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Abstract 
Within this study investigating whether the signs have effects on luxury 
consumption trend, which are considered to be effective on personalities, 
behaviors and characteristics in the general population, 428 people have been 
surveyed. The data, obtained by the variable of 10 different products to 
determine the luxury consumption tendencies, were analyzed by using logistic 
regression model. In addition to the effect of age and income in the tendencies of 
luxury consumption of individuals; the signs of Leo, Libra, Cancer and Taurus 
respectively but mainly the Aquarius, have been seen to be effective on the 
luxury consumption trends. 
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INTRODUCTION 
Human beings have always needed something from past to present, and the people have worked in order 
to provide their needs within their facilities. Present, the people have always different manners while 
satisfying their needs from foods to clothing, shoes to jewelry, electronics to furniture and house to 
vehicle. While some individuals prefer certain characteristics of goods, another individual prefers same 
good but having different properties. While the quality of the good is not so crucial for someone who is at 
the position of a consumer, the quality may be indispensable for the other consumer. 
The businesses could get the opportunity to provide new and unique products, and services for their 
customers by combining the information obtained from customers with their own knowledge and skills, 
in order to achieve a more profitable and more loyal customers(Kızgın & Benli, 2013). 
When this information is analyzed, it is seen that the brand, the quality, the price, the desire of luxury 
products of individuals and other factors have effects on the consumption of the individuals now and 
then. Although the effects of these factors may vary from person to person, there may be the general 
reasons that directing people to the action of luxury products, may be related with the financial 
opportunities or there may be some reasons psychologically originated such as gaining prestige, 
emulation of the aspired social class or taking the luxury products shopping as a requirement of the social 
class. However, upon the dissociation of some people’s characteristics within the trends of individual 
luxury products in some surveys, this question is required to be asked in this context: Is there any effect 
of the signs on the individual luxury products? 
 
LITERATURE REVIEW 
Signs and Consumption: When the literature review is done about the relationship between the signs 
and the consumption, it is seen that there is little research on this issue. However, in Mitchell’s (1995) 
study, psychographics is stated to be extremely helpful for the people in the marketing business such as 
product designers, media analysts, product managers, packaging designers, copywriters. In addition, this 
same study introduces the use and the history of astrology, and it shows how astrology has potential 
usage on the marketing on which lifestyles and psychologies of the consumer are crucial details 
according to marketer people. According to studies done by Mitchell and Hagget (1997), the astrology has 
enormous importance, and it may be predicted sometimes, and it is effective on the manners of the spare 
time and the manners at the tobacco and the liquor marketing. According to the study Kwak et al. (2000), 
some evidence the role of the astrological personality traits of consumers also seen at the purchasing 
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manners. Thus, this evidence shows that the signs are effective on the impulsive buying behaviors, not 
effective on the compulsory buying behaviors. Therefore, the first hypothesis is: 
 
H1.There is the effect of the signs on the luxury consumption tendencies of the consumers. 

 
 In Gülmez et al. studies (2011), it is stated that mental situation is effective on the shopping ritual, and so 
the mental situations of the consumers may be a significant variable during the shopping. However, they 
noted that young consumers are planning their purchase carefully; this could be a positive situation for 
their future purchasing manners. Therefore, the second hypothesis is: 
 
H2.There is the effect of the age on the luxury consumption tendencies of the consumers. 

