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Abstract 

 

The purpose of present study is to examine the relationship between materialism and 

spirituality with consumer behavior in the context of new entry products in Delhi NCR. 

Method used AMOS–SEM for checking relationship between Materialism and Spirituality 

with Consumer Buying Behavior for New Entry Products: Path Analysis Based Modeling. 

Results based on a sample of 282 professionals was analyzed through a structured 

questionnaire indicated a strong positive relationship between materialism and purchasing of 

new entry products. The study is original based on primary data collected. It was also 

observed materialism and spirituality being contrary but both strongly correlated with new 

entry products. Study has implication for constructive to the policy makers, customers and 

researchers to know designing suitable strategies in practical world of Indian transformation 

where consumer buying products are being influenced by spirituality, yoga and Ayurveda 

also. Being new theme for marketing in India, there is scope of more research in this area 

using different parameters, demography and fruitful result for society is expected in further 

research. 
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Introduction 

 

Consumer behaviour does indeed imply a great deal more than whether or not some goods or 

services were available and used, which means that consumption cannot be discussed in 

isolation from other aspects of social and economic life. Historians have also puzzled over 



consumption, for it has long been recognized that increasing demand for a wide range of 

goods and clothing was as important in industrialization as the invention of new methods of 

production. (Lorna Weatherill, 1988) 

The diffusion of innovation is the poor relative in the field of innovation studies. Far greater 

emphasis is placed on studying the evidently more glamorous processes of producing 

innovation by transforming science and technology through engineering, design and 

creativity. Innovations – new ideas that have been successfully applied – provide social 

benefit and widespread economic and competitive advantage only once they are diffused. 

(Ritsuko Ozaki & Mark Dodgson, 2010). 

Economic activity defined by consumer materialism can be made more sustainable by 

inverting its symbolic relationship to the material. In its present form, ideological consumer 

materialism imposes symbolic demands on the material needs of its participants. Purely 

symbolic forms of resistance to consumer materialism are complicated by ideology‘s formal 

capacity to coopt and counter resistance. As a specific alternative to consumer materialism, 

productive-consumption prescribes ritual acts of material production that have the potential to 

both force considerations of the natural and obviate considerations of the symbolic in 

outward activity. For contemporary consumer materialists, the acquisition of goods and 

services is a way of life. While consumer materialists directly suffer from its emotional and 

mental consequences, everyone indirectly suffers from consumerism‘s impact on the 

biosphere. Overconsumption is ‗‗cutting and mining and hauling and trashing the place so 

fast that we‘re undermining the planet‘s very ability for people to live here. (Shane M. 

Semmler & Jacob Bobby, 2013) 

Human beings seek fulfilment. They realize more and more that the source of their fulfilment 

can never be merely materialistic. It is the combination between the material and spiritual, the 

tangible and the intangible, that creates a fulfilled reality. Hence, individuals today seek to 

practically apply this understanding in various spheres of life—including consumption. 

Emmons (2006) identifies three types of spirituality: natural, humanistic, and religious. This 

differentiation positions religion as an external construct and spirituality as an internal 

construct. Another example demonstrating the importance of the internal-external dynamics 

in spirituality is the concept of self-versus others. Authentic spiritual growth can only happen 

through the interaction with others. To summarize, spirituality emphasizes unity and 

connection over separation. (Galit Marmor-Lavie and Patricia A. Stout, 2016) 



Materialism has emerged as a topic of great interest among scholars across a broad range of 

disciplines, including social psychologists, demographers, political scientists, and consumer 

researchers. The main impetus for this research has been the belief that materialism has 

adverse effects on the person‘s well-being. Researchers have assumed that people in different 

cultures or countries differ in levels of cultural orientations (e.g. collectivistic vs. 

individualistic, religious values), and differences in such orientations lead to differences in 

materialistic values and their effects on well-being. Cultural and subcultural values have been 

suggested as key moderators of the relationship between materialism and well-being, but 

findings are not consistent with theory-based expectations. (Kwai Fatt Choong, Fon Sim Ong 

& George P. Moschis, 2013) 

Materialism:   

In today‘s world, materialism has become a most important part of the consumer buying 

behaviour. Materialism can be defined as the attitude of the  someone who attaches a lot of 

importance to money and wants to possess a lot of material things. It is a belief that only 

physical matter exists and there is no spiritual world. Envy, greed and jealousy were 

synonymous with materialism for ages, whereas today‘s view of materialistic traits is 

associated with success, happiness and self-fulfilment.  Today Materialism has become a 

prevailing phenomenon. Global mass media and transnational firms continue to create on-

going desires for material goods, fuelling today‘s consumer society. By defining it  as the 

magnitude attributed to attaining and owning material products in order to reach important 

life goals and desired states, materialism leads to consumerism— the pursuit of happiness by 

primarily buying and consuming tradable goods and services.  

