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Abstract 

 

 

Purpose - The aim of this paper is to measure the effect of Egyptians' money attitudes on 

compulsive buying with the role of credit card use. 

Design/Methodology/Approach - This study was considered a conclusive research that 

used a cross sectional design and had a descriptive purpose. Each of the variables were 

measured using a 5-point likert scale (the number of the items varied in each scale) 

through structured, close ended, self administrated questionnaires. 400 questionnaires 

were distributed, which were usable and analyzed; all of which were in Arabic 

Findings - The empirical findings indicate that when the independent variables of money 

attitudes were first tested without the moderating variable¬-credit card use, all had a 

significant relationship with compulsive buying except for distrust. In addition to distrust, 

quality also had an insignificant relationship with compulsive buying when tested with 

credit card use. 

Practical Implications - The study has implications for both researchers and practitioners 

concerning what factors affect Egyptian consumers' compulsivity to buy.     

Originality/Value - This topic contributed academically by being used as background 

literature which may also lead the way to many more researches to follow in the future 

exploring the same topic but may be on other different aspects. It would also be 

interesting to other researchers to understand how people perceive money after the 

revolution of the 25th of January. Regarding the practical importance, it will be of great 

value for marketers operating in various industries. It will also illustrate the relationship 

between people’s perceptions towards money, the degree to which it affects compulsive 

buying and the moderating effect credit card use will have. This kind of information is 

vital as it will lead marketers to a better understanding of how to market their products 

or services. 

 

Keywords: Compulsive Buying, money attitudes, credit card 

 

1  Introduction 

Consumer behavior has been a topic of interest for many scholars and academics in the past few 

years, one of the many subjects that stems out from consumer behavior is compulsive buying. 

Compulsive buying reflects consumers’ negative behaviors along with alcoholism, drug abuse, 
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eating disorder and compulsive gambling. Compulsive buyers are those individuals who are 

addicted to shopping and engage in it frequently (Boundy 2000, Faber and Christenson, 1996). It 

is also known as an abnormal form of consumer behavior which is regarded as the dark side of 

consumption (Shiffman & Kanuk, 2000) that has captured the interest of scholars for nearly two 

decades (Johnson & Attmann, 2009). An interesting point to consider regarding compulsive 

buyers is that they buy not only for the end result of owning an object or service but also to 

achieve a feeling of satisfaction through the buying process itself (Faber and O’Guinn 1989). 

Measuring money attitudes gives a clearer picture of how consumers perceive money and how 

money makes them feel towards themselves and towards various products or services. By 

knowing this kind of information it would be clear to us how money attitudes could affect the 

degree of becoming a compulsive buyer and which money attitude factor results in compulsive 

buying the most. The dimensions of money attitudes include power-prestige, retention-time, 

anxiety and distrust. Credit cards use is also an important factor to be considered as it will call as 

a moderator to this relationship. 

2  Theoretical Framework 

It has been noticed that money represents a prominent feature of modern society and has been 

well established as another motivator of behavior (Goldberg and Lewis, 1978). Therefore an 

important question to consider for both market researchers and practitioners is how these 

Egyptian consumers perceive money? And do they perceive money as a means to purchase 

quality products and enjoy life or as a means to make plans for their future? This could be 

identified by the Money Attitudes Scale developed by Yamauchi and Templer (1982) and 

adapted by Gresham and Fonetenot (1989). There are 5 major dimensions of money attitudes 

which are: power-prestige, retention-time, distrust, anxiety and quality. Moreover Schor (1998) 

believes that access to easy credit is one of the reasons of overspending. Feinberg (1986) found 

that those who are exposed to a credit card logo were more likely to purchase, decide to purchase 

quicker and spend more than those who are exposed to the same products without the emergence 

of a credit card logo. Therefore we need to find out how the compulsive buying behavior relates 

to credit card use. 

After extensive article readings and reviewing previous researches related to compulsive       

buying, the following model was proposed which is adopted from Roberts and Jones, (2001), Li 

et al. (2009) and Ian and Woo (2008). To briefly explain, the model shows that people perceive 

money in different ways according to their money attitudes, such as power prestige, anxiety, 

distrust and the extent to which this perception affects a person's compulsivity to buy. 