 
THE SIGNS AND THEIR CHARACTERISTICS 
The Aries and its Characteristics (21 March-20 April): Aries are the first sign and the beginning of the 
Zodiac. The Aries are gentle and have a good posture; they are self-confident, fast, and skilled as both 
physically and mentally (Mitchell, 1995). Those born under the influence of this sign are the ones who do 
not come to discipline easily, and they do not tolerate living under the pressure (İloğlu, 2012). They do 
not think about the future. They give importance to today, and they try to live the present in a brilliant 
mood. They exhibit a normal attitude against property, but they could dice with death when it is about 
the fame. The Aries is successful in business life. It's management skills are immediately recognized, and 
it draws continuously a rising graph. The reason of its management is owing to its being original and 
having distinctive creativity. They could be successful in music, painting, decorating and construction 
planning (Semen, 2004a). 
The Taurus and its Characteristics (21 April-21 May): It is the second sign of the Zodiac. The Taurus is 
patient, talented, quiet and loyal. Real Taurus is defined as conservative and sectarian, and they are 
extremely attentive, stubborn and obsessive natured; therefore bull is the representation of this sign 
(Mitchell 1995). 
Those both under the influence of this sign are commitment to the past and present values. They want 
everything to be as it is (İloğlu, 2012). Taurus thinks that the material world is short and temporary he is 
not happy while obtaining goods and properties. Generally, he is kind of person giving importance to 
spiritual development, but he is obliged to steer his ability to the material entities because of his love for 
comfort. He likes the glory and fame, and he tries to utilize the opportunities (Semen, 2004a). 
The Gemini and its Characteristics (22 May-21 June): Gemini is handymen, versatile, intelligent and 
smart, and it has a lively personality. They are deep and curious at the same time. (Mitchell 1995). Those 
born under the influence of Gemini are very hesitant natured. They cannot reach easy and accurate 
decisions about everything. Their lives pass in staggering in the company with the instability 
continuously. They have the fear of wrong actions in their selves. They chop and change so much. They 
pass from a state of feeling to another immediately (İloğlu2012). Therefore, he is unique in politics, 
marketing and in advertisement. He has versatile abilities, and he is especially good at creativity. He likes 
to have a better and more valuable look in each environment.  He is unique in founding business, is 
successful at speaking in front of the people, and he gives emphasis to eating and drinking (Semen, 
2004a). 
The Cancer and its Characteristics (22 June-22 July): Cancer is considered to be emotional and sensitive. 
They tend to be quiet and humble, they are often pessimistic and doomy (Mitchell 1995). Those born 
under the influence of this sign are usually shy and withdrawn natured. However, they get the first 
position in their business and commission by taking a courageous action at the least expected time 
unlikely of themselves. Even though they are lazy and even-tempered, they become superior to everyone 
else in diligence by sparkling at this unexpected times (İloğlu, 2012). In order to get the desired properties 
and goods, he uses all of the possibilities and achieves; he is depressed when he cannot achieve. 
Materiality and spirituality have equal importance for Gemini’s. They are said to be neither generous, nor 
they like the cheaper goods; they do not like both the low quality of human and the low quality of goods. 
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They are logical and skillful. They save money in order to meet the future with the confidence; they do 
not waste of money (Semen, 2004b). 
The Leo and its Characteristics (23 July-23 August): The sign of Leo is defined as proud, magnificent, 
majestic, generous and merciful. The Leos use their ideas and intelligence, in order to get authority to 
others and to guide them. Their inner side and decisions are creative and energetic; yet, the way of their 
management can be seen as the Leos would patronize towers others (Mitchell, 1995). They do not make 
even small sacrifices of their pride and personalities even in the face of great benefit, they also hate 
flattering and courting to others as they do not comply with others (İloğlu, 2012). As he likes to draw 
attention and to be a leader in any environment, he tries to get a good position in the upper class 
throughout his life. They have an original and attractive look; there are a lot of people in this sign who 
maintains their elegance until middle ages. They are attentive and stylish in clothing. To be in vogue and 
acknowledged, having a name surpassing the date are their natural desires. The wealth and glory are 
their dazzling dreams, they attempt to get the both in their lifetimes, and they achieve this most of the 
time. They are the ones who are logical, sensitive, kind-hearted and have superiority (Semen, 2004b). 
The Virgo and its Characteristics (24 August-23 September): The Virgo people are hard-working 
regularly. They are logical and precise in designing and planning the new ideas. Virgo people tend to be 
careful and foresighted, which is sometimes considered to be daintiness (Mitchell, 1995). Those born 
under the influence of Virgo are very skillful, hard-working and smart peoples. They are tightly bound to 
their professions and modesty. They like to live pretty neat and working way of life. Their skill or 
criticism is very good. Nevertheless, they could perform this skill in such a harsh way that those being 
with them become heart-broken. Therefore, Virgos could gain enemies (İloğlu, 2012). Virgo is said to be 
not stingy, however he could be stingy by complaining about disloyalty. Even he has only one dress, he 
wears it in such a way that everybody could assume he is a rich one. He spends his money in dresses that 
could complete his personality. He is honest, kindhearted and straightforward. Virgos like qualified and 
diverse foods. He is prone to every job, logical and fond of fame and glory. He is good at economics and 
marketing.  He is generous and helpful. Virgos are not the kind of person who is successful at making a 
fortune since their spiritual desires are stronger that material ones. They do not desire material an aim, 
their biggest desire is; comfort, tranquility and peace (Semen, 2004b). 
The Libra and its Characteristics (24 September-23 November): The Libra or the Pan represents those 
born at this sign because they are fair and honest. The sign of Libra is a friendly and cozy sign, and those 
from this sign tend to be vigilant, intellectual, friendly, tactful and polite (Mitchell, 1995). They like the 
justice and fairness as degree of love. They are the people who do not like talking a lot and unnecessary. 
Their efforts to fight to survive are endless. They do not stay to fight back even for a moment for the 
principles and ideas to that they attached since they are born (İloğlu, 2012). The Libra is a person who 
stabilizes the logic and sense, matching the rules of the society, a meritorious and authoritative one. They 
are usually successful people who like dressing up smartly, eutrophics (good nutrition) and 
entertainment. Libra is committed to being the order of everyday life, so he works continuously, 
improves his comfort and does not economize (stretch a dollar) at fooding/dining. He likes the harmony, 
smartening up (toilet), looking elegance and being unique (Semen, 2004c). 
The Scorpios and its Characteristics (24 October-22 November): It is thought that the Scorpios people 
are intense, passionate and ambitious. Passion may drag him aggressive or sadistic sometimes (Mitchell, 
1995).The person, who founds greats businesses by improving themselves, and becoming rich after born 
poor, are all from this sign. They are a little late at the issue of initiating a business. However, it could be 
easily said that this thing would be achieved if they think that they will end up with success in this issue 
(İloğlu, 2012).Scorpios act by planning, generate new targets and they strive at getting them ceaselessly. 
He works hard, follows the rules of the society, does not allow himself to bad habits, he becomes 
successful and catches on in the business. He lacks a sense of forgiveness and of gaining the lost feelings, 
he likes fame and glory; therefore he makes many mistakes at the young age. Libra is extremely attractive 
or beautiful. Libra could take the death risk for the sake of family, business and prestige, and he 
accomplishes what he has targeted (Semen, 2004c). 
 



