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ABSTRACT 

 

Consumer financial decision-making is an important issue around the world. The current 

study investigated this matter using both qualitative and quantitative approaches. Building on 

the concept of social capital, the qualitative study explores the financial vulnerability 

phenomenon in Brazil from the perspective of jeitinho—a way of getting things done by 

means of personal relationships. Analysis of 21 in-depth interviews provides a unique context 

for showing how this indigenous construct shapes marketplace and consumer practices, thus 

creating a mutually reinforcing cycle of financial dependency and vulnerability. A socio-

ecological framework highlights how the interactions between personal characteristics 

(microsystem) and marketplace practices and social structures (meso- and macrosystems) may 

lead individuals to experience or avoid financial vulnerability. Values that are typical of 

Brazilians were also used to explain financial management behaviors, consumer resistance, 

and responsibility in the marketplace. Findings provide new insights for understanding 

financial vulnerability from a cultural perspective. It shows that consumers become indebted 

in order to support their relationships—sometimes using them as an excuse to justify hedonic 

consumption—and companies take advantage of this social reciprocity in their lending and 

retail practices perpetuating the cycle of dependency and vulnerability. The borrowing-

lending dynamic between relatives and friends is then explored in the quantitative study. The 

theoretical background includes discussion on materialism, consumer spending self-control, 

and the use of credit. A survey of 997 Brazilian adults was conducted to test two hypotheses. 

The evidences support that: more materialistic individuals are more likely to borrow from 

relatives and friends (H1) and individuals with a high level of consumer spending self-control 

are less likely to borrow from relatives and friends (H2). Results support the argument that 

both materialism and consumer spending self-control predicts borrowing behavior. 

Implications for public policy and suggestions for future research are then presented. 

 

Key-words: Consumer behavior, consumer vulnerability, financial decision-making, self-

control, social capital. 

  



RESUMO 

 

A tomada de decisão financeira do consumidor é uma questão importante em todo o mundo. 

Nesta pesquisa, esse tema é investigado por meio das abordagens qualitativa e quantitativa. 

Com base no conceito de capital social, o estudo qualitativo explora o fenômeno da 

vulnerabilidade financeira no Brasil sob a perspectiva do jeitinho—sob a forma de resolver 

situações por meio de relacionamentos pessoais. A análise de 21 entrevistas em profundidade 

fornece um contexto único para mostrar como o jeitinho molda o mercado e as práticas de 

consumo, criando um ciclo de dependência e vulnerabilidade financeira que se reforça 

mutuamente. A abordagem socioecológica destaca como as interações entre características 

pessoais (micro sistema) e práticas de mercado e estruturas sociais (meso e macro sistemas) 

podem levar os indivíduos a experimentar ou evitar a vulnerabilidade financeira. Os valores 

típicos dos brasileiros também foram utilizados para explicar comportamentos de gestão 

financeira, resistência e responsabilidade do consumidor no mercado. Os resultados fornecem 

insights para entender a vulnerabilidade financeira a partir de uma perspectiva cultural: 

mostrando que os consumidores se endividam para sustentar seus relacionamentos—às vezes 

até os usando como uma desculpa para justificar o consumo hedônico—e que as empresas 

aproveitam essa reciprocidade social em suas práticas de mercado, perpetuando o ciclo de 

dependência e vulnerabilidade. A dinâmica de empréstimos entre parentes e amigos é, então, 

explorada no estudo quantitativo. O quadro teórico inclui literatura sobre materialismo, 

autocontrole e o uso de crédito. Uma pesquisa do tipo survey com 997 brasileiros foi realizada 

para testar duas hipóteses. As evidências sustentam que: indivíduos mais materialistas são 

mais propensos a pegar dinheiro emprestado de parentes e amigos (H1) e indivíduos com alto 

nível de autocontrole dos gastos são menos propensos a pegar dinheiro emprestado de 

parentes e amigos (H2). Os resultados sugerem que tanto o materialismo quanto o 

autocontrole dos gastos predizem o comportamento dos empréstimos. Implicações para 

políticas públicas e sugestões para pesquisas futuras são apresentadas.  

Palavras-chave: comportamento do consumidor, vulnerabilidade do consumidor, decisões 

financeiras, autocontrole, capital social.   
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This doctoral thesis comprises two empirical studies, one qualitative and one quantitative.  

