2 is not satisfied, we concluded that young people in each country did not respond to the
10-item YMS CFA model in the same way and therefore that it was not an appropriate representation statistically across the six countries. The analysis thus turned to explore whether a subset of
YMS statements might offer a better representation.

Consideration of subset of YMS statements
It is worth reflecting on the requirements of these invariance tests. For the measurement weights
to be invariant, this would mean that each and every one of the 10 statements would need to be
statistically equivalent across all six countries, which is a high bar to meet. Consider the study
by Bottomley et al. (2010) whereby the authors used the YMS to verify the construct validity
of their Consumer Involvement Scale. They found that the inclusion of just five of the items of
the YMS scale proved sufficient to successfully represent youth materialism. The items retained
by Bottomley et al. (2010) were “I would be happier if I had more money to buy more things
for myself,” “When you grow up, the more money you have, the happier you are,” “I would
love to be able to buy things that cost lots of money,” “I really like the kids that have very special games or clothes,” and “The only kind of job I want when I grow up is one that gets me a
lot of money.”
Therefore, the next stage in our study was to explore whether the reduced 5-item YMS provided
a suitable structure across the six countries. The CFA was reconstructed using these five statements. This is labeled as Model 4. We applied the same nested testing structure to the new CFA
structure across the six countries.

Test 1: configural invariance of shortened five-statement YMS
The configural invariance test statistics are shown in Table 5. The fit statistics for the multigroup
model were X2 (df 24) = 53.370, CFI = 0.986, TLI = 0.964, RMSEA = 0.027 CMIN/df = 2.224.
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Table 5. Model 4 configural invariance test statistics.

Model 4

CMIN

df

p

CMIN/df

CFI

TLI

RMSEA

53.37

24

.001

2.224

0.986

0.964

0.027

CFI: comparative fit index; CMIN: chi-square mean; CMIN/df: chi-square value/degree of freedom; RMSEA: root mean
square error of approximation; TLI: Tucker Lewis index.

Table 6. Model 4 measurement invariance test statistics.

Measurement weights

Model 4

CMIN

df

p

ΔCFI

55.939

20

.000

0.018

CFI: comparative fit index; CMIN: chi-square value.

Hence, the configural invariance is ascertained across the six countries and the second test can be
considered.

Test 2: measurement invariance of shortened YMS
The next stage was to test for measurement invariance and the results are shown in Table 6.
However, the X2 (df 20) = 55.939 (p < .001) along with the ΔCFI of 0.018 again determined a lack
of invariance for the 5-item scale across the six countries.
We then considered one of the items included in the Bottomley et al. (2010) 5-item YMS,
namely “I would love to be able to buy things that cost lots of money” and noted that there is
another statement within the YMS which also refers to “buying,” namely “I’d rather spend time
buying things than doing anything else.” Figure 3 shows the frequency of responses to the Likerttype scale across the six countries. It is apparent that the latter of these two statements shows more
discrimination in levels of agreement, probably due to the more strongly worded statement, that is,
“I’d rather spend time buying things than doing anything else.” It also shows a more consistent
pattern across the six countries indicating better suitability as a cross-country statement. This may
make this variable more appropriate for use within the YMS 5-item structure, although maintaining
the “buying” nature of the statement used by Bottomley et al. (2010).
Hence, the next stage was to revisit the 5-item YMS, substituting the statement “I would love to
be able to buy things that cost lots of money” with “I’d rather spend time buying things than doing
anything else.” This is labeled as Model 5. We subjected this model to the same nested set of tests
for invariance.

Test 1: configural invariance of second shortened version of YMS
The configural invariance test statistics for Model 5 are shown in Table 7. The fit statistics were X2
(df 24) = 76.768, CFI = 0.969, TLI = 0.923, RMSEA = 0.036, CMIN/df = 3.199. These statistics
demonstrated that configural invariance is ascertained across the six countries.

Test 2: measurement invariance of second shortened YMS
The next test was that of measurement invariance and the results are shown in Table 8. This time
X2 (df 20) = 23.695 (p = .256) demonstrating that there is no evidence to reject H0 that the models
were invariant, despite the stringent nature of this test (Byrne, 2010). Moreover, the ΔCFI of 0.002
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Figure 3. The YMS “buying” statements frequency distribution.
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Table 7. Model 5 configural invariance test statistics.

