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Abstract

This study aims to examine the complex relationship between pro-
duct involvement, price sensitivity, conspicuous consumption, the
feeling of pleasure, and post-purchase cognitive dissonance. Data
were collected from 511 participants utilizing a convenience samp-
ling technique. The results demonstrate the directional effects among
the variables. While product involvement significantly and inversely
affects price sensitivity, no relationship was found between product
involvement and cognitive dissonance. Moreover, it was concluded
that the feeling of pleasure positively and significantly affects both
price sensitivity and cognitive dissonance. On the other hand, price
sensitivity was found to have no effect on cognitive dissonance. This
study is significant as it investigates both positive and negative con-
sumer emotions alongside conspicuous consumption within a single
integrated model, highlighting how these variables directly impact the
pre- and post-purchase experience.

Keywords: Conspicuous consumption, cognitive dissonance, price
sensitivity, product involvement, pleasure

Sorumlu Yazar/ Corresponding Author: Dr. Ogr. Uyesi. Selguk Universitesi Iktisa-
di Idari Bilimler Fakiiltesi, omerakkay@gmail.com, http://orcid.org/0000-0002-2765-
2370

Makale Tiirii / Paper Type: Arastirma Makalesi / Research Paper
Makale Gelis Tarihi / Received: 22.04.2025
Makale Kabul Tarihi / Accepted: 14.08.2025

Cilt / Volume 17 Say1/Issue 2 Aralik / December 2025 725-774



Navigating Cognitive Dissonance: Exploring the Interplay between Conspicuous
726 Consumption, Product Involvement, Price Sensitivity, and Pleasure

Bilissel Uyumsuzlugu Anlamak: Gosterisci
Tiiketim, Uriin Ilgilenimi, Fiyat Hassasiyeti ve
Haz Arasindaki Etkilesimin Incelenmesi

Oz

Bu ¢alismanin amaci, gosterisci tiiketim, iirlinle ilgilenim, fiyat has-
sasiyeti ve haz duygusu ve satin alim sonrasi biligsel uyumsuzluk
arasindaki iliskiyi entegre bir modelde arastirmaktir. Veriler kolayda
ornekleme teknigi ile toplamda 511 kisiden toplanmistir. Sonuglar de-
giskenler arasindaki dogrudan etkileri gostermektedir. Uriinle ilgile-
nimin fiyat hassasiyetini ters yonde ve anlaml bir sekilde etkilerken,
biligsel uyumsuzluk ile arasinda herhangi bir iliski tespit edilememis-
tir. Bununla birlikte haz duygusunun hem fiyat hassasiyetini hem bi-
lissel uyumsuzlugu pozitif ve anlamh etkiledigi sonucuna ulasilmistir.
Ote yandan fiyat hassasiyetinin bilissel uyumsuzluk iizerinde bir etki-
si olmadig1 goriilmektedir. Bu arastirma, olumlu ve olumsuz tiiketici
duygularmi ile gosterisgi tiiketimi tek bir entegre modelde aragtirmast
bakimindan 6nemlidir, ¢iinkii bu degiskenler tiiketici satin alma dene-
yiminin dncesi ve sonrasini dogrudan etkilemektedir.

Anahtar kelimeler: Gosterisci tiiketim, biligsel uyumsuzluk, fiyat has-
sasiyeti, tiriinle ilgilenim, haz

Introduction

Conspicuous consumption, grounded in Veblen’s seminal work, is
still relevant to explain consumer behavior in so many contexts. Conspi-
cuous consumption has been considered one of the crucial motivations
that people purchase products to reflect their status, wealth and power
social contexts (O’Cass & McEwen, 2004). The concept manifests itself
in two different dimensions: the bandwagon effect and the snob effect,
which are consumption styles that attach importance to social hierar-
chy (Barrera & Ponce, 2021). Basically, social and psychological needs
lead to this type of consumption (Gierl & Huettl, 2010) and rather than
utilitarian and functional values, hedonic and symbolic values gain pro-
minence (Berger & Ward, 2010). This behavior, although predominantly
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associated with luxury goods and affluent consumers, has evolved into a
broader phenomenon encompassing individuals across different socioe-
conomic groups. From branded apparel to high-tech products, the act of
conspicuous consumption is omnipresent, highlighting its significance in
consumer culture and marketing discourse. While much of the existing
literature emphasizes the positive emotional outcomes of conspicuous
consumption, its potential downsides remain relatively underexplored.
This gap is critical, as consumer decisions driven by conspicuous motives
may also evoke negative emotional responses like cognitive dissonance
which is defined as psychological discomfort such as guilt and regret
that arises as result of conflict between attitude and behavior in purcha-
se process (Sweeney et al., 2000). In conspicuous consumption context,
post-purchase dissonance can be particularly pronounced, as consumers
navigate the tension between their perceived value and desires for soci-
al validation through luxury purchases and the financial implications of
such choices. As the recent studies suggest emotions should be included
more in consumer research (Luong & Slegh, 2014) the interplay between
these emotional responses and the decision-making processes surroun-
ding online purchases is complex, necessitating a further understanding
of how emotions shape consumer motivation for purchasing.

Product involvement, the degree to which consumers are emotional-
ly or cognitively invested in a product (Zaichkowsky, 1985), significant-
ly influences consumer decision-making processes. In this sense it is a
crucial psychological variable related to conspicuous consumption. The
psychological need for self-esteem and social validation further ampli-
fies this relationship, as consumers often seek products that satisfies uti-
litarian needs and represents consumer’s identity and status (Hiz, 2011;
Boga & Basci, 2016). In such a situation consumers may experience
disappointment when a highly anticipated product fails to deliver the
expected value. Another concept related to conspicuous consumption
and cognitive dissonance is price sensitivity. The extent that consumers
perception of price as a significant determinant in buying behavior, va-
ries depending on the context of consumption, social environment, and
individual values (Goldsmith et al., 2010). Consumers with conspicuous
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consumption tend to be financially affluent people, and these consumers
show lower price sensitivity because the expected benefit is a social be-
nefit rather than a performance benefit (Sun et al., 2020).

On the other hand, if consumers perceive price fairness or fail to
obtain the expected benefit, post-purchase dissonance may occur. Plea-
sure, a fundamental component of hedonic consumption, represents the
emotional gratification derived from the act of purchasing or owning a
product (Holbrook & Hirschman, 1982). The concept’s intrinsic connec-
tion to emotions links it to both conspicuous consumption and cognitive
dissonance. The relationships between these variables, both in pairs and
in interaction with other variables, have been examined in prior research
in different contexts, either directly or indirectly. However, how these
concepts affect each other in a comprehending and integrated model that
is based on consumer psychology and emotions is yet unexplored. Es-
pecially, although cognitive dissonance has been extensively researched
in the psychological literature, its importance in the marketing literature
has not yet been fully explored (Ozyériik, 2022).

This study aims to develop an integrated model that explores how
conspicuous consumption, price sensitivity, product involvement and
pleasure interact and affect post-purchase cognitive dissonance in the
context of online fashion consumption. Accordingly, the current study
considers the balance between positive and negative emotional outco-
mes-namely, pleasure and cognitive dissonance, respectively to unders-
tand the psychological and behavioral dynamics at play after conspicuous
consumption. The research model considers price sensitivity and product
involvement as influencing variables in this relationship. Additionally,
the feeling of pleasure is examined as an emotional factor that shapes
the link between conspicuous consumption and cognitive dissonance. In
this context, the study is based on a structural framework that addresses
consumer behavior from both psychological and emotional perspectives.
Thus, by addressing these relationships collectively, the study aims to
fill a gap in the existing literature on consumer behavior and provide an
original contribution to the field Main research question of current study
is as follows:
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“How do conspicuous consumption, product involvement, price sen-
sitivity, and pleasure interact to influence cognitive dissonance in consu-
mer behavior?”