Innovation: 

The word innovation is derived from Latin word ―nova‖ meaning new. Innovation means 

translating an idea into a good or service that creates value or for which consumer is ready to 

pay. It involves deliberate application of imagination, information, initiative in extracting 

different or higher benefits from existing resources. According to Rogers (1995) an 

innovation is an idea, practice or object that is perceived as new by an individual or other unit 

of adoption‘ whereas Betje (1998) defines Innovations as new things applied in the business 

of producing, distributing and consuming products or services .  According to Department of 

Trade and Industry (2004) ‗Innovation is the successful exploitation of ideas‘. In recent years, 

innovation has become a key driver for company‘s growth and survival, in the long run, 



particularly in a dynamic & complex market and ambiguous economic situations. The main 

characteristics of the 21st century economy are high competition pressure, high level of 

production and, high level of consumption, short lifespan of products with the high rate of 

technological change and the emerging sustainability awareness. At the same time, 

consumers respond to such economic conditions by searching to satisfy their needs and 

desires by more and more sophisticated products/services and personalized solutions. To cope 

up with this innovation is the only toil through which business firms do not only fight a war 

of survival but also obtain competitive advantage. That‘s why every company is investing 

huge amounts of money in Research and Development of the products in order to meet the 

ever growing needs and wants and expectations of the consumer. 

Spirituality: 

The origins of the word ‗‗spirituality‘‘ lie in the Latin spiritualitas associated with the 

adjective spiritualism (spiritual). The term spirituality is derived from the Latin term spirits 

which translates into breath of life meaning relating to or affecting the human spirit or soul as 

opposed to material or physical things . ‗‗spirituality‘‘ implies some kind of vision of the 

human spirit and of what will assist it to achieve full potential. Christina Puchalski, defines 

spirituality as the aspect of humanity that refers to the way individuals seek and express 

meaning and purpose and the way they experience their connectedness to the moment, to self, 

to others, to nature, and to the significant or sacred. It is a measure of how loving you are, 

how unconditionally accepting you are toward yourself and others. It is a living practice. At 

present times it becomes essential for the producers and marketers to understand the spiritual 

motivations of the consumers whose consumption patterns are not only decided by the 

lifestyle alone but also by spiritual beliefs.  There is a rising desire in the consumers to fulfil 

their spiritual beliefs through their consumption patterns. 

Review of Literature 

 

Authors Variables Sampling Tools used Results 

Xu,Y. (2007) 
materialism, compulsive buying behaviour, Public 
self- consciousness 

 a class (students) at a Mid-Western university, 
Ohio USA  

A self-administered survey, LISREL 8.7 was 
employed to assess the validity and reliability of 
the constructs by using confirmatory factor 
analyses and to test the hypotheses by using 
structural equation modeling.  

Materialism was found to have a strong, 
significant and direct influence on young 
consumers’ compulsive buying tendency. Public 
self-consciousness was strongly related to young 
consumers’ compulsive buying tendency. 
However the influence of public self-
consciousness on compulsive buying tendency 
was 
mediated by materialism.  

 

materialism, 
compulsive buying 
behavior, Public 
self- consciousness 
 

The sample for the 

present study was 

drawn from a class 
(students) at a 
Mid-Western 
university, Ohio 
USA  
 

The study 
was 
analyzed 
using using 
structural 
equation 
modeling.  
 

Materialism was found to 
have a strong, significant 
and direct influence on 
young consumers’ 
compulsive buying 
tendency. Public self-
consciousness was 
strongly related to young 
consumers’ compulsive 
buying tendency. 



However the influence of 
public self-consciousness 
on compulsive buying 
tendency was mediated 
by materialism.  
 

Lee,J. (2008) 
 

impulse buying, store 

ambience, store 

aesthetics, store 

layout, store, 

promotion, sales 

associate credibility, 

consumer emotional 

state, consumer 

involvement with 

product, consumer 

impulse buying 

tendency, consumer 

extrovert-ness, 

consumer 

innovativeness, 

consumer lack of 

control, and 

consumer hedonic 

shopping tendency.   