Model 5

CMIN

df

p

CMIN/df

CFI

TLI

RMSEA

76.768

24

.000

3.199

0.969

0.923

0.036

CFI: comparative fit index; CMIN: chi-square mean; CMIN/df: chi-square value/degree of freedom; RMSEA: root mean
square error of approximation; TLI: Tucker Lewis index.

Table 8. Model 5 measurement weights invariance test statistics.

Measurement weights

Model 5

CMIN

df

p

ΔCFI

23.695

20

.256

0.002

CFI: comparative fit index; CMIN: chi-square mean.

Table 9. Model 5 structural covariance invariance test statistics.

Structural covariances

Model 5

CMIN

df

p

ΔCFI

21.358

5

.001

0.010

CFI: comparative fit index; CMIN: chi-square mean.

gave additional evidence of measurement invariance across all six countries. Hence, young people
in all six countries respond to this 5-item scale in the same way.

Test 3: structural covariance invariance of second shortened YMS
We were now confident to apply the third test, that of ascertaining the structural covariance invariance of the model which gives us additional assurance of the internal consistency of the model. The
statistics relating to structural covariance are shown in Table 9 and reported as X2 (df 5) = 45.053.695
(p = .008) and ΔCFI = .010. These statistics determine borderline evidence to suggest structural
covariance invariance for Model 5 which is reassuring.
Thus, through iterative analysis of the YMS and drawing on past studies of Bottomley et al.
(2010), we had established a 5-item YMS that, for the six countries in the study, demonstrated
configural invariance, measurement invariance and borderline structural covariance invariance. In
view of the fact that we have demonstrated measurement invariance, we could then proceed confidently to external validity tests.

External validation
Our study continued by exploring the six external construct validations. Latent variables were
constructed for each country for the group of statements relating to Parental Support, Attitudes
to Advertising, Self-Esteem, Life Satisfaction and TV and Internet Usage. In line with Bottomley
et al. (2010) and Heikamp et al. (2014), these latent factors were then correlated with the 5-item
YMS with the results shown in Table 10. The correlation analysis demonstrates that this version
of YMS shows logical and sensible statistical relationships in line with previous literature. The
correlations are statistically significant for virtually all the countries and for all YMS latent constructs. The few non-significant results (in gray) are directionally consistent with the other
countries.
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Table 10. Correlating the YMS with latent constructs.
Parental
support
France
The United Kingdom
Belgium
The United States
China
Poland

–.224**
–.235**
–.200**
–.181*
–.209**
–.332**

Attitude to
Advertising
.150**
.127**
.114
.187*
.379**
.160**

Self-Esteem (positive Life
statements)
Satisfaction
–.010
–.077
–.184**
–.254**
–.292**
–.152**

–.053
–.113*
–.237**
–.164*
–.208**
–.278**

Internet TV
Usage
Usage
.372**
.275**
.219**
.235**
.509**
.367**

.201**
.190**
.236**
.200**
.356**
.288**

YMS: Youth Materialism Scale.
*correlation is significant at the 0.05 level (two-tailed).
**correlation is significant at the 0.01 level (two-tailed).

Conclusion and discussion
The negative connotation of youth materialism is a global issue for researchers and policy makers alike. However, no study has previously set out to measure whether a YMS has the same
structure, meaning, and external validity across very different countries. We, therefore, tested
the YMS across six countries that differed both in terms of material wealth and their position
on Hofstede’s collectivist/individualist scale. Through our analysis, we have demonstrated a
5-item YMS that can be used across these countries. Beyond showing the internal reliability of
the scale across countries, we have validated it in two ways. First, multigroup CFA tests have
demonstrated that the YMS is invariant by the following three stringent nested tests: configural
invariance demonstrating that the factors load onto one single factor in each country, measurement invariance demonstrating that teenagers in each country respond to the items in the same
way and allowing future researchers to conduct correlation analysis across countries, and
covariance invariance giving researchers added confidence that they are using a statistically
relevant model internationally. Second, the YMS has been validated by correlation analysis
with other external constructs in each country. The vast majority of these correlations are both
statistically significant and concur with accepted theory in their directionality (positive or negative correlated). In the very few instances where the correlations are not statistically significant, the direction of the correlation is as expected: Self-Esteem, Life Satisfaction, and Parental
Support are all negatively correlated, whereas TV and Internet usage and attitude to advertising
are positively correlated. We, therefore, conclude that this 5-item YMS can be used confidently
by future researchers in global research on youth materialism.
Nonetheless, the small aberrations in the external validity analysis do also throw up some
interesting findings that merit further research. In particular, whereas the 5-item YMS does produce the expected negative correlations with Self-Esteem in all countries, it is not significant in
either France or the United Kingdom. Moreover, the correlation between Life Satisfaction and
YMS is not significant in France either. This could indicate that materialism is not (strongly)
related to certain measures of well-being in France and future research should further explore
what can drive these different effects in France compared to the other countries as this is out of
keeping with previous theory.
Beyond this, the results of our correlation analysis shows a very strong relationship between
materialism and TV and Internet Usage in every country, with teenagers who watch more TV and
spend more time on the Internet being significantly more materialistic than those who spend less
time. Given that this television use is often used as predictor for advertising exposure (cf. Opree
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et al., 2011), our study gives further evidence of a positive relationship between advertising exposure and materialism and that this is significant across six very different countries.