Based on the main research question, the following topics are inclu-
ded in the current study:

1. The interplay between consumer emotions, price sensitivity and
product involvement in shaping cognitive dissonance.

2. The potential inverse relationship between product involvement
and price sensitivity, pleasure and price sensitivity

3. To test the assumption that price sensitivity is inversely related to
cognitive dissonance.

Conceptual Framework

Conspicuous Consumption

The concept is defined as a style of signaling individual’s economic
power, status and self-image through excessive spending on the things
that denote luxury to impress others and denote membership in higher
classes, referred to Veblen’s work on leisure class (Gtileg, 2015; Lee et
al., 2024). This consumption form is related to ostentation and presence
of other consumers, which is linked to a desire to show social hierarchy
(Zakaria et al., 2020). In this context, the concept is often used and defi-
ned with status consumption in the same manner. Although some studies
suggest that status and conspicuous consumption overlap, the concepts
have different meanings. Status consumption is defined as the pursuit of
products that confer status, prestige and enhance social class and stan-
ding, but it does not necessarily require the same level of ostentation
to social environment as conspicuous consumption (Arora et al., 2015).
Whereas social visibility is considered as crucial dimension of conspicu-
ous consumption, status consumption can occur through purchasing of
status-driven goods that may not be overtly luxurious but are perceived
as symbols of status (Mann & Sahni, 2015). On the other hand, Eckhardt
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et al. (2015) conceptualized conspicuous consumption as about image
and appearance, while status consumption is about quality, luxury and
social class. It has been noted that status and conspicuous consumption
are different concepts that some high-status brands show lower in cons-
picuousness and some low status brands show higher conspicuousness
(Truong et al., 2008).

Previous studies have explored the psychological and emotional di-
mensions such as gift giving (Givi & Galak, 2019), maximizing one’s
own goals (Luan et al., 2023), personality traits and involvement (Bar-
rera & Ponce, 2021), self-expression, self-esteem and social hierarchy
(Zheng et al., 2018), loneliness and mate search (Liu et al., 2020), accul-
turation of luxury and status consumption (Das & Jebarajakirthy, 2020),
religiosity (Ramazani & Kermani, 2022) and economy (Collins et al.,
2015) urbanization, fashion and mass media (Kocgak, 2017). Altogether
these research adds depth to the knowledge of why individuals prefer
conspicuous consumption, linking it to broader societal trends and cul-
tural norms. Social status and prestige are often associated with luxury
consumption and affluent individuals, leading to a focus on the conspi-
cuous consumption behaviors of this specific group. However, previous
research has demonstrated consumers with lower income levels are more
inclined to commit in luxury and conspicuous consumption (Zheng et al.,
2018). Chen et al. (2022) examined the subjective social class in shaping
conspicuous consumption behaviors in emerging economies, suggesting
that increased conspicuous consumption may be associated with enhan-
ced perceived economic well-being, particularly among lower-income
households. In such economies conspicuous consumption practices are
particularly evident among the middle class (Cigek, 2022). The desire for
prestige, image, status, is not confined to those with a particular lifestyle
or income level. These needs represent universal features of human na-
ture and cut across all social and economic classes, not just the wealthy.
Indeed, by adopting this wider perspective, it is possible to get a clearer
view of conspicuous consumption as a phenomenon and as a reflection
of the aspiration and behavior of people in large sections of society.
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Product Involvement

Involvement is defined as subjective importance or value of a produ-
ct that is relevant to individuals’ needs, values and goals (Zaichkowsky,
1985). This perspective maintains that involvement is subjective and va-
ries from one consumer to another, depending on physical, personal and
situational factors. Similarly, Laurent and Kapferer (1985) suggested that
involvement is based on perceived importance, value and risk of the pro-
duct. The literature suggests three types of involvement: response, situa-
tional and enduring involvement (Michaelidou & Dibb, 2006). However,
enduring and situational involvement types have received much attenti-
on (Porral et al., 2019). Enduring involvement is defined as a cognitive
processing in which involvement is related to relevance and perceived
value attached to product. Situational involvement evolves under the ef-
fect of specific situations or object. For example, it might be a result of
internal state variables such as interest and arousal, as well as time, price
and consumption situation. While decreased involvement means less in-
terest in product and brand alternatives, high level involvement means
brand consciousness, strong beliefs, extensive search for the product,
evaluation of alternatives and quality concerns (Cilingir & Basfirinci,
2014; Porral et al., 2019). For instance, consumers may exhibit high
involvement with products that fulfill essential needs or align closely
with their self-identity, such as clothing (Michaelidou & Dibb, 2006).
Similarly, high involvement leads consumers to prefer niche products
that provide inherent values (Zhang et al., 2023). Conversely, low-invol-
vement products, like everyday groceries, may not elicit the same level
of engagement (Radder & Huang, 2008). Additionally, Quester and Lim
(2003) emphasized that this relationship varies based on category and
levels of involvement. Furthermore, product involvement is influenced
by external factors, i.e. social interactions and cultural contexts. Studies
suggest that status consumption can increase product involvement, as
people tend to align their purchasing decisions with social norms, peer
influence, materialistic values, and self-esteem (Yurchisin & Johnson,
2004; Eastman et al., 2014).
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Pleasure

Although consumption traditionally has been viewed as a cognitive
process some scholars highlighted the role of affective and experiential
dimensions focusing on consumer emotions such as enjoyment and fun
(Holbrook & Hirschman, 1982). These feelings can be positive (pleasure
and arousal) or negative (guilt and regret). Pleasure refers to the positi-
ve emotional responses that consumers experience during and after the
purchasing process. It is an emotional state where the individual’s int-
rinsic motivation aligns with environmental factors, resulting in positive
reactions (Chen et al., 2023). In this sense, pleasure is conceptualized
differently from satisfaction and happiness. While satisfaction refers to
the fulfilment of expectations from the product, happiness is generally
used in positive psychology to measure quality of life (Alba & Willi-
ams, 2013). Pleasure in consumers behavior is a multifaceted concept
that shapes pre and post purchase process. Zarantonello et al. (2024)
indicates that consumers can drive emotional responses and satisfaction
from any consumption experiences regardless of the specific purchase
context. Moreover, research in different contexts adds further knowled-
ge to the topic such as hedonic consumption (Alba & Williams, 2013),
impulsive consumption (Chen et al., 2023), status consumption (Ki et
al., 2017), online retailing (Anninou & Foxall, 2019), food consumption
(Hur & Jang, 2015). The concept is generally associated with hedonic
consumption and derived from two sources the product and consumer’s
experience (Alba & Williams, 2013). Product dimensions include de-
sign and aesthetics, the act of consumption, meaning attached to product
or the consumption. The experience dimension is grounded in consu-
mer-product interaction, consumer’s expectation from product and con-
sumer-product engagement. The multifaceted nature of pleasure stems
from its roots in consumers’ intrinsic motivations and the influence of
numerous external factors. Consequently, it is necessary to conduct furt-
her research regarding emotional reactions in consumer behavior across
various contexts.
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Price Sensitivity

Price sensitivity is consumers’ responses to price changes of a spe-
cific product or brand (Wakefield & Inman, 2003) and affected by status
consumption, involvement, innovativeness, similarities between produ-
cts, discounts and brand loyalty (Goldsmith et al., 2010; Dominique-Fer-
reira et al., 2016). In general, consumers establish an acceptable price
range they are willing to pay based on specific criteria during shopping, a
concept referred to as price sensitivity (Ho & Wyer, 2024). Although pri-
ce sensitivity and price consciousness are often confused with each other,
there is a significant difference between the two. Price consciousness pri-
marily focuses on low-priced purchases, whereas price sensitivity is one
among factors that shape choices in purchasing purchase (Lopez-Fer-
nandez, 2020). Relatively higher price sensitivity dictates a narrower
acceptable price range, while lower price sensitivity means a broader
price range. Price sensitivity is a fundamental factor shaping consumpti-
on patterns and has been analyzed in different contexts in the literature.
Study by Ho and Wyer (2024) on collection mindset highlighted the role
of price sensitivity in purchasing behavior. The research found that col-
lectors tend to experience hedonic consumption rather than utilitarian
value, thus their sensitivity to price changes are at lower levels. Ouyang
et al. (2018) demonstrated that the dimensions of customer satisfacti-
on are inversely related to price sensitivity, emphasizing that consumers
prioritize positive emotional responses such as satisfaction and pleasure
over price considerations. In another study Jeong et al. (2019) explored
price-quality heuristics in different cultures and found that price sensiti-
vity can vary depending on the context of consumption, whether hedonic
or value-oriented, and the social environment. Accordingly, the study
demonstrates that price sensitivity is lower, and higher prices are prefer-
red, in expenditures made with family members or friends. This indicates
that price sensitivity can also vary depending on consumers’ different
value perceptions. It has been emphasized that concepts such as green
consumption, social responsibility, and ethical consumption are closely
related to high levels of price sensitivity (Lopez-Fernandez, 2020).
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Cognitive Dissonance

