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Executive Summary

This year, we entered the 20" publication year of Sosyoekonomi Journal, which started its publication in
2004 and published its first issue in 2005. We are happy to reach these days together with our colleagues who have
worked with great devotion for 20 years. We will continue to work with effort to make Sosyoekonomi an
internationally recognised and more respected journal with better quality content in the following years.

In issue 32(59), the first issue of the twentieth year, we bring you twenty-one articles containing
socioeconomic-based research and findings. The first study examines the concept of green consumption, which has
gained importance with the increase in global environmental awareness, in the context of the relationship between
cultures and generations. The second study is about loans and explores the behavioural and cognitive factors
influencing consumer credit use. The third article examines the transition processes and changes in shopping malls,
which have created an established and taken-for-granted shopping culture in Turkey in the last twenty years, and
the factors affecting this process. In the following research, a topic related to climate change was chosen. The
relationship between renewable energy consumption, capitalisation and carbon emissions was investigated in the
20 most developed countries.

The following three consecutive studies of the issue are also related to Turkey. The fifth study examines
factors affecting divorce; the sixth examines the role of investment incentives in reducing regional development
differences; the seventh examines the water consumption of households in three metropolitan cities in the days
when local elections are approaching. On the other hand, the eighth and ninth studies are behaviourally focused-
economic studies. While the first of these studies is related to the widely studied consumption and responsibility
awareness behaviour pattern, coincidentally throughout the issue, The other paper, the ninth study, deals with the
impact of exchange rate on investor behaviour in exchange-traded funds.

Considering that poverty, income and middle ground are frequently mentioned today, it would not be
wrong to say that the tenth study also deals with a trendy subject. This study is a unique study investigating the
middle-income trap and tax revenues based on the twenty emerging economies that are increasingly dominant in
the world rather than the G20 countries. Economies that have increased their weight in the market, we should not
ignore the USA, one of the largest global players in the worldwide economy. The eleventh article explores the
impact of globalisation, economic growth, and hydroelectric power on the United States' carbon emissions and
ecological footprint. At this point, the European Union, an actor that can affect global and environmental
degradation, is the subject of analysis in the twelfth article. The study investigating the impact of environmental
taxes on the environment, economic growth, and unemployment in the European Union Countries determined that
environmental tax practices did not reduce emissions.

The thirteenth, fourteenth and fifteenth works are quite remarkable. The thirteenth article examines the
impact of financial instability on the stability of public banks between 2017 and 2022; the fourteenth study examines
the relationship between environmental tax, carbon emissions and economic growth between 1995 and 2020; the
fifteenth study discussed public-private partnerships in the transportation sector on a global scale. Another study
that is among the articles that should be scrutinised is the sixteenth article that examines the environment and carbon
emissions with artificial neural networks, which is widely published in this issue. In addition to the originality that
the use of artificial intelligence, which is a newly developing age but will technologically lead the coming centuries,
adds to the study, significant findings have been revealed in terms of showing why the lifestyles adopted in different
parts of the world are not sustainable.

Supporting the details of Turkey's financial and economic structure with applied studies, especially in the
last twenty years, sheds light on theoretical studies and practitioners. The seventeenth study contributes to the
literature by investigating the effect of social protection expenditures on income inequality in 1987-2018 using the
ARDL method. In this context, the eighteenth study has a similar content. Data from the 1990-2021 Presidency of
Turkey Official Gazette archive and examining the effects on economic growth with the BF-ARDL model have
revealed a different and detailed perspective. The following article discusses the development of civil aviation, a
critical and sensitive sector for Turkey's private and public sectors. It analyses the absolute and relative market
concentrations between 2012 and 2022 with the data envelopment technique.

The high scientific contribution power of econometric models has also spread to tax studies, which worked
only theoretically and qualitatively for a while. The twentieth article, which discusses the tax effort of OECD
countries, concluded through club convergence analysis that although there is no statistically significant
relationship between tax effort and the underground economy, the informal economy variable affects the tax effort
for Club 4 countries, including Turkey. The twenty-first study, the issue's last article, evaluated OECD countries



and analysed the effectiveness of tax administrations in these countries with the data envelopment technique, and
contributed to the literature by estimating the relative efficiency scores of tax administrations among countries and
creating an efficiency score set.

I am grateful to all the authors and editorial board members who have devotedly contributed to the
Sosyoekonomi Journal for 20 years. Believing that the studies in this issue will contribute to the world of science,
I would like to express my respect to all the followers of Sosyoekonomi for their continued interest for 20 years.

Prof.Dr. Ahmet Burcin YERELI
Editor



Editoriin Notu

2004 yilinda yayn hayatina bagslayan ve ilk sayisin1 2005 yilinda ¢ikaran Sosyoekonomi Dergisinin bu yil
20. yayin hayatina girmis bulunuyoruz. 20 y1l boyunca biiyiik bir 6zveriyle ¢aligan takim arkadaglarim ile birlikte
bugiinlere ulagmanin mutlulugunu yasiyoruz. Sosyoekonomi Dergisini izleyen yillarda daha Kaliteli bir igerikle
uluslararasi arenada daha taninan ve daha saygin bir dergi haline getirebilme azmi ve gayretiyle ¢alismaya devam
edecegiz.

Yirminci yilin ilk sayist olan 32(59) sayisinda sosyoekonomik temelli arastirma ve bulgulari igeren yirmi
bir ¢aligmay: sizlerle bulusturuyoruz. Dergimizin agilis ¢alismasi, kiiresel anlamda ¢evre duyarliliginin artist ile
onem kazanan yesil tiiketim anlayisini kiiltiirler ve kusaklar arasindaki iliski baglaminda incelemektedir. Ikinci
calisma kredilerle ilgilidir ve tiiketici kredisi kullanimim etkileyen davranigsal ve biligsel faktorleri arastirmaktadir.
Ugiincii makale, Tiirkiye’de son yirmi yilda yerlesik ve kaniksanan bir aligveris kiiltiirii olusturan AVM’lerin gegis
stireglerini, degisimlerini ve bu siirecte etkili olan faktorleri inceleme konusu yapmaktadir. Takip eden aragtirmada
da iklim degisikligi ile ilintili bir konu se¢ilmistir. En gelismis 20 iilkede yenilebilir enerji tiikketimi, kapitalizasyon
ve karbon emisyonu arasindaki iligki aragtirilmigtir.

Saymin takip eden ardigik ti¢ ¢aligmasi da Tirkiye ile ilgilidir. Besinci ¢alisma bogsanmay: etkileyen
faktorleri; altincist yatirim tesviklerinin bolgesel gelismislik farklarini azaltmadaki roliinii; yedincisi ise yerel
secimlerin yaklastig1 su giinlerde ii¢ biiyiiksehirde hanehalkinin su tiiketimini incelemistir. Ote yandan sekizinci ve
dokuzuncu ¢alismalar davranigsal odakl iktisadi ¢alismalardir. Bu galismalardan ilki sayinin genelinde bir tesadiif
eseri ¢okca caligilan tiiketim ve sorumluluk bilinci davranis kalibiyla iligkiliyken; diger makale olan dokuzuncu
galisma d6viz kurunun borsa yatirim fonlari tizerindeki yatinmer davraniglarini ele almaktadir.

Yine giiniimiizde yoksulluk, gelir ve orta direk kavramlarmin sikga dile getirildigi diistiniildiigiinde onuncu
caligmanin da oldukga popiiler bir konuyu ele aldigini sdylemek yanlig olmayacaktir. Bu ¢alisma, G20 iilkelerinden
ziyade diinya tizerinde agirhg: artan yiikselen yirmi ekonomiden yola ¢ikarak orta gelir tuzag: ve vergi gelirlerini
aragtiran ozellikli bir calismadir. Piyasada agirhgint artiran ekonomiler demisken, kiiresel ekonominin en biiyiik
kiiresel oyuncularindan ABD’yi de atlamamak gerekir. On birinci makale ABD’de kiiresellesmenin, ekonomik
bilytimenin ve hidroelektrik enerjinin karbon emisyonu ve ekolojik ayak izi tizerindeki etkisini arastirmaktadir.
Tam da bu noktada kiiresel ve gevresel bozulmay: etkileyebilecek bir aktor olan Avrupa Birligi on ikinci makalede
inceleme konusu yapilmistir. Avrupa Birligi Ulkeleri’nde cevre vergilerinin gevre, iktisadi biiyiime ve issizlik
tizerindeki etkisini arastiran calijmada, maalesef cevre vergisi uygulamalarinin emisyonlart azaltmadig
saptanmigtir.

On {i¢, on dort ve on besinci ¢aligmalar oldukga dikkat cekicidir. On iigiincii makale 2017-2022 yillari
arasinda finansal istikrarsizligin kamu bankalarinin istikrara etkisini; on dordiincii ¢alisma 1995-2020 yillar:
arasinda cevre vergisi ile karbon emisyonu ve ekonomik biiyiime arasindaki iliskiyi; on besinci ¢aligma ise kiiresel
Olgekte ulastirma sektdriindeki kamu 6zel ortakliklarimi ele almigtir. Dikkatle incelenmesi gereken makaleler
arasinda yer alan bir diger ¢aligma da bu sayida oldukga gokga yer bulan ¢evre ve karbon emisyonunu yapay sinir
aglari ile inceleyen on altinc1 makaledir. Cagin yeni gelisen ancak gelecek yiizyillara teknolojik olarak liderlik
edecek yapay zeka kullaniminin ¢alismaya kattig1 6zgiinliigiin yani sira diinyanin farkl bolgelerinde benimsenen
yasam tarzlarmin neden sirdiiriilebilir olmadigmi gostermesi agisindan da oldukga 6nemli bulgular ortaya
konulmustur.

Tirkiye’deki mali ve iktisadi yapmin detaylarmin 6zellikle son yirmi yilda uygulamali ¢alismalarla
desteklenmesi hem teorik galismalara hem de uygulamacilara 151k tutmaktadir. On yedinci ¢aliyma 1987-2018
doénemindeki sosyal koruma harcamalarinin gelir esitsizligine etkisini ARDL yontemi ile arastirarak literatiire katki
saglamaktadir. Bu baglamda on sekizinci ¢alisma da benzer bir igeriktedir. 1990-2021 Tiirkiye Cumhuriyeti
Cumhurbagkanligi Resmi Gazete arsivinden dlgiimlenmesi ve ekonomik biiytime tizerindeki etkilerinin BF-ARDL
modeliyle incelenmesi farkli ve detayh bir bakis acis1 ortaya koymustur. izleyen makale gerek dzel gerekse kamu
acisindan olduk¢a 6nemli ve hassas bir sektor olan sivil havacihigin Tirkiye’de gelisimini ele alarak 2012-2022
yillart arasinda mutlak piyasa yogunlagmasi ve goreli piyasa yogunlagmasini veri zarflama teknigi ile analiz
etmektedir.