Furthermore, credit card use was added as a moderating variable to show how the relationship 

between money attitudes and compulsive buying would be affected (intensify or lessen the 

relationship). This model was applied on college students in most articles. During the past decade 

a proliferation regarding shopping malls in Egypt has been noticed although there was a 

worldwide economic crisis in addition to the most recent Egyptian revolution that has of course 

affected many businesses. Therefore it will be of great interest to identify how money attitudes 

affect compulsive buying and which money attitude factor affects compulsive buying the most. In 

addition, to identify if credit card use affects the Egyptian consumers' relationship between 

money attitudes and compulsive buying. It has been decided to add to the variables such as the 

retention-time variable, this variable will be added as the research will be applied on Egyptian 

consumers aged 21 and above who might take into consideration saving for the future. Another 

variable added is the quality variable which shows to which extent the Egyptian consumer buys 
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products of high quality regardless of income. Due to noticing that most previous researches have 

stressed on how demographics affect compulsive buying especially gender, it has been decided to 

add another independent variable which directly affects compulsive buying which is 

demographics. Therefore the decided research model for this study is presented in figure 1: 

Figure 1: Proposed research model 

 

 

Adopted from: Roberts and Jones (2001). “Money Attitudes, Credit Card Use, and Compulsive 

Buying among American College Students’. The Journal of Consumer Affairs, Vol.35. No. 21 

 

3  Hypothesis  

One of the most powerful forces that influence individuals and society is consumer culture 

(Roberts and Sepulveda, 1999). Which is a culture in which most people long for, consume, 

pursue and display goods and services that are appreciated for certain reasons such as status 

(power), envy aggravation and always searching for pleasure (Roberts and Jones,2001). In order 

to be more specific, money has been regarded as the common language of consumer culture. 

Money attitudes have impacted all areas of a person’s life which include saving habits, spending, 

workplace performance, political ideology, charitable giving and attitude towards the 

environment 

Researchers have previously stated that attitude towards money is a complex concept which 

brings out both positive feelings (such as freedom, quality and love) and negative feelings (such 

as distrust, failure and insufficiency). Compulsive buyers are found to have lower self-esteem and 

self-doubt than the "regular" consumer; Yamauchi and Templer (1982) have identified four 

dimensions of money attitude which consist of power prestige, retention-time, distrust (price 

sensitivity) and anxiety. And the variable quality was also added. 
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It has been stated by Roberts and Jones (2001) that status consumption allows consumers to feel 

socially powerful. However status consumption is a process which involves competing and 

comparing, which leads the consumers to continuously increase their conspicuous signals of 

wealth and power (Bell 1998). Clearly the use of money as a tool of power and prestige has the 

potential to lead to compulsive buying, therefore H1a was hypothesized. Previous researches 

identified a negative or inverse relationship between retention time and compulsive buying.  It 

was also stated that consumers scoring high on the retention time dimension would ultimately 

carefully plan and closely monitor their financial future (Roberts and Sepulveda, 1999; Yamauchi 

and Templer, 1982), Therefore H1b was hypothesized.  Escape from anxiety is thought to be the 

main motivation of persons showing addictive or compulsive behaviors. Compulsive buyers 

repeatedly use shopping and spending to reduce anxiety especially during stressful periods, 

therefore H1c was hypothesized. Roberts and Jones (2001) have also stated that obviously people 

who have a high level of distrust towards products, or in other words have price sensitivity are 

less likely to be compulsive buyers, therefore H1d was hypothesized.  

Finally, it has been stated by Li et al.. (2009) that perceiving money as a means of buying high 

quality products and in turn leading a quality life, may then lead to excessive purchases of 

expensive products and name brands, therefore, H1e was hypothesized.  

H1: There is a relationship between money attitudes and compulsive buying.  

H1a: The perception of money as a tool of power prestige increases compulsive buying. 

H1b: Retention-time decreases compulsive buying. 

H1c: Anxiety regarding money increases compulsive buying. 

H1d: Distrust decreases compulsive buying. 

H1e: Quality increases compulsive buying. 

Several empirical studies have yielded interesting results about gender-based factors related to 

compulsive buyers (Ergin, 2010). Furthermore, there is no previous research that addresses 

possible age differences in compulsive buying systematically, but there are indications that 

younger consumers may be more strongly affected. O’Guinn and Faber (1989, 1992) have also 

stated that compulsive buyers tend to be younger. On another note, Koran et al. (2006) indicated 

that compulsive buyers are also more likely to earn less money. Furthermore, other demographic 

variables will be investigated such as marital status and occupation. Therefore, H2 was 

hypothesized. 