As a crucial psychological concept in consumer behavior, cognitive
dissonance is the process of psychological discomfort which consumers
experience pre and post purchase process of a product that eventually af-
fects consumer satisfaction with the purchase (Sweeney & Soutar, 2006).
Cognitive dissonance refers to the psychological discomfort, such as reg-
ret, unease, and anxiety, that consumers experience when they compare
their purchase decision with alternatives and are uncertain whether they
made the right choice (Wilkins et al., 2016). The theory basically makes
significant contributions to understanding consumer psychology in deci-
sion making process. In cognitive dissonance, the dissonance in question
is not caused by the performance of the product. Rather, there is a mea-
surement for the purchase decision. For example, even if the product is
satisfactory in terms of expected performance, the consumer may regret
the purchase decision. Or in another way, the consumer may not be sure
about the preferred product or brand. In the literature various studies
explored the antecedents of cognitive dissonance. Fernandez-Lores et
al. (2024) categorizes these factors as follows: product category, number
of alternatives, involvement, personality, impulsive buying, website de-
sign, and information overload. In theory, cognitive dissonance is com-
monly conceptualized using Sweeney et al., (2000) three-dimensional
approach, which includes concern over deal, wisdom of purchase and
emotional dissonance. Concern over the deal refers to whether the con-
sumer was influenced by other external factors during the purchase stage.
Wisdom of purchase, often identified as product dissonance, is related to
choice. It refers to whether consumers need the product, or whether they
made the right choice, (Chen et al., 2023). Lastly, emotional dissonance
states that individuals may feel discomfort after purchase resulting from
guilt and regret. According to the fundamental assumption of the con-
cept of cognitive dissonance, consumers focus on reducing dissonance
to escape the negative emotional state they experience (Yiicel & Cizel,
2018). For example, they engage in biased information seeking to gene-
rate arguments that support their decisions, evaluate alternatives (change
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attitude), make quality comparisons and highlight the preferred brand’s
perceived value (Gbadamosi, 2009; Jamwal & Mishra, 2023).

Research model and hypotheses development

Conspicuous Consumption and Product Involvement

The interaction of these two concepts can be understood through va-
rious psychological, social, and economic perspectives. Consumers who
are highly involved with certain products may prefer conspicuous con-
sumption to reflect preferences, taste, wealth and social status to others
in contexts where social comparison is prevalent (Yurchisin & Johnson,
2004; Zheng et al., 2018; Feng et al., 2019). For instance, Zhao et al.
(2017) highlight that women associate conspicuous brands with enhanced
attractiveness and partner loyalty which highlights significant effect of
product involvement as a social signaling function. Moreover, Wu et al.,
(2017) highlighted that materialistic individuals are often allocated more
to spend on status and ostentatious brands. Similarly, Lee et al. (2021)
demonstrated that independent self-construal and materialistic consumers
prefer inconspicuous products due to desire for uniqueness, on the other
hand, consumers who do not show materialistic tendency but with inter-
dependent self-construal tends to purchase conspicuous products due to
strong self-control. This aligns with findings from Sedikides and Hart
(2022), who posit that narcissism drives individuals towards conspicu-
ous consumption as a means of communicating a distinctive self-image.
Additionally, the role of social media has been emphasized as a catalyst
for conspicuous consumption, where consumers are increasingly influen-
ced by the portrayals of luxury lifestyles online, thereby enhancing their
involvement with luxury products (Becan & Eaghanioskoui, 2019; Efen-
dioglu, 2019). Thus, higher levels of involvement can potentially lead to
conspicuous consumption as a way of satisfying social and psychological
needs. Based on the background information hypothesis is:

HI: Conspicuous consumption has a positive and significant effect
on involvement.
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Conspicuous Consumption and Price Sensitivity

Basic philosophy of conspicuous consumption suggests that higher
prices mean higher demand (Braun & Wicklund, 1989). This consumpti-
on behavior is often characterized by a lower sensitivity to price, as con-
sumers prioritize the social signals associated with high-priced items over
the actual cost of the goods. Research indicates that consumers engaged
in conspicuous consumption are often willing to pay premium prices for
luxury products, as these purchases serve as a means of status (Sun et
al., 2020). That consumption motivation and desire derive from not only
intrinsic motivations but also external environment. Their research conc-
luded that if the price of status products increases, the snob effect is acti-
vated and snobs lead to an increase in product demand in a market where
there are followers and no change in product quality or individuals’ we-
alth (Amaldoss & Jain, 2005). Similarly, Tereyagoglu and Veeraraghavan
(2012) discuss under the scarcity principles how conspicuous consumers
are less price-sensitive because their purchasing decisions are influenced
by the desire for exclusivity and social recognition rather than economic
considerations. Study conducted by Li (2019) focuses on product line ex-
tension strategy when facing threat of new entry and highlights that status
consumption can increase firm’s profitability through rising prices. On
the other hand, studies found that while low price sensitive consumers
benefit the firm high price sensitive consumers hurt the firm, indicating
that conspicuous consumers often show lower price sensitivity because
they own more wealth and pursue uniqueness and exclusivity (Zhu et
al., 2022). This is further supported by findings from Rao and Schaefer
(2013), who highlighted that higher prices could reinforce the perceived
value of a product among conspicuous consumers. Moreover, counterfeit
products provide another context in which the interaction between cons-
picuous consumption and price sensitivity can be examined. Conspicuous
consumption leads to the emergence of counterfeit brands and consumers
with status sensitivity accompanied by relatively lower economic well-be-
ing prefer to use these products (Sun et al.,2020). Moreover, the dynami-
cs of pricing strategies in the context of conspicuous consumption reveal
that luxury brands often leverage this reduced-price sensitivity to mainta-
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in high profit margins. For instance, Zhou et al. (2018) found that luxury
fashion brands can implement scarcity and pricing strategies that capitali-
ze on the discount sensitivity of consumers, highlighting that conspicuous
consumers may respond differently to price changes than consumers who
are more price-sensitive. In general, the relationship between conspicuous
consumption and price sensitivity is characterized by a tendency for con-
sumers to exhibit lower price sensitivity when purchasing luxury goods.
Based on the above information hypothesis is:

H?2: Conspicuous consumption has a negative and significant effect
on price Sensitivity.

Conspicuous Consumption and Pleasure

The psychological aspects of pleasure in conspicuous consumption
are multifaceted. Previous research has explored how consumption de-
sires can evoke both positive feelings, such as pleasure, and negative
feelings, such as guilt, in luxury consumption (Dedeoglu & Kazangoglu,
2010; Boujbel & d’Astous, 2015). The relationship between conspicuous
consumption and pleasure can be explained in two dimensions. The first
dimension is the emotional response of shopping, frequently emphasized
in consumer literature, which refers to the enjoyment and happiness de-
rived from the act of shopping itself (Veenhoven et al., 2021). This ple-
asure stems from the positive feelings experienced during the shopping
process, providing a gratifying experience for the consumer. The second
dimension is the pleasure derived through ownership of products, which
arises from fulfilling one’s psychological and identity-related needs via
conspicuous consumption. In other words, individuals with a tendency for
conspicuous consumption experience satisfaction by possessing products
seen as reflection of image and status, providing an opportunity to reveal
their identity (Belk, 1988). The pursuit of pleasure through conspicuous
consumption is not merely about the products themselves but also about
the social narratives and identities that these products help to construct.
Luan et al. (2023) argue that as a result of the need for prestige and status,
maximizing consumers seeks to optimize their consumption experiences,
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therefore have a tendency toward conspicuous consumption, which in
turn contributes to their experience, satisfaction and pleasure. In sum-
mary, there is an emotional side of conspicuous consumption that is cha-
racterized by a complex interplay of social recognition, personal identity,
and emotional fulfillment (Richins, 1994). Consumers derive pleasure
from conspicuous consumption as it allows them to signal status, image,
prestige and identity (Tian et al., 2001). Thus, the hypothesis is:

H3: Conspicuous consumption has a positive and significant effect
on pleasure.