  Business Management Dynamics  
Vol.3, No.2, Aug 2013, pp.69-83 

   
©Society for Business and Management Dynamics 

The Sagittarius and its Characteristics (23 November-21 December): The Sagittarius is an active, 
adventurer sign who likes freedom; so, this could lead them to be careless and thoughtless being 
(Mitchell, 1995). The most striking characteristics of the ones born under this sign is that they are neurotic 
and solicitous seeing everyone as suspicious. In general, they suspect from everybody. Suspicion and 
doubt dominate their every movement (İloğlu, 2012). He likes travelling so much, cannot stay at home 
long and likes going out in nature. He is said to be super at business, the ability of targeting and 
achieving of him is marvelous because he is ambitious form birth and he is always pleased with what he 
has done. He does not make the same mistake twice since he could make self-criticize and he could learn 
his lesson from his own mistake. The Sagittarius are smart, emotional and strong people (Semen, 2004c). 
The Capricorn and its Characteristics (22 December-20 January): The Capricorns are thought to be 
protective. The Capricorn sign is foreseeing, calm, serious and respectful of authority. He is withdrawn 
but ambitious; the situation of the sign could make him either economizer or stingy (Mitchell, 1995). The 
patience and persistence may be the most powerful side of the ones born under this sign; they could 
overcome all of the inconvenience by continuous working and patience (İloğlu, 2012). He is very smart 
person, behaves always logically, and manages to keep his emotions under the pressure of logic. He loves 
the glory more than his life, the way of speaking and manner is kind, emotional, cozy and frank. He is 
competent at various fields, such as art, marketing, finance or diplomacy. He could make a profit of fields 
such as media, politics or space sciences or the fields requiring proper talking; and he catches on. He 
gives same importance to the material side as he gives to the spiritual side (Semen, 2004d). 
The Aquarius and its Characteristics (21 January-18 February): The signs of Aquarius are said to be 
creative and genuine. The Aquarius are innovative, brilliant-minded, and they have an enormous 
capacity for thought and great mind for research (Mitchell, 1995). Those born under this sign are truly 
rash and easygoing. Their speech was so nice that there is no one not to believe in this sweet tongue. They 
could even beat others in a quarrel of thought that they think are unfair owing to their skill of nice and 
logical talking. In short their skill of persuasion is very high (İloğlu, 2012). The vast majority of celebrities 
who has led to significant improvements in the history of humankind in science, art, philosophy, space 
sciences and medicine, come out of this Aquarius sign. The mind of Aquarius lives in the future while his 
body experiences today, he is original, leader and the owner of logic. He pays attention to the spiritual 
being rather than the material being. He does not like the expensive goods, but a colorful bouquet revives 
his spirit. He is fond of earning; he even forgets the spiritual values for the sake of gaining.  His thoughts, 
writings and sayings com true some decades after his time. He is a pleasant person, emphasizes the 
antique goods in the home layout. Aquarius is from highly talented people on whom logic and emotion 
intensify and create a conflict (Semen, 2004d). 
The Pisces and its Characteristics (19 February-20 March): Those born under the effect of this sign are 
generally said to be sympathetic, kind, and emotional (Mitchell, 1995).Those born under the effect of this 
sign are the one who are under the influence of others. It is very easy to push something on them and to 
direct them according to your desires and to influence them. It is enough to achieve this by some sweet 
talking. They are extremely delicate. Therefore, they give so much attention to sensual things (İloğlu, 
2012). Pisces is a humorous, plaintive, artist, friendly person as well as being merciful, helpful, 
renunciative, generous, romantic and imaginative. He feels the upcoming events. He believes that 
spiritual things are crucial, and the material ones are not. Therefore, he is not ambitious, but he can get 
higher positions by chance. His emotions are in conflict with his logic. He likes fame and glory so much 
that he may even sacrifice himself to those (Semen,2004d). 
 
CONSUMPTION OF LUXURY PRODUCTS 
Luxury is described as a complex consumption experience as its psychological value and as its functions 
in terms of a sing of status; consequently, it is closely related to the term of personality (ego). When it is 
considered as a product, luxury item is described with excellent quality of the product, its high procedure 
value; with its distinctness, excellence and its labor (Miremadi et al.,  2011). 
The concept of luxury is used in the literature to mean, exclusive and rare. Luxury brands could be 
defined as the highest priced and highest quality brands in any market. Even some of luxury items’ price 
may be low in terms of functionality; the situational and abstract utility rate of it is very high. This is why 
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the luxury brands are competing with each other at their qualities, brand identities, brand recognition 
and at their ability association for distinction in the eyes of the consumers. Therefore, the definition of 
luxury should be considered in a narrow range, luxury is subjective and has composition multi-
dimensional in its broader meaning. Research done related to the desires to buy luxury items has 
revealed that different people have different manners according to their sensitivity in the interaction with 
each other (Wiedmann et al., 2007). 
Items such as cars, clothes worn on special occasions, computer, health insurance, special education 
services whose unit prices are so high that consumers could afford to buy in their lifelong, could be 
described as luxury products. Apart from those, special health services, cosmetic products and beverages 
that are used in special days could also be described as luxury products. Clothes and cosmetics with 
private brands, brand name computers and housewares are evaluated as luxury products, these products 
are priced as high as possible, and the distribution of them is quite limited. In addition, during the 
promotional activity of these products it is emphasized that the brand is rare, the brand loyalty is high, it 
is bought rarely, you could spend so much time with it, and it is unlikely to shift to the other brands. The 
personality or situational characteristics of the consumers affected by the social, cultural, economic and 
political factors may lead to some transitions between the luxury products (Altunışık et al., 2006). This 
leads to the other hypothesis are: 
 
H3.There is the effect of the sex on the luxury consumption tendencies of the consumers. 
H4.There is the effect of the marital status on the luxury consumption tendencies of the consumers. 

 
According to studies carried out in England on the eve of 2000 it is stated that there has been an increase 
in the demand for the qualified and outstanding luxury products. The consumers prefer buying the most 
useful product or the brand while they are choosing between a variety of products or brands, although 
there are a lot of factors related to consumers’ choice of a brand. The middle class is more prone to 
consume since they have a slightly higher level of education and income. The upper class tries to create a 
sense of jealousy of themselves by exposing their richness and power with the help of luxury products. In 
addition, it is clear that individuals of the lower class spend money according to their needs, and the 
middle class spend money compliance with the budget by preferring the suitable one while the tastes and 
the extent of befitting are at the forefront among the upper class (Hız & Kızgın., 2011). Therefore, this 
leads to last hypothesis: 
 
H5.There is the effect of the educational level on the luxury consumption tendencies of the consumers. 
H6. There is the effect of the income levels on the luxury consumption tendencies of the consumers. 
 
