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TITLE: Correlation study examining relationship between narcissism and conspicuous 

consumption of adolescents in Russia. 

The phenomenon of Narcissism has been viewed here as a normally distributed 

personality trait, not as a pathological disorder.  Conspicuous consumption in the particular 

research refers not only to the demonstration of wealth trough buying luxury goods, but also, 

and mostly, represents all the scope of consuming for not utilitarian, co-called, demonstrative 

purposes.  By young people were meant young generation from age of 16 to 24 years old. 

KEYWORDS: narcissism, conspicuous consumption, demonstration, young generation, 

consumer behavior, Russia. 

BACKGROUND: The purchasing of goods to demonstrate the wealth and power for the further 

purpose of the status maintenance is not a new tendency for Russia nowadays. Conspicuous 

consumption is frequently linked with the post-communists countries, consumers of those are the 

worldwide famous for their love to luxury goods. Thus, historically the term refers to the upper 

class people, who purchase expensive brand products in a pursuit of prestige and honor. 

However, with the time and many political, economical and social media influences, the 

phenomenon itself has developed - goods-demonstrators, main players and the initial purposes 

have been shifted significantly. As one of the main change, the self-related motives became one 

of the most important group of drivers of the purchasing decision, what is especially interesting 

to see among the non-mature consumer segment of the country, young generation. Being grown 

in modern consumer societies and spoiled by wide variety of choices, ironically young people 

tend to consume goods to feed their self-love. Having been purchased a novelty of the season, a 

modern youngster hurries to make “selfie” and post it in social network to get some approvals 

and/or admiration, measuring in “likes”. Many scientist worldwide claim that such habit may 

root in much deeper reason than just the age of technology, and even assign it to the personal 

complexes. Deriving from the childhood, those complexes cause in the chronicle narcissism, 

which is dramatically increasing in people of modern society. 

PURPOSE: Therefore, the general idea of this Master Thesis is to investigate the phenomenon 

of conspicuous consumption in Russia from the totally new perspective – the perspective of 

young generation of consumers with set of motivation. Thus, the aim of this research is to 

examine the interdependence between narcissism and conspicuous consumption in young 

generation of Russian consumers.  



METHODOLOGY: The primary data was collected through a self-conducted questionnaire 

including three parts: psychological to measure narcissism of personality, demonstrative 

consumption patters and, finally, a perception of conspicuous behavior part.  In order to reach 

the target group directly and avoid bias and misunderstandings while answering, the 

questionnaire have been spread personally in schools and universities of four cities in Russia. 

Afterwards, the data have been translated from Russian into English, then manually coded and 

filled in database. For advanced statistical analysis and manipulating variables is used software 

as Stata and SPSS Statistics; for less complicated analysis and visual reports is used Microsoft 

Excel. 

MAIN FINDINGS: The obtained results proved not only the strongest relationship between 

narcissism and conspicuous consumption, but also the alignments between their types. Although 

such factors as gender and income size did not show the significant correlations with general 

level of both phenomenon, it has been proved they have effect of the differences in dominating 

facets of narcissism and motivation type in conspicuous consumption. As was suggested, results 

revealed the alignments between such factors as family size and age on the respondents level of 

studies concepts.  
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