Involvement and Price Sensitivity

The relationship between involvement and price sensitivity is a
crucial area of study in consumer behavior, reflecting how engagement
can affect consumer sensitivity to price changes. Studies show that the
economy 1is a factor that directly affects the degree of involvement of
consumers. According to Slama and Tashchian (1985) high-involved
consumers consist of individuals who already have high income, and
their price sensitivity is relatively less, whereas individuals with lower
socio-economic status show high price sensitivity and low involvement.
Previous studies also show that involvement degree plays a crucial role
in the relationship between price and involvement. While some studies
have found a positive relationship between level of involvement and
price sensitivity, for example high involvement-high price sensitivity,
some studies have found an inverse relationship, for example high in-
volvement-low price sensitivity. While consumers with low product in-
volvement shows greater interest in pricing (Porral et al., 2019), study
by Martin et al. (2011) has shown that cognitive signals such as complex
decision making, good price-quality ratio, wide assortments and detailed
information leads to satisfaction and trust in high-involved individuals.
On the other hand, in situations such as grocery shopping, where there
are much less interest and information seeking, price awareness remains
at lower levels, so the sensitivity of these individuals is at low levels
(Murthi & Rao, 2012).
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Moreover, Dominique-Ferreira et al. (2016) emphasize that involve-
ment with products can affect individual’s price sensitivity, highlighting
that consumers who attach importance to the brand are less likely to react
negatively to price changes. In specific contexts, such as luxury goods
or high-involvement products, the relationship between involvement and
price sensitivity becomes even more pronounced. Research conducted by
Lin (2013) on high-involvement luxury products demonstrated that price
discounts and promotions create a negative perception of the value of the
products. Similarly, Nguyen and Nguyen (2019) revealed that consu-
mers who tend to accept higher prices are searching for status-laden and
prestigious products. This shows that consumers with high involvement
of ostentatious products price is a lesser concern. Additionally, research
has demonstrated that dimensions of involvement shape the relationship
between involvement and price. For instance, in situational involvement,
consumers with high involvement have been found to exhibit more sen-
sitivity to price upon making a purchase of wine (Roe & Bruwer, 2017).
The relationship between involvement and price sensitivity is usually
an inverse shape, as involvement goes up, price sensitivity usually goes
down. A lower level of price sensitivity may lead to stronger involve-
ment with a product, placing greater emphasis on its benefits rather than
its costs. Thus, based on these notions, the hypothesis is:

H4: Product involvement has a negative and significant effect on
price sensitivity.

Involvement and Cognitive Dissonance

Research indicates that high involvement often correlates with cogni-
tive dissonance. For example, Wilkins et al. (2016) found that consumers
with high involvement are less likely to experience cognitive dissonance
compared to consumers with low involvement who are likely to switch
brands and change purchase intentions after experiencing dissonance.
Similarly, Polya et al. (2021) found a positive correlation between level
of involvement and cognitive dissonance. Conversely, Nosi et al. (2022)
highlight that consumers who engage in more cognitive effort, high in-
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volvement activities such as searching for information, comparing alter-
natives etc., during their purchase decision are much likely to experience
dissonance after purchase, as they have thoroughly considered their pre-
ferences. Another study shows that the gifts provided with the purchase
arouses a high level of ownership for consumers with high involvement
and negatively affects product returns and thus reduces dissonance (Lee &
Y1, 2017). On the other hand, Gbadamosi (2009) studied low-income con-
sumers habitual buying behavior for grocery products, highlighting that
low involvement products can elicit cognitive dissonance under certain
conditions. In their study, George and Edward (2009) showed that high-in-
volved consumers maintain their pre-purchase cognitive coherence and
do not experience post-purchase dissonance but instead develop dissonan-
ce-reducing pathways to support their purchases. That is to say, compared
to low involvement high involved consumers feel a decreased level of
cognitive dissonance. Based on the above information hypothesis is:

H5: Product involvement has a positive and significant effect on
cognitive dissonance.

Pleasure and Price Sensitivity

The relationship between pleasure and price sensitivity is a multifa-
ceted aspect of consumer behavior that displays significant correlation
between consumers’ emotional responses and price sensitivity. Chung
and Petrick (2012) highlighted the relationship between price fairness
and emotional responses, which affects consumer behavior towards price
changes. When consumers perceive prices are unfair, they may develop
negative emotions which can result in price sensitivity. On the other hand,
positive emotions experienced from a product, brand or purchasing can
mitigate price sensitivity as consumers are inclined to pay higher prices
and show lower sensitivity for products that are associated with pleasure,
arousal and satisfaction (Ouyang et al., 2018). The relationship between
pleasure and price sensitivity is also reflected in conspicuous and hedonic
purchases and products. Luong and Slegh (2014) found that consumers
anticipate the pleasure associated with discounts on hedonic products,
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which can lead them to continue shopping despite higher prices. When
consumers expect to experience satisfaction from the purchase, they may
be less price sensitive, when pleasure is low, consumers tend to exhi-
bit higher price sensitivity. Moreover, compared to utilitarian purchases
consumers shopping for pleasure are generally more willing to overlook
price increases, as the enjoyment derived from the product or experience
outweighs the cost considerations (Alba & Williams, 2013; Tripathi &
Pandey, 2018). This means that pleasure of consumption experience can
outweigh the cost, resulting in willing to spend more (Ho & Wyer, 2024).
Additionally, it has been studied that luxury product consumers exhibit
lower price sensitivity compared to other product categories. Kowalczyk
and Mitchell (2022) indicated that status and luxury-oriented consumers
are willing to pay premium prices, highlighting that value-oriented con-
sumers prioritize ostentation or hedonism rather than the monetary value
of the product. This aligns with the findings from Lim et al. (2013) who
demonstrated that status and prestige sensitivity play a significant role
in how consumers perceive luxury prices especially for socially visible
products. In summary, the relationship between pleasure and price sensi-
tivity is characterized by an inverse correlation: higher levels of pleasure
are associated with lower price sensitivity, while lower levels of pleasure
can lead to increased price sensitivity. Thus, the hypothesis is:

H6: Pleasure has a negative and significant effect on price sensitivity.

Pleasure and Cognitive Dissonance

Consumption is a multidimensional concept, which depends on cre-
ating pleasure, arousal and satisfaction (Karadeniz & Kocamaz, 2020).
Research indicates that higher levels of pleasure associated with a pur-
chase can mitigate or intensify the effects of post-purchase cogniti-
ve dissonance. When consumers derive significant pleasure from their
purchases, they are less likely to experience dissonance, as the positive
emotions and satisfaction can create happiness and overshadow any ne-
gative feelings related to the purchase (Veenhoven et al., 2021). Pleasu-
rable emotions experienced during purchases can significantly influence

Cilt/ Volume 17 Say1/Issue 2 Aralik / December 2025 725-774



Navigating Cognitive Dissonance: Exploring the Interplay between Conspicuous
742 Consumption, Product Involvement, Price Sensitivity, and Pleasure

post-purchase appraisal, suggesting that positive emotional states can
suppress after purchase dissonance especially for consumers with abstra-
ct mindset (Togawa et al., 2020). This implies that when consumers feel
satisfied and happy with their purchases, they are less likely to question
their decisions or feel regret. On the other hand, if the pleasure derived
from a purchase is not at a satisfying level, the possibility of experiencing
cognitive dissonance increases. Even though pleasure is higher from the
purchase, consumers who do not feel a strong emotional connection to
a product or who do not derive satisfaction from it may find themselves
questioning their choices, leading to feelings of dissonance and switc-
hing behaviors (Wilkins et al., 2016). For example, impulsive buying
may be triggered by pleasure, but this may lead to post-purchase guilt or
cognitive dissonance (Chen et al., 2023). While pleasure may increase
impulsive behavior momentarily, it may lead to cognitive dissonance in
the long run. This duality suggests that while consumers may experience
immediate pleasure from their purchases, they may also feel guilty as-
sociated with expensive or ostentatious products, which can complicate
their overall consumption experience (Boujbel & d’Astous, 2015). In
summary, the relationship between pleasure and post-purchase cognitive
dissonance can be conceptualized as a positive correlation: higher levels
of pleasure are associated with higher levels of cognitive dissonance in
the context of conspicuous consumption. Thus, the hypothesis is:

H7: Pleasure has a positive and significnat effect on cognitive dis-
sonance.