H2: Compulsive buying differs across demographics. In the midst of consumer behavior study, 

credit cards can certainly be interpreted as promoting spending by making the shopping matter 

simpler or by removing the immediate need for money (Roberts and Jones, 2001). In addition to 

credit cards functioning as a tool for consumers to fulfill their continuously increasing external 

presentation of themselves, because credit cards allow consumers to experience a certain lifestyle 

that they could not afford (Cohen, 2007). Additionally, according to Pirog and Roberts (2007), 

consumers who regularly use credit card as their main method for payment are more likely to 

spend more than those consumers who uses other methods of payment and tend to use it beyond 

their ability to pay (Park and Burns, 2005), therefore H3 was hypothesized. 
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H3: Credit card usage positively affects the relationship between money attitudes and compulsive 

buying. 

 The target population for this study was Egyptians, aged 21 and above, who were credit 

cardholders. The study was restricted to only two governorates, which are Cairo and Alexandria. 

This was due to the fact that both governorates are the largest and most populated in Egypt. In 

addition over the past 10 years there has been a rapid development of shopping malls in these two 

cities.  

4  Method  

Convenience sampling was the sampling method applied in each governorate. Convenience 

sampling is a non-probability sampling technique where subjects are selected because of their  

 

Table 1 

 

 

Source: CAPMAS, 2010 

 

 

 

 

 

 

 

 

 

Total Sample size (400 

respondents) 
Cairo Alexandria 

Percentage 70% 30% 

Sample size for each city 280 120 

Social Demographics % Sample size % Sample size 

Gender: 

 Male 

 Female 

51 143 51 61 

49 137 49 59 
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convenient accessibility and proximity to the researcher. In order to decrease any bias that could 

arise from the researcher, it was decided to choose every fifth person. This technique is done by 

selecting a random starting point and then picking every fifth element in succession from the 

sampling frame.  This was conducted according to the sample control table (table 1). Once the 

data had been obtained, SPSS (Statistical Package for social science) program was used to 

analyze the results. More specifically mall intercept method has been applied as this topic is 

related to shopping.  

The sample size for this research was 400 respondents, with almost 280 respondents in Cairo and 

120 respondents in Alexandria, with respect to population size in each governorate.  

To ensure that the sample structure presents the Egyptian population structure for the two cities, 

Cairo and Alexandria; a sample control was conducted according to gender. The sample control 

table is presented below.  

In order to answer the proposed research questions, this study used quantitative research 

techniques for the survey, in the form of a cross-sectional, structured, close ended, self- 

administered questionnaire for data gathering. 

In this research, all the distributed questionnaires were in Arabic language to ensure that the 

questions are understood by everyone. Data collection took place in the form of mall intercept at 

various sites such as: shopping malls in Cairo and Alexandria such as City Stars, El Horreya mall 

and mall of Arabia in Cairo and the City Center in Alexandria. Respondents in collection sites 

were asked politely if they would like to participate in the survey, and were also asked if they 

own or have ever used a credit card before (which is the opening question in the questionnaire). 

For those who agreed to answer the questionnaire and who turned out to own a credit card, a hard 

copy of the questionnaire was given to them to answer. A piece of candy was given at the end of 

the participation as an incentive. 

5  Findings 

  At the beginning, the results of the reliability and validity analyses will be displayed, and then 

the frequency analysis that describes the sample demographics will be portrayed. After that, the 

results of the hypotheses testing using the correlation analysis will be presented. In addition, 

linear step-wise regression analysis will be used to indicate the fit and significance of the model. 

5.1 Reliability of Scales 

The reliability analysis was the first examination to be conducted. This analysis helped ensure 

that the measurement is consistent across time and various items in the instrument. Reliability of 

scales used was measured using Cronbach’s Alpha (a) reliability measure. 

In the present study, the cronbach’s alphas of the scales used in the questionnaire ranges from 0.5 

to 0.8 indicating a good or acceptable internal consistency among the items measuring the 

constructs in the study.  