Limitations and directions for future research
Our study has a few limitations and, therefore, presents a range of opportunities for future
research. First of all, we only included teenagers from more affluent families. Thus, it would be
interesting to test the applicability of the 5-item YMS to research young people from less affluent families. Second, our sample only included teens aged from 13 to 17. It would, therefore,
be interesting to examine whether the shortened YMS can be used among a younger child sample across countries. Third, although we included a range of countries in terms of both wealth
and individualism/collectivism, a wider range of countries could certainly be included in future
studies. Fourth, our US sample size was below 200 which can have an effect on the chi-square
statistic. Although this was successfully mitigated by using ΔCFI which is independent of
model complexity and sample size and ΔCFI less than 0.01 indicates invariance (Cheung &
Rensvold, 2002; Meade et al., 2008), future research could certainly ensure inclusion of sample
sizes above 200. Fifth, although we correlated YMS and six constructs with which we expected
it to be associated, we did not conduct a discriminant validity test where we also compared
YMS with constructs with which we did not expect an association, for example, the relationship
between materialism and a child’s height or eye color. Sixth and finally, this study is a snapshot
in time and our correlations are just that—they do not show any causation. Given the very
strong relationship, we found between TV/Internet Usage and materialism, future research
using a longitudinal design, or an experiment could explore if putting restrictions on television
or Internet use can lower materialism across all countries.
Funding
The author(s) disclosed receipt of the following financial support for the research, authorship, and/or publication of this article: The Polish part of this research project was sponsored by National Science Centre
(Narodowe Centrum Nauki NCN [PL]) with grant number 2015/17/B/HS6/04187.

ORCID iD
Agnes Nairn

https://orcid.org/0000-0001-7863-2145

References
Achenreiner, G. (1997). Materialistic values and susceptibility to influence in children. Advances in Consumer
Research, 24, 82–88.
Ahuvia, A. C., & Wong, N. Y. (2002). Personality and values based materialism: Their relationship and origins. Journal of Consumer Psychology, 12, 389–340.
Armsden, G. C., & Greenberg, M. T. (1987). The inventory of parent and peer relationships to well-being in
adolescence. Journal of Youth and Adolescence, 16, 427–454.
Belk, R. W. (1984). Three scales to measure constructs related to materialism: Reliability, validity, and relationships to measures of happiness. In T. Kinnear (Ed.), Advances in consumer research (Vol. 11, pp.
291–297). Association for Consumer Research.
Bottomley, P. A., Nairn, A., Kasser, T., Ferguson, Y. L., & Ormond, J. (2010). Measuring childhood materialism: Refining and validating Schor’s Consumer Involvement Scale. Psychology & Marketing, 27,
717–740. https://doi.org/10.1002/mar.20353
Brislin, R. W. (1970). Back-translation for cross-cultural research. Journal of Cross-Cultural Psychology, 1,
185–216.