The sample for the 

study was drawn 

from 150 students 

at the University of 

Minnesota. 

Structural 

equation 

modeling 

(SEM) was 

used to 

analyze the 

data. 

This research 
demonstrates that a 
positive mood induced by 
store environment 
appears to be a cause of 
consumer's impulse 
buying 
 Specifically; store 
ambience and  
excitement induced 
positive moods, and in 
turn encouraged impulse 
buying. Store layout  
directly influenced 
consumers' impulse 
buying. When store 
layout influenced impulse  
buying, consumers' lack 
of control moderated the 
relationship between 
store layout and  
impulse buying.  
 

 Marmor-

Lavie,G.  A. 

Stout,P. and Na 

Lee,W. (2009) 

Spirituality, 

Advertising, 

community, 

The Spirituality in 

Advertising 

Framework (SAF), 

which delineates 16 

core ideas that are 

characteristics of 

spiritual people and 

spiritual messages 

SAF 

Analysis 

Spirituality in its holistic 

sense, exists in current 

advertising messages, and 

thus warrants attention in 

future research. 

 Demirbag, M. 

Sahadev,S. and  

Mellahi,K. 

(2010) 

Emerging markets, 

Consumers, 

Customer 

orientation, Country 

of origin 

Young consumers 

from a UK 

university were 

surveyed on their 

intention to buy 

three categories of 

products from six 

countries 

Materialism 

was 

measured 

using the 

Richins and 

Dawson 

(1992) scale 

The findings show that 

materialism among 

consumers could be a 

major stumbling block for 

multinationals from 

emerging economies to 

enter markets in developed 

countries 

 L. M. Lee,R. 

(2010) 

Asian Materialism, 

Spirituality, Re-

enchantment 

Conceptual Paper Review of 

Previous 

concepts 

Disenchantment in Asia is 

an extraneous force of late 

capitalism. Romanticism in 

the West is not a spent 

force, but it has been 

transformed into a 

principle of deconstruction 

that disengages with 

conventional reality 



Papaoikonomou,

E. Ryan,G. and  

Valverde, M. 

(2011) 

ethical decision 

making, consumer 

behavior, consumer 

ethics, business ethic 

Review 80 studies Qualitative 

methods 

ethical consumer behavior 

is a highly complex 

phenomenon characterized 

by a wide diversity of 

ethical concerns and 

actions 

 Pace,S. (2012) Consumer behavior  

Materialism  

Consumer ethics  

Religion Buddhism 

The total number of 

respondents was 

348. Questionnaire 

was used 

The SOFI 

scale 

 ‗‗resistance of the self‘‘ 

that is coherent with the 

idea of a consumer who 

leverages the self to go 

beyond it 

S. Podoshen,J. 

and A. 

Andrzejewski,S. 

(2012) 

materialism, 

conspicuous 

consumption, 

impulse buying, and 

brand loyalty 

The survey data 

from over 500 

respondents 

residing in the Mid-

Atlantic region of 

the United States. 

This study 

was analysed 

using 

structural 

equation 

modelling 

This study suggests that 

materialism positively 

relates to conspicuous 

consumption, impulse 

buying, and brand loyalty. 

SRIKANT,M. 

(2013) 

materialism, 

perspectives, 

conceptualizations in 

consumer behavior, 

marketing 

measurement scales, 

drawbacks 

Conceptual Paper Review of 

Previous 

literature 

Existing materialism 

conceptualizations and 

measures have several 

shortcomings 

Rung Lin , W. 

Hsien Wang1, 

Y. Ju Yang1,F. 

Shanthi 

Sekarini1,N. 

(2013) 

the intention to use 

credit card and 

possibility of overuse 

credit, fashion 

orientation, 

perceived value of 

credit card, elemental 

personality traits, 

conscientiousness, 

Self- esteem , Power 

prestige, Risk taking  

card and compulsive 

buying behavior. 

The sample for the 

study was taken 

from 31 bank credit 

card customers in 

Indonesia. 

Multivariate 

data analyses 

will be 

adopted to 

empirically 

test the 

developed 

research 

hypotheses 

Findings suggest the 

intention to use credit card 

and possibility of overuse 

credit card tend to have a 

positive relationship to 

compulsive buying 

behavior. 

 Davies,K. &  

Freathy,P. 

(2014) 

Retailing; 

spirituality; physical 

channel; virtual 

channel 

This paper is an 

exploratory study 

Qualitative 

analysis 

Consumer interest in ‗New 

Age‘ spirituality and 

spiritual practices has 

grown significantly in 

recent years 

J. Harnish,R. 

Robert 

Bridges,K. 