5.2 Frequency Analysis  

400 questionnaires distributed, which were usable and analyzed; all of which were in Arabic. 
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Table 2: Sample Description:  

Demographic characteristic N % Demographic characteristic N % 

City of Residence: 

 

Cairo  

 

Alexandria 

 

 

 

276 

 

124 

 

 

 

69 

 

31 

 

Gender 

Male  

Female 

 

209 

191 

 

52.3 

47.8 

Age: 

21-30 

31-40 

41-50 

51-60 

 

Above 60 

 

155 

80 

75 

52 

 

38 

 

38.8 

20.0 

18.8 

13.0 

 

9.5 

 

 

Marital status: 

Single 

Married 

Divorced 

Widowed 

 

 

145 

222 

15 

18 

 

 

36.3 

55.5 

3.8 

4.5 

 

Occupation: 

Student 

Housewife 

Businessperson 

Professional 

Private sector 

Public sector 

Unemployed 

 

38 

55 

40 

8 

152 

51 

18 

38 

 

9.5 

 

13.8 

 

10.0 

 

2.0 

 

 38.0 

 

12.8 

 

4.5 

 

9.5 

 Monthly Household Income: 

 

1001-5000 

5001-10000 

10001-15000 

15001-20000 

20001-25000 

25001-35000 

 

35001-50000 

 

Above 50000   

 

 

153 

 

89 

 

84 

 

29 

 

20 

 

10 

 

10 

 

5 

 

 

38.3 

 

22.3 

 

21.0 

 

7.3 

 

5.0 

 

2.5 

 

2.5 

 

1.5 
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5.3. Correlation Analysis 

The correlation analysis is the next analysis conducted in this study. This examination helped to 

verify the hypotheses (H1, H2 and H3). In addition it helped identify the strength, significance 

and direction of the relationship among the variables in each hypothesis. Next, linear step wise 

regression should be adopted to test the validity of the hypotheses and finally ANOVA was 

carried out for H2 in order to know how demographics differ among compulsive buying. The 

overall results indicated that all the hypotheses were supported. 

The money attitude tool that has an effect on compulsive buying the most is anxiety (r= 0.33, 

p<0.010) where it has a variation level of 34%. Followed by the power prestige, quality and 

distrust and retention time, in which they have a variation level of 27%, 15% and 15% 

respectively. The only money attitude tools that have a negative effect is the retention-time and 

distrust tools, which is expected as the more consumers worry about their future and try to save 

money by time the less compulsive in their buying they will become. In addition the more 

consumers have a feeling of distrust towards something that they are buying the less compulsive 

in their buying they will become. And finally the use of credit cards has a positive weak 

relationship with the money attitude tools except for one tool which is the retention time.  

At the same time credit card use has a variance level of 30% when correlated with compulsive 

buying which means that it has a positive, significant and moderate relationship with compulsive 

buying. 

The One Way ANOVA analysis was carried out on the demographic variables age, monthly 

house hold income, marital status and occupation to test the mean difference between the 

different groups. The results have showed that there is no significant difference between the 

different groups of those demographic variable. Also, it could be noticed that there is a small 

difference between the mean square of between groups and the mean square of within groups 

which result in an insignificant difference (0.223, 0.427, 0.280, and 0.210) respectively. 

The last statistical method to be used was a type of One way ANOVA more precisely the 

independent-samples t-test. Since most previous studies conducted their research of compulsive 

buying based on gender differences, therefore it was decided to explore how compulsive buying 

differs between genders (male and female) among Egyptian consumers.  

The results of the independent-samples t-test which was conducted to compare compulsive 

buying scores for males and females showed that there was a significant difference (sig. = 0.000) 

in scores for females (M=3.17) and males (M= 2.83). The eta squared shows the magnitude of the 

differences in the means which is calculated by the following equation:  

Eta squared = t²/t² + (N1 + N2 – 2) 

Replacing with the appropriate values from the above tables  

Eta squared = -3.838²/-3.838² + (209 + 191 – 2) 

Eta squared = 0.036 

This means that the magnitude of the differences in the means was small, which also indicates 

that only 3.6 per cent of the variance in compulsive buying is explained by gender. 
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The correlation analysis previously proved that all the independent variables have a significant 

relationship with the dependent variable (compulsive buying). While there is a significant 

positive relationship between credit card use and compulsive buying. The variance level was 30% 

which shows that it has a moderate effect. This outcome has supported the first part of H3. This 

means that when a person has hold of or uses a credit card it encourages their compulsivity to 

buy.   

5.4 regression analysis 

To identify the relative importance of the money attitude variables on compulsive buying and in 

order to know which money attitude factor included in this study affects compulsive buying the 

most, linear step wise regression analysis was conducted using compulsive buying as a dependent 

variable. For the independent variables, all the money attitude tools were included (power 

prestige, retention-time, anxiety, distrust and quality). In order to measure the impact the 

moderating variable of credit card usage as well as the model fit including it; linear stepwise 

regression was run once without the moderating variable and once with the presence of the 

moderating variable. 