Ekonometrik uygulamalarin bilimsel katk: giictintin yiiksekligi bir donem sadece teorik ve nitel olarak
caligan vergi calismalarina da sirayet etmistir. OECD iilkelerinin vergi gayretinin ele alindigi yirminci makale,
kuliip yakinsama analizi ile vergi gayreti ve kayit disi ekonomi arasinda istatistiksel olarak anlamli iligki
olmamasina ragmen, Tiirkiye’nin yer aldig: Kuliip 4 iilkeleri i¢in kayit dis1 ekonomi degiskeninin vergi gayretini
etkiledigi sonucuna ulagilmigtir. Sayinin sonuncu makalesi olan yirmibirinci ¢aligma ise yine OECD iilkelerini



degerlendirmeye alarak bu iilkelerdeki vergi idarelerinin etkinligini veri zarflama teknigi ile analiz etmis ve tilkeler
arasinda vergi idarelerinin goreli etkinlik puanlarini tahmin edip etkinlik puan seti olusturarak literatiire katki
saglamustir.

20 y1l boyunca biiyiik bir 6zveriyle Sosyoekonomi Dergisine katki sunan tiim yazarlara ve yaym kurulu
tyelerine miitesekkirim. Bu sayimizda yer alan caligmalarm bilim diinyasina katki saglayacagna olan inangla
Sosyoekonomi Dergisinin tiim takipgilerine 20 yildir siiregelen ilgilerinden dolay1 saygilarimi sunuyorum.

Prof.Dr. Ahmet Burcin YERELI
Editor
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Abstract

This study aimed to examine the effects of the antecedents of the theory of planned behaviour
and environmental concern on green purchase intention. It also examines the mediating role of attitude
and the moderating roles of generation and culture in these relationships. Using an online survey, the
study collected primary data from 446 international students at Tekirdag Namik Kemal University. As
a result of structural equation modelling, it was determined that attitude, subjective norms, perceived
behavioural control and environmental concern increased green purchase intention. In addition, it was
determined that attitude partially mediated the relationship between environmental concern and green
purchase intention and that this relationship was stronger in Western culture.

Keywords . Green Consumption, Environmental Problems, Theory of Planned
Behaviour, Mediated Moderation Model.

JEL Classification Codes: D11, Q5, C1.
Oz

Bu ¢alismada 6ncelikle planli davranig teorisinin 6nciillerinin ve gevresel kayginin yesil satin
alma niyeti tizerindeki etkilerinin incelenmesi amaglanmistir. Ayrica s6z konusu iligkilerde tutumun
aracilik roli ile kusak ve kiiltiiriin diizenleyici rolﬁnﬁn"incelenmesi de hedeflenmistir. Arastirmada
cevrimigi bir anket kullanilarak Tekirdag Namik Kemal Universitesindeki 446 uluslararasi 6grenciden
birincil veri toplanmistir. Yapisal esitlik modellemesi sonucunda; tutum, 6znel normlar, algilanan
davranigsal kontrol ve gevresel kayginin, yesil satin alma niyetini artirdig: tespit edilmistir. Bunun

yaninda, gevresel kaygi ile yesil satin alma niyeti arasindaki iligkiye tutumun kismi aracilik ettigi ve
s6z konusu iligkinin bati kiiltiirinde daha gii¢lii oldugu belirlenmistir.

Anahtar Sozciikler : Yesil Tiiketim, Cevresel Problemler, Planli Davranis Teorisi, Araci
Diizenleyici Model.
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1. Introduction

The gradual decrease of natural resources essential for life, the increase in
environmental pollution, the disappearance of biological diversity, and global warming are
among the environmental problems currently experienced worldwide. On the other hand,
with the development of environmental awareness, people now pay greater attention to
environmental issues (Bartels & Onwezen, 2014; Moslehpour et al., 2023). Their increased
understanding of environmental problems also makes them worried about future generations
and the world’s future, leading to green movements in societies (Akehurst et al., 2012; Paul
et al., 2016). Seeing the problems that threaten environmental sustainability, people have
also changed their consumption habits with greater consumer attention to environmentally
friendly products and altered purchasing behaviours. Now, people prefer products that do
not harm the environment while benefiting themselves and the future rather than providing
instant gain (Kaufmann et al., 2012; Samarasinghe et al., 2013). These developments have
resulted in a new trend of green consumption in which consumers are sensitive to the
environment, have environmental concerns, and therefore look for green products (Paul et
al., 2016).

Environmentally sensitive and recyclable products that do not harm nature or
consume natural resources are considered “green” (Canoz, 2022; Paul et al., 2016). This
concept includes the steps in almost all processes, such as raw material supply, production,
storage, packaging, transportation, and distribution. Green products have been developed to
prevent or reduce environmental impacts due to the development, production, use, and
disposal of products and services. Thus, a green product can perform the same functions as
the equivalent conventional product while less harmful to the environment throughout its
life cycle (Junior et al., 2015). Green consumers are socially responsible consumers
concerned about the public consequences of their private consumption and seek to influence
social change through their purchasing power (Joshi & Rahman, 2015; Nova-Reyes et al.,
2020). To reduce the environmental impact of their consumption patterns, green consumers
consider the environmental impacts of their consumption patterns and modify their
behaviours accordingly. Furthermore, green consumers tend to engage in green purchasing
behaviour, i.e., they purchase products that do not harm the environment and are labelled as
“green” to minimise the environmental impact of their consumption (Ritter et al., 2015).

Green purchasing behaviour refers to consuming environmentally friendly,
recyclable, environmentally sensitive products while avoiding products that harm society
(Jaiswal & Kant, 2018; Zeynalova & Namazova, 2022). Green purchasing behaviour, which
differs from purchasing behaviour, has a special place in consumer behaviour. Purchasing
behaviour only relates to the consumer’s perception of the product’s benefits and costs,
whereas green purchasing behaviour is more future-oriented and produces social benefits
rather than short-term gain or satisfaction. In green purchasing behaviour, social use is
generally weighted more than the individual benefit when determining personal benefit
preferences (Kim & Choi, 2005; Kaufmann et al., 2012).
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The growing tendency of consumers to buy green products has attracted researchers’
attention, while unsustainable environmental problems have increased the importance of
their studies (Shao & Unal, 2019). Drawing on the theory of planned behaviour (TPB),
which tries to explain the individual’s intention to perform a particular behaviour (Ajzen,
1991), many studies have examined the determinants of green purchasing behaviour,
especially in recent years (Leary et al., 2014; Karatu & Mat, 2015; Yadav & Pathak, 2016;
Hsu et al., 2017; Joshi & Rahman, 2017; Maichum et al., 2017; Hasan & Suciarto, 2020;
Bui et al., 2021; Patwary et al., 2022; Aseri & Ansari, 2023). Environmental concern is
frequently discussed as an attitude towards environmental degradation that increases green
purchasing intention (Chekima et al., 2016), while other studies show that environmental
crises increase green purchase intention (Manaktola & Jauhari, 2007; Dagher & Itani, 2012;
Joshi & Rahman, 2017).

Within this framework, a need has emerged to examine the predictors of green
purchase intention, TPB antecedents, and environmental concerns. There is also a gap in the
literature concerning whether attitude influences the relationship between environmental
concern and green purchase intentions (Mamun et al., 2018). On the other hand, green
consumption behaviours are not determined by individual, consumer-centred factors alone
because external factors also significantly determine the formation of individuals’
consumption behaviours (Stern, 2005). The moderating effects of these factors on the
relationships between attitudes and behaviours have been investigated in the green
consumption literature (Dagher et al., 2015). A critical demographic determinant of green
consumption behaviours is generation, as each has characteristics such as value judgments,
attitudes, strengths, and weaknesses. Therefore, generation-based differences in consumer
behaviour can be expected (Lower, 2008). There is also a reciprocal interaction between
generations and society in that each generation is affected by the community while changing
the community’s attitudes and behaviours to a certain extent (Aktas & Cicek, 2019). Thus,
the factors that motivate consumers to consume green are affected by the common
intellectual processes of their society (Kotler, 2011). Hence, green consumption may differ
according to a person’s culture (Sreen et al., 2018). However, there appears to be a lack of
studies examining these intergenerational and intercultural effects in predicting green
purchase intention.

In this context, this study has three purposes. It first examines the influence of
antecedents of TPB (such as attitude, subjective norms, and perception of behavioural
control) on purchasing intention in green consumption. The second aspect of the study
examines the mediating effect of attitude on the relationship between environmental respect
and the intention to make green purchases. Finally, it looks at the moderating role of
generation and culture in the abovementioned relationships.
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2. Methodology

2.1. Conceptual Framework

This research utilised Ajzen's (1991) TPB to understand consumer behaviour
regarding green products. Human behaviour can be explained using TPB in many different
fields, including environmental psychology (Stern, 2005). According to TPB, behaviour is
a direct function of behavioural intention. Generally, the stronger an individual's intention
to perform a behaviour, the likelihood they will perform it. Three factors contribute to
behavioural intention: attitudes toward the behaviour, subjective norms, and perceived
control of the behaviour (Ajzen, 1991).

Purchase intention represents consumers’ willingness or plan to purchase a particular
product in the future, while green purchase intention is the consumer’s determination to act
environmentally, which is a motivating factor for green purchasing (Akehurst et al., 2012).
Green purchase intention is related to an individual’s tendency to purchase and use products
with environmentally friendly features. Consumers are concerned not only about the quality
of the product but also about the environmental impact of their purchases (Jaiswal & Kant,
2018). Although most consumers intend to buy green products, this fact conflicts with
restrictive factors, such as price and lifestyle, during the decision-making process to
purchase green products. Consequently, their behaviour may not reflect their intentions
(Braimah et al., 2011).

An illustration of the research model can be found in Figure 1. The independent
variables of environmental concern, attitude, subjective norms, and perceived behavioural
control influence green purchase intention. Furthermore, the model examines how attitude
mediates the relationship between the independent and dependent variables, while
generation and culture are moderator variables.