Luxury products are seen as a mean of raising the social status and they are consumed from this 
perspective, rather than as providing a physiological or economic benefit provider. However, it is stated 
that the consumers of the luxury products are in the desire to use these products as a complementary 
element for their self-confidence, or to express themselves to a certain extent. (Tığlı et al., 2003). 
 
METHODOLOGY  
This study is based on the first-hand data which is obtained through a questionnaire over the Internet 
conducted to get research the luxury consumption properties of the consumers. A sample group of 384 
people is found to be sufficient for the study (with %5 deviation ratio 1,96 and p=q=0,5 in case of the 
main group is not clear).  The consumers living in different locations all over Turkey were asked to 
participate in the questionnaire via e-mail. 428 questionnaire forms have been taken into consideration 
after the exclusion of the data from 4 respondents, who gave wrong answers deliberately, did not answer 
the crucial questions or gave answers repeatedly.  
The questionnaire form consists of 2 parts; At the First Part, there are questions directed to learn the 
demographic and socio-economic situation, and the sign of the respondent. At the second part of the 
questionnaire, it is aimed to determine the luxury consumption tendencies of the consumers towards 
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some products and services. Luxury consumption trends were determined according to consumption of 
10 different products and services in 4 separate classes. 
Those as follows: 
GA = Clothing (GA1), Footwear (GA2); GT = Food-market (GT1), Fruit-vegetable (GT2); MB= White 
goods (MB1),Computer-mobile phone (MB2),Small house appliances (MB3),  Furniture (MB4); AE 
=Car (AE1),House (AE2). 
The consumers were asked to show their participation severities to the statements about the luxury 
consumption trends on a 7 point Likert scale (as it follows: 1= I strongly disagree, 2,3,4,5,6, 7= I strongly 
agree).Later, the average score of the luxury consumptions have been found by considering the score 
average of the consumers’ towards to the 10 different products/services. The study has been continued to 
by classifying the consumers as ‘has a luxury consumption trend or does not have’. Other variables in 
relation to this derivated variable were explained with the help of logistic regression analysis. Some of the 
parametric and non-parametric comparisons were not included in the study by using the obtained data 
consisting of demographic and socio-economic variables as classification variables; in order to prevent 
the research would not be so long and deviate from the original purpose.  
 
MEASUREMENT (SCALING) RELIABILITY 
KMO (Kaiser-Meyer-Olkin, Measures of Sampling Adequacy) measurement of the sampling efficiency 
which is achieved by the help of the luxury consumption tendencies as a result of questions related to 10 
different products and services has been found 0,892. Cronbach Alpha values in relation to the reliability 
of the scaling questions for the groups are given below. The test results shows that all of the sampling 
efficiency rates are between 0,5 -1,0.  It could be said that Cronbach Alpha values are really reliable for 3 

group variables (0,80<<1,00) and are quite enough for 1 group variable (0,60<<0,80) (Özdamar, 1999). 
 

Table1.Reliability and Validity Analysis 

Group  
Variable 

Consumer 
Number 

Mean Std. 
Deviation 

Item 
Number 

Cronbach 
Alpha 

GA 424 3,892 1,762 2 0,834 

GT 416 4,292 1,795 2 0,955 

MB 407 4,439 1,730 4 0,893 

AE 424 4,120 1,675 2 0,780 

 
RESULTS OF THE RESEARCH 
The results of the respondents 
The data take from the respondents about demographic and socio-economic status is shown at Table 2. 
Out of total 428 respondents, 200 were female (%46,7), and 228 were male (%55,3). Most of the 
respondents, 336 people (%78,5) were paid participants. The participants’ sign rate has been proportional; 
however, out of 428 people, the lion and the Gemini have been the outstanding groups, respectively 47 
people and 45 people. Most of the participants consisted of 25-34 age group with 269 (%62,9) people. 
However, 170 people (%39,7) reported that they were earning monthly between 2001-3000 TL while 245 
participants were married and 180 were single. The education levels of the most of the participants in this 
study (nearly %90) were graduate or post-graduate level. 
The average scores of the signs are given in Table 3 according to the luxury products variables. According 
to the results; the signs, which are most inclined to the luxury consumption in the clothing variable, are 
Leo and Gemini, whereas Virgo and Libra signs come front in the footwear consumption. The signs of 
Taurus and Libra have most tendency in the consumption of 2 variables; food-market and vegetable-fruit. 
While Cancer and Libra have the most tendency in the consumption of total luxury consumption, Leo 
and Aquarius come first in the variable of computer-mobile phone consumption. Virgo and Aquarius are 
the signs that give most importance to the consumption of small house appliances. While Aquarius and 
Libra come into prominence in the consumption of the furniture variable, Libra and Leo are the signs that 
give most emphasize to the car variable in the luxury consumption. Finally, Leo and Libra are the ones 
that give most importance to the house variable in the consumption of luxury products/services. 
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Table 2. Respondents’ Demographic Profile 

 Number Percentage(%
) 

 Number Percentage(%
) 

Sex   Age   

Female 200 46,7 24 and under 20 4,7 

Male 228 53,3 25-34 269 62,9 

Total 428 100,0 35-44 94 22,0 

Profession   45-54 36 8,4 

Paid(Worker) 336 78,5 55-64 9 2,1 

Business-shopkeeper 12 2,8 65 and over 0 0 

Liberal Profession 15 3,5 Total 428 100,0 

Student 18 4,2 Income(TL)   