When identifying the contribution of each of the components of the Money attitudes without first 

including the moderating variable –credit card use- the results show that only four out of the five 

tools of the money attitudes (Anxiety, retention time, power prestige and quality) were fit. This 

means that the money attitude tool "distrust" was excluded from the model. These components 

indicate an approximate of 25% variance in compulsive buying; which is considered a moderate 

or good fit for social sciences. However, they were significant, as their P-Values were 0.000, 

0.000, 0.000 and 0.021 respectively; which is less than 0.05. The money attitude tools show a 

standardized regression coefficient of (β =0.28, p < 0.01) to Anxiety, (β =-0.28, p < 0.01) to 

retention time, (β = 0.20, p < 0.01) to power prestige and (β = 0.10, p < 0.01) to quality. This 

means that anxiety seems to be the most important factor in influencing consumers' compulsivity 

to buy when shopping followed while retention time has a negative influence. 

However, when running the linear regression including the moderating variable –credit card use- 

results in table 4.20 indicates a higher variance in compulsive buying at 29%. Furthermore, 

another independent variable which is quality was eliminated along with distrust. The results 

show that the money attitude tools that remained (Anxiety, retention time and power prestige) in 

model 2 were all significant, where their P-Value is 0.000.  However, the results show a lower 

standardized regression coefficient of (β = 0.18, p < 0.01) for power prestige. Anxiety and 

retention time remain almost the same with a standardized regression coefficient of (β = 0.27, p < 

0.01) and (β = -0.27, p < 0.01) respectively.  Credit card use also appears to be significant at a P-

Value of 0.000, with a standardized regression coefficient of (β = 0.23, p < 0.01) as its individual 

contribution in the model.  The results of the linear step wise regression showed that credit card 

use's impact as a moderator is rather weak, where it changed the variance in compulsive buying 

from 25% to 29%. But since it did have an effect although it was slight but this shows that H3 is 

supported. However, it is important to note that credit card use fits into the model better as an 

additional independent variable that has an impact on compulsive buying rather than as a 

moderating variable, this will be discussed further more in the coming chapter 
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6  Discussion  

It should be noted that previous studies of money attitudes have identified country differences in 

money attitudes (Bailey et al., 1994; Masuo & Reddy, 1997). The results of the current study's 

data analysis (correlation) indicated that overall, all money attitude dimensions had a relationship 

with compulsive buying.  Which means that when certain variables increase (such as power 

prestige, quality and anxiety), in turn compulsive buying increases. And when the other 

remaining variables increase (such as retention time and distrust), in turn compulsive buying 

decreases as they have a negative or inverse relationship. 

When the step wise regression analysis was conducted without the moderating variable credit 

card use, it showed that out of the five variables in the study all had a significant effect on 

compulsive buying except for the variable distrust which was automatically eliminated from the 

model. This shows that the distrust variable is insignificant and does not have an effect on 

compulsive buying. As mentioned before, distrust is when consumers have doubt about the price 

of products that they bought, where they have a constant feeling of being ripped off and that they 

could have found the same products for cheaper elsewhere. A more scientific definition was 

given by Yamauchi and Templer (1982), where they described persons scoring high on the 

distrust factor as hesitant, suspicious and doubtful regarding situations involving money. Roberts 

and Jones (2001) should have another label which is 'price sensitivity' as the items used in the 

scale focus on consumers' sensitivity to the price they paid for the goods or services. A research 

was conducted in Australia; where its findings supported this research's findings. Distrust was 

found to have an insignificant relationship to compulsive buying. On the other hand, this 

contradicts prior studies (Roberts and Sepulveda, 1999).  This was justified by one logical reason 

for these surprising results, which may have to do with the roles that cultural and societal norms 

play in different countries (Phau and Woo, 2008). This reason could also be justified to the 

current study, as the Egyptian culture varies extremely from western cultures. Another reason 

which could explain this result is that due to the extreme proliferation in shopping malls in the 

past few years in Egypt and the increasing presence of various brand names, a phenomenon 

called the "branding effect" may have emerged. It could be noticed that Egyptian consumers 

nowadays have a high appreciation for brand names regardless of the price they are paying. For 

example, buying a pen from "Mont Blanc", boots from "Zara" or a T-shirt from "Lacoste". This 

example shows that although Egyptian consumers know that these products could be found 

elsewhere in other stores for lower prices, but they are willing to pay so for the brand name. 

Therefore, these reasons could explain the reason why distrust had no significant effect on 

compulsive buying.  