Figure: 1
Proposed Research Framework
Attitude Subjective norm Pe_rceived
behavioral control
Generatirm-'-'x----------b
Culture
Environmental ‘ .| Greenpurchase
concern | intention
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2.1.1. Attitude

Attitude plays a substantial role in influencing behaviour (Chekima et al., 2016) and
is an essential variable in understanding green consumers’ behaviour (Trivedi et al., 2018).
Attitude refers to a person’s positive or negative evaluations of behaviours. Suppose the
individual has a positive attitude towards a specific behaviour. In that case, the intention to
enact the behaviour and the rate of enacting the behaviour is higher than for another person
with a negative attitude (Ajzen, 1991).

Regarding purchase intentions, attitude is one of the most important factors to
consider (Tang et al., 2014). Attitudes significantly and positively influence the intention to
purchase green products in numerous previous studies (Vazifehdoust et al., 2013; Tang et
al., 2014; Paul et al., 2016; Yadav & Pathak, 2016; Hsu et al., 2017; Maichum et al., 2017;
Trivedi et al., 2018). This suggests the following hypothesis:

Hi: Attitude towards green purchasing positively and significantly affects green
purchase intention.

2.1.2. Subjective Norms

According to Ajzen (1991), subjective norms refer to social pressure to perform a
particular behaviour. In other words, subjective norms represent the approval or disapproval
of an individual’s behaviour by others significant to the individual (Ajzen, 1991). Subjective
norms are other people’s opinions that are important to a person and affect the individual’s
decision-making processes. If a person believes that a particular behaviour will be approved
or rejected by influential people, they intend to exhibit that behaviour more or less,
respectively (Maichum et al., 2016). Regarding green consumption, if the person or group
that the individual takes as a reference believes that protecting the environment and
environmentalist practices are important, then the individual’s behaviours may reflect these
beliefs of others (Hsu et al., 2017).

Subjective norms, considered an important determinant of green consumption (Paul
et al., 2016), can affect consumers’ behaviour due to the influence of other individuals’
opinions, significantly impacting their green purchases (Maichum et al., 2016). Many studies
confirm that subjective norms increase green purchase intention (Han et al., 2010; Hu et al.,
2010; Wu & Chen, 2014; Hsu et al., 2017). This suggests the following hypothesis:

Hz: Subjective norms positively and significantly affect green purchase intention.
2.1.3. Perceived Behavioural Control

An individual's perception of their ability to perform a given behaviour is called their
perceived behavioural control (PBC). Depending on the individual's perception, PBC
indicates whether a particular behaviour is easy or difficult to perform (Ajzen, 1991).
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It is thought that a low level of PBC can inhibit behaviour, whereas a high PBC can
increase behaviour and behavioural intention. Thus, PBC positively relates to behavioural
intention (Tsai, 2010). Various studies have demonstrated the positive effect of PBC on
green purchase intention (Chan & Lau, 2002; Tsai, 2010; Karatu & Mat, 2015; Hsu et al.,
2017; Hasan & Suciarto, 2020; Bui et al., 2021). Consequently, it is predicted that:

Hs: Perceived behavioural control positively and significantly affects green purchase
intention.

2.1.4. Environmental Concern

Environmental concern is another key variable besides TPB antecedents in predicting
green product purchasing behaviour (Paul et al., 2016; Yadav & Pathak, 2016; Jaiswal &
Kant, 2018). This general attitude reflects the extent of the consumer’s concern about
environmental threats (Ishaswini & Datta, 2011).

Concerns caused by environmental problems affect environmental responsibility and
consciously or unconsciously affect consumption behaviours. Environmental concern
encourages consumers to be “greener” in their purchases and increases green purchase
intention (Leary et al., 2014; Chekima et al., 2016). Many studies indicate that
environmental concern increases green purchase intention (Kim & Choi, 2005; Manaktola
& Jauhari, 2007; Ishaswini & Datta, 2011; Dagher & Itani, 2012; Dagher et al., 2015; Joshi
et al. Rahman, 2017). In this regard, it is predicted that:

Hs: Green purchase intentions are positively and significantly influenced by
environmental concerns.

2.1.5. Attitude as Mediator

Environmental concern is accepted as an attitude towards protecting the environment
and an important factor for understanding green purchase intention. In other words,
environmental concern can determine the attitude reflecting positive or negative evaluations
regarding green consumption and the intention to purchase green products (Maichum et al.,
2016). A positive attitude towards green purchasing strongly determines green product
purchasing behaviour (Trivedi et al., 2018).

Many studies show that environmental concern directly affects attitudes towards
green purchasing (Leary et al., 2014; Tang et al., 2014; Jaiswal & Kant, 2018).
Environmental concern also significantly affects purchase intention as well as attitude
(Maichum et al., 2016). Environmental concern positively affects attitudes towards green
purchasing, increasing green purchase intention (Vazifehdoust et al., 2013). In conclusion,
attitude can mediate between environmental concerns and green purchasing intentions
(Mamun et al., 2018). Consequently, it is predicted that:
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Hs: Environmental concern and green purchase intention are mediated by the attitude
towards green purchasing.

2.1.6. Generation and Culture as Moderators

Green consumption behaviour goes beyond consumers alone in that, in addition to
individual factors, external factors also determine the formation of individuals’ consumption
behaviours (Stern, 2005). The moderating effects of these factors on the relationship
between attitudes and behaviours have been investigated in the green consumption literature
(Dagher et al., 2015). One of the important demographic characteristics affecting green
consumption behaviours is generation. Each generation has its characteristics, value
judgments, attitudes, strengths, and weaknesses, so consumer behaviour will likely differ
according to generation (Lower, 2008). There is also a reciprocal interaction between
generations and society as each generation is affected by society while also changing society
somewhat through its attitudes and behaviours (Aktas & Cicek, 2019). Thus, the factors that
motivate consumers to make green purchases are affected by their society’s shared
intellectual processes (Kotler, 2011), which implies that green consumption may vary
according to a person’s culture (Sreen et al., 2018).

Similar studies examining the relationship between environmental factors, generation
(age), and culture have produced different findings. In 2008, for example, green products
were preferred more by consumers over 55 years of age in the USA (Nastu, 2008), whereas
they were selected more by consumers aged 25-34 in Portugal in 2009 (do Pago et al., 2009).
PBC strongly affects green purchase intention in Chinese customers, whereas attitude and
subjective norms are more effective in American consumers (Chan & Lau. 2002). However,
there appears to be a need for studies in the literature examining intergenerational and
intercultural predictors of green purchase intention. This suggests the following two
hypotheses:

He: Generation moderates the relationships between environmental concern, attitude,
subjective norms, perceived behavioural control, and green purchase intention.

H: Culture moderates the relationships between environmental concern, attitude,
subjective norms, perceived behavioural control, and green purchase intention.

2.2. Procedure and Sample

The study population was 1,719 international students at Tekirdag Namik Kemal
University in Tekirdag, Turkey. Cluster sampling was used to sample the proportion of
students from each country equally, specifically by including a quarter of the students from
each country. Simple random sampling was adopted to select these students from each
country to draw the desired sample. The study sample thus consisted of 446 university
students uniformly chosen from 20 different countries. The minimum sample size for the
study was calculated as 314 with a 95% confidence interval and a 5% margin of error. Hair
et al. (2010) suggest that the minimum number of participants should not be less than ten
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times the number of items in the questionnaire. Accordingly, a minimum sample size of 240
is required in this study, which has a 24-item questionnaire. On this basis, the study’s sample
size (N=446) was sufficient for both approaches.

Primary data were collected from the participants using an online questionnaire. An
explanation of the study's purpose was provided to the participants before the questionnaire
was administered, and they were assured that their information would remain anonymous,
confidential, and secure. After reading this information, the participants gave their voluntary
participation consent. The survey was carried out in July 2022.

3. Results

3.1. Socio-demographic Profile of the Respondents

Table 1 presents the participants’ demographic statistics.

Table: 1
Sample Characteristics

Demographic variables n % Country n %
Gender Syria 58 13.0
Female 157 35.2 Azerbaijan 53 11.9

Male 289 64.8 Greece 44 9.9

Date of birth Bulgaria 37 8.3
1981-1999 131 29.4 Turkmenistan 31 7.0

After 2000 315 70.6 Ukraine 28 6.3

Marital status Afghanistan 27 6.1
Single 347 77.8 Uzbekistan 26 5.8

Married 99 222 Macedonia 26 5.8
Education Iran 23 5.2
Senior high school 309 69.3 | Albania 16 3.6
College/university 96 215 Bosnia and Herzegovina 13 29

Master’s degree or Ph.D. 41 9.2 Iragq 11 25
Perceived economic status Yemen 9 2.0
Low 141 31.6 Egypt 9 2.0
Moderate 139 31.2 | Germany 9 2.0

High 166 37.2 Jordan 8 1.8

China 7 1.6

The Netherlands 6 13

France 5 11

3.2. Measures

The questionnaire used in the research had two parts. A total of 24 items were
included in the first part of the study, which measured attitudes, subjective norms, perceived
behavioural control, environmental concern, and purchasing intentions about green
consumption. Each item was rated on a five-point Likert-type scale: “1” means strongly
disagree, and “5”” means strongly agree. The items used in this section were obtained from a
previous study (Paul et al., 2016) in which the scales were validated. Secondly, the
questionnaire asked participants about their demographic background, including their
country of origin, gender, date of birth, marital status, educational level, and income. Table
2 provides descriptive statistics for the research variables.
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Table: 2
Descriptive Statistics
Variables Number of Items Mean sd
Attitude 3 4.58 0.50
Subjective norms 4 3.86 0.85
Perceived behavioural control 7 3.39 111
Environmental concern 5 4.36 0.60
Purchase intention 5 4.39 0.55

3.3. Common Method Variance

A common method variance depends on the measurement method rather than the
constructs being measured by the scales (Podsakoff et al., 2003), which may occur in studies
where all variables are measured with a single questionnaire and a similar methodology. The
self-report method is used, and the same respondent evaluates different variables within the
same period (Malhotra et al., 2006). This is particularly the case when both dependent and
independent variables are obtained from the same respondents using perception-based
scales. This, in turn, may cause systematic measurement errors, both Type | and Type I,
which increase or decrease the strength of the observed relationships between variables more
than the actual situation (Chang et al., 2010). Since the self-report method was used in the
present study and the variables were evaluated with the same scale, at the same time, and by
the same respondent, there was a risk of common method variance. Harman's single-factor
test (Podsakoff et al., 2003) is the most common method of evaluating this item, which looks
for the single unrotated factor solution across all items in the scale. If this single factor
explains less than 50% of the variance, it is assumed that there is no common method
problem (Harman, 1960; Podsakoff et al., 2003). In the present study, the single factor
explained 37.55% of the variance, indicating no common method variance problem.