Data for the qualitative study were collected in Brazil; the study was developed when I was a 

visiting student at the University of Wisconsin-Madison. At that time, I was under the 

supervision of Professor Nancy Wong, who has actively participated in the development of 

this study. I also attended the weekly Center for Financial Security seminars; topics discussed 

there were very insightful to develop this project. A version of this study, entitled “Jeitinho 

Brasileiro: Understanding Financial Vulnerability from a Cultural Perspective,” was 

presented and discussed at the 2017 North American Conference of the Association for 

Consumer Research and at EnANPAD.  

The quantitative study consists of a survey conducted and developed in Brazil. The main ideas 

of this part of the thesis were presented and discussed in the monthly meetings of the study of 

financial decisions group coordinated by Professor Mateus Ponchio. Discussions with other 

participants were helpful to construct hypotheses for the study. This study has not yet been 

presented at any conference or submitted to any journal.  
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1 INTRODUCTION 

 

1.1 The Importance of Studying Consumers’ Financial Decision-Making 

 

Consumer indebtedness has attracted the attention of researchers and governments 

around the world. Financial literacy programs have often been implemented to improve 

consumer welfare, but the effectiveness of these interventions is questionable (Fernandes, 

Lynch, & Netemeyer, 2014). Extant research has investigated strategies for improving 

consumers’ financial decision-making (e.g., Bolton, Bloom, & Cohen, 2011; Fernbach, Kan, 

& Lynch, 2015; Hadar, Sood, & Fox, 2013; Soman & Cheema, 2011), explored the role of 

personal traits and external influences on consumer decisions (e.g., Gathergood, 2012; 

Richins, 2011; Tang, Baker, & Peter, 2015), and proposed theoretical frameworks for 

interpreting the debt phenomenon (e.g., Bernthal, Crockett, & Rose, 2005; Peñaloza & 

Barnhart, 2011). However, there is a dearth of research exploring financial decision-making 

from the cultural perspective (except for Petersen, Kushwaha, and Kumar [2015], who 

explored how marketing communication and cultural dimensions impact consumers’ financial 

decisions in 34 countries). In this thesis, I explore the role of culture in financial decisions in 

Brazil from the perspective of jeitinho—the Brazilian way of solving problems and achieving 

goals in an environment characterized by weak institutions (in the form of impunity from 

breaking the laws and norms, political and institutional inefficiency, and a relational society). 

Jeitinho exemplifies how people use relationships to negotiate the bureaucratic barriers to 

solve problems in both public and private spheres. 

 

1.2 The Context of Brazil   

 

Brazil is the fifth largest country in the world and the ninth economy. The credit-to-

GDP ratio in the country grew from 23.8% in 2002 to 49.5% in 2016 (Central Bank of Brazil, 

2016a). The annual interest rate (APR) on credit cards in the country often exceeds 300% 

(Central Bank of Brazil, 2017), a situation that Forbes (2015) described as practically “usury.” 

Such practices directly impact consumers’ financial situation, such that 61 million Brazilians 

(out of a population of nearly 208 million) had their names included on the blacklists of credit 

protection agencies due to overdue bills in 2017 (Serasa Experian, 2017).  



Perhaps not surprisingly, Brazil is facing a savings deficit: a survey conducted by the 

Brazilian Institute of Geography and Statistics (IBGE, 2010) showed that 68% of all 

Brazilians spend more than they earn. According to the Global Findex Database 2014 

(Demirguc-Kunt, Klapper, Singer, & van Oudheusden, 2015), only 28% of Brazilians 

reported having saved money in the past 12 months. This percentage is much lower than in 

developed economies (e.g., United States 75.6%, Eurozone 67.2%), and lower than in other 

emerging markets (e.g., Mexico 58.4%, India 38.3%). Only 3.6% of all Brazilians indicated 

that they have saved money for their old age, compared to 45.1% in the United States and 

35.1% in the Eurozone. Considering that the Brazilian population pyramid is gradually 

becoming inverted, cultural and behavioral changes are urgently needed. 