Housewife 6 1,4 1000 TL and lower 20 4,7 

Retired 4 0,9 1001 - 2000 90 21,0 

Total 391 91,4 2001 - 3000 170 39,7 

Respondents’ Sign   3001 - 5000 111 25,9 

Aries 29 6,8 5001 TL and over 36 8,4 

Taurus 29 6,8 Total 427 99,8 

Gemini 45 10,5 Marital Status   

Cancer 36 8,4 Single 180 42,1 

Leo 47 11,0 Married 245 57,2 

 Virgo 37 8,6 Total 425 99,3 

Libra 36 8,4 Educational Level   

Scorpio 27 6,3 Primary 4 0,9 

Sagittarius 31 7,2 High School-Lychee 27 6,3 

Capricorn 41 9,6 Vocational School 17 4,0 

Aquarius 31 7,2 University-Graduate 194 45,3 

Pisces  39 9,1 Post-graduate 186 43,5 

Total 428 100,0 Total 428 100,0 

 
The signs having the least tendency towards to the variables of clothing, footwear, food-market and 
vegetable-fruit variables in the luxury products consumption are Sagittarius and Pisces according to 
Table 3.  Sagittarius and Pisces are also signs that have the tendency towards to white-good variable in 
the consumption of the luxury products. However, Scorpio and Aries are the signs having the least 
tendency at the computer-mobile phone variable, whereas Pisces and Virgo are the ones having the least 
tendency towards to the small house appliances in the consumption of luxury products. Sagittarius and 
Pisces are the ones that are in the least tendency to the furniture variable. The ones having the least 
tendency to the car variable are Aries, Virgo and Capricorn. Pisces and Gemini are the ones being in the 
least tendency to the last variable, house. 
On the other hand, the highest score of luxury consumption of Aries is at the white-goods variable. The 
highest score of luxury consumption of Gemini, Taurus and Cancer is the white-goods variable as well as 
Aries. The highest score of luxury consumption of Leo is at the consumption of computer-mobile phone 
variable. The highest score of luxury consumption is at the food-market variable for Gemini. The highest 
score of luxury consumption of Scorpio, Sagittarius and Aquarius is at the white-goods variable, the 
highest score of luxury consumption for Pisces are in two variables: white-goods and computer-mobile 
phone variables. 
 
The lowest score of luxury consumption for Aries and Taurus is at the clothing variable. The lowest score 
of luxury consumption of Gemini is at clothing and housing variables. For the sign of Virgo this score is 
at car variable. The lowest score of luxury consumption for Libra, Scorpio and Sagittarius signs is the 
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variable of clothing, whereas clothing variable is the highest score of luxury consumption for Aries, 
Aquarius and Pisces. 
The sign being in the most tendency to the luxury products consumption is Leo (33 people, %12,5) among 
264 people who has the most tendency towards to the luxury consumption while Libra ( 27 people, 
%10,2) is the second sign in the luxury consumption. Among 164 people not having the tendency to the 
luxury consumption, Gemini is the first sign with the rate of %12,8 (21 people) and Pisces is the second 
sign with the rate of %12,2 (20 people).  
 

Table 3. Average Score of Luxury Consumption according to Signs 
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3,18 3,6
4 

1,72 

Footwear(GA2)  4,31 4,0
3 

4,3
8 

4,2
4 

4,1
5 

4,4
3 

4,8
1 

4,2
2 

3,3
2 

3,8
3 

4,2
3 

3,77 4,1
5 

1,80 

Food-
market(GT1) 

4,39 4,7
6 

4,1
7 

4,6
4 

4,3
0 

4,0
0 

5,2
2 

4,2
6 

3,9
4 

4,3
5 

4,4
0 

3,90 4,3
5 

1,78 

Vegetable-
fruit(GT2) 

4,07 4,7
2 

4,0
7 

4,5
4 

4,2
6 

4,1
6 

4,9
4 

4,3
7 

3,9 4,1
0 

4,2
3 

3,74 4,2
5 

1,80 

White goods 
(MB1) 

4,59 4,8
9 

4,7
1 

5,1
7 

4,9
4 

4,4
3 

5,0
3 

4,6
3 

4,7
1 

4,7
8 

4,9
7 

4,38 4,7
7 

1,69 

Computer-
mobile 
phone(MB2) 

4,07 4,3
2 

4,5
0 

4,4
1 

5,0
6 

4,6
7 

4,4
2 

4,0
4 

4,1
9 

4,4
4 

4,7
7 

4,38 4,4
7 

1,84 

Small house 
appliance (MB3) 

4,35 4,4
3 

4,1
2 

4,4
7 

4,4
6 

3,8
4 

4,7
4 

3,9
6 

4,0
0 

4,1
7 

4,6
8 

3,87 4,2
5 

1,73 

Furniture(MB4) 4,07 4,3
4 

4,1
3 

4,4
4 

4,4
0 

4,1
4 

4,5
6 

4,0
4 

3,8
7 

3,9
8 

4,7
3 

3,97 4,2
2 

1,67 

Car(AE1) 3,59 4,1
1 

4,2
4 

4,1
1 

4,4
8 

3,6
5 

4,9
2 

4,0
0 

3,6
8 

3,6
5 

4,4
5 

4,13 4,1
0 

1,72 

House(AE2) 4,00 4,0
7 

3,9
3 

4,1
1 

4,5
3 

4,0
0 

4,5
0 

4,0
0 

4,0
6 

4,1
7 

4,2
9 

3,87 4,1
4 

1,62 

Average Score of 
Luxury 
Consumption  

 
4,09 

 
4,3
3 

 
4,2
2 

 
4,4
0 

 
4,4
8 

 
4,1
0 

 
4,7
0 

 
4,1
2 

 
3,8
8 

 
4,0
8 

 
4,4
3 

 
3,92 

 
4,2
3 

 
1,35 

 
The individuals of the Aquarius sign are at the first place with the rate of %77,4 (24 person) and the ones 
of Libra are at the second place with the rate of %75 (21 person), when the individuals of the same sign 
are examined in terms of luxury consumption tendency.  Luxury consumption tendencies of Aries, 
Gemini, Virgo and Pisces are homogenous. Almost all of the signs have a higher tendency to the luxury 
consumption, it has been detected that Gemini and Pisces have a lower tendency to the luxury 
consumption. 
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Table 4. Descriptive Statistics of Luxury Consumption Tendencies according to the Signs 
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N
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Number  13 11 21 11 14 19 9 10 12 17 7 20 164 