Price sensitivity and Cognitive Dissonance

Research indicates that price-sensitive consumers tend to experience
post-purchase dissonance, especially when the product does not meet ex-
pectations. Cognitive dissonance is related to feelings of guilt and regret
especially if consumers feel they have made a poor decision regarding
the price. Therefore, regardless of low or high prices every product may
be associated to dissonance (Jamwal & Mishra, 2023). Wilkins et al.
(2016) found that consumers who experience cognitive dissonance due
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to deceptive practices, such as misleading packaging or downsizing, are
more likely to alter attitude and behavior toward brand. This suggests that
when consumers are aware of price, any perceived discrepancy between
the price and the value can lead to significant dissonance. Moreover, in
the context of conspicuous consumption, when a previously purchased
product is later offered at a discount, consumers tend to experience a dec-
rease in the perceived value of their purchase, accompanied by post-pur-
chase dissonance (Zhou et al., 2018). On the other hand, Yassin and So-
ares (2021) drew attention to impulsive buying in cognitive dissonance
and emphasized that dissonance may be caused by psychological and
emotional factors other than price. This indicates that the effect of price
sensitivity on cognitive dissonance may increase or suppress depending
on consumption motives and other cognitive and emotional factors. Price
sensitivity, which will interact with conspicuous consumption and produ-
ct involvement, may be inversely related to dissonance. For consumers
engaging in conspicuous consumption, the perceived social or symbo-
lic value of a purchase often outweighs financial considerations. If the
purchase successfully conveys status or prestige, price sensitivity might
play a diminished role in creating dissonance. Similarly, consumers with
high involvement typically invest more effort in pre-purchase evaluati-
ons. This could lead to stronger justifications for their choices, even if
they are price sensitive. What matters more in this consumption context
than the price is the satisfaction derived from the act of consumption and
perceived value of product or brand (Park et al., 2015).

HS: Price sensitivity has a negative and significant effect on cogni-
tive dissonance.

Methodology

Measurement items

The present study employed survey techniques to measure the pro-
posed research model in Figure 1. The constructs used in the research
are sourced from literature and previously validated. The items in the
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scales were translated into Turkish and to avoid any ambiguity finalized
after being reviewed by academicians who are experts in their fields. The
questionnaire was designed to measure the following constructs: cons-
picuous consumption (Shukla, 2008; O’Cass & McEwen, 2004; Aslan,
2021), product involvement (Helmig et al., 2007; Olsen, 2007), pleasure
(De Wulf et al., 2006), price sensitivity (Goldsmith et al., 2010) and cog-
nitive dissonance (Sweeney & Soutar, 2006; Yiicel & Cizel, 2019). The
last section of the questionnaire includes statements for participants to
provide their demographic information. Participants were asked to indi-
cate their level of agreement for items of each construct on a five-point
Likert scale (1 = strongly disagree; 5 = strongly agree). Ethical approval
for this research was obtained.

Product
Involvement

Consplcuo_us Price Cognitive
Consumption Sensitivity Dissonance
—

Pleasure

Figure 1: Research Model

Data collection and Participants

The data was collected via the YouReply platform from individu-
als who purchased fashion apparel online. A total of 511 samples were
collected. Kline (2005) stated that a sample size between 400 and 500
is sufficient for conducting confirmatory factor analysis. Moreover, ac-
cording to Saunders et al. (2003) for a population greater than 1,000,000,
a sample size of approximately 384 participants is sufficient to achieve
a 95% confidence level. Since the sample size in the present study ex-
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ceeds this threshold, it can be considered statistically adequate and ge-
neralizable. Additionally, compared to previous studies in the literature,
this sample size is considered sufficient for the purposes of this research
(Shukla, 2008; Boga & Basci, 2016; Ki et al., 2017). Demographics of
participants are shown in Table 1. Analysis show that 70,2% of respon-
dents are females and 29,4% are males. A considerable proportion of the
participants were businesspeople (38,2%), between the ages of 25 to 34
(48,3%), and almost half of them graduated from university (50,1%).

Tablo 1: Demographics of participants

Categories Groups Frequency Percentage
Male 150 29,4

Gender Female 359 70,2
N/D 2 0,4
18-24 91 17,8
25-34 247 483

Age 35-44 125 25,5
45-54 35 6,8
55< 13 2,5
<17.000 TL 143 28,1
17.001 TL -30.000 TL 107 20,9

Income 30.001 TL -45.000 TL 73 14,3
45.001 TL -60.000 TL 88 17,2
60.001 TL - 75.000 TL 59 11,5
75.001 TL < 41 8
Elementary education 8 1,6

. Highschool 42 8,2

Education
Bachelor 256 50,1
Postgraduate 205 40,1
Unemployed 64 12,5
Tradesman 4 0,8

Occupation Laboure 12 2,3
Officer 111 21,7
Businessman/woman 195 38,2
Student 125 24,5
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Results

Common Method Bias

To address concerns regarding common method bias, Harman’s
one-factor test was conducted. In analysis, the first eigenvalue accounted
for only 33.3% of the total variance, which is lower than the threshold
value of 50% (Podsakoff et al., 2003; Fuller et al., 2016). This result
suggests that common method bias is unlikely to significantly affect the
findings, as the variance is distributed on different factors, reducing the
potential influence of bias from single-source data collection. In additi-
on, the presence of a strong relationship between independent variables
creates a multicollinearity problem. To avoid this problem, the accep-
tance rate for the Variance Inflation Factor (VIF) should be lower than
10 (Henseler et al., 2009). Since VIF values are below 10, there is no
multicollinearity problem between variables.

Measurement Model

CFA: To measure the constructs and items a confirmatory factor
analysis (CFA) was performed. Table 2 and Table 3 show factor loadin-
gs, Cronbach alphas, composite reliability (CR) and average variance
extracted (AVE) values for each construct. Additionally, all fit indices
(CMIN/DF 3,1; RMSEA 0,064; CFI 0,942; SRMR 0,062; TLI 0,934)
were good within acceptable ranges. The item FH3 was removed in the
first stage because its factor loading was less than 0.5 and it was not
significant (p > 0.05). Similarly, the item GTS5 was excluded in the first
stage of the analysis because its factor loading was below 0.5 and it ne-
gatively impacted both discriminant and convergent validity.
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Tablo 2: Factor loadings

Construct Item Ll:;cdtiolfg a Omega CR AVE
Conspicuous consumption (CC  CCl1 0,67
cC2 0,76
CC3 0,71 0,827 0,834 0,831 0,497
Cc4 0,77
CCo6 0,60
Price sensitivity (PS) PS1 0,88
PS2 0,89
PS4 0.84 0,808 0,853 0,905 0,706
PS5 0,74
Product involvement (INV) INVI 0,82
INV2 0,93
INV3 0,95 0,946 0,947 0,948 0,784
INV4 0,92
INV5 0,79
Pleasure PL1 0,95
PL2 0,94
PL3 0.85 0,946 0,949 0,952 0,833
PL4 0,91
Cognitive
dissonance (Emotional CD1 0,63
(CD) dissonance) CcD2 0,78
CD3 0,71
CD4 0,56
0,890 0,885 0,83 0,754
CD5 0,71
(Wisdom of CD1 0,84
purchase) CD2 0,81
CD3 0,90
CD4 0,90

Reliability and Validity Analysis: To test the validity and reliability of
the constructs convergent and discriminant validity analyses were utili-
zed. Fornell and Larcker (1981) suggests that all CR values should exceed
0.7 and all AVE values (ranged from 0.497 to 0.833) should be higher
than 0.5 The results show that the correlation values between the cons-
tructs are lower than the square root of AVE values which indicates that
discriminant validity is achieved. (Fornell & Larcker, 1981). According to
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Fornell and Larcker (1981), AVE values provide more consistent results
regarding the validity of the scales. It is suggested that AVE value should
not be lower than 0.50; however, if CR value is at an acceptable level, an
AVE value lower than 0.50, for this research it is 0,497, may be acceptable
(Lam, 2012). Similarly, Malhotra and Dash (2011) argue that AVE is often
too stringent, and that reliability can be established solely through CR.