Despite this bleak situation, Brazilians seem happy and optimistic. They are known for 

their way of getting things done in an environment that is characterized by inefficient 

institutions, discredited politicians, impunity from breaking of laws and norms—the cultural 

construct known as jeitinho brasileiro. This refers to the sympathy, creativity, and warmth 

that are typical of Brazilians, as well as to the institutional, economic, and political 

environment (Barbosa, 1995). As an indigenous cultural construct, jeitinho brasileiro has 

been used to understand organizational behavior (Duarte, 2006), improvisations in 

information and communication technology (Pozzebon & Diniz, 2012), and the survival 

strategies of the impoverished in Brazil (Neuhouser, 2008). Similarly, we explore here the 

role of this indigenous cultural construct in financial decisions. 

 

1.2.1 Jeitinho brasileiro 

 

Brazilian society has been characterized by uncertainty avoidance, power distance, and 

indulgence (Hofstede, 1980). These describe a society that (i) does not obey rules, despite this 

being a pre-condition for its security; (ii) accepts inequality amongst people; and (iii) 

possesses an optimistic view of life, all of which translate into enjoying life and having fun.  

At the individual level, Schwartz’s motivational types of value can be used to 

complement the idea of Brazilians’ cultural values. Values are used to judge and justify 

individuals’ actions. Additionally, they represent “responses to three universal requirements 

with which all individuals and societies must cope: needs of individuals as biological 

organisms, requisites of coordinated social interaction, and requirements for the smooth 

functioning and survival of groups” (Schwartz, 1994, p. 21). Ten motivational values were 



extracted from these three universal requirements: power, achievement, hedonism, 

stimulation, self-direction, universalism, benevolence, tradition, conformity, and security. 

Several values are allocated in these types, as described in Table 1. 

Table 1. Motivational types of values 

Definition Exemplary values Sources 

Power: Social status and prestige, 

control or dominance over people and 
resources. 

Social power, 

authority, wealth 

Interaction 

Group 

Achievement: Personal success 
through demonstrating competence 

according to social standards. 

Successful  

capable, ambitious 

Interaction 

Group 

Hedonism: Pleasure and sensuous 
gratification for oneself. 

Pleasure, enjoying life Organism 

Stimulation: Excitement, novelty, and 

challenge in life. 

Daring, varied life, exciting life Organism 

Self-direction: Independent thought 

and action-choosing, creating, 

exploring. 

Creativity, curious 

Freedom 

Organism 

Interaction 

Universalism: Understanding, 
appreciation, tolerance, and protection 

for the welfare of all people and for 

nature. 

Broad-minded, social justice, equality 
Protecting the environment 

Group* 

Organism 

Benevolence: Preservation and 
enhancement of the welfare of people 

with whom one is in frequent personal 

contact. 

Helpful 

Honest 

Forgiving 

Organism 

Interaction 

Group 

Tradition: Respect, commitment, and 

acceptance of the customs and ideas 

that traditional culture or religion 
provide. 

Humble, devout 

Accepting my portion in life 

Group 

Conformity: Restraint of actions, 
inclinations, and impulses likely to 

upset or harm others and violate social 

expectations or norms. 

Politeness, obedient 

Honoring parents and elders 

Interaction 

Group 

Security: Safety, harmony, and 
stability of society, of relationships, 

and of self. 

National security 

Social order, clean 

Organism 

Interaction 

Group 

Source: Schwartz (1994, p. 22) 

Note: Organism: universal needs of individuals as biological organisms; Interaction: universal requisites of 
coordinated social interaction; Group: universal requirements for smooth functioning and survival of groups. 
*Emerges when people come into contact with those outside the extended primary group, recognize intergroup 
interdependence, and become aware of the scarcity of natural resources. 

 

This structure is widely used around the world. In Brazil, Tamayo (1994) and Tamayo 

and Schwartz (1993) revealed values that are typical of Brazilians and allocated them in the 

abovementioned dimensions. According to Tamayo and Schwartz (1993), avoiding or 



minimizing the impact of frustration by way of an optimistic view of the world, getting 

around barriers to achieve goals in pursuit of self-enhancement, and looking after the well-

being of family, relatives, and society shape the “dreamer,” “smart,” and “work” values with 

which Brazilians are associated. “Dreamer” and “work” were allocated to the dimension of 

benevolence (“work” can be also allocated to the region of universalism), whose motivational 

goal is the search for the well-being of the family and people in general. “Smart” was 

allocated to the region of achievement; its motivational goal is success.  

