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ABSTRACT 
 

This paper presents the results of a study conducted in Dubai, United Arab Emirates, and aims to analyze the relationships 
between the concept of sentiment towards advertising, vanity and materialism. A conceptual framework is developed and 
analyzed via structural equation modeling.  

 
INTRODUCTION 

 
Advertising is powerful and is increasingly turning the world into a global consumer culture. No more is this evident than in a 
place like Dubai, where a globalized consumer culture is developing, some would argue, due to increasing advertising. 
Various studies show advertising as one of the most powerful medium to “manipulate” consumers (Lasch 1978; Lasch 1984). 
The genius of manipulative advertising as claimed, relies on creating a false consciousness praising self-expression through 
materialism (Abela 2006; Durvasula and Lysonski 2008) and vanity. Although most critics affiliate the development of 
advertising to the acceleration of materialism in consumer culture and to the development of vain lifestyles, questions remain 
on its causal relationships. A thorough review of the literature indicates that, despite numerous theoretical discussions on the 
relationship between advertising, materialism and vanity, very few studies empirically demonstrate strong causal 
relationships between each concept.  

 
RESEARCH OBJECTIVES AND HYPOTHESES 

 
For this research, we question whether the development of what Guy Debord calls the “society of the spectacle” is related or 
not to the development of increasing materialism (Debord 1995). Specifically our research asks: does the development of 
global advertising strategies engender an increase in materialistic values? If so, is there a positive association between 
materialism and one’s vanity level? Moreover, does sentiment towards the advertising in fact affect one’s vanity or is vanity 
more of an innate property? Based on the conceptual framework developed in the study, a number of hypotheses were 
developed and tested. We measured three basic relationships illustrated by the following aggregate hypotheses: 
 
H1: The more positive an individual’s sentiment toward advertising, the greater their materialism (measured by their personal 

materialism and general materialism).  
H2: The more positive an individual’s sentiment toward advertising, the greater their vanity (measured by their concern for 

physical appearance, view of their physical appearance, concern for achievement, and view of their achievement) 
H3: The greater an individual’s materialism (measured by personal materialism and general materialism), the greater their 

vanity (measured by their concern for physical appearance, view of their physical appearance, concern for achievement, 
and view of their achievement). 

 
RESULTS  

 
The main findings of the paper indicate that sentiment toward advertising positively influences an individual’s personal and 
general materialism. The results also indicate that an individual’s personal materialism has a strong impact on their view and 
concern for one’s physical appearance and personal achievement. However, a person’s general materialism was found to be 
positively associated with their view of their personal appearance. Sentiment towards advertising, however, has no direct 
effect on any vanity trait, suggesting vanity is more an internal personal trait not impacted by environmental conditions.  
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