The variable that turned out affecting compulsive buying in Egyptian consumers the most is 

anxiety. As mentioned before, anxiety refers to the extent to which consumers feel regarding 

money which is a source of anxiety as well as a source of protection from anxiety. Compulsive 

buying has been defined as "chronic, repetitive purchasing that becomes a primary response to 

negative events" this refers to its origin of being an internal psychological disorder. Therefore it 

could be explained why anxiety turned out as the variable that affects Egyptian consumers' 

compulsive buying the most. Another reason could be that also due to the current economic 

situation, Egyptian consumers may constantly have a fear of not being financially secure due to 

the unstable economic environment in Egypt. Moreover, since the data gathering was conducted 

in shopping malls, therefore consumers who were given the questionnaires to fill out may have a 

higher sense and caring for shopping than other regular consumers which would make them have 
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a higher feeling of anxiety towards sales that they could have missed and a feeling of being 

happier when they buy things for themselves. 

Egyptians have been known to face a lot of stress in their lives due to a variety of things they 

encounter in their daily life, from having to deal with traffic, work, the very fast paced life, till 

having to worry about Egypt's current situation economically and politically.  One way of 

relieving this amount of stress is through shopping. This has been also stated by Desarbo and 

Edwards (1996), where they acknowledged that compulsive buyers' anxiety has been known to 

provoke a spontaneous action and push the consumer to reduce the tension. In other words, 

compulsive buyers use the shopping and buying activity as means for relieving stress and its 

associated anxiety. And Roberts and Jones (2001) have stated before that compulsive buying has 

been viewed as a quick fix to anxiety. The results regarding the anxiety factor supports previous 

researches, where the escape from anxiety was found to be the primary motivation of persons 

exhibiting addictive or compulsive behaviors (Valence et al., 1988). Furthermore, Christenson, 

deZwaan, and Mitchell (1995) stated that compulsive consumption behaviors are associated with 

internal psychological factors such as low levels of self-esteem, high levels of depression and 

high levels of anxiety. In addition, Dittmar (2005) mentioned that psychologically motivated 

buying seems an increasingly prominent feature of contemporary consumer behavior, such as 

using shopping as an attempt to improve self–image, self–esteem, or relationships with others. As 

mentioned before, compulsive buyers often shop as a means of reducing stress. However, the 

resulting spending may also be a contributor to the stress levels experienced by the compulsive 

buyers. Efforts to run away from problems have a tendency to be temporary and will almost 

likely result in even higher level of anxiety and guilt over the money spent earlier (Desarbo and 

Edwards, 1996). Therefore, anxiety could be viewed as both an antecedent and an outcome of 

compulsive buying (Roberts and Jones, 2001).   

The second greatest variable having an effect on compulsive buying was retention-time but as 

mentioned before this relationship was negative. People scoring high on the retention-time 

variable place a great value on the preparation process of planning carefully and monitoring their 

financial future (Roberts and Sepulveda, 1999; Yamauchi and Templer, 1982). Of course 

Egyptians nowadays are trying to save up as the future is very uncertain and ambiguous due to 

the high level of instability in the country. This would urge people to try and have some kind of 

financial plan or saving up plan, and would in turn make people less compulsive to buy. 

Furthermore, this could also be explained by how when people have a high level of retention over 

time it could relate to something psychological. Where they have a constant pressure to monitor 

their spending and try to make a financial plan for the future, which becomes an immense 

psychological struggle. Roberts (1998) also explained people's spending and saving habits 

according to the way they were growing up and raised. Prior studies have also shown evidence 

that there is a relationship between retention-time and compulsive buying (Phau and Woo, 2008) 

which supports the findings of the current research. 

Power prestige had an effect on compulsive buying. It is the attitude that indicates the importance 

of status seeking, competition, external recognition and acquisition. This indicates that Egyptians 

tend to increase their compulsivity to buy when they have a tendency to inflict a certain image of 

power. For example, it is noticeable how Egyptian consumers tend to own very luxurious and 

prestigious cars that exert an image of power and status. Also it could be assumed that power 

prestige is related to conspicuous buying in order to appear materialistic which in turn leads to 

compulsive buying. Roberts and Jones (2001) stated that compulsive buyers are more likely to 
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link buying with social status in addition to Phau and woo's (2008) study where the link between 

the view of money as a tool of power and prestige  and compulsive buying was justified. 