(2014) 

Irrational beliefs, 

materialism, 

narcissism and 

compulsive buying. 

The survey data 

was collected from 

155 undergraduate 

women. 

Regression 

analysis tool 

for analysis 

Findings show irrational 

beliefs and materialism 

was correlated and 

predicted compulsive 

buying. Additionally, 

irrational beliefs were 

associated with compulsive 

buying only for those who 

scored high in narcissism. 

As for Examining the IBI 

subscales, Problem 

Avoidance and Rigidity 



were the sole subscales that 

predicted compulsive 

buying. 

DavidLee,J.Bahl

,A.  

S.Black,G.C,D.

Smith,D.and S. 

Vowles, 

N.(2015) 

Consumer 

Socialization, Peers, 

Quantitative 

methods, Purchase 

requests 

The questionnaire 

was administered. 

Data were collected 

from 116 

undergraduate 

students enrolled in 

marketing and 

management 

classes at a major 

US public 

university 

Hypotheses 

were tested 

using OLS 

regression 

The level of a consumer‘s 

spirituality affects both 

sustainable and non-

sustainable consumer 

behavior. 

Kassim,N.Bogar

,N 

SalamahandMo

hamedZain, 

N.(2016) 

Materialism, 

Collective-oriented 

values, Product 

satisfaction, Product 

status signaling 

Data were collected 

by a questionnaire 

survey where 1,388 

self-administered 

questionnaires were 

collected from 

Babyboomers, 

Generations 

X andY 

The data 

were 

analyzed 

using 

structural 

equation 

modeling 

materialistic tendency is 

significantly influenced by 

religious, family values 

(inverse relationship), and 

community values, 

whereas for the Malaysian 

consumers, this tendency 

was only significantly 

influenced by their family 

values 

Rehan 

Masoom1,M.* 

and  

Moniruzzaman 

Sacker, Md. 

(2017) 

consumerism; 

values; Bangladesh; 

materialism 

measurement scale;  

development 

a convenience 

sample of 1,259. 

―Factor analysis‖ 

was conducted to 

devise a valid scale 

to measure 

consumerism in 

this culture 

Exploratory 

Research 

Design is 

applied 

A new set of items can 

measure the level of 

materialism with 

acceptable reliability and 

validity for the culture of 

Bangladesh. 

Source: Author‘s compilation from different sources 

The research area for the buying behavior is very vast. However, some studies have done on 

the same but majority of the studies have been found inconclusive. In current juncture, it is 

need to explore the study as relationship of materialism and spiritualism with innovation. 

Hence, the present study answers whether there is significant difference in the perception of 

different customers or not.  

Research Question and Hypothesis 

 

The goal of the current research is to study the significant relationship of materialism and 

spiritualism with innovation. The independent variable is materialism And spiritualism and 

dependent variable is purchasing of innovative products and services. The researchers sought 

to answer the following research question through this study: 

RQ1: Does the significant relationship between materialism and acquisition of new 

products exist in customers? 

 



Materialism among consumers could be a major stumbling block for multinationals from 

emerging economies to enter markets in developed countries, Mehmet Demirbag, Sunil 

Sahadev and Kamel Mellahi (2010) 

 

RQ2: Does a significant relationship exist between the purchase of new goods and 

spiritual values 

 
Spirituality in its holistic sense, exists in current advertising messages. Galit Marmor-Lavie, 

Patricia A. Stout, and Wei-Na Lee (2009) 

 
To validate the results of the study, the following hypotheses have been formulated: 

 

H01: There is no significant relationship of materialism and spiritualism with innovation 

 

Ha1: There is a significant relationship of materialism and spiritualism with innovation 

 

 

Research Methodology 

 

Sampling Framework  

The present study is based on both primary and secondary data. Primary data have been 

collected from the customers selected by judgment sampling with the help of structured 

questionnaire on five point Liker scale i.e. Strongly Disagree (SD), Disagree (D), 

Indifferent (I), Agree (A) and Strongly Agree (SA). After examination, a complete 

response from 288 respondents has been used for further analysis. Secondary data have 

been extracted research studies and articles published in various journals, magazines, 

newspapers and websites. 

 
Data Analysis 

 

The collected data were analysed through measurement model and structural equation 

model to know direct relation to test the hypotheses and validate the results. The 

analysis is in conformity with the objectives of the study and the hypotheses formulated.  