These national and individual values are reflected in the culture of jeitinho brasileiro, 

the Brazilian way of doing things by means of personal relationships. Jeitinho refers to the 

Brazilian way of solving problems and achieving goals in an environment characterized by 

weak institutions. It is rooted in its colonial history and “stands out as a hermeneutic key of 

Brazilian culture” (Amado & Brasil, 1991, p. 38). Colonized by Portugal, Brazil copied its 

norms, laws, and structures from the colonizer (Holanda, 1973). Paternalistic authority, 

hierarchical differentiation, and an excessive formalism that were inherited from the 

colonizers led to the formation of a society characterized by a preference for informal 

relationships and a generalized mistrust of the validity of laws (Amado & Brasil, 1991; Motta 

& Alcadipani, 1999). According to DaMatta (1989), this is the “Brazilian dilemma”: laws are 

driven by universal principles, but there are situations where people use their personal 

relationships to get things done. So, in a society where all are equal but some are more equal 

than others, people try to level the playing field by means of jeitinho (Barbosa, 2006).  

One way of interpreting jeitinho, which provides the conceptual framework for this 

study, is based on the characteristics of both Brazilians and Brazil as a nation. Within this 

perspective, jeitinho brasileiro is perceived both positively and negatively (Barbosa, 1995). It 

is positive when jeitinho emphasizes the creativity, cordiality, and optimism Brazilians use to 

face resource constraints and emergencies. It becomes negative when dar um jeito [to find a 

way] means being dishonest and promotes corruption, which is the means for negotiating 

institutional barriers. The importance of relationships is key to understanding this perspective. 

As explained by DaMatta (1989, p. 12), Brazil is a relational society and this characteristic 

permeates daily routines: “…I am Brazilian because I know that there is never a ‘no’ when 

facing formal situations and that everybody accepts a ‘jeitinho’ because of a personal 

relationship and friendship ...because I am loyal to my friends and cannot deny anything to 

my family; because I know I have personal relationships which will not leave me to walk 

alone in this world…”  



Barbosa (2006) provides the key insights into this social mechanism: both rich and 

poor people get things done by means of jeitinho and justify such actions using the corruption 

and social disparity that pervades society as an excuse. So, jeitinho is positive when it refers 

to the capacity that Brazilians have to face difficulties and negative when it denotes political 

and institutional inefficiency. Idioms such as sou brasileiro e não desisto nunca [I am 

Brazilian and I never give up], o melhor do Brasil é o brasileiro [the best of Brazil is the 

Brazilian], tudo acaba em pizza [everything ends in pizza—which means impunity], and o 

Brasil não é um país sério [Brazil is not a serious country] show both the positive and 

negative sides of jeitinho. They express the belief that problems can always be solved no 

matter what, and a disregard for Brazilian political, economic, and institutional systems. 

Jeitinho brasileiro is therefore a Brazilian dilemma; it embodies the best and worst of Brazil; 

it is what makes Brazilians proud and ashamed at the same time. 

 

1.3 Objective 

 

The objectives of this research are threefold: to develop a better understanding of (1) 

how the interactions among and between consumers and the marketplace contribute to or 

prevent the cycle of financial vulnerability through the use of social capital; (2) how culture 

shapes market dynamics by means of marketplace practices and consumer choices by 

exploring a multitude of factors that contribute to financial vulnerability; and (3) how 

personal characteristics influence financial attitudes that can both contribute to or prevent 

financial problems. 

 

1.4 Structure of the Thesis 

 

In Chapter Two, I describe the theoretical background on consumer vulnerability. 

Ideas of social capital and socio-ecological approaches are presented and serve as a theoretical 

framework for interpreting the qualitative data. 

Chapter Three shows how the indigenous construct called jeitinho shapes marketplace 

and consumer practices. Analysis of 21 in-depth interviews highlights how the interactions 

between personal characteristics, marketplace practices, and social structures may create or 

prevent a mutually reinforcing cycle of financial dependency and vulnerability.  



Discussion of the findings of the qualitative study led me to develop the hypotheses 

for the quantitative study, which is presented in Chapter Four. Drawing on a theoretical 

background on materialism and consumer spending self-control, I try to explain a specific 

phenomenon in Brazil—borrowing from relatives and friends. A survey carried out with 997 

Brazilian adults is used to test two hypotheses. Implications for public policy and suggestion 

for further research are presented at the end of the chapter. 