Among 
not 
having 
the 
tendency 
(%) 

7,9 6,7 12,8 6,7 8,5 11,6 5,5 6,1 7,3 10,4 4,3 
12,
2 

100,
0 

Among 
the sign 
% 

44,8 37,9 46,7 30,6 29,8 51,4 25,0 37,0 38,7 41,5 22,6 
51,
3 

38,3 

P
re

se
n

t 

Number  16 18 24 25 33 18 27 17 19 24 24 19 264 

Among 
having 
the 
tendency(
%) 

6,1 6,8 9,1 9,5 12,5 6,8 10,2 6,4 7,2 9,1 9,1 7,2 
100,
0 

Among 
the sign 
% 

55,2 62,1 53,3 69,4 70,2 48,6 75,0 63,0 61,3 58,5 77,4 
48,
7 

61,7 

Total 29 29 45 36 47 37 36 27 31 41 31 39 428 

 
Results of the Logistic Regression Analysis 
Some of the studied variables are measures by precision scales in social sciences especially at socio-
economic studies, whereas some of the variables consist of double-choice data. Double-choice data is the 
most common form of the categorical data. In case of the dependent variable is the categorical data in a 
double-choice way, logistic regression analysis is used to observe the cause effect relationship between 
the independent variable (or dependents) and the dependent variable (Agresti, 2007). Some factors 
increase the interest in this method. These factors are; the absence of any restriction on the independent 
variable about being continuous and categorical, the absence of a condition that the normality 
assumption of the dependent variable, being a very flexible model mathematically and easily 
interpretable model (Press et al., 1978; Tatlıdil, 2002). 
Although regression analysis is one the most used statistical methods in studying the relationship 
between the variables, the most important thing to be done before starting the regression analysis 
solution is to recognize the qualifications of the variables and to determine the dependent variable and 
independent variable in the best way. As it is generally known, the dependent variable is the variable that 
continuously changes and it is measurable. Nevertheless, the dependent variable may always not be 
measureable. The aim of the usage of the logistic regression is then same as in the other model 
configuration techniques. The purpose is to identify the relationship between the dependent variable and 
the set of independent variables by using the least variable so as to have the best harmony, and to 
establish the generally acceptable model (Aktaş et al., 2009; Burmaoğlu et al., 2009; Fabowale et al.,  1994). 
It could be possible to assign the observations to the structured groups of the data with the help of the 
model established by the logistic regression model (Özdamar, 2002). Actually, there are also 2 methods 
with the same purpose; clustering (grouping) analysis and discriminant analysis. It is not possible to 
apply clustering analysis and discriminant analysis, due to some constraints in the data structure and no 
applicability of the conditions requiring normal distribution and common variance-covariance matrix 
(Press et al.,  1978). 



  Business Management Dynamics  
Vol.3, No.2, Aug 2013, pp.69-83 

   
©Society for Business and Management Dynamics 

Although logistic models having multiple independent variables have some similarities with the other 
regression models having multiple variables, the interpretation of the coefficients (parameters) is 
different depending on the type of the independent variable (Agresti, 2007).  
The probability of the occurrence of the value of the dependent variable in the linear regression analysis 
is estimated, while the probability of the occurrence of one of the values of the dependent variable is 
anticipated in the logistic regression (Coşkun et al., 2004). Determination of the probability of risk factors 
is achieved by acquiring the effects of the explanatory variables on the dependent variable as probability 
(Özdamar, 2002). P indicates the possibility of observing the investigated event in this equation. The 
probability of the investigated event other than the probability of the other events is called as Odds value 

(Çolak, 2002). The effects on the logistic model are based on Odds. The ratio of Odds estimated at X value 
to the other estimated value of Odds is given. These statistics gives that the individual with X=1 value 
have many times more dependent variables than individuals with X=0 value (Bircan, 2004). Odds are 
expressed as Exp(β) in the equation of logistic regression(Girginer et al., 2010). 
In this study, in order to investigate the effects of categorical and numerical data, according to the 
dependent variable constructed in the categorical and double-choice structure, Logistic Regression 
analysis was conducted. It is been examined that whether the independent variables has effects on the 
luxury consumption trends or not, with the help of structured model.  
The tendencies of the consumers towards to the luxury consumption have been obtained as scores by 10 
different products/services aforesaid. Luxury consumption trends gathered by the 7 point Likert scale 
were compared to the score of 4, the arithmetic mean value; the consumers (the average score >4), whose 
luxury consumption score was over 4, were depicted as ‘ has luxury consumption trend=1’; and those, 
whose luxury consumption score is 4 and below than 4 (average score ≤4), were depicted as ‘does not 
have luxury consumption trend =0); and so the dependent variable was achieved in the logistic 
regression equation. The dependent variable ‘y’ related to the luxury consumption tendency in the 
logistic regression model is coded as; 

0- Luxury consumption tendency is present 
1- Luxury consumption tendency not present 

The independent variables supposed to have effect on the luxury consumption tendency are depicted as 
it follows; 
X1: Sex (1=Female, 2=Male) 
X2: Age, is considered as numeric variable, but it is classified as (1=24 age and below,  
2=25-34,  3=35-44,  4=45-54,  5=55-64,  6= 65 and over). 
X3: Marital status (1=Single, 2=Married). 
X4: Educational level (1=Primary, 2=Lychee and equivalents, 3=Vocational High School, 4=University, 
5=Post-graduate)  
X5:Working status (1=Working, 2=Not working) 
X6: Profession (1=Paid/Worker, 2= Businessman-Shopkeeper, 3= Liberal profession, 4= Student,5= 
Housewife, 6= Retired). 
X7: Income, is considered as numeric variable, but it is classified as (1=1000 TL and lower, 2=1001 - 2000 
TL, 3=2001 - 3000 TL,4=3001 - 5000 TL,5=5001 TL and upper). 
X8: Signs (1=Aries, 2=Taurus, 3=Gemini, 4=Cancer, 5=Leo, 6=Virgo, 7=Libra, 8=Scorpio, 9=Sagittarius, 
10=Capricorn, 11=Aquarius, 12=Pisces). 
Step by Step Selection (Enter) is the combination of Forward Stepwise (Wald) and Backward Stepwise 
(Wald) methods. In the logistic regression equation, each variable starts when it is not present itself, then 
each variable is added or ejected at every step. If the variable could not be added to the logistic regression 
equation in the given step, the procedure is to stop (Ürük, 2007). The results of logistic regression model 
achieved by this method are given in the following Table. 
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Table 5. Results of the Logistic Regression Analysis for Luxury Consumption Tendencies 