The collected data were analysed through AMOS as the factors have already been 

confirmed.  

 

Major Results and Discussions 

 
An attempt made to analyse the relationship between innovation using Amos graphics. The 

model fit was checked by degree of freedom ratio (CMIN/df), comparative fit index (CFI), 

goodness of fit index (GFI), Tucker–Lewis index (TLI), root mean-square error of 

approximation (RMSEA)  



 

Table 2: Innovation results 

Fit Index Value 

Acceptance 

Area 

chi square fit(p-value) 35.86 less  better 

CMIN/df 35.866 / 5 = 7.173 < than 5 

GFI 0.954 >than 0.9 

RFI 0.582 >than 0.9 

NFI 0.791 >than 0.9 

RMSEA 0.147 less than 0.8 

Source: Authors‘ own presentation 

Hair et al. (2006) and Byrne (2011) recommended that standardized factor loading must 

meet these three criteria. First, each factor loading must be more than 0.5, also none of 

factor loadings must be neither negative nor more than one. As presented in Figure 1, 

factor loading of innovation were less than 0.5; therefore, items I4 and I5 must be 

eliminated from the measurement model. Therefore, modified model for innovation would 

be presented. 

 

 

Figure 1: Measurement model for Innovation before factor loading 

Figure 2: Measurement model for Innovation before factor loading 

Table 3: Materialism results 

Fit Index Value Acceptance Area 

chi square fit(p-value) 15.121 less  better 

CMIN/df 15.121/5=3.024 < than 5 

GFI 0.979 >than 0.9 

RFI 0.917 >than 0.9 

NFI 0.959 >than 0.9 

RMSEA 0.084 less than 0.8 
Source: Authors‘ own presentation 

As presented in Figure 2, factor loading of materialism were less than 0.5; therefore, items 

M5 must be eliminated from the measurement model. Therefore, modified model for 

materialism would be presented. 



 

Figure 3: Measurement model for Materialism before factor loading 

Table 2: Spirituality results 

Fit Index Value Acceptance Area 

chi square fit(p-value) 37.783 less  better 

CMIN/df 37.783/5=7.557 < than 5 

GFI 0.952 >than 0.9 

RFI 0.675 >than 0.9 

NFI 0.837 >than 0.9 

RMSEA 0.151 less than 0.8 

 

Figure 4: Measurement model for Spirituality before factor loading 

As presented in Figure 3, factor loading of spirituality were less than 0.5; therefore, items 

S2 must be eliminated from the measurement model. Therefore, modified model for 

Spirituality would be presented. 

Modified Innovation, Materialism and Spirituality 

Table 4:  Modified Innovation results 

Fit Index Value Acceptance Area 

chi square fit(p-value) 0 less  better 

CMIN/df 0 < than 5 

GFI 1 >than 0.9 

RFI 1 >than 0.9 

NFI 1 >than 0.9 

RMSEA 0.349 less than 0.8 
Source: Authors‘ own presentation 



Table 5 and Figure 4 illustrates that all the indices meet the criteria after factor loading. 

Therefore, innovation could be included by the statements I prefer to create my own opinion 

for product/service for example try to see movie first day first show, I try every new product 

at least once and I try new product/service with the risk of making a mistake 

 

Figure 5: Modified measurement model for Innovation, Source: Authors‘ own presentation 

Table 6: Modified materialism results 

Fit Index Value Acceptance Area 

chi square fit(p-value) 0 less  better 

CMIN/df 0 < than 5 

GFI 1 >than 0.9 

RFI 1 >than 0.9 

NFI 1 >than 0.9 

RMSEA 0.488 less than 0.8 

 

Figure 6: Modified measurement model for Materialism  Source: Authors’ own presentation 

 

Table 6 and Figure 5 illustrates that all the indices meet the criteria after factor loading. 

Therefore, materialism could be included by the statements in my opinion some things should 

be purchased for show off purpose, my happiness will be increased if I could afford big 

brands and Getting luxurious things in life is one of the most important objective of my life 

Table 7: Modified Spirituality results 



Fit Index Value Acceptance Area 

chi square fit(p-value) 0 less  better 

CMIN/df 0 < than 5 

GFI 1 >than 0.9 

RFI 1 >than 0.9 

NFI 1 >than 0.9 

RMSEA 0.356 less than 0.8 

 

Figure 7: Figure 4: Modified measurement model for Spirituality Source: Authors’ own presentation 

Table 7 and Figure 6 illustrates that all the indices meet the criteria after factor loading. 