In Chapter Five, I present a summary of the two studies and indicate potential 

limitations. 

  



2 THEORETICAL BACKGROUND 

 

2.1 Social Capital and Consumer Vulnerability: A Blessing and a Curse? 

 

Consumer vulnerability is “a state of powerlessness that arises from an imbalance in 

marketplace interactions, or from the consumption of marketing messages and products. It 

occurs when control is not in an individual’s hands, creating a dependence on external factors 

(e.g., marketers) to create fairness in the marketplace” (Baker, Gentry, & Rittenburg, 2005, p. 

134). Vulnerability is the result of individual characteristics and states (age, gender, 

socioeconomic status, mood, etc.) and external conditions (discrimination, distribution of 

resources, economic and social structure, etc.), expanding what was traditionally based on 

sociodemographic variables (Hill, 2002). Vulnerability can also be attributed to both 

demographic and socio-cultural characteristics and market factors (Commuri & Ekici, 2008), 

such as advertisements and information asymmetry between marketer and consumer.  

According to Shultz and Holbrook (2009), regardless of educational level and income, 

anyone can experience vulnerability: it depends on the intersection between knowledge of 

beneficial means-end relationships (similar to the concept of cultural capital) and access to 

beneficial means (analogous to economic capital). Therefore, the authors indicated four types 

of consumer vulnerability: the culturally vulnerable (those who have no knowledge but have 

access); the economically vulnerable (those who have knowledge but no access); the doubly 

vulnerable (those who have neither knowledge nor access); and the invulnerable (those who 

have both knowledge and access).  

Table 2. Typology of consumer vulnerability 

Typology of Consumer Vulnerability 

Knowledge of Beneficial 

Means-End Relationships 

Access to Beneficial Means 

No Yes 

No 
Doubly  

vulnerable 

Culturally 

vulnerable 

Yes 
Economically 

vulnerable 
Invulnerable 

Source: Shultz and Holbrook (2009, p. 125) 

 



In order to cope with vulnerability, consumers develop different strategies (Adkins & 

Ozanne, 2005; Falchetti, Ponchio, & Botelho, 2016; Viswanathan, Rosa, & Harris, 2005), 

such as asking friends and relatives for help. As relationships are asset forms, Bourdieu’s 

(1984) concept of social capital provides the first theoretical framing for understanding these 

coping strategies and resources. Social capital provides information that empowers 

individuals to act. People also rely on others for the means necessary for consuming and 

coping with scarcity or lack of knowledge.  

Using the context of Brazilian favelas (slums), Mattoso and Rocha (2008) describe the 

borrowing-lending dynamic between friends, relatives, and bosses highlighting the relational 

characteristic of that society and showing how relationships are important sources of support 

for the poor with practices that involve using someone’s name or lending one’s own name to 

borrow money. Pereira and Strehlau (2016) also explain the social motive of taking on 

financial indebtedness in the service of building social bonds, as opposed to the typical 

individualistic (loans to satisfy individual consumption needs) or societal (loans to serve the 

needs of social class) motives. They used Mauss’ gift theory to explain how people become 

indebted in the service of social bond development. Viewed from this perspective, social 

capital in the context of jeitinho can be a double-edged sword: it facilitates and enables 

indebtedness for building social bonds, but it also leads to continuous indebtedness and 

obligations in support of social bonds. Pereira, Coelho, and Lourenço (2017) also investigated 

how social capital shapes consumers’ perception of borrowing constraints and influences 

credit decisions in Europe. They found that social capital is negatively associated with 

perceived borrowing constraints, highlighting the idea that “strong feelings of trust increase 

the resources which individuals can claim, namely at the financial level, which makes 

borrowing from family, friends, and others more accessible” (Pereira et al., 2017, p. 397).  

I thus begin by exploring the role of social capital in creating and sustaining a 

potentially vicious cycle of dependency and vulnerability. This cycle is fueled by marketplace 

actors (based on consumer decisions and marketplace practices), weak institutions, and a 

culture that places relationships above individuals. Social capital is what fuels jeitinho; the 

prioritization of relationships that reflects the personalistic nature of Brazilian social practices 

(Amado & Brasil, 1991). The expectations, obligations, and trust embedded in relationships 

not only give individuals access to credit, but also make them financially vulnerable. 