3.4. Reliability and Validity

Regarding the scale’s reliability, both internal reliability and composite reliability
were evaluated. In terms of validity, construct validity, convergent validity, and discriminant
validity were evaluated. Table 3 presents the reliability and validity findings.

Table: 3
Reliability and Validity Results
Variables Scale Items Regression Weights 1 CR AVE
atl 0.981%*
Attitude at2 0.985%* 0923 0.943 0.847
at3 0.781%*
snl 0.700%*
Subjective Norms z:g g;gg: 0808 | 0818 | 0532
sn4 0.654**
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pbcl 0.778**
pbc2 0.801**
pbc3 0.851**
Perceived Behavioural Control pbc4 0.696** 0.892 0.893 0.548
pbcs 0.657**
pbcé 0.626**
pbc7 0.744**
ecl 0.698**
ec2 0.615**
Environmental Concern ec3 0.725** 0.813 0.814 0.467
ec4 0.648**
ecs 0.725**
pil 0.940**
pi2 0.966**
Purchase Intention pi3 0.876** 0.964 0.962 0.837
pi4 0.886**
pi5 0.903**

**p<0,01; a=Cronbach’s Alpha; CR=Composite reliability; AVE=Average variance extracted.

As seen in Table 3, the internal reliability criterion was met as the o coefficients were
greater than 0.70 (Hair et al., 2010), while the composite reliability criterion was met as the
CR values were greater than 0.70 (Fornell & Larcker, 1981). Regarding construct validity,
the confirmatory factor analysis results showed that all items had a factor weight above 0.60.
In addition, all goodness of fit values (CMIN/df=2,188; GFI=0,910; CFI1=0,965; NFI=0,938;
RMR=0,052 and RMSEA=0,052) of the measurement model fell within acceptable ranges
(Cangur & Ercan, 2015). In other words, the data fits well with the model. Regarding
convergent validity, the AVE values were examined. Fornell and Larcker (1981) recommend
that these values be higher than 0.50. In addition, if the AVE value is less than 0.50, the
convergent validity of the scale can be accepted, provided that the CR is higher than 0.6
since the AVE is a conservative measure (Fornell & Larcker, 1981; Malhotra et al., 2010).
Table 3 shows that only environmental concern was slightly below 0.50, although its CR
value was considerably above 0.60. Thus, the necessary criteria for convergent validity
(Fornell & Larcker, 1981; Malhotra et al., 2010) were met. For discriminant validity, the
square roots of the AVE values, which are diagonally presented in Table 4, were examined.
Their values should be greater than the correlations between factors (Malhotra et al., 2010;
Hair et al., 2010). As the results in Table 4 show, these meet the discriminant validity
criterion.

Table: 4
Correlations and Discriminant Validity
Variables AT SN PBC EC Pl

Attitude (AT) 0.920°
Subjective norms (SN) 0.323 0.7292
Perceived behavioural control (PBC) 0.324 0.249 0.740%
Environmental concern (EC) 0.550 0.208 0.257 0.683*
Purchase intention (PI) 0.555 0.321 0.436 0.622 0.915%

a Square root of AVE.

3.5. Path Analysis

Structural equation modelling (SEM) was conducted using AMOS to test the
hypotheses. According to the model in Figure 2, environmental concern, social norms, and
perception of behavioural control are independent variables, attitude is the mediating
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variable, and purchase intention is the dependent variable. As seen in Figure 2, all the
model’s goodness of fit values (CMIN/df=2.252; GFI1=0.906; CFI1=0.963; RMR=0.058 and
RMSEA=0.053) are in the acceptable range (Cangur & Ercan, 2015).

Figure: 2
Structural Model
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CMIN/df=2.252; GFI=.906; CFI=.963; RMR=.058; RMSEA=.053

Tests of the hypothesis were conducted based on the standard regression estimates,
critical ratios, and significance levels shown in Table 5. The first four hypotheses were all
supported. A regression estimate of 0.182 and a critical ratio of 3.830 on the path from
attitude to purchase intention are supported by a significance level 0.01 for Hi. The path
from subjective norms to purchase intent has a regression estimate of 0.116 and a critical
ratio of 2.846 at a significance level of 0.01, thus supporting H. The path from perceived
behavioural control to purchase intention has a regression estimate of 0.226 and a critical
ratio of 5.608 at a significance level of 0.01, thus supporting Hs. Finally, the path from
environmental concern to purchase intention has a regression estimate of 0.485 and a critical
ratio of 7.963 at a significance level of 0.01, thus supporting Hs. The R? value in Table 5
shows that these variables explain 58.8% of purchase intention, while the remaining 41.2%
is determined by other variables not included in the model.
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Table: 5
SEM Results
Paths Std. estimates Critical ratio R?
Purchase intention « Attitude 0.182 3.830**
Purchase intention < Subjective norms 0.116 2.846** 0.588
Purchase intention «— Perceived behavioural control 0.226 5.608** :
Purchase intention «— Environmental concern 0.485 7.963**

**p<0.01.

Furthermore, the role of attitude in the mediating effect of environmental concern on
purchase intention was examined in Hs. The mediation results in Table 6 show that both the
direct impact of environmental concern on purchase intention (p<0.01) and its indirect effect
via attitude (p<0.01) are significant. In cases where both effects are significant, a ratio of
indirect effect to direct impact of more than 0.50 indicates complete mediation, while less
indicates partial mediation (Hair et al., 2010; Kline, 2011). As the ratio was below 0.50
(0.114/0.485=0.23), it was determined that the attitude partially mediates the effect of
environmental concern on purchase intention; thus, Hs was supported.

Table: 6
Mediation Results

[ Path [ Direct effect I
[ EC > AT 5P \ 0.485** |
** p<0.01; EC=Environmental concern; AT=Attitude; PI=Purchase intention.

Total effect |
0.600**

Indirect effect [
0.114** |

A multigroup analysis was conducted to examine the moderation effect of generation
by estimating the standardised coefficients of the paths in the model separately for each
generation. Critical ratios in the form of Z-scores were calculated to identify any significant
differences between the causal parameters. A significant difference in the standardised
regression weights between the two groups indicates moderation (Hair et al., 2012). As
Table 7 shows, however, the Z-scores in the present study were insignificant, implying no
significant difference between the groups in any path; in other words, generation does not
have a moderating effect, so Hes was rejected.

Table: 7
Moderation Results for Generation
Paths Generation Y Generation Z Z-scores
Pl < AT 0.211** 208** 0.383
Pl < SN 0.109** 106** 0.330
Pl < PBC 0.186** 251** 0.476
Pl < EC 0.430** 430** 0.495
** p<0.05.

An identical multigroup analysis was carried out to examine the moderating effect of
culture. The results in Table 8 show a significant difference between the groups only for the
impact of environmental concern on purchase intention. Specifically, environmental concern
has a stronger effect on purchase intention among participants from Western countries than
those from Eastern countries. This result supports Hy.
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Table: 8
Moderation Results for Culture

Paths Eastern Western Z-scores
Pl <« AT 0.245** 0.107** 0.583
Pl < SN 0.159** 0.010** 1.498
Pl « PBC 0.282** 0.131** 1.189
Pl < EC 0.273** 0.672** 6.812**

** p<0.05.
4. Discussion

There were three main objectives for this study. To begin with, it investigated the
effects of antecedents of TPB on purchasing intention in the context of green consumption
(namely attitude, subjective norms, and perceived behavioural control). The study's second
aim was to examine the mediating role of attitude in the relationship between environmental
concern and green purchase intention. As a final step, it examined the moderating effect of
generation and culture on these relationships.

The predicted results regarding the effects of TPB antecedents on green purchase
intention were obtained. First, the attitude had a significant positive impact on green
purchase intention (H1), which shows that if consumers believe green products will cause
less harm to the environment, their intention to buy green products increases. In other words,
consumers with pro-environmental attitudes plan to buy green products in the future.
Numerous previous studies support this finding (Han et al., 2010; Teng et al., 2015;
Vazifehdoust et al., 2013; Paul et al., 2016; Yadav & Pathak, 2016; Hsu et al., 2017;
Maichum et al., 2017; Trivedi et al., 2018). Second, subjective norms had a significant
positive effect on green purchase intention (H2), which shows that if the people or groups
taken as reference by the individual perceive that green purchasing is necessary, the
individual’s green purchase intention will increase. This result is also supported by many
previous studies (Han et al., 2010; Hu et al., 2010; Wu & Chen, 2014; Maichum et al., 2016;
Hsu et al., 2017). Third, perceived behavioural control had a significant positive effect on
green purchase intention (H3), which shows that as consumers’ beliefs about their green
product purchasing abilities increase, their green purchase intention also increases. This
result is also supported by many studies in the literature (Chan & Lau, 2002; Karatu & Mat,
2015; Hsu et al., 2017; Hasan & Suciarto, 2020; Bui et al., 2021).

Regarding the effect size of the three TPB antecedents on green purchase intention,
perceived behavioural control affected green purchase intention the most, whereas
subjective norms affected it the least, while attitude was in the middle. In the literature, the
findings vary. Some studies conclude that the essential TPB antecedent in green purchase
intention is attitude (Han et al., 2010), while others suggest subjective norms (Teng et al.,
2015) or perceived behavioural control (Tsai, 2010). The findings in the present study
indicate that belief in green purchase ability is the most important factor in green purchase
intention. This highlights the importance of restrictive factors, such as price and lifestyle
(Braimah et al., 2011), in purchasing green products.
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This study also determined that environmental concern and TPB antecedents increase
green purchase intention (H4). Consumers’ concerns about environmental threats encourage
them to be “greener” in purchasing. Many studies support this finding (Kim & Choi, 2005;
Manaktola & Jauhari, 2007; Ishaswini & Datta, 2011; Dagher & Itani, 2012; Dagher et al.,
2015; Junior et al., 2015; Joshi & Rahman, 2017). In addition, environmental concern had a
stronger effect on green purchase intention than the TPB antecedents. That is, it was the
most important variable in the research model. Yadav and Pathak (2016) also reported that
environmental concern has the most critical effect on green purchase intention among other
predictors, namely attitude, subjective norms, behavioural control, environmental respect,
and environmental knowledge.