Tablo 3: CR, AVE values and correlations

CR AVE MSV CC PS INV PL CcD
cC 0831 0497 0,508  (0,705)
PS 0,905 0,706 0,674  -0,708*  (0,84)
INV 0948 0,784 0,674 0,713*  -0,821*  (0,886)
PL 0952 0833 0212 0449*  -0,358* 0460*  (0,913)
CD 0853 0,754 0,025 0,159  -0,110* 0,135%*  0,151*  (0,869)

Significance of Correlations: * p <0.05,
Values in parantheses indicate square root of AVE

Furthermore, the discriminant validity of the model was assessed
using the HTMT (Heterotrait-Monotrait) ratio in Table 4. It has been su-
ggested that HTMT offers higher sensitivity and specificity compared to
the traditional Fornell-Larcker criterion when applied in structural equ-
ation modeling (Henseler et al., 2015; Voorhees et al., 2016; Franke &
Sarstedt, 2019). The HTMT results indicate that all values are below the
threshold of 0.90, thereby confirming the discriminant validity between
the constructs (Henseler et al., 2015). Thus, the model demonstrates sa-
tisfactory discriminant validity based on the HTMT approach

Tablo 4: HTMT Analysis

CC PS INV PL CD
CC
PS 0,702
INV 0,714 0,843
PL 0,475 0,38 0,484
CD 0,193 0,146 0,16 0,155
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Structural Model

To test the hypothesis a structural model was utilized. The results are
demonstrated in Table 4. The goodness of fit values (X2/df =3,14; CFI=
,940; TLI=,933; RFI=,904; RMSEA=,065; IFI=,940; p <.00) show that
the proposed measurement model is compatible with the data and has
acceptable fit standards. Results show cognitive dissonance significant-
ly affects product involvement ($=0,73; t=11,27), price sensitivity (p=
-0,276; t=-4,727) and pleasure (f=0,482; t=8,996); thus, H1, H2 and H3
are supported. Product involvement has a significant and inverse effect
on price sensitivity ( = -0,647; t = -11,244), thus, H4 is supported. On
the contrary there is no relationship between product involvement and
cognitive dissonance (B = 0.099; t = 0.951, p= 0,342), demonstrating
that involvement does not influence cognitive dissonance, thus H5 is not
supported. In addition, the hypothesis (H6) that pleasure has a significant
and inverse effect on price sensitivity is not supported (f = 0,069; t =
2,013), whereas pleasure affects cognitive dissonance in a positive and
significant way (f =0,127; t = 2,053), thus H6 is not supported and H7 is
supported. Furthermore, price sensitivity does not affect cognitive disso-
nance (f =-0,007; t =-0,068; p= 0,945), H8 is not supported.

Tablo 4: Structural paths between variables and results

Structural Paths Between Variables B S.E. C.R. p

Hl1 CConsumption--->PInvolvement 0,73%** 0,087 11,729 wkx
H2 CConsumption ---> PSensitivity -0,276%** 0,078 -4,727 ok
H3 CConsumption ---> Pleasure 0,482%%%* 0,064 8,996 ok ok
H4 PInvolvement ---> PSensitivity -0,647%** 0,055 -11,244  ***
H5 PInvolvement ---> CDissonance 0,099 0,051 0,951 0,342
H6  Pleasure---> PSensitivity 0,069* 0,038 2,013 ok
H7 Pleasure---> CDissonance 0,127* 0,035 2,053 kol
H8 PSensitivity---> CDissonance -0,007 0,052 -0,068 0,945

***p<0.001; *p<0.05
HS, H6, HS not supported
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Discussion

Main objective of this research is to integrate the variables of conspi-
cuous consumption, cognitive dissonance, involvement, price sensitivity,
and pleasure to examine the interactions between consumer emotions
and psychology. By doing so, it enables the analysis of the psychological
and emotional factors influencing the consumer purchasing process wit-
hin a single model, thereby contributing to the theoretical framework. In
this context, consumers who purchase fashion products through online
platforms were included in the study to test their purchasing experience.

Consistent with previous findings, the results indicate that conspi-
cuous consumption positively and significantly affects price sensitivity,
pleasure, and product involvement. This observation underscores that
shopping behavior is primarily driven by individual and social benefits
or perceived gains, with price playing a secondary and less influential
role. This suggests that consumers with a tendency for conspicuous con-
sumption, who value social status and strive to create a positive image,
exhibit high levels of involvement with products that meet these needs
(Feng et al., 2019). Additionally, this consumer segment tends to have
higher price sensitivity. In other words, they are willing to pay more
for conspicuous products. This dynamic is particularly evident in de-
veloping economies, where consumers often allocate their increasing
incomes toward conspicuous consumption products as part of their ef-
forts to attain and showcase social status (Chen et al., 2022). Which de-
monstrates that when consumers’ status sensitivity is higher producers
can benefit higher prices (Sun et al., 2020). This finding suggests that
conspicuous consumption may not necessarily be dependent on income,
highlighting its potential to transcend economic boundaries (Zheng et
al., 2018). Conspicuous consumption is closely linked to the pleasure
and happiness individuals aim to derive from their purchasing activities.
Individuals with a propensity for conspicuous consumption focus more
on the social influence and hierarchical context of purchasing. For the-
se consumers, not only the pleasure and satisfaction derived from the
shopping activity but also the ability to reflect their image, social status,
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exclusivity, and wealth through the product becomes a significant source
of happiness (Luan et al., 2023; Holbrook & Hirschman, 1982).

Another topic in this research was to investigate the relationship
between product involvement and price sensitivity. It was hypothesized
that product involvement and price sensitivity have an inverse relations-
hip. Results confirmed that assumption, highlighting that as product in-
volvement increases, consumers tend to place less emphasis on pricing.
In this context, price becomes secondary, indicating that increased in-
volvement shifts consumer priorities toward the anticipated benefits and
value of the product. This phenomenon becomes even more pronounced
for luxury product categories that include extensive information seeking,
comparing alternatives (Lim et al., 2013). This is because the importance
attributed to the product and the expectations associated with this produ-
ct category are significantly higher. One of the interesting results of this
research is the relationship between product involvement and cognitive
dissonance. Although a positive hypothesis was assumed, the data did
not confirm this relationship. There may be more than one reason why
this relationship is not significant. First, consumers develop strategies
and follow ways to reduce cognitive dissonance to support their purc-
hase decision at high levels of involvement (George & Edward, 2009).
Second, the levels of involvement were not measured in this study, whi-
ch may have limited a detailed analysis. The purchasing experiences of
individuals with different levels of involvement exhibit differences (P6l-
ya et al., 2021). A third reason may arise from the context of purchase
depending on the level of involvement. Different buying situations may
lead to different emotional or rational experiences. This research is con-
cerned with an individual’s preferences for fashion products for personal
use, whereas gift buying behavior, for example, may result differently
due to the different dynamics involved (Lee et al., 2024). Another rea-
son may be the lack of mediating or moderating variables. For example,
variables such as satisfaction, expected utility, and brand loyalty may
show an indirect relationship between product relevance and cognitive
dissonance.
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One unanticipated result was that while a negative relationship
between pleasure and price sensitivity was hypothesized, the results re-
vealed a positive relationship instead. The fundamental logical approach
behind this hypothesis was that as the pleasure derived from a product
increases, price sensitivity would decrease, with consumers not conside-
ring costs as a major factor (Ouyang et al., 2018; Luong & Slegh, 2014;
Alba & Williams, 2013). However, the results suggest the opposite. In-
dividuals seem to develop price sensitivity based on the pleasure they
expect to receive from the product. A higher price may signal a higher
level of pleasure or satisfaction. This could be particularly true for con-
sumers who prefer luxury or exclusive products, as they might believe
that the product will provide optimal benefits, leading them to be willing
to pay more. Another possible explanation is the involvement with the
product. Although product involvement was not examined as a mediator
or moderator in this study, it could play a role in explaining the relati-
onship between satisfaction and price sensitivity. Consumers who are
more engaged with a product may be more sensitive to its price, as they
may perceive it as a key component in obtaining the anticipated benefits
and satisfaction. In this case, the pleasure derived from the product may
enhance their willingness to invest more in it. Another factor could be
the measurement of the variables. The relationship could be tested using
different measurement models, which might provide more accurate insi-
ghts or reveal nuances that were not captured with the current approach.
By utilizing alternative models, it may be possible to better assess the
connections between variables and understand the dynamics between
pleasure, price sensitivity, and other related factors.

Another important finding is that there is a positive and significant
relationship between pleasure and cognitive dissonance. Different as-
sumptions can explain this relationship. Firstly, various psychological
states of mind may come into play (Boujbel & d’Astous, 2015). This
study was conducted within the context of conspicuous consumption,
so although the purchasing impulse generates pleasure and happiness,
the consumer may experience regret after the purchase. Additionally,
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regardless of the product’s performance, if the individual believes they
won’t receive the expected response from their social class, the moti-
vation for conspicuous consumption may decrease, and post-purchase
dissonance could arise. Another possible explanation could be that the
product’s performance fails to meet the desired value and lack of emo-
tional connection between customer and brand (Wilkins et al., 2016).
In this case, the consumer may abandon their decision and engage in
brand-switching behavior.

Unlike the expectations, the study did not find a significant relations-
hip between price sensitivity and cognitive dissonance. Several factors
could explain this observation. The lack of a direct relationship between
price sensitivity and cognitive dissonance may be due to the absence of
mediating and moderating variables. Factors such as expected benefits,
price fairness, demographic variables, and product category might play a
role in this relationship. Additionally, cognitive dissonance may emerge
more directly through psychological and intrinsic factors like impulsi-
ve buying and other psychological motivations (Ho & Wyer, 2024), as
evidenced by the relationship identified between pleasure and cognitive
dissonance in this study. Secondly, limitations related to research design
could also contribute to the findings. Rather than relying solely on sur-
vey data, experimental designs could provide a more accurate testing
ground for this relationship across various contexts. Furthermore, it is
possible that these results are due to inappropriate measurement scale of
price sensitivity. Instead of price sensitivity, using price consciousness
scale might yield more meaningful results when testing the relationship
between the two concepts.