Moreover, this is supported by several other studies (Masuo et al., 2004; Mitchell and Mickel, 

1999; Prince, 1993; Furnham, 1984). Overall it should be noted that the limited amount of 

research on money attitudes in the marketing discipline has established a strong relationship 

between money attitudes and compulsive buying (Roberts and Jones, 2001) 

Moreover, credit card use happened to be significant which implies that Egyptian consumers tend 

to increase their money attitudes when they have access to credit cards, making them more likely 

to increase their compulsive buying. The results indicate clearly that high-credit card use and 

compulsive buying is positively related, reflecting results from other prior studies (Roberts and 

Martinez, 1997; Feinberg, 1989; Norum 2008). Roberts and Jones (2001) also added that 

consumers are more likely to spend, to spend more, and make spending decision quicker when 

there is a credit card logo present. Roberts and Jones (2001) suggested that credit card usage 

intensifies the problem of compulsive buying. This research reinforces the finding as it indicates 

that credit card usage stimulates spending and strengthens the relationship between attitude 

towards money and compulsive buying; but at the same time not to a great extent. This could be 

explained by the fact that the credit card culture is an emerging culture which is not known or 

popular in Egypt which may explain the small effect it had in strengthening the relationship. 

Frequent credit card users in this study are more likely to purchase status seeking items, which 

consequently would result in a higher outstanding credit card balance. On the other hand 

Tokunga’s (1993) finding supports the suggestion that heavy credit card users are less price 

conscious which is not supported in this research as distrust was insignificant with compulsive 

buying, while McElroy et al. (1994) research proved that access to credit cards increases 

spending. 

When regression was conducted including the moderating variable, it excluded the variable 

quality in addition to distrust. This shows that quality had an effect on compulsive buying but as 

shown from table 4.20 it had the least effect on compulsive buying. Quality refers to the extent to 

which consumers buy high quality products in order to lead or live a quality life. Results show 

that Egyptian consumers' compulsive buying is affected the least by buying quality products; this 

may be due to the current economic situation that Egypt is in and due to the extreme high prices 

of quality products which are usually branded.  Interestingly, when the moderating variable was 

added, buying quality products became insignificant to Egyptian consumers' compulsive buying 

this implies that when consumers in Egypt have hold of credit cards they use it to buy products 

that may not be of high quality or may prefer using cash to buy products that are of high quality. 

Moreover, it shows that people are starting to buy compulsively in Egypt but may not be 

particularly interested in the quality of the products they are buying, they may be buying only for 

the internal feeling of satisfaction that compulsive buying gives them rather than caring about the 

products per say. 

After comparing both regression tables 4.19 and 4.20 it was noticed that after credit card use was 

introduced to the model, the beta changed for the various money attitude dimensions but this 

change was an extremely slight change that is nearly unnoticeable. 

We then compared the means of compulsive buying behavior between male and female Egyptian 

consumers to examine the gender differences. Female Egyptian consumers scored higher on 

compulsive buying behavior than their male counterparts (M female = 3.17, M male= 2.83). This 

result was consistent with the marketing literature that females are more likely to engage in 
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compulsive buying than males (Shoham and Brencic, 2003). These results also confirmed 

previously documented gender differences, indicating Egyptian women to be more affected by 

the compulsive buying phenomenon; this was also stated by Dittmar (2005) who affirmed that the 

results of her research also showed consistent finding in previous researches. The women scored 

higher than men on scales that measure compulsive buying this confirms that a strongly lop–

sided gender ratio in compulsive buying exists.  

In Egypt, this may be explained by the traditional role that society has set on the women where 

shopping has a strong symbolic, emotional role for women. It helps them to deal with a number 

of factors including boredom, stress, low self-esteem and even depression (Ergin, 2010). Given 

current links between gender identity and shopping, we believe that psychologically motivated 

buying as a form of self–repair is both more important and culturally available for women 

compared to men. On the other hand all other demographics (age, marital status, monthly 

household income and occupation) showed to be insignificant which means that they don’t have 

any difference between its groups this contradicts previous researches where Ergin (2010) stated 

that there is no previous research that addresses possible age differences in compulsive buying 

systematically, but there are indications that younger consumers may be more strongly affected. 

O’Guinn and Faber (1989, 1992) have also stated that compulsive buyers tend to be younger. 

More recent studies (Roberts and Jones, 2001) have noted that estimates of compulsive buying 

among young adults range from 6 to 12.2% of the population, this is considerably higher than 

previous estimates of compulsive buying among adults where compulsive buying was thought to 

range from 1 to 6% of the population (Faber and O’Guinn, 1989)    

According to the above discussion a better redefined research model emerged. After the analysis 

was conducted, it was noticed that although the moderating variable' credit card use' strengthened 

the relationship between money attitudes and compulsive buying. On the other hand the effect 

was rather very slight.  