Regarding mediation effects, it was determined that attitude partially mediated the
relationship between environmental concern and green purchase intention (H5). In other
words, environmental concerns strengthen consumers’ attitudes that green products will
cause less harm to the environment, and this attitude increases consumers’ green purchase
intention. This finding confirms the attitude-mediated concern-intention relationship
reported by previous researchers (Vazifehdoust et al., 2013; Maichum et al., 2016; Mamun
etal., 2018).

Regarding moderating effects, there was no significant difference between the Y and
Z generations regarding the impact of environmental concern and TPB antecedents on green
purchase intention (H6). On the other hand, western culture increased the effect of
environmental concern on green purchase intention (H7). In other words, the impact of
environmental concern on green purchase intention is significantly higher in European
consumers than in Asian consumers. Thus, while the results did not support the predictions
about the moderating effects of generation (Lower, 2008; Dagher et al., 2015), they partially
supported predictions about culture (Kotler, 2011; Sreen et al., 2018). These mediating and
moderating findings can contribute to the literature, which has limited studies.

5. Conclusion

Environmental problems in recent years have increased individuals’ concerns and led
to a green consumption trend. In addition to environmental concerns, TPB has been
frequently used in predicting consumers’ green purchasing behaviour. The study results
showed that attitude, subjective norms, perceived behavioural control, and environmental
concern increase green purchase intention. Environmental concern is the most decisive
factor affecting green purchase intention, while attitude mediates this relationship. The
strongest TPB antecedent affecting green purchase intention was perceived behavioural
control. The results highlight the importance of developing environmental awareness and
price regulation for producing and consuming green products to leave a more liveable world
in the future.
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5.1. Practical Implications

Environmental concern emerged in this study as the most important variable for
increasing green purchase intention. Therefore, it is recommended that governments and
businesses organise environmental activities and education, especially in schools and
workplaces, to create environmental awareness. Increasing environmental awareness in
these ways could make environmental concerns and shape people’s perceptions of green
consumption.

Among the TPB antecedents, perceived behavioural control was the strongest
predictor of green purchase intention. However, relatively high prices of green products may
weaken consumers' belief in their ability to engage in green purchasing behaviour.
Governments could repair this intention-behaviour bridge by reducing costs through
practices like financial incentives and tax reductions for green producers and consumers.

Consumers with environmental concerns are more inclined towards green
consumption. Therefore, in addition to protecting the environment, businesses must develop
strategies (such as green marketing mix strategies) to address consumers’ environmental
concerns. Businesses that adopt green production processes can earn opportunities to enter
new markets, ensure the sustainability of profits, and gain a competitive advantage over
businesses that do not have environmental concerns.

5.2. Limitations and Further Research

This study was limited to examining the determinants of green purchase intention.
Therefore, the effect of green purchase intention on green purchasing behaviour was not
investigated. However, green purchasing intention may not always translate into green
purchasing behaviour, mainly due to price. Thus, future studies could usefully examine the
intention-behaviour relationship in the context of green consumption.

Other limitations include the study’s cross-sectional and self-report-based collection
of data and the study sample formed by university students. Conducting a similar but
longitudinal study with different samples and using more objective measurements is
recommended. In addition, the moderator variable culture was classified as Asian and
European countries for this study. However, future studies could rank countries differently
in terms of culture.

The findings showed that environmental concern has the most significant effect on
green purchase intention. Further research can focus on how this environmental concern is
shaped, for example, by examining the effects of reference groups (family, friends, relatives,
etc.) and other non-personal factors (media channels, etc.).
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1. | like the idea of purchasing green.
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Demographic Information Form
Please indicate your country of citizenship
Gender o Female o Male
o Before 1943 0 1981-1999
Date of birth 0 1944-1964 o After 2000
0 1965-1980
Marital status o Single o Married
o Senior high school
Education o College/university
0 Master’s degree or Ph.D.
What level do you think your monthly income is? o Low o Moderate o High
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2. Purchasing green is a good idea.
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3 | have a favourable attitude toward purchasing a green version of a product.

Most people who are important to me think I should purchase green products when purchasing.
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1
2. Most people who are important to me would want me to purchase green products when purchasing.
3 People whose opinions | value would prefer that | purchase green products.

.My friend’s positive opinion influences me to purchase green products.

| believe | have the ability to purchase green products
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| am confident | would purchase green products if it were entirely up to me.

| see myself as capable of purchasing green products in future.

Green products are generally available in the shops where | usually do my shopping.

1.
2.
3.
4. | have the resources, time and willingness to purchase green products.
5.
6.

There are likely to be plenty of opportunities for me to purchase green products.

7 | feel that purchasing green products is not totally within my control.

| am very concerned about the environment
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| would be willing to reduce my consumption to help protect the environment.

1
2.
3. Major political change is necessary to protect the natural environment.
4. Major social changes are necessary to protect the natural environment.

5. Anti-pollution laws should be enforced more strongly.

| will consider buying products because they are less polluting in the coming times.
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1 will consider switching to environmentally friendly brands for ecological reasons.

| expect to purchase the product in the future because of its positive environmental contribution.

1.
2.
3. I plan to spend more on environmentally friendly products than conventional ones.
4.
5.

| definitely want to purchase green products in the near future.
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Abstract

This study investigated the behavioural and cognitive predictors of consumer credit usage to
develop a behavioural credit risk assessment procedure for a factoring company. Participants
completed surveys measuring personality traits, self-esteem, material and monetary values,
compulsive and impulsive buying tendencies, self-control, and impulsiveness. Financial surveys also
assessed financial literacy and knowledge of financial concepts. The results indicated that extraversion,
conscientiousness, emotional stability, and experiential self-control were significant predictors of
consumer credit usage. These findings suggest that a finance company can use these personality traits
and financial characteristics to develop a more accurate and effective credit risk assessment procedure,
such as psychometric tests.

Keywords : Consumer Credit, Behavioural Economics, Financial Literacy,
Consumer Behaviour, Factoring.

JEL Classification Codes: D12, D91, G41.
Oz
Bu ¢aligma, tiiketici kredisi kullanimini etkileyen davranigsal ve biligsel faktorleri arastiran ilk
calismalardan biridir. Aragtirmanin sonuglari, bir faktoring sirketi i¢in daha dogru ve etkili bir kredi
risk degerlendirme prosediirii gelistirmek igin kullanilabilecek 6nemli bilgiler saglamaktadir. Bu tiir
bir prosediir, finansal kurumlarin risklerini azaltmasina ve tiiketicilerin finansal refahini artirmasina
yardimci olabilir. Caligmanin sonuglari ayrica, tiiketici kredisi kullanimini etkileyen faktorler hakkinda

daha fazla anlay1s saglamaktadir. Bu bilgiler, tiiketicilerin daha sorumlu kredi kullanimi yapmalarina
yardimer olacak miidahalelerin gelistirilmesinde kullanilabilir. Sonug olarak, bu c¢alisma, tiiketici
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kredisi kullanim1 konusunda 6nemli bir katki saglamaktadir. Aragtirmanin sonuglart hem finans
kurumlar1 hem de tiiketiciler i¢in faydali olabilir.

Anahtar Sozciikler : Tiketici Kredisi, Finansal Okuryazarlik, Tiiketici Davranist,
Faktoring.

1. Introduction

Consumer credit usage is a ubiquitous phenomenon in modern societies. It enables
individuals to access goods and services immediately without paying the total price upfront.
While consumer credit can be helpful in financing purchases, it can also lead to financial
hardship if not used responsibly. For example, over 40% of adults in the United States have
outstanding consumer debt, totalling over $16 trillion. Therefore, understanding the factors
influencing consumer credit usage is essential for developing effective interventions to
promote financial well-being. A growing body of research suggests that behavioural and
cognitive patterns play a significant role in consumer credit usage. For example, individuals
who are more impulsive or materialistic are more likely to use consumer credit, even after
controlling for other factors such as income and education. This study aims to contribute to
the literature on consumer credit usage by investigating the relationship between consumer
credit usage and a range of behavioural and cognitive features, including compulsive and
impulsive buying, personality traits, self-esteem, materialism, self-control, impulsivity,
money attitudes, and financial literacy.

2. Behavioural and Cognitive Predictors of Consumer Credit Usage

The implications of behavioural and cognitive patterns on the financial decision-
making processes have drawn significant attention due to their capability to predict future
financial behaviours. Research by Kahneman and Tversky (1979) had important
implications on economic models based on human rationality and an immediate need for
theoretical backgrounds explaining how humans make financial decisions afterwards. Since
then, behavioural and cognitive sciences have started to fill this gap and provide insights
into consumer behaviours. Specifically, we wanted to contribute to the literature from the
point of consumer credit usage: Which behavioural and cognitive features contribute to the
use of consumer credits?

Consumer credit enables individuals to take on debt with delayed repayment; thus,
individuals do not have to pay in cash for goods during purchasing transactions immediately
(Braswell & Chernow, n.d.). Brown and Taylor (2014) have researched to investigate the
relationship between personality traits and specific aspects of economic decision-making
processes using data from the British Household Panel Survey focusing on single individuals
and couples separately. Among all participants, the conscientiousness trait had a negative
relationship with the amount of unsecured debt, whereas the other personality traits had a
positive relationship. The extraversion trait had the highest positive relationship with the
amount of unsecured debt among single individuals, whereas the agreeableness trait
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exhibited the same pattern among couples, in contrast with other personality traits included
in the Big Five personality taxonomy. On the other hand, individuals differed in terms of
what kind of debt to hold based on their personality. Among all participants, openness to
new experiences had the highest positive relationship with having credit card debt, while
conscientiousness trait had a negative relationship with having credit card debt and
overdrafts, as in line with previous findings. Neuroticism and extraversion were positively
related to debts such as overdrafts among single individuals, which were considered a
comparatively simple way to get credit. Additionally, neuroticism was the only personality
trait positively related to having hire purchase agreements among couples.