Implications

This study makes several significant contributions to existing litera-
ture. First, by addressing conspicuous consumption within an integrated
model that incorporates both positive and negative emotional responses,
this research aims to fill a critical gap in the field. By examining the
relationship between pleasure and cognitive dissonance, it reveals that
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conspicuous consumption can lead to conflicting emotional outcomes for
individuals. In addition, the integration under one model of concepts like
product involvement, price sensitivity, and cognitive dissonance enables
a comprehensive analysis of how these factors interact with one anot-
her. The model enables a consideration of potentially inverse relations,
for instance, between product involvement and price sensitivity, price
sensitivity and cognitive dissonance, or between pleasure and price sen-
sitivity. In addressing interactions between these factors within a single
framework, the research provides a richer theoretical understanding for
these problems. To this point, the research is informative not only about
the emotional aspects of conspicuous consumption but also about more
general psychological mechanisms in consumer behavior. Furthermore,
including the price sensitivity as a mediator offers a novel perspective to
the field. While conspicuous consumption is often associated with posi-
tive emotions such as involvement and pleasure, the introduction of price
sensitivity as a mediator can shift these dynamics significantly. Further-
more, the integration of cognitive dissonance within the framework of
conspicuous consumption provides a fresh and valuable approach. This
combination highlights the complex interplay between emotional and ra-
tional dimensions of consumer behavior, enriching the existing body of
knowledge.

Aside from theoretical contribution, this research provides practical
implications for decision makers and marketers. Marketers can create
effective planning by recognizing how these various concepts integrate
and operate. For example, they can limit potential dissonance for sta-
tus-seeking consumers by highlighting the importance of the buying
process as well as the value acquired. Moreover, for consumers who ex-
hibit high conspicuous consumption tendencies as well as product in-
volvement, marketers can present their merchandise at premium prices.
Pricing strategies tailored to the price sensitivities of different consumer
groups, particularly in cases of high involvement with low status or low
involvement with high status products, can contribute to a more pleasing
purchasing process. However, to prevent consumers from experiencing
cognitive dissonance after discounts or promotions, mechanisms such as
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return policies or “best price guarantees” can be developed. Similarly,
for price-sensitive consumers, practices that minimize negative emotions
and maximize the overall experience can be implemented. It is crucial
to convince consumers that the value they receive for the price they pay
aligns with their expectations.

Limitations and Future Research

Although this research aims to extend the knowledge on consumer
psychology and emotional responses, it has several limitations. The
study has been conducted without having specific product categories or
level of involvement in consideration. While it provides certain useful
insights, there are specific topics where future research can expand and
deepen our understanding. First, future research can indicate certain ca-
tegories of products to explore cognitive dissonance and conspicuous
consumption across various types of goods, such as luxury items, tech-
nology products, or everyday consumables. Second, future research can
be directed to study consumer behavior on certain shopping platforms.
This type of research will be able to reveal the platform-specific triggers
of emotions such as regret, satisfaction, or pleasure. Moreover, the time
frame in which data is collected can significantly influence the findings,
especially in dynamic shopping environments, like seasonal sales or pro-
motional events. Future studies may investigate wider temporal scope by
examining behavior over various time periods po st-purchase to focus on
the evolution of emotions-regret or cognitive dissonance. Another notab-
le limitation of this study is the predominance of female participants in
the sample. There may be several reasons for this imbalance. First, the
subject of the research—online fashion product purchasing behavior—
may have attracted more interest from female participants. Another pos-
sible reason relates to the data collection platform. As mentioned in the
methodology section, the data were collected via the YouReply platform,
where the number of female users may be higher than that of male users.
Additionally, women may have been more willing to participate in the
study compared to men. This gender imbalance in the participant profile

Cilt/ Volume 17 Say1/Issue 2 Aralik / December 2025 725-774



Navigating Cognitive Dissonance: Exploring the Interplay between Conspicuous
756 Consumption, Product Involvement, Price Sensitivity, and Pleasure

may have influenced the results and limits the generalizability of the fin-
dings. Therefore, future studies are encouraged to design their research
with greater attention to the distribution of demographic variables. Ano-
ther limitation of this study is that it did not evaluate the involvement
in two different measurement forms as high or low. Future studies can
carry out research by considering the level of involvement. Additionally,
to gain a deeper understanding of cognitive dissonance behavior, future
research could explore various models incorporating different variables
like return behavior and regret in models, particularly within the context
of status products, could provide a more comprehensive understanding
of post-purchase decision-making. A comparison of high-status versus
low-status products might lead to the identification of some critical dif-
ferences in consumer psychology. In addition, future studies may inves-
tigate the mediating and moderating roles of demographic variables such
as age, income and gender. These variables can further be applied to
various categories of products and consumption occasions for extracting
meaningful information about conspicuous consumption and dissonan-
ce. Moreover, the effects of purchase motives on the feelings of pleasure
and regret can be researched with respect to expected benefit and perce-
ived meaning of purchase. For example, hedonic and impulsive motives
of consumption in different product and involvement categories would
go a long way toward helping better knowledge about post purchase dis-
sonance.
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Genisletilmis Ozet

Bilissel Uyumsuzlugu Anlamak: Gosteris¢i Tiiketim,
Uriin Ilgilenimi, Fiyat Hassasiyeti ve Haz Arasindaki
Etkilesimin incelenmesi

Bu aragtirmanin temel amaci, gosterisci tiikketim, biligsel uyumsuzluk, tiriin
ilgilenimi, fiyat hassasiyeti ve haz degiskenlerini biitlinciil bir yaklasimla ele
alarak tiiketici duygularn ile tliketici psikolojisi arasindaki etkilesimi incele-
mektir. Boylelikle, tiiketici satin alma siirecini etkileyen psikolojik ve duygusal
faktorlerin bu bes temel degisken araciligiyla nasil sekillendigi analiz edilmek-
tedir. Bu baglamda bu arastirma 1) iriin ilgilenimi, fiyat hassasiyeti ve haz
arasindaki etkilesimin bilissel uyumsuzlugun sekillenmesindeki roliinii, 2) iiriin
ilgilenimi ile fiyat hassasiyeti ve haz ile fiyat hassasiyeti arasindaki potansiyel
ters yonlii iliskileri ve 3) fiyat hassasiyetinin biligsel uyumsuzlukla ters orantili
oldugu varsayimini test etmeyi amaglamaktadir.

Gosterisci tiiketim, bireylerin statii ve zenginliklerini sosyal ¢evrelerine
yansitmak amaciyla iirlin satin almalariin temel motivasyonlarindan biri ola-
rak kabul edilmektedir. Temel olarak, bu tiir tiiketim sosyal ve psikolojik ihti-
yaclar tarafindan yonlendirilmekle birlikte (Gierl & Huettl, 2010) genellikle
hedonik ve sembolik degerlere odaklanmaktadir (Berger & Ward, 2010). Bu
davranis, genellikle liiks tirtinler ve varlikli tiiketicilerle iliskilendirilse de gii-
niimiizde farkli sosyoekonomik siniflardan bireyleri kapsayan daha genis bir
olguya doniismiistiir. Mevcut literatiiriin biiyiik bir kismi gosteris¢i tiiketimin
olumlu duygusal sonuglarina odaklanirken, olasi olumsuz yonleri gorece az
arastirtlmigtir. Bu eksiklik kritiktir ¢linkii gosteris¢i motivasyonlarla yonlen-
dirilen tiiketici kararlari, satin alim sonrasi pismanlik, sugluluk gibi olumsuz
duygusal tepkilere de yol agabilmektedir. Bilissel uyumsuzluk, satin alma sii-
recinde tutum ile davranis arasinda ortaya ¢ikan ¢atismanin bir sonucu olarak,
sugluluk ve pismanlik gibi psikolojik rahatsizliklarla kendini gésteren bir olgu-
dur (Sweeney, Hausknecht, & Soutar, 2000). Gosterisei tiikketim baglaminda,
satin alma sonrasi biligsel uyumsuzluk 6zellikle belirgin hale gelebilir; ¢iinkii
tiikketiciler, liiks aligverisler araciligtyla sosyal onay arzusunu tatmin etmeye
caligirken, bu tiir tercihlerinin finansal etkileriyle yiizlesmek zorunda kalmak-
tadir. Uriinle ilgilenim tiiketici karar verme siirecini énemli dl¢iide etkileyen,
tiikketicilerin bir lirline duygusal veya biligsel olarak ne derece yatirim yaptigini
ifade eden bir degiskendir (Zaichkowsky, 1985). Bu anlamda, iiriinle ilgilenim
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gosterisei titketimle ilgili dnemli bir psikolojik degisken olarak karsimiza ¢ik-
maktadir. Ozsayg1 ve sosyal onay gibi psikolojik ihtiyaglar, bu iliskiyi daha da
giiclendirmektedir; ¢linkii tiikketiciler, yalnizca islevsel ihtiyaclarini karsilayan
iirtinleri degil, ayn1 zamanda kimliklerini ve sosyal statiilerini yansitan sembo-
lik tirlinleri tercih etme egilimindedir (Boga & Basci, 2016; Hiz, 2011). Gos-
terigei tilketim davranisi sergileyen bireyler genellikle finansal olarak varliklt
kisiler olup, bu tiiketiciler daha diisiik fiyat hassasiyeti egilimi gostermektedir;
¢linkli bu tiiketiciler iirliniin performans faydasindan ziyade sosyal faydaya
odaklanmaktadir (Sun et al., 2020). Bununla birlikte, eger tiiketiciler fiyat ada-
letini algilayamaz veya beklenen faydayi elde edemezlerse, satin alma sonrasi
uyumsuzluk meydana gelebilmektedir.