Therefore, in the redefined model it was suggested to have the moderating variable become 

another independent variable as it would have a rather larger effect on the dependent variable 

'compulsive buying'. In addition to adding the categorical variable 'gender' as an independent 

variable which has been applied in many previous studies. 

Moreover, the independent variables distrust and quality have already been eliminated, as they 

were found to have an insignificant effect with compulsive buying.  

7  Research Limitations 

This study has a number of limitations. However, this makes way for a number of future 

researches in the area of compulsive buying; furthermore these limitations do not cause the 

findings to be any less significant. This study is cross sectional in nature and fails to capture the 

dynamic nature of consumer behavior (which is the main concern in the study). This study 

employed a non-probability quota sampling technique which was adequate for the purpose of this 

study. However, the chosen sampling technique makes it harder for the findings of the research to 

be generalized. 

 Furthermore, the sample was selected from two regions in Egypt (Cairo and Alexandria) as they 

constitute the two largest cities in Egypt. However, the selected cities are considered to be 

metropolitan cities where its population adopts different values and attitudes than does the 

population in suburban cities. Hence, the information gained in order to be analyzed was not 

proportionately gathered and doesn’t allow for the finding to be generalized. The data collection 
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was conducted after the Egyptian Revolution of the 25
th

 of January which could have affected 

consumer’s responses, as people's attitudes towards money could have been altered due to the 

sudden and unstable change in the country's future.  

8  Recommendations 

To better categorize a specific and targeted segmentation strategy, a better understanding on a 

variety of cultural and demographical factors that affect compulsive buying is important. 

Therefore, it will provide organizations with a clue on how to segment markets based on lifestyle 

attributes that consumers ideally want and pursue. For example, advertising campaigns could 

show images of status and prestige in order to appeal to Egyptian consumers. On the other hand 

they could start triggering on internal factors, as anxiety turned out to be the money attitude tool 

that had the most effect on compulsive buying. 

In recent years, there has been a fast growth in credit card ownership due to the significant 

increase in credit card acceptance and use among Egyptians. It was seen from the findings that 

credit card use strengthens the relationship between money attitudes and compulsive buying. This 

means that credit cards could act as a mean of increasing compulsive buying in Egypt. Marketers 

could benefit from this information by trying to urge consumers to use their credit cards more 

often during purchasing. This could be done by collaborating with credit card companies who 

could offer credit card holders benefits and incentives when using credit cards for their purchase 

rather than paying in cash. Although they should be careful not to abuse this information as it 

could turn into unethical doings from the marketers' and credit card companies' part, which in the 

long term and the worst case scenario could turn into a national disaster, similar to the one in the 

United States, where credit cards were a major contribution to the crisis.   

9  Directions for future research: 

The present study's findings along with previous researches suggest that credit cards do facilitate 

ill behavior such as compulsive buying. However results cannot be seen as definite. More careful 

experiments and research are needed to help better understand the role credit cards play in 

compulsive buying.  

Another area that is needed in research is in the model development. The present study found that 

credit card use does moderate the money attitude-compulsive buying relationship. However, 

many other antecedents of compulsive buying exist and need to be tested. These antecedents 

include family (nurture), biological, psychological and sociological variables in addition to the 

variables included in the present study. Another variable that is very important and was not 

included in the study, as this study was focusing more on various money attitudes, is materialism. 

It should be noted that the money attitude factor power prestige differs from materialism. Other 

future studies could also be specific to a particular area in shopping, such as fashion related 

products or electronics. As previous researches have stated that compulsive buyers tend to 

purchase and become allured by things that they enjoy, rather than for example grocery shopping.  

In addition more studies could be undertaken to gain further insights concerning how results vary 

according to age, this could be applied to all the variables. It should be finally noted that a greater 

understanding of negative consumption behaviors is important for the field of consumer behavior 

as well as for the society as a whole. The harmful effects of these behaviors does not just affect 

the  individuals but extends also to their families, friends, and co-workers as well as the  whole 

public  for example through increased costs for health care, crime control, products, and credit 

(Krych 1989). If, as Peter (1991) argues, one condition for measuring the usefulness of research 
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is through its contribution to society and society's welfare, therefore an increased study of 

negative consumption behaviors is clearly needed. 
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