Individuals make financial decisions based on relationships, in both positive and negative 

ways.   



2.2 The Socio-Ecological Approach 

 

The socio-ecological model is useful for understanding a range of practices in different 

areas, such as health (Kloos & Shah, 2009) and leisure (Woodside, Caldwell, & Spurr, 2006). 

Social phenomena need to be interpreted within the context of the ecological system in which 

the behaviors are situated, to the extent that many social issues—namely systemic problems 

such as poverty and pollution—are the result of the interconnection of social factors that 

perpetuate such issues (Kennedy, 2017). From this perspective, social issues exist because of 

the interrelationship amongst indicators that form macrosystem (social structure, institutions, 

culture, traditions, and customs), mesosystem (groups of which they are a part, shared values, 

marketplace agents), and microsystem (individual characteristics, interpersonal interactions) 

(Bronfenbrenner, 1979). Interaction between the indicators of each sphere is what makes up 

and perpetuates social dynamics.  

In a more detailed presentation of each sphere (Gregson et al., 2001), social structure, 

policy, and systems form the macrosystem, including laws that regulate practices which are 

influenced by political decisions, traditions, and customs. Community, institutions and 

organizations and their rules, standards and social networks that guide our behavior and are 

based on shared values and expectations form the mesosystem. The interpersonal sphere 

includes interpersonal interactions and depicts how individuals interact and develop social 

meanings; it is represented by family, peers, or associations. This, along with individual 

characteristics that influence behavior, such as knowledge and personal traits, form the 

microsystem. Each of these spheres consists of indicators that situate actors and interactions 

within the macro-, meso- and microsystems.  

The socio-ecological approach provides a framework to show how cultural values 

shape consumer and marketplace practices that both contribute to and prevent financial 

vulnerability. In so doing, I show how consumers draw on social capital to navigate the 

consumption and financial landscapes, and the indicators present in each sphere of influence 

that elucidate the cultural dynamics of the Brazilian marketplace.  

 



3 QUALITATIVE STUDY 

 

The qualitative study explores the financial vulnerability phenomenon in Brazil from 

the perspective of jeitinho brasileiro, a way of getting things done by means of personal 

relationships. Interviews with eighteen adults (aged 22–61, with different levels of income 

and education) were conducted between April and June 2016 in São Paulo (Table 3 presents 

the informants’ background). Informants were recruited based on the theoretical concerns of 

this study (Creswell, 2010): seven were recruited through the author’s network; 11 were 

recruited from a financial counseling service they took part in at the University of São Paulo. 

Variations in income, level of education, occupation, and living place allowed access to their 

different experiences, which are essential to comprehend the phenomenon in its diverse 

perspectives.  

Informants answered questions about financial planning, marketplace interaction, 

consumption, debt, and well-being. They were asked to describe their feelings about their 

financial situation and how they cope with it. All interviews were conducted face to face in a 

place chosen by the informants and ranged from 30 to 90 minutes in length; they were 

recorded and transcribed verbatim by the author to ensure accuracy. At the beginning of each 

interview, I presented the purpose of the study and asked for permission to record the 

conversation. Once transcribed, the interviews were either e-mailed or delivered personally to 

each of the informants, along with a form requesting authorization for use of the material.  

Two consultants from the financial counseling service offered by the University of São 

Paulo and an agent from a microfinance company were also interviewed. They were asked to 

talk about consumers’ financial decision-making (e.g., the main reasons that lead consumers 

to take up loans, get into debt, and seek financial counseling; the impact of debt on well-

being; and differences between low- and high-income consumers in relation to debt). 

Procedures of presenting the purpose of the study, asking for permission to record the 

conversation, and e-mailing the transcribed interview were the same. 

All interviews were conducted and transcribed in Portuguese. The process of 

translation into English was based on topics discussed by Dion, Sabri, and Guillard (2014), 

such as a discussion about specific words and expressions. Narratives were first translated by 

a professional translator who is a native speaker of English and has lived for more than 20 

years in the city where the study was undertaken. Then, transcriptions in both Portuguese and 

English were compared and the necessary adjustments made.  