According to Rosenberg (1965), self-esteem is how individuals evaluate themselves
in certain aspects, whether they have a positive or negative opinion about the self and the
amount of worthiness the individual attributes to it. Individuals differ in spending habits
depending upon their level of self-esteem; Individuals with comparably lower self-esteem
were prone to have credit card debt originating from too much and unaccountable usage of
credit cards (Omar et al., 2014). Individuals may associate self-worth and wealth; thus,
attempts to increase self-worth may result in spending patterns characterised by buying
luxury goods (Pettit & Sivanathan, 2011), which might be a plausible explanation for the
tendency of low self-esteem individuals to overuse their credit cards.

3. Impulsivity, Materialism, and Self-Control as Predictors of Consumer
Credit Usage

Impulsivity is a personality trait characterised by a tendency to act quickly without
considering the consequences (Moeller et al., 2001). It has been linked to several adverse
outcomes, including risky financial behaviours such as excessive gambling and credit use.
Research has shown that impulsive individuals are more likely to use consumer credit than
mortgage credit (Ottaviani & Vandone, 2011) and are more likely to be in debt, even after
controlling for socioeconomic factors (Ottaviani & Vandone, 2017). This is likely because
impulsive individuals tend to discount future rewards and focus on immediate gratification
(Wittmann & Paulus, 2008). As a result, they may be more likely to use credit to purchase
goods and services without fully considering the long-term financial implications.

Materialism is another personality trait that has been linked to consumer credit usage.
Materialistic individuals value material possessions highly and believe acquiring material
goods will lead to happiness and success (Richins & Dawson, 1992). Materialistic
individuals are more likely to have multiple credit cards and to use them to purchase luxury
goods (Watson, 2003). This is likely because materialistic individuals are more likely to be
influenced by social media and other forms of advertising that promote materialism.
Additionally, materialistic individuals may be more likely to use credit to purchase goods
and services they cannot afford to maintain a certain social status.

Self-control is the ability to resist temptation and delay gratification. It is a critical
factor in financial well-being. Individuals with low self-control are more likely to use high-
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cost credit and experience financial shocks (Gathergood, 2012). They are also more likely
to have a lower household net worth (Biljanovska & Palligkinis, 2018). Individuals with
high self-control, on the other hand, tend to have better financial management behaviours
and less financial anxiety (Strombéck et al., 2017). This is likely because individuals with
high self-control are better able to resist the temptation to spend money impulsively and are
more likely to make sound financial decisions.

4. Money Attitudes, Compulsive Buying, and Financial Literacy as Predictors
of Consumer Credit Usage

The Money Attitudes Scale (MAS), developed by Yamauchi and Templer (1982), is
widely used to measure individuals® attitudes towards money. The MAS has four
dimensions:

o Power-prestige: The belief that money is a sign of achievement and success and a
tool to impress others.

o Time-retention: The belief that saving money for the future is important.

e Security: The belief that money is important for financial security and peace of
mind.

e Freedom: The belief that money provides financial freedom and independence.

Research has shown that money attitudes can significantly predict consumer credit
usage. For example, individuals high on the power-prestige dimension are more likely to
misuse their credit cards, engage in compulsive buying practices, and use revolving credits
(Palan et al., 2011; Wang et al., 2011). This is likely because individuals with high power-
prestige attitudes are more motivated to acquire material possessions and impress others,
even if it means incurring debt. On the contrary, individuals high on the time-retention
dimension are less likely to use revolving credits (Wang et al., 2011). This is likely because
individuals with high time-retention attitudes focus more on saving money for the future and
are less likely to be impulsive spenders.

Compulsive buying is a behavioural disorder characterised by excessive and
uncontrollable spending. Compulsive buyers often experience negative emotional
consequences due to their spending, such as guilt, shame, and financial hardship. Research
has shown that compulsive buying is associated with several factors, including impulsivity,
low self-control, and financial literacy. For example, Achtziger et al. (2015) found that
compulsive buyers with low self-control tend to have more debt than compulsive buyers
with high self-control. However, this relationship was not observed among individuals who
were not compulsive buyers.

Impulsive buying is a related construct that refers to the tendency to make
spontaneous and unplanned purchases. Impulsive buying has also been linked to consumer
credit usage. For example, Wang and Xiao (2009) found that impulsive buying scores were
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significantly higher among debtors than among non-debtors. However, in a further analysis,
this relationship did not reach significance.

Financial literacy is the knowledge and skills necessary to make sound financial
decisions. Research has shown that financial literacy has important implications for
consumer credit usage. For example, Disney and Gathergood (2011) found that low financial
literacy is associated with lower household net worth, higher consumer credit usage
compared to revenue, and use of higher-cost credits.

Building on the existing literature on behavioural and financial characteristics about
specific financial outcomes, this study aimed to investigate whether compulsive and
impulsive buying, personality traits, self-esteem, material values, self-control,
impulsiveness, and money attitudes could predict participants’ self-reported consumer credit
usage, beyond the known relationship between financial literacy and consumer credit usage.

Hi: Compulsive and impulsive buying is positively associated with consumer credit
usage.

Hz: Personality traits, such as extraversion, agreeableness, neuroticism, and openness
to experience, are positively associated with consumer credit usage, while conscientiousness
is negatively associated with consumer credit usage.

Hs: Self-esteem is positively associated with consumer credit usage.
Ha4: Materialism is positively associated with consumer credit usage.
Hs: All aspects of self-control are negatively associated with consumer credit usage.
Hs: Impulsivity is positively associated with consumer credit usage.

H-: Power-prestige attitudes are positively associated with consumer credit usage,
while time-retention attitudes are negatively associated with consumer credit usage.

Hg: Financial literacy is negatively associated with consumer credit usage.

5. Methodology
5.1. Participants

This study recruited participants who were 18 years of age or older, as this is the
minimum age for consumer credit usage in Turkey. A total of 424 participants began the
surveys, but 184 did not complete the psychological surveys, and two were under 18 years
of age, so they were excluded from the dataset. This resulted in a final sample size of 238
participants (108 females, 113 males, two individuals who did not specify, and the rest
missing data). The mean age of participants was 37.04 years (SD = 11.13, range = 19-59
years). 30% of participants were 40 years of age or older. There were 125 (52.5%) married
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and 98 (41.2%) single participants in the dataset. Of the participants, two had no educational
background (0.8%), 26 had a high school degree (10.9%), 157 had a college degree (66.0%),
36 had a master’s degree (15.1%), and two had a PhD degree (0.8%). The average number
of working years was 14.67 (SD = 10.73), ranging from 0-44 years. At the time of the
experiment, 124 (52.1%) participants were actively paying off their credits, while 98
(41.2%) were not. Seventy (29.4%) participants reported having a focused credit repayment
style (paying off only one credit per month), while 52 (21.8%) participants reported having
a dispersed manner.

5.2. Materials
5.2.1. Big Five Personality Traits

The Big Five Personality Traits (BFP) is a widely used personality inventory that
measures five core traits: openness to experience, conscientiousness, extraversion,
agreeableness, and neuroticism. The BFP was developed by Goldberg (1992) and consists
of 50 items, ten items per subscale. Items are scored on a 5-point Likert scale (1 = Very
inaccurate, 5 = Very accurate). The Turkish version of the BFP was translated and validated
by Tatar (2017). The Cronbach’s alpha values for all subscales except openness to
experience were adequate (o > 0.70).

5.2.2. Buying Impulsiveness Scale

The Buying Impulsiveness Scale (BIS) is a unidimensional scale that measures the
tendency to make impulsive purchases. The BIS was developed by Rook and Fisher (1995)
and consists of 9 items. Items are scored on a 5-point Likert scale (1 = Strongly disagree, 5
= Strongly agree). Okutan et al. (2013) translated and validated the Turkish version of the
BIS. The Cronbach’s alpha value for the Turkish BIS was adequate (o = 0.86).

5.2.3. Compulsive Buying Scale

The Compulsive Buying Scale (CBS) is a unidimensional scale that measures the
tendency to engage in compulsive buying behaviour. The CBS was developed by Faber and
O’Guinn (1992) and consists of 7 items. Items are scored on a 5-point Likert scale (1 =
Never, 5 = Very often). Okutan et al. (2013) translated and validated the Turkish version of
the CBS. The Cronbach’s alpha value for the Turkish CBS was adequate (o = 0.83).

5.2.4. Self-Control Schedule

The Self-Control Schedule (SCS) is a 36-item scale that measures three aspects of
self-control: redressive self-control, reformative self-control, and experiential self-control.
The SCS was developed by Rosenbaum (1980). Items are scored on a 6-point Likert scale (-
3 = Very uncharacteristic of me, extremely nondescriptive, +3 = Very characteristic of me,
extremely descriptive). The Turkish version of the SCS was translated and validated by
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Duyan et al. (2012). The Cronbach’s alpha values for all three subscales were adequate (o>
0.70).

5.2.5. Barratt Impulsiveness Scale (BIS-11)

Patton et al. (1995) developed the Barratt Impulsiveness Scale-11 (BIS-11), a 30-
item scale that measures impulsiveness on six dimensions: attention, motor, self-control,
cognitive complexity, perseverance, and cognitive instability. Items are scored on a 4-point
Likert scale (1 = Rarely/Never, 4 = Almost Always/Always). Giileg et al. (2008) translated
the BIS-11 into Turkish, and the overall Cronbach’s alpha value was adequate (o > 0.70).
However, Cronbach’s alpha values for all subscales except the first second-order factor were
inadequate.

5.2.6. Money Attitude Scale (MAS)

Yamauchi and Templer (1982) developed the MAS, a 29-item scale that measures
individuals® attitudes towards money. The MAS has four dimensions: power prestige,
distrust, anxiety, and time-retention. Items are scored on a 5-point Likert scale (1 = Strongly
disagree, 5 = Strongly agree). Siier et al. (2017) translated the MAS into Turkish.

5.2.7. Rosenberg Self-Esteem Scale (RSE)

Rosenberg (1965) developed the RSE, a 10-item scale that measures global self-
esteem. Items are scored on a 4-point Likert scale (1 = Strongly disagree, 4 = Strongly agree).
Cuhadaroglu (1986, as cited in Ozgiingér & Paksu, 2017) adapted the RSE into Turkish.

5.2.8. Material Values Scale (MVS)

Richins and Dawson (1992) developed the MVS, an 18-item scale that measures
materialism. The MVS has three dimensions: success, centrality, and happiness. Items are
scored on a 5-point Likert scale (1 = Strongly disagree, 5 = Strongly agree). Unal et al.
(2013) translated the MVS into Turkish and found that the scale had two factors. The overall
Cronbach’s alpha value for the Turkish MVS was adequate (a. > 0.70).