332

International Journal of Market Research 63(3)

Brislin, R. W. (1976). Comparative research methodology: Cross-cultural studies. International Journal of
Psychology, 11, 215–229. https://doi.org/10.1080/00207597608247359
Buijzen, M., & Valkenburg, P. (2003). The effects of television advertising on materialism, portent-child conflict, and unhappiness: A review of research. Applied Developmental Psychology, 24, 437–456. https://
doi.org/10.1016/S0193-3973(03)00072-8
Burroughs, J., & Rindfleisch, A. (1997). Materialism as a copy mechanism: An inquiry into family disruption. In: M. Brucks & D. MacInnis (Eds.), Advances in consumer research (pp. 89–97). Association for
Consumer Research.
Byrne, B. M. (2010). Structural equation modeling with AMOS: Basic concepts, applications and programming (2nd ed.). Routledge; Taylor & Francis.
Campbell, J. Y., & Mankin, N. G. (1991). The response of consumption to income: A cross-cultural investigation. European Economic Review, 35, 723–767.
Chaplin, L. N., & John, D. R. (2007). Growing up in a material world: Age differences in materialism in
children and adolescents. Journal of Consumer Research, 34, 480–493.
Chaplin, L. N., & John, D. R. (2010). Interpersonal influences on adolescent materialism: A new look at
the role of parents and peers. Journal of Consumer Psychology, 20, 176–184. https://doi.org/10.1016/j.
jcp2010.02.002
Cheung, G. W., & Rensvold, R. B. (2002). Evaluating goodness-of-fit indexes for testing measurement invariance. Structural Equation Modeling, 9, 233–255. https://doi.org/10.1207/S15328007SEM0902_5
Clarke, I. III, & Micken, K. S. (2002). An exploratory cross-cultural analyis of the values of materialism.
Journal of International Consumer Marketing, 14, 65–89. https://doi.org/10.1300/JO46v14n)4_05
Cohen, P., & Cohen, J. (1996). Life Values and Adolescent Mental Health. Lawrence Erlbaum.
Credit_Suisse. (2018). Credit Suisse. https://www.credit-suisse.com/corporate/en/research/research-institute/
global-wealth-report.html
Cronbach, L. J., & Meehl, P. E. (1955). Construct validity for psychological tests. Psychological Bulletin,
52, 281–302.
Currie, C., Molcho, M., Boyce, W., Holstein, B., Torshein, T., & Richter, M. (2008). Researching health
inequality in adolescence: The development of the Health Behaviour in School Age children (HBSC)
Family Affluence Scale. Social Science & Medicine, 66, 1429–1436.
Currie, C. E., Elton, R. A., Todd, J., & Platt, S. (1997). Indicators of socioeconomic status for adolescents:
The WHO health behaviours in school-aged children survey. Health Education Research, 12, 385–397.
Derbaix, C., & Pecheux, C. (2003). A new scale to assess children’s attitude toward TV advertising. Journal
of Advertising Research, 43, 390–399.
De Roover, K., Timmerman, M. E., De Leersnyder, J., Mesquita, B., & Ceulemans, E. (2014). What’s hampering measurement invariance: Detecting non-invariant items using clusterwise simultaneous component analysis. Frontiers in Psychology, 5, 604. https://doi.org/10.3389/fpsyg.2014.00604
Eastman, J. K., Fredenberger, B., Campbell, D., & Calvert, S. (1997). The relationship between status consumption and materialism: A cross-cultural comparison of Chinese, Mexican, and American student.
Journal of Marketing Theory and Practice, 5, 52–66. https://doi.org/10.1080/10696679.1997.11501750
Farruggia, S. P., Chen, C., Greenberger, E., Dimivrieva, J., & Macek, P. (2004). Adolescent self-esteem in
cross-cultural perspectivetesting measurement equivalence and a mediation model. Journal of CrossCultural Psychology, 35, 719–733.
Franck, E., De Raedt, R., Barbez, C., & Rosseel, Y. (2008). Psychometric properties of the Dutch Rosenberg
self-esteem scale. Psychologica Belgica, 48, 25–35. http://doi.org/10.5334/pb-48-1-25
Gentina, E., Shrum, L. J., & Lowrey, T. M. (2018). Coping with loneliness through materialism: Strategies
matter for adolescent development of unethical behavior. Journal of Business Ethics, 152, 103–122.
Ger, G., & Belk, R. W. (1996). Cross-cultural differences in materialism. Journal of Economic Psychology,
17, 55–77. https://doi.org/10.1016/0167-4870(95)00035-6
Goldberg, M. E., Gorn, G. J., Peracchio, L. A., & Bamossy, G. (2003). Understanding materialism among youth.
Journal of Consumer Psychology, 13(3), 278–288. https://doi.org/10.1207/S15327663JCP1303_09
Grouzet, F. M., Ahuvia, A., Kim, Y., Ryan, R. M., Schmuck, P., Kasser, T., Dols, J. M., Lau, S., Saunders, S.,
& Sheldon, K. M. (2005). The structure of goal contents across 15 cultures. Journal of Personality and
Social Psychology, 5, 800–816.