Therefore, spirituality could be included by the statements I feel presence of God in day to 

day routine, I check before purchasing a product whether it is environment friendly or not and 

being fair in relationships is more important than having luxurious things for me. 

Measurement Model 

 

Figure 8: Final Measurement model  Source: Authors’ own presentation 

R. Kline (2005), the high correlation between two latent constructs, greater than 0.85, shows 

the multicollinearity. Based on the result of Figure 7 and Table 8, correlation among the 

latent constructs was not greater than 0.85 and consequently the multicollinearity does not 

exist. 

Table 7: Measurement model results 

 

Composit

e AVE MSV ASV Innovation 

Materialis

m Spirituality 



Reliabilit

y 

Innovation 0.741 0.575 0.134 0.106 0.612     

Materialis

m 0.753 0.507 0.079 0.040 0.281 0.712   

Spirituality 0.732 0.679 0.134 0.068 0.366 -0.034 0.616 

Source: Authors‘ own presentation 

Convergent validity and discriminant validity is also fine as CR 0.741 for innovation 0.753 

for materialism and .732 for spirituality which indicates model fit. Also AVE 0.575 is 

more than MSV.134 is more than ASV 0.106 which support that model is fit for using 

SEM. 

Structural Equation Model 

Structural model was used to identify the assumed relation between the constructs 

(endogenous or exogenous) which was linked to the hypothesized model‘s constructs. 

Table 8: Measurement model results 

Fit Index Value Acceptance Area 

chi square fit(p-value) 66.73 less  better 

CMIN/df 66.73/24=2.781 < than 5 

GFI 0.95 >than 0.9 

RFI 0.808 >than 0.9 

NFI 0.872 >than 0.9 

RMSEA 0.079 less than 0.8 
Source: Authors‘ own presentation 

H01: There is no significant relationship of materialism and spiritualism with innovation 

Ha1: There is a significant relationship of materialism and spiritualism with innovation 
 

 

Figure 9: Standardized path coefficients and Residual Variance in the model. Source: Authors’ own 

presentation 

Regression weights for individual path in full structural model 

  

Casual path Coefficient C.R p-value 

Innovation <--- Spirituality 0.285 3.413 *** 



Innovation <--- Materialism 0.264 3.11 0.002 

Materialism <--> Spirituality 0.009 0.051 0.17 
Source: Authors‘ own presentation 

Above figure shoes that there is positive significant relationship for innovation and 

spirituality p value=***, also positive significant relationship for materialsim and innovation 

p=0.002. Results are similar for spirituality with Galit Marmor-Lavie, Patricia A. Stout, and 

Wei-Na Lee (2009). Materialism with Mehmet Demirbag, Sunil Sahadev and Kamel Mellahi 

(2010).  

Conclusion 

Present study is to put to know that spirituality and materialism tendency related to buying 

behavior of new products or not. Primary data from different customers is collected. After 

checking 288 questionnaire based on five point scale were found eligible. For exploration, 

Path Analysis is used. Measurement model was found fit to use structural model considering 

all necessary parameters for reliability and validity. Results show that there is positive high 

correlation between spirituality and purchasing of new entry products. It is also high positive 

related to materialism and new product buying behavior. Factor loading of innovation were 

less than 0.5; therefore, items I4 and I5 must be eliminated items S2 must be eliminated from 

the measurement model. Also spirituality could be included by the statements I feel presence 

of God in day to day routine, I check before purchasing a product whether it is environment 

friendly or not and being fair in relationships is more important than having luxurious things 

for me. Convergent validity and discriminant validity is also fine as Composite Reliability for 

innovation materialism and spirituality which indicated model fit. Also AVE was found more 

than  MSV more than ASV which support that model is fit for using SEM. there is positive 

significant relationship for innovation and spirituality p value=***, also positive significant 

relationship for materialsim and innovation p=0.002. 

Limitations of the study 

The study is limited to the study of perception of customers only who are using products and 

services not of the marketers. As the perception may change in different time periods, 

therefore the perceptions of the customers are limited to the time period of the study, i.e. 

2018. As the study is only limited to customers of the selected banks in the area of Delhi and 

NCR only, therefore the results may not be applied to the customers in other parts of the 

country.  

Scope for further research 

Present research is based on Delhi customers. Further studies may be conducted in rest of the 



India and also outside world. Also demographic perception may be studied further related to 

impact of spirituality and materialism on buying behavior. 
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