6. Procedure

Data was collected using Qualtrics XM (https://www.qualtrics.com/), a popular
online survey platform. Snowball sampling techniques were used to reach a wider pool of
participants. Additionally, Tam Factoring employees were informed of the study through
text messages to increase participation.

Participants first read the informed consent form, and those who agreed to participate
proceeded to answer a series of questions. 11 surveys, including 218 questions with
demographic variables, were presented to the participants. Forced answer options were used
for all questions, meaning that participants had to answer each question before proceeding
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to the next. This was done to ensure a complete data set, as participants in online experiments
may arbitrarily choose not to answer questions, affecting the data quality.

Statistical analyses were conducted using IBM SPSS (Statistical Package for the
Social Sciences) version 24.

Participants completed the following scales:

Big Five Personality Traits (BFP; Goldberg, 1992)

Material Values Scale (MVS; Richins & Dawson, 1992)

Impulsive Buying Scale (IBS; Rook & Fisher, 1995)

Compulsive Buying Scale (CBS; Faber & O’Guinn, 1992)

Rosenberg Self-Esteem Scale (RSE; Rosenberg, 1965)

Self-Control Schedule (SCS; Rosenbaum, 1980)

Barratt Impulsiveness Scale-11 (BIS-11; Patton et al., 1995)

Money Attitudes Scale (MAS; Yamauchi & Templer, 1982)

¢ Financial Literacy Scale (FLS; Van Rooij et al., 2012)

o Certain items from the Financial Literacy Diagnostic Survey conducted in Russia
(World Bank, 2013)

e A series of questions was developed by Giiler and Tunahan (2017) to assess some

of the participants' financial characteristics.

Participants were also asked to indicate whether they had a focused or dispersed
payment style for credit-related payments. Additionally, demographic information such as
age, marital status, sex, educational background, and number of active working years was
collected. The dependent variable, "Have you ever used a consumer loan?” was answered
with a yes or no response.

7. Results

7.1. Internal Consistency Analyses

Cronbach’s alpha was used to assess the internal consistency of the scales. The Big
Five Personality Traits scale showed good overall internal consistency, except for the
Openness to New Experiences subscale (o = .865 for Extraversion, o = .876 for Emotional
Stability, a = .851 for Conscientiousness, o = .724 for Agreeableness, and o = .633 for
Openness to New Experiences). In the Turkish adaptation of the Material Values Scale, two
factors were extracted differently than in the original version, and one of the factors did not
reach adequate levels; therefore, scores were calculated overall. The Material Values Scale,
Impulsive Buying Scale, Compulsive Buying Scale, and Rosenberg Self-Esteem Scale all
showed high internal consistencies (o = .869, o = .851, a = .846, and o = .882, respectively).
The Self-Control Schedule includes Redressive Self-Control, Reformative Self-Control, and
Experiential Self-Control, and all the subscales showed adequate internal consistency levels
(o =.809, o = .839, a = .755, respectively). In the Turkish adaptation study of the Barratt
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Impulsiveness Scale-11, Cronbach’s alpha values of the subscales did not reach adequate

levels, but the overall internal consistency was high (o = .838). Finally, the Money Attitudes

Scale showed adequate levels of internal consistency (o = .881 for Power-Prestige, o = .919
for Time-Retention, a = .703 for Anxiety, and o = .782 for Distrust). The mean values and
standard deviations for the psychological scales are presented in Table 1.

Table: 1

Means and Standard Deviations for Psychological Scales

Mean Standard Deviation
Impulsive Buying 3.75 .73
Compulsive Buying 4.43 .60
Self-Esteem 1.65 .52
Power-Prestige? 4.16 72
Time-Retention? 2.14 .83
Distrust® 3.45 .73
Anxiety? 3.55 .73
Impulsivity® 3.15 .33
Extraversion® 2.43 .72
Agreeableness® 1.87 47
Conscientiousness® 1.77 .62
Emotional Stability® 2.65 .80
Openness to New Experiences® 2.05 43
Material Values® 321 61
Experiential Self-Control® 3.08 .82
Reformative Self-Control® 2.27 .65
Redressive Self-Control® 2.63 .75

aPower-Prestige, Time-Retention, Distrust, and Anxiety subscales belong to the Money Attitude Scale.

b Overall mean score was calculated for the Barratt Impulsiveness Scale (BIS-11) since most of the internal consistency of most of the subscales did not

reach adequate levels.

¢ Extraversion, Agreeableness, Conscientiousness, Emotional Stability, and Openness to New Experiences subscales belong to the Big 5 Personality

Traits.

9 Overall mean score was calculated for the Material Values Scale since the internal consistency of the original subscales did not reach adequate

levels.

¢ Experiential Self-Control, Reformative Self-Control, and Redressive Self-Control subscales belong to the Self-Control Schedule.

Table: 2

AVE, Square Root of AVE, and Composite Reliability Scores for Psychological Scales

AVE Square Root of AVE Composite Reliability
Impulsive Buying .52 72 .99
Compulsive Buying .53 .73 .98
Self-Esteem .52 .72 .99
Power-Prestige? .53 .73 .98
Time-Retention? .68 .83 .99
Distrust? .45 .67 .97
Anxiety? 43 .65 .94
Impulsivity® .23 .48 .99
Extraversion® .45 .67 .99
Agreeableness® .33 .58 .97
Conscientiousness® 21 .46 .96
Emotional Stability® .51 71 .99
Openness to New Experiences® .26 51 97
Material Values? .32 .57 .99
Experiential Self-Control® 31 .56 .98
Reformative Self-Control® .34 .58 .99
Redressive Self-Control® .37 .60 .98

2Power-Prestige, Time-Retention, Distrust, and Anxiety subscales belong to the Money Attitude Scale.

b Overall mean score was calculated for the Barratt Impulsiveness Scale (BIS-11) since most of the internal consistency of most of the subscales did not

reach adequate levels.

¢ Extraversion, Agreeableness, Conscientiousness, Emotional Stability, and Openness to New Experiences subscales belong to the Big 5 Personality

Traits.

4 Overall mean score was calculated for the Material Values Scale since the internal consistency of the original subscales did not reach adequate

levels.

¢ Experiential Self-Control, Reformative Self-Control, and Redressive Self-Control subscales belong to the Self-Control Schedule.
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7.2. Financial Characteristics

Given the experiment's aim, it was crucial to understand the general financial
tendencies of the participants to have a better insight into how far the findings can be
generalised. We asked the participants seven questions regarding financial literacy, as
presented in Table 3. People with low financial literacy, classified as having answered three
questions or less correctly, occupied 33.2% of the sample, whereas 66.8% had high financial
literacy. Most people could correctly answer five questions, whereas only six participants
could not correctly answer any of those questions about financial literacy.

Table: 3
Frequency and Percentage Distribution of Financial Literacy Questions
Total True Answers Frequency Percentage
0 6 2.5%
1 13 5.5%
2 22 9.2%
3 38 16.0%
4 44 18.5%
5 51 21.4%
6 43 18.1%
7 21 8.8%
Total 238 100%

Note: The table style was obtained from Giiler and Tunahan (2017).

The content of the questions is presented in Table 4. There were a variety of questions
which measured different aspects of financial literacy. For each content, there was only one
question. Although participants thought that they knew the answer to the mathematical
ability question, it was apparent that they mostly struggled with it. On the other hand, the
most correctly answered question was about the time value of money, correctly answered by
more than 2/3 of all samples.

Table 4
Content and Correctness Distributions of the Financial Literacy Questions
. True False I don’t know
Content of the Question Frequency Percentage Frequency Percentage Frequency Percentage
Mathematical Ability 106 44.5% 117 49.1% 15 6.3%
Interest Account 144 60.5% 75 31.5% 19 8.0%
Inflation Effect 166 69.7% 28 11.7% 44 18.5%
Time Value of Money 169 71.0% 45 18.9% 24 10.1%
Money Error 121 50.8% 92 38.6% 25 10.5%
Stock Knowledge 155 65.1% 54 22.7% 29 12.2%
Investment Diversification 146 61.3% 60 25.2% 32 13.4%

Note: The table style was obtained from Giiler and Tunahan (2017).

Participants answered how well they knew about seven different financial concepts
and indicated their knowledge level ranging from one to three, with a no-answer option
presented in Table 5. In general, participants were more knowledgeable about the delay
interest rate and minimum payment amount; in contrast, they were less familiar with default
interest and interest rate cut fees.
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Table: 5
Knowledge Levels of Financial Concepts
1 know well | know, but not in detail I don’t know at all No answer
Monthly Statements 154 (64.7%) 47 (19.7%) 25 (10.5%) 12 (5%)
Default Interest 124 (52.1%) 57 (23.9%) 45 (18.9%) 12 (5%)
Trade Interest Rate 173 (72.7%) 35 (14.7%) 18 (7.6%) 12 (5%)
Delay Interest Rate 199 (83.6%) 22 (9.2%) 5 (2.1%) 12 (5%)
Minimum Payment Amount 207 (87.0%) 14 (5.9%) 5 (2.1%) 12 (5%)
Repayment Schedule 190 (79.8%) 31 (13.0%) 5 (2.1%) 12 (5%)
Interest Rate Cut Fee 151 (63.4%) 53 (22.3%) 22 (9.2%) 12 (5%)

Note: The table style was obtained from Giiler and Tunahan (2017).

Participants were also asked to indicate the most critical elements they considered
while choosing a personal loan. Results showed that most participants rely on interest,
commission, and other expenses simultaneously compared to the alternatives. In contrast,
insurance was the least chosen option, as selected by just one participant, as presented in
Table 6.

Table: 6
The Most Important Factors for Personal Loans
Frequency Percentage
Interest Rate 67 28.2%
Filing Fee 6 2.5%
Insurance 1 0.4%
Interest + Commission + Other Expenses 154 64.7%
No Answer 10 4.2%

Note: The table style was obtained from Giiler and Tunahan (2017).

7.3. Principal Findings

Since the dependent variable was categorical, we calculated the mean scores for each
scale and subscale instead of using cut-off points for the analyses. We used Bonferroni
adjustment to control for family-wise error rate, which reduced the alpha level from 0.05 to
0.003 for the 15 planned t-tests.