Variables B S.E. Wald df Sig. Exp(B) 
95.0 C.I.for EXP(B) 

Lower Upper 

X1(1) 0,04 0,243 0,028 1 0,868 1,041 0,647 1,675 

X2 -0,535 0,171 9,754 1 0,002* 0,585 0,418 0,819 

X3(1) 0,298 0,265 1,27 1 0,260 1,348 0,802 2,264 

X4   2,849 4 0,583    

X4(1) 22,37 19111,32 0 1 0,999 5,191E+09 0  

X4(2) -0,208 0,516 0,163 1 0,686 0,812 0,295 2,231 

X4(3) 0,781 0,615 1,61 1 0,204 2,183 0,654 7,293 

X4(4) -0,166 0,262 0,401 1 0,527 0,847 0,506 1,416 

X5(1) -0,224 0,851 0,069 1 0,792 0,799 0,151 4,238 

X6   3,07 5 0,689    

X6(1) -0,644 1,362 0,223 1 0,637 0,525 0,036 7,588 

X6(2) -0,25 1,525 0,027 1 0,87 0,779 0,039 15,466 

X6(3) -0,723 1,392 0,27 1 0,603 0,485 0,032 7,425 

X6(4) -0,612 1,265 0,234 1 0,629 0,542 0,045 6,478 

X6(5) -2,596 1,654 2,464 1 0,116 0,075 0,003 1,906 

X7 0,432 0,141 9,383 1 0,003* 1,54 1,168 2,03 

X8   24,351 11 0,011*    

X8(1) 0,796 0,59 1,82 1 0,177 2,216 0,697 7,044 

X8(2) 1,136 0,571 3,954 1 0,047 3,113 1,016 9,533 

X8(3) 0,359 0,494 0,528 1 0,468 1,432 0,544 3,771 

X8(4) 1,301 0,545 5,703 1 0,017 3,673 1,263 10,682 

X8(5) 1,379 0,511 7,285 1 0,007 3,973 1,459 10,817 

X8(6) -0,103 0,522 0,039 1 0,844 0,902 0,325 2,509 

X8(7) 1,326 0,559 5,624 1 0,018 3,765 1,259 11,261 

X8(8) 0,964 0,586 2,703 1 0,1 2,622 0,831 8,276 

X8(9) 0,706 0,546 1,676 1 0,195 2,027 0,696 5,906 

X8(10) 0,404 0,503 0,645 1 0,422 1,498 0,559 4,015 

X8(11) 1,99 0,623 10,199 1 0,001 7,319 2,157 24,83 

Constant 0,389 1,333 0,085 1 0,771 1,475   

*:  %5meaningful at the significance level. 
 
X2(Age), X7(Income) and X8(Sign) independent variables are found to be relevant at error level %5, when 
the significance of the parameter is examined in the model. X1(Sex), X3(Marital status), X4(educational 
level), X5(Working status) and X6(Profession) variables are said to have no contributions to the error level 
%5 in the explanation of the luxury consumption tendencies. Though, the logistic models consisting of 
multiple independent variables have similarity with the other multiple variable regression models, the 
interpretation of the parameters(coefficients) are different according to type of the dependent variable 
(Agresti, 2007). The probability of the occurrence of the value of the dependent variable in the linear 
regression analysis is estimated, while the probability of the occurrence of one of the values of the 
dependent variable is anticipated in the logistic regression (Coşkun et al., 2004). The effects on the model 
are based on Odds. The ratio of Odds estimated at X value to the other estimated value of Odds is given. 

This statistic shows that the dependent variable are present at the individuals X=1 many more times than 
the individual X=0 (Bircan, 2004). 
It is been estimated that the increase of %1 at the age(X2) decreases the probability of luxury consumption 
tendency as 0,585 and the increase of %1 at the income(X7) variable increases the probability of luxury 
consumption tendency as 1,54 and the sign(X8) variable entering into the model as a categorical variable 
has relevance. When we look at Table 5 according to as a reference variable(Pisces), the highest 
probability of luxury consumption tendency ‘7,319 times’ is reported to occur at Aquarius signs. This is 
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followed by Leo sign with 3,973 times, by Libra with 3,765 times, by Cancer with 3,673 times and by 
Taurus with 3,113 times. Finally, the consumers from Scorpio could be said to have high probability of 
luxury consumption tendency with 2,622 times. 
The difference of the parameters from 0(zero) is tested by Omnibus testing, measuring the significance of 
the model. The results of the Omnibus testing are shown below at the Table 6. Since the significance 
values are lower than %1; the parameters of the logistic regression are not equal to 0(zero) 
simultaneously, therefore it could be said that the model is statistically significant at the level of %1. 
 

Table 6. Omnibus Tests of Model Coefficients 

 Chi-square df Sig. 

Step 1 

Step 55,873 25 0,0001 

Block 55,873 25 0,0001 

Model 55,873 25 0,0001 

 
After estimating the logistic regression model by prediction techniques, the model’s goodness of fit must 
be tested. It is required to be known that how effective the dependent variable is defined. To do this, the 
goodness of fit of the model must be checked. During the evaluation of the model’s goodness of fit, 
Hosmer-Lemeshow (H-L) testing suitable to chi-squared distribution may be used. The model’s goodness 
of fit, which shows how effective the dependent variable is defined, reveals that the dependent variable 
has been efficiently described (Murat et al., 2007).  
 