Table 3. Informants’ background 

Informant Gender Age Marital status Education level 
Personal income 

(monthly)
1
 

Julie Female 39 Married High school  R$ 900 ~ US$ 260 

Gisele Female 22 Single High school  R$ 900 ~ US$ 260 

Jennifer Female 48 Married High school  R$ 1.430 ~ US$ 415 

Eduard Male 27 Single High school  R$ 1.740 ~ US$ 505 

Elizabeth Female 47 Divorced Incomplete elementary R$ 2.400 ~ US$ 695 

Vivian Female 26 Single College R$ 2.700 ~ US$ 785 

Antonia Female 28 Single Postgraduate R$ 3.000 ~ US$ 870 

Robert Male 45 Single High school  R$ 3.500 ~ US$ 1,015 

Paty Female 38 Married College  R$ 4.000 ~ US$ 1,160 

Christopher Male 30 Married  Incomplete high school R$ 5.000 ~ US$ 1,450 

Megan Female 32 Single Postgraduate R$ 5.000 ~ US$ 1,450 

Daniel Male 31 Married College (in progress) R$ 6.000 ~ US$ 1,740 

Catherine Female 25 Married High school  R$ 6.400 ~ US$ 1,855 

Carol Female 55 Married College  R$ 6.500 ~ US$ 1,885 

Anna Female 31 Married College  R$ 7.200 ~ US$ 2,085 

Mary Female 56 Single College R$ 11.000 ~ US$ 3,190 

Elton Male 29 Single Postgraduate R$ 11.200 ~ US$ 3,245 

Douglas Male 61 Married Postgraduate R$ 20.000 ~ US$ 5,800 

Note: To ensure confidentiality, informants’ names have been replaced by pseudonyms.  
1 The currency exchange rate was USD1.00 to BRL3.45 as of June 2016, when the data collection period ended. 

 

Following Thompson’s hermeneutical approach (1997), cultural meanings and 

consumption practices were used to understand the phenomenon of financial vulnerability in 

Brazil. First, each interview was separately read to understand individuals’ experiences. Then 

I compared interviews to identify themes. An analysis of consonant and contradictory data led 

me to the theoretical framework. To confirm my interpretation and to explore new insights, 

two independent judges, who were immersed in the context in which the study was conducted 

but not involved in the research, gave me their perceptions on the content of the narratives.  

Analysis and results follow key recommendations by Fischer, Gopaldas, and 

Scaraboto (2017) related to positioning a study in a theoretical conversation, linking data to 

elements of the theoretical background, and explaining how and why things are the way they 

are (in this case, underlying the cultural dynamics). 

 



3.1 Brazilian Market Dynamics 

 

Based on the idea that markets are both shaped by (and shape) different actors and 

institutions (Giesler & Fischer, 2017), I explore the role of jeitinho—as being a mistrust of 

laws and market agents—in shaping Brazilian market dynamics.  

 

3.1.1 Credit market  

 

The uniqueness of payment means and the increase in consumer debt have attracted 

researchers’ attention to Brazil (e.g., Nepomuceno & Laroche, 2015; Ponchio & Aranha, 

2008). Three types of credit received attention here: pre-approved loans, empréstimo 

consignado [a loan arranged by way of a company-bank partnership in which the installments 

are deducted from payroll], and crédito para negativados [credit for the already indebted].  

Similar to other marketplaces, such as Indian and Russian, Brazilian consumers who 

have a bank account can take out loans from an automated teller machine (ATM): the 

interested party simply has to go to the ATM, activate the loan, agree to the contract, and 

withdraw the money. In this case, the client is the active agent. The process for taking a pre-

approved loan is simple as well: the bank places an extra amount of money in the checking 

account and the client can withdraw it whenever needed, without getting approval from the 

bank manager. The difference between a pre-approved loan and an overdraft is that the former 

can be paid off in installments like a regular loan, while the latter must be paid off in full at 

once. The APR for this type of credit varies between 120% and 360% (Consumer Protection 

and Defense Foundation – PROCON, 2016) and such loans are the main type of household 

debt, along with credit cards and installment plan payment booklets (National Confederation 

of Trade in Goods, Services and Tourism – CNC, 2016). Paty, a 38-year-old married woman 

who was one of our informants, took a pre-approved loan in 2012 and still owed the full 

amount at the time of the interview, conducted four years later.  

Empréstimo consignado, which means a loan arranged by way of a company-bank 

partnership in order to make loans easier for employees, is widely used by Brazilians as well. 