Zawadzka et al.

333

Health behaviour in school-aged children. (2020). http://www.hbsc.org/
Heikamp, T., Alessandri, G., Laguna, M., Petrovic, V., Caprara, M. G., & Trommsdorff, G. (2014). Cross cultural validation of the positivity scale in five European countries. Personality and Individual Differences,
71, 140–145.
Hofstede, G., Neuijen, B., Ohayv, D. D., & Sanders, G. (1990). Measuring organizational cultures: A qualitative and quantitative study across twenty cases. Administrative Science Quarterly, 35, 286–316.
Hofstede, G. (2001). Culture’s consequences: Comparing values, behaviors, institutions, and organizations
across nations (2nd ed.). SAGE.
Hofstede Insights. (2019). https://www.hofstede-insights.com/product/compare-countries/
Huebner, E. S. (1994). Preliminary development and validation of a Multidimensional Life Satisfaction Scale
for children. Psychological Assessment, 6, 149–158. https://doi.org/10.1037/1040-3590.6.2.149
Inglehart, R. F. (2008). Changing values among Western public from 1970-2006. Western European Politic,
31, 130–146. https://doi.org/10.1080/01402380701834747
Kasser, T. (2005). Frugality, generosity, and materialism in children and adolescents. In K. A. Moore & L. H.
Lippman (Eds.), What do children need to flourish? Conceptualizing and measuring indicators of positive development (pp. 357–373). Springer.
Kasser, T., Ryan, R. M., Zax, M., & Sameroff, A. J. (1995). The relations of maternal and social environments
to late adolescents’ materialistic and prosocial values. Developmental Psychology, 31, 907–914. https://
doi.org/10.1037/0012-1649.31.6.907
Kasser, T., Rosenblum, K. L., Sameroff, A. J., Deci, E. L., Niemiec, C. P., & Hawks, S. (2014). Changes
in materialism, changes in psychological well-being: Evidence from three longitudinal studies and an
intervention experiment. Motivation and Emotion, 38, 1–22. https://doi.org/10.1007/s11031-031-9371-4
Kline, R. B. (. (1998). Principles and practice of structural equation modeling. Guilford Press.
Łaguna, M., Lachowicz-Tabaczek, K., & Dzwonkowska, I. (2007). Skala samooceny SES Morrisa
Rosenberga–polska adaptacja metody. Psychologia Społeczna, 2, 164–176.
Manolis, C., & Roberts, J. A. (2012). Subjective well-being among adolescent consumers: The effects of
materialism, compulsive buying and time affluence. Applied Research in Quality of Life, 7, 117–135.
https://doi.org/10.1007/s11482-011-9155-5
Marsh, H. W. (1996). Positive and negative global self-esteem: A substantively meaningful distinction or
artifactors? Journal of Personality and Social Psychology, 70, 810–819. https://doi.org/10.1037/00223514.70.4.810
McIntire, S. A., & Miller, L. A. (2005). Foundations of psychological testing (2nd ed.). SAGE.
Meade, A. W., Johnson, E. C., & Braddy, P. W. (2008). Power and sensitivity of alternative fit indices
in tests of measurement invariance. The Journal of Applied Psychology, 93, 568–592. https://doi.
org/10.1037/0021-9010.93.3.568
Meredith, G. E., & Schewe, C. D. (2002). Defining markets, defining moments: Marica’s seven generational
cohorts, their shared experiences, and why businesses should care (No. 7). John Wiley & Sons.
Morgen, M., & Shanahan, J. (2010). The state of cultivation. Journal of Broadcasting and Electronic Media,
54, 337–355.
Mukerji, C. (1983). From graven images: Patterns of modern materialism. Columbia University Press.
Nairn, A., & Ipsos MORI. (2011). Childern’s well-being in UK, Sweden and Spain: The role of inequality and
materialism: A qualitative study. UNICEF.
Nairn, A., Ormrod, J., & Bottomley, P. (2007). Watching, wanting and wellbeing: Exploring the links a study
of 9 to 13-year-olds. National Consumer Council.
Ofcom. (2019). Children and parents: Media use and attitudes report 2018. https://www.ofcom.org.uk/
research-and-data/media-literacy-research/childrens/children-and-parents-media-use-and-attitudesreport-2018
Opree, S. J., Buijzen, M., Van Reijmersdal, E. A., & Valkenburg, P. M. (2011). Development and validation
of the Material Values Scale for children (MVS-c). Personality and Individual Differences, 51, 963–968.
Opree, S. J., Buijzen, M., Van Reijmersdal, E. A., & Valkenburg, P. M. (2014). Children’s advertising exposure, advertised product desire, and materialism: A longitudinal study. Communication Research, 41,
717–735. https://doi.org/10.1177/0093650213479129