Table 7.Hosmer and Lemeshow Test 

Step Chi-square df Sig. 

1 13,849 8 0,184 

 

In the Hosmer-Lemeshow (H-L) testing used for the model’s goodness of fit, it has been found that 2 = 
13,849, 8(d.f.), p=0,184. Logistic regression model is generally significant, since P value is found as 
(0,184)>0,05. There are also benefits at looking to the classification table in terms of goodness of fit. 
The prediction of the probability of the consumers not having luxury consumption tendencies is found 
%43,2, and the prediction of the probability of consumers having luxury consumption tendencies is found 
%84,7 with the help of structured model in the Table 8. Overall correct classification rate of the model 
seems to be %68,8. 

Table 8.Classification Table 

 
 
 
Observed 

Predicted 

Luxury 
ConsumptionTende
ncy 

 
Percentage Correct 
(%) 

Yes  No  

Luxury 
Consumption 
Tendency 

No  64 84 43,2 

Yes  36 200 84,7 

Overall Percentage (%) 68,8 

 
Hypothesis Testing 
The significance level of the sex variable(X1) is found not substantial (p=0,868>0,05), when the structured 
logistic regression model is examined to check whether the sex has effects on the consumer’s having 
luxury consumption tendencies. H3 hypothesis is rejected at the error level of %5 according to this. It 
could be said that the sex does not have any effects on consumer’s having luxury consumption 
tendencies. 
Within the same logistic model, the significance level (p=0,260>0,05) of marital status variable(X3) is not 
found as substantial during the examination of the structured logistic regression model to check whether 
the marital status has effects on the consumer’s having luxury consumption tendencies. The established 
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H4 hypothesis is rejected at the error level of %5. It may be reported that the marital status does not have 

any effects on consumer’s having luxury consumption tendencies. 
The significance level(p=0,583>0,05) of educational level variable(X4) is not found considerable during 
the investigation of the logistic regression model to check whether the educational level has effects on the 
consumer’s having luxury consumption tendencies. The established hypothesis H5 is declined at the error 

level of %5. It is inferred that the educational level does not have any effects on consumer’s having luxury 
consumption tendencies.  
The hypothesis variables, whose parameters have been found as significant at the established logistic 
regression model, are age(X2), income(X7) and sign(X8) variables. Since the significance level of the age 
variable (p=0,002<0,01) was accepted as substantial, that is considered as independent variable in the 
logistic model, H2  hypothesis is accepted at the error level %1. If we have a look at the Odds value 

(Exp(B) =0,585) and value of parameters (B=-0,535) of the age(X2) variable, it could be said that the 
probability of luxury consumption tendency is affected negatively in correlation with the rise of the age 
variable. 
Similarly, the significance level of the income variable(X7) is found to be substantial (p=0,003<0,01), when 
the structured logistic regression model is examined. According to this, H6  hypothesis is accepted at the 
error level %1. If we have a look at the Odds value (Exp(B) =1,54) and value of parameters (B=0,432) of 
this variable, it could be said that the probability of luxury consumption tendency is affected positively in 
correlation with the rise of the income variable. 
The main variable taking part in the logistic regression and the one that is questioned is the sign(X8) 
variable. The significance level of this variable (p=0,011<0,05) was found substantial. According to this, 
H1 hypothesis is accepted at the error level %5.  When the sub-groups of this variable are observed, it 

could be said that some signs have higher luxury consumption tendencies than other signs. Since there 
has been partial informing about this issue, there is no need to give explanation again. 
 
DISCUSSION 
It is identified that sex, marital status and educational level do not have any impact on the individuals 
showing a tendency towards the luxury consumption while age, income and sign variables have effects 
according to the achieved model. 
According to the results obtained with reference to the Pisces sign it is detected that the consumers of 
Aquarius have 7,319 times more tendency of luxury consumption in comparison with the ones from 
Pisces. Leo sign comes to the second place showing a tendency in the luxury consumption 3,973 times 
more than the sign of Pisces. It is detected that the individuals of Libra, Cancer and Taurus follow having 
a tendency in the luxury consumption respectively 3,765; 3,673; 3,113 times more than Pisces. 
 
RESULTS 
It is known that the signs have effects on a lot of fields of personality, characteristics and  lives relatively. 
It is concluded that age and income have effects on the tendencies of luxury consumption in this study 
carried out to check whether the signs have effects on luxury consumption tendencies. The sign Aquarius 
is found to be the most inclined one towards to the luxury consumption. Leo and Libra are among the 
signs that are most inclined to the luxury consumption. 
The white goods (at 7 signs) and computer-mobile phone (at 5 signs) variables, considered among ten 
luxury consumption variables have been found to be the most luxury consumption variables used by all 
of the signs. Considering these two variables, the most common of luxury consumption tendency is the 
white-goods variable. Based upon these results, it could also be stated that people are most inclined to the 
technological products at the luxury consumption products. 
 
RESTRICTIONS AND FUTURE RESEARCH 
In this study, investigating the effects of the sings on the individuals’ acts of being rationale or having a 
tendency to the luxury consumption without their awareness, it is studied that whether the characteristics 
of the signs affect the consumers’ choice in buying.  
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It is possible to get the result in a more accurate way by extending the study and by increasing the 
number of data acquired from 428 valid questionnaires. It is also possible to achieve more different 
variables by increasing the number of the observed variables. The data obtained from this study could be 
extended by examining the results of luxury consumption tendencies of people both in general and in the 
female vs. male groups from the signs Aquarius, Leo, Gemini, Cancer, Taurus and Scorpio, which are 
identified as having more tendencies than the other signs. 
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