Haz, hedonik tiiketimin temel bir unsuru olarak, bir iirliniin satin alin-
mas1 veya sahip olunmasindan kaynaklanan duygusal tatmini ifade etmekte-
dir (Holbrook & Hirschman, 1982). Bu kavramin duygularla igsel baglantisi,
onu hem gosterisei tilketim hem de biligsel uyumsuzlukla iligskilendirmektedir.
Glincel ¢aligmalar, maksimum diizeyde istenilen fayday1 (hedonik veya statii
odakli) elde etme ¢abasina dayanan tiiketici davranislari ile ekonomik, etik ya
da sosyal agidan sorumlu tercihler yaparak sucluluk duygusunu hafifletme ih-
tiyaci arasinda bir ¢atisma oldugunu ortaya koymaktadir (Ki et al., 2017). Bu
caligma, gosteris¢i tiiketim, fiyat hassasiyeti, iirlinle ilgilenim, haz ve biligsel
uyumsuzlugun biitiinlesik bir modelde nasil bir araya geldigini incelemeye ca-
lismaktadir. Ozellikle, bu degiskenlerin ¢evrimici moda tiiketiminde satin alim
sonrast biligsel uyumsuzlugu nasil etkiledigini anlamay1 amaclamaktadir. Her
ne kadar tliketim genellikle haz ve mutlulukla iligkilendirilse de belir bir zaman
gectikten sonra satin alim kararinin heyecani ve diirtiisii azaldikga, 6zellikle
statli odakli satin alinan triinler s6z konusu oldugunda, olumsuz duygular or-
taya ¢ikabilmektedir (Boujbel & d’Astous, 2015; Hagtvedt & Patrick, 2015).

Bu baglamda 6nerilen arastirma modelini test etmek i¢in anket teknigi ile
online ortamda 511 kigiden veriler toplanmistir. Sonuglar gosterisgi tiiketimin
irtinle ilgilenim (H1) ve haz (H3) degiskenlerini pozitif ve anlaml1 bir sekilde
etkiledigini, fiyat hassasiyeti (H2) ile ters yonlii ve anlamli bir iliskisi oldugunu
gostermektedir. Ayrica {iriin ile ilgilenim ve fiyat hassasiyeti arasinda ters yonlii
ve anlamli bir iligki tespit edilirken (H4), iiriin ile ilgilenim ve biligsel uyum-
suzluk arasinda anlamli bir iliski (H5) tespit edilememistir. Haz duygusu fiyat
hassasiyeti (H6) ve bilissel uyumsuzlugu (H7) pozitif ve anlamli etkilerken,
fiyat hassasiyeti ile bilissel uyumsuzluk (H8) arasinda bir iliski tespit edileme-
mistir.
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Analiz sonuglar1 gosterisci tilketim egilimli, sosyal statiiye onem veren ve
olumlu bir imaj olusturmay1 hedefleyen tiiketicilerin bu ihtiyaglarini karsilayan
iiriinlerle ytliksek diizeyde ilgilenim sergilediklerini gostermektedir (Feng vd.,
2019). Ayrica, bu tiiketici segmentinin genellikle daha yiiksek fiyat hassasiyeti
gosterdigi tespit edilmistir. Bu durum, 6zellikle gelismekte olan ekonomiler-
de daha belirgin sekilde ortaya ¢ikmaktadir; ¢iinkii tiiketiciler artan gelirlerini,
sosyal statli arayisinin bir yansimasi olarak gosterisci tikketime yonlendirmek-
tedir (Chen vd., 2022). Ayrica, bu ¢alismaya katilanlarin gelir seviyelerinin
nispeten diisiik olmasina ragmen, gosterisgi tiiketim egilimlerinin belirgin ol-
dugu gozlemlenmistir. Bu bulgu, gosterisci tiiketimin mutlaka gelirle iliskili
olmadigimi ve ekonomik sinirlar1 asma potansiyeline sahip oldugunu goster-
mektedir (Zheng et al., 2018). Bunun yaninda, arastirma sonuglar iiriinle il-
gilenim arttikca, tiiketicilerin fiyatt daha az 6nemseme egiliminde oldugunu
ortaya koymaktadir. Bu baglamda, fiyat ikincil hale gelmekte ve tiiketicilerin
onceligi triinden beklenen fayda ve deger tarafindan bigimlenmektedir. Arag-
tirmanin bir diger bulgusu fiyat hassasiyeti ile haz arasinda tespit edilen pozitif
iligkidir. Bu sonug bize bireylerin, {irlinden almay1 bekledikleri hazza gore fi-
yat hassasiyeti gelistirme egiliminde olduklarini gostermektedir. Bu durumun
ozellikle liiks veya 6zel tirlinleri tercih eden tiiketiciler i¢in gecerli olabilecegi
diistiniilmektedir; ¢linkii bu tiiketiciler tiriiniin maksimum fayda saglayacagina
inanarak daha fazla 6deme yapmaya istekli olabilmektedir. Beklentinin aksine,
bu ¢alismada fiyat hassasiyeti ile biligssel uyumsuzluk arasinda anlamli bir iligki
bulunmamustir.

Bu ¢alisma, farkli kuram ve teorileri tek bir modelde entegre ederek arag-
tirma degiskenleri arasindaki pozitif ve negatif iliskileri yansitmasi bakimindan
teoriye katki saglamaktadir. Aragtirma, {irtinle ilgilenim, fiyat hassasiyeti ve bi-
ligsel uyumsuzlugu bir modelde biitiinlestirerek degiskenler arasindaki karma-
sik iliskileri incelemektedir. Calisma, tiiketici davraniginin duygusal ve psiko-
lojik boyutlarina dair kapsamli bir bakis agis1 sunmakta ve fiyati, dinamikleri
degistiren araci bir faktor olarak ele almaktadir. Ayrica, genellikle diirtiisel satin
alma ile iligskilendirilen bilissel uyumsuzlugun gosteris¢i tiikketim baglaminda
arastirilmasi tiiketici davranisinin duygusal ve rasyonel boyutlar1 arasindaki
etkilesimi anlamaya yonelik yeni ve degerli bir yaklasim sunmaktadir. Bu ¢a-
lisma, teorik katkilarinin yaninda uygulayicilara pratik katkilar da sunmaktadir.
Satin alma deneyiminde tiiketici duygular1 ve psikolojisi arasindaki karmagik
iligkilerin agiklanmasi karar alicilara etkili stratejiler gelistirebilmeleri agisin-
dan 6nemli bilgiler saglamaktadir. Ozellikle statii ve gosteris egilimli tiiketici-
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ler i¢in satin alim sonrasi biligsel uyumsuzlugu azaltmak i¢in algilanan degere

vurgu yapilabilir. Farkl: tiikketici segmentlerine yonelik 6zellestirilmis fiyatlan-
dirma stratejileri satin alma deneyimini iyilestirebilir.
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