334

International Journal of Market Research 63(3)

Richins, M. L., & Dawson, S. (1992). A consumer values orientation and its measurement: Scale development
and validation. Journal of Consumer Research, 19, 303–317.
Rindfleisch, A., Burroughs, J. E., & Denton, F. (1997). Family structure, materialism, and compulsive consumption. Journal of Consumer Research, 23, 312–325. https://doi.org/10.1086/209486
Rosenberg, M. (1965). Society and the adolescent self-image. Princeton University Press.
Schaefer, A. D., Hermans, C. M., & Parker, R. S. (2004). A cross-cultural exploration of materialism in adolescents. International Journal of Consumer Studies, 28, 399–411.
Schor, J. (2004). Born to buy: The commercialized child and the new consumer culture. Scribner.
Shrum, L. J., Burroughs, J. E., & Rindfleisch, A. (2005). Television’s cultivation of material values. Journal
of Consumer Research, 32, 473–479.
Statista. (2019). Teens’ social media usage is drastically increasing. https://www.statista.com/chart/15720/
frequency-of-teenagers-social-media-use/
Streiner, D. L. (2003). Starting at the beginning: An introduction to coefficient alpha and internal consistency.
Journal of Personality Assessment, 80, 99–103.
Taylor, S. L., & Cozens, R. M. (2002).), Profiling later aged female teens: Mall shopping behavior and clothing choice. The Journal of Consumer Marketing, 19, 393–409.
Tsang, J. A., Carpenter, T. P., Roberts, J. A., Frisch, M. B., & Carlisle, R. D. (2014). Why are materialists less
happy? The role of gratitude and need satisfaction in the relationship between materialism and life satisfaction. Personality and Individual Differences, 64, 62–66. https://doi.org/10.1016/j.paid.2014.02.009
Tully, S. (1994). Teens: The most global market of all. Fortune, 129(10), Article 90.
Twenge, J. M., & Kasser, T. (2013). Generational changes in materialism and work centrality, 1976–2007:
Associations with temporal changes in societal insecurity and materialistic role-modeling. Personality
and Social Psychology Bulletin, 39, 883–897. https://doi.org/10.1177/0146167213484586
Vallières, E. F., & Vallerand, R. J. (1990). Traduction et validation canadienne-française de l’Échelle de
l’Estime de Soi de Rosenberg [French-Canadian translation and validation of Rosenberg’s Self-Esteem
Scale]. International Journal of Psychology, 25, 305–316. https://doi.org/10.1080/00207599008247865
Ward, S., & Wickman, D. (1971). Family and media influences on adolescent consumer learning. American
Behavioral Scientist, 14, 415–427. https://doi.org/10.1177/000276427101400315
Wee, T. T. T. (1999).). An exploration of global teenage lifestyle in teenage lifestyle in Asian societies.
Journal of Consumer Marketing, 16, 365–375.
Williams, G. C., Cox, E. M., Hedberg, V., & Deci, E. L. (2000). Extrinsic life goals and health risk behaviors
in adolescents. Journal of Applied Social Psychology, 30, 1756–1771.
Wong, N., Rindfleisch, A., & Burroughs, J. E. (2003). Do reverse-worded items confound measures in crosscultural consumer research? The case of the material values scale. Journal of Consumer Research, 30,
72–91. https://doi.org/10.1086/374697
Wysocki, B. (1997, June 26). The global mall: In developing nations, many youths splurge, mainly on US
goods: Flush with cash and plastic, they load up on Levi’s and tune in to MTV: A lot of “little emperors.”
The Wall Street Journal, p. A1.
Zawadzka, A. M., Kasser, T., Borchet, J., Iwanowska, M., & Lewandowska-Walter, A. (2019). The effect of
materialistic social models on teenagers’ materialistic aspirations: Results from priming experiments.
Current Psychology, Advance online publication. https://doi.org/10.1007/s12144-019-00531-3