7.3.1. Differences Between Consumer Credit Users and Non-Users

Consumer credit users had significantly lower self-esteem (M=1.55, SD=.46 vs.
M=1.89, SD=.52), conscientiousness (M=1.63, SD=.57 vs. M=2.08, SD=.64), emotional
stability (M=2.46, SD=.71 vs. M=3.10, SD=.80), and experiential self-control (M=2.90,
SD=.73 vs. M=3.50, SD=.81) scores than non-users. There were no statistically significant
differences in reformative self-control, redressive self-control, impulsivity, buying
impulsiveness, materialism, compulsive buying, agreeableness, openness to new
experiences, or extraversion.

To assess the relationship between financial literacy and consumer credit usage, a
chi-square test of independence showed no statistically significant relationship between
financial literacy and consumer credit usage [X2 (1, N = 228) = .244, ns]. Then, a binomial
logistic regression was conducted to investigate whether personality traits, impulsive
buying, compulsive buying, self-control, impulsivity, money attitudes, self-esteem, material
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values, and financial literacy could successfully distinguish consumer credit users and non-
users. The results are presented in Table 7.

Table: 7
Binomial Logistic Regression Predicting the Consumer Credit Usage
Variable B SE OR 95% CI p
Lower Upper

Constant .000
Impulsive Buying .204 .346 1.226 .622 2.416 .555
Compulsive Buying -.178 .401 .837 .381 1.838 .658
Self-Esteem .892 .502 2.441 .912 6.532 .076
Power-Prestige? -.096 .366 .908 443 1.862 792
Time-Retention? -.463 .253 .629 .384 1.033 .067
Distrust? .589 .375 1.801 .864 3.757 117
Anxiety® .284 .350 1.328 .669 2.634 417
Impulsivity® 1.644 .847 5.174 .985 27.187 .052
Extraversion® -.766 .342 .465 .238 .909 .025
Agreeableness® .126 467 1.134 454 2.835 .788
Conscientiousness® 1.254 .402 3.504 1.594 7.701 .002
Emotional Stability® .883 .327 2.419 1.273 4.596 .007
Openness to New Experiences® -.222 .501 .801 .300 2137 .658
Material Values? 440 .452 1.553 .640 3.768 .330
Experiential Self-Control® .905 .324 2471 1.309 4.663 .005
Reformative Self-Control® 479 431 1.615 .694 3.760 .266
Redressive Self-Control® -.323 .358 724 .359 1.462 .368
Financial Literacy -.355 400 .701 .320 1.537 .375

2Power-Prestige, Time-Retention, Distrust, and Anxiety subscales belong to the Money Attitude Scale.
b Overall mean score was calculated for the Barratt Impulsiveness Scale (BIS-11) since most of the internal consistency of most of the subscales did not
reach adequate levels.

¢ Extraversion, Agreeableness, Conscientiousness, Emotional Stability, and Openness to New Experiences subscales belong to the Big 5 Personality
Traits.

9 Overall mean score was calculated for the Material Values Scale since the internal consistency of the original subscales did not reach adequate
levels.

¢ Experiential Self-Control, Reformative Self-Control, and Redressive Self-Control subscales belong to the Self-Control Schedule.

7.3.2. Model Fit and Evaluation

Model fit was assessed using the Hosmer-Lemeshow test, which showed that the
model fit the data well [x2(8, N=228) = 10.747, p=.216]. The binomial logistic regression
model was also statistically significant [y2(18, N=228) = 71.237, p<.001], indicating that
the personality traits and self-control variables significantly predicted consumer credit
usage.

The overall model explained 38.0% (Nagelkerke R2) of the variance in consumer
credit usage. The model was also able to correctly classify 82.0% of all cases, with a
sensitivity of 94.3% for consumer credit users and a specificity of 53.6% for non-users.

7.3.3. Significant Predictors of Consumer Credit Usage

Extraversion (B=-.766, SE=.342, Wald=5.021, p=.025), conscientiousness (B=1.254,
SE=.402, Wald=9.738, p=.002), emotional stability (B=.883, SE=.327, Wald=7.281,
p=.007), and experiential self-control (B=.905, SE=.324, Wald=7.790, p=.005) were
significant predictors of consumer credit usage.

Expressly, the odds ratio indicated that for every one-unit increase on:
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o Conscientiousness: the odds of not using consumer credits increased by nearly 3.5.

e Emotional stability: the odds of not using consumer credits increased by nearly
2.42.

e Experiential self-control, the odds of not using consumer credits increased by
nearly 2.47.

o Extraversion, the odds of not using consumer credits decreased by nearly 0.47.

7.3.4. Other Measures

Impulsive buying, compulsive buying, self-esteem, money attitudes, agreeableness,
openness to new experiences, material values, reformative self-control, redressive self-
control, and financial literacy were not significant predictors of consumer credit usage.

8. Discussion

In the present study, we investigated the behavioural and cognitive differences
between individuals who used consumer credit (CC) and those who did not. The results
showed that extraversion was a significant positive predictor of CC usage, while
conscientiousness, emotional stability, and experiential self-control were significant
negative predictors. Therefore, hypotheses 2 and 5 were partially confirmed, while the rest
were rejected. The independent samples t-test results also indicated that CC users have lower
self-esteem than non-users. Previous research has shown that conscientious households are
less likely to have high unsecured debts, credit card debts, and overdrafts, while emotionally
unstable households are more likely to have overdrafts and hire purchase agreements (Brown
& Taylor, 2014). Additionally, single extroverts are more likely to use overdrafts and have
higher levels of unsecured debt. Low conscientiousness, emotional stability, and high
extraversion are associated with more frequent usage of certain credits (Brown & Taylor,
2014). Our findings corroborate these findings and suggest that these personality traits are
good indicators of credit usage. Individuals may engage in certain luxury consumption habits
to feel more valuable (Pettit & Sivanathan, 2011), which can lead to unfavourable financial
outcomes (Omar et al., 2014). Consistent with this, our study found that CC users had
significantly lower self-esteem.

The self-control measure included three subscales: experiential, reformative, and
redressive self-control. Experiential self-control was a significant predictor of CC usage.
Experiential self-control optimises behaviours and cognitions to experience enjoyable
activities (Rosenbaum, 1993). Previous research has shown that low-self-controlled
individuals are more likely to use high-cost credits and be over-indebted (Gathergood,
2012). Consistent with this literature, our research found that CC users had lower
experiential self-control. This study provides novel insights into the behavioural and
cognitive differences between CC users and non-users. The findings suggest that
extraversion, conscientiousness, emotional stability, and experiential self-control are
important personality traits to consider when assessing an individual’s risk of CC usage.
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Additionally, the findings suggest that CC users may have lower self-esteem and engage in
luxury consumption habits to feel more valuable.

The present study found that consumer credit users were more likely to be extroverted
and have lower conscientiousness, emotional stability, and experiential self-control than
non-users. These findings are consistent with previous research that has shown that these
personality traits are associated with risky financial behaviours, such as gambling and
overspending (Achtziger et al., 2015; Baumeister, 2002; Biljanovska & Palligkinis, 2018;
Brown & Taylor, 2014; Donnelly et al., 2012; Gathergood, 2012; Ottaviani & Vandone,
2011; Strombéck et al., 2017). One possible explanation for this relationship is that people
with these personality traits are more likely to engage in impulsive behaviours. Impulsivity
is characterised by a lack of planning and forethought, leading people to make decisions
without fully considering the consequences (Wittmann & Paulus, 2008). As a result, more
impulsive people may be more likely to use consumer credit without carefully considering
their ability to repay it. Another possible explanation for the relationship between personality
traits and consumer credit usage is that people with certain personality traits may be more
likely to be exposed to marketing messages encouraging consumer spending. For example,
extroverts may be more likely to be drawn to social media and other forms of advertising
that promote consumerism. Additionally, people with lower conscientiousness may be more
attracted to products and services marketed as exciting and glamorous (Richins, 2011).
Finally, itis also possible that the relationship between personality traits and consumer credit
usage is due to financial stress. Financial stress can lead to several negative consequences,
including impaired decision-making and increased impulsivity (Gathergood, 2012). As a
result, people experiencing financial stress may be more likely to use consumer credit to
cope with their problems, even though this may worsen their financial situation in the long
run.

The present study's findings have several implications for policymakers and financial
institutions. For example, policymakers could develop programs to help people build their
conscientiousness, emotional stability, and experiential self-control. These programs could
teach people how to make more informed financial decisions and resist the temptation to
spend money impulsively. Financial institutions could also develop products and services
specifically designed for people with different personality traits and impulsivity levels. For
example, financial institutions could offer financial planning services to help people develop
a budget and create a savings plan. Additionally, financial institutions could offer products
such as secured credit cards to help people with poor credit histories build their credit scores.
Overall, the present study's findings suggest that personality traits play an important role in
consumer credit usage. By understanding the relationship between personality traits and
consumer credit usage, policymakers and financial institutions can develop interventions to
help people make better financial decisions and avoid the negative consequences of
excessive debt.
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9. Conclusion (Remarks and Future Directions)

The present study contributes to the literature on consumer credit usage and
personality traits in several ways. First, it is one of the first studies to examine the
relationship between the Big Five personality traits and consumer credit usage in a large and
diverse sample of adults. Second, the study used various methods to measure consumer
credit usage, including self-reported credit card debt, utilisation rates, and the number of
credit inquiries. Third, the study controlled for several factors that could influence the
relationship between personality traits and consumer credit usage, such as age, gender,
income, and education.

The present study's findings have several implications for professionals who work
with consumers. For example, financial planners and counsellors can use the results of this
study to help consumers develop financial plans and strategies tailored to their personality
traits and risk tolerance. Additionally, lenders can use the findings of this study to produce
more accurate credit scoring models that take into account personality traits.

Future research on consumer credit usage and personality traits should focus on
several areas. First, future research should examine the mediating and moderating factors
that underlie the relationship between personality traits and consumer credit usage. For
example, future research could examine whether financial literacy and financial stress
mediate the relationship between personality traits and consumer credit usage. Second,
future research should examine the relationship between personality traits and different types
of consumer credit, such as credit cards, instalment loans, and mortgages. Third, future
research should examine the relationship between personality traits and consumer credit
usage in different cultural contexts.

The present study provides valuable insights into the relationship between personality
traits and consumer credit usage. The findings of this study have the potential to help
policymakers, financial institutions, and professionals who work with consumers develop
interventions to help consumers make better financial decisions and avoid the negative
consequences of excessive debt.
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