In this type of loan, the installments are deducted from payroll. If the person is a bank 

employee, there are more facilities: the interest rates are lower and the loan limit is higher 

compared to regular loans. Anna, who worked in a bank for many years, told us how she took 

advantage of being a bank employee: 



Interviewer: Did you find it easy to get the loan? 

Anna: It’s very easy. It’s all explained in a text [on the bank website]. It asks if 

you really want [the loan], etc... They have a credit facility regardless of your 

income. It’s like, they give you, I don’t know, R$50,000 [US$14,500] even 

though I’m earning R$3,000 [US$870]. Being an employee, I have this facility 

at a particular interest rate. Now that I’m no longer an employee, the interest 

rate is much higher. 

 

Although easy access to credit has allowed lower- and middle-class individuals to 

access goods and services, the system leads to excessive debt. Nevertheless, being in debt 

poses no barrier to getting credit there. In Brazil, credit bureaus collect and make the credit 

ratings of individuals available to financial institutions and retailers by way of “blacklists.” 

Companies, lenders, and banks can register a debtor for five years on a blacklist because of 

overdue/unpaid bills. After five years (from the date when the debt became overdue), the debt 

expires and the individual’s name comes off the list. In this case, individuals can have access 

to credit again, even if they have not paid off the previous debt (in general, they take credit 

from other financial institutions). There is a particular type of credit for people who are on 

blacklists, called crédito para negativados [credit for the already indebted]. As with the 

others, such loans are easy to take out: the person just has to go to the finance company with 

their personal documents, proof of address, and salary pay slip. The loan, if approved, is made 

available in 24 hours and installments are deducted from payroll. According to the National 

Association of Executives in Finance, Administration and Accounting (ANEFAC, 2014), the 

annual interest rate for this type of credit often exceeds 1,300%, and one in ten indebted 

consumers has already resorted to crédito para negativados (SPC Brasil, 2016a). 

This highlights just how tenuous the line is between financial inclusion and the general 

lack of scruples in the credit marketplace. Only 35% of all adults in Brazil are considered 

financially literate (Klapper, Lusardi, & van Oudheusden, 2015), and many lack the 

knowledge needed to evaluate and choose financial products. This lack of financial 

knowledge, combined with unethical marketing practices, such as sales descriptions that 

intentionally hide information from consumers, makes for an exploitative environment:  

 

Catherine: …we took out a loan. When it was approved, a lot of little things 

came with it, you know? Oh, R$150 [US$43] here, R$150 there, a lot of 



charges. We said, “Goodness, when you came to talk to us it didn’t have all 

this.” 

 

Catherine’s narrative illustrates both a strategy that is used by marketers to take 

advantage of consumers and one of the most common customer complaints about banks. 

Other complaints include incomplete information, unauthorized changes to investments, and 

irregular charges for non-contracted services (Central Bank of Brazil, 2016b). In a study on 

corruption in Brazilian banks, Pardini, Costa, Matuck, and Filho (2011) interviewed 24 

managers and employees of the most important banks and found that document forgery, 

misappropriation of funds, and electronic fraud are common practices. Among other reasons 

given for why employees behave in a corrupt manner are incentives to gain financial 

advantage and to meet organizational sales goals. The pressure to achieve organizational goals 

has led many employees to become mentally distressed. The employees of several banks have 

denounced these practices, arguing that they harm both employees and society; however, no 

punitive action has ever been taken.  

Although corruption is universal, the lack of trust in market agents and institutions 

permeates Brazilian society. The last World Values Survey (WVS, Wave 6, 2010–2014) 

shows that only 7.1% of Brazilians agree that most people can be trusted (this percentage is 

34.8% among Americans) and 23.9% think most people would take advantage of them given 

the chance (compared to 5.4% among Americans). Among other phrases used were “they 

deceive you,” “they always include various charges that you never see,” or “their goal is to 

sell: it’s not to help me,” which pervade the interviews. Consumers think market agents 

always take advantage of them, especially financial agencies: 

 

Interviewer: Why do you think they [individuals] come here to confirm this 

[the information they received in the bank or saw on television]? 

Financial counseling consultant 1: In relation to the bank, I believe it’s 

because they have this idea that the bank wants what’s best for the bank. So 

they all—all of them!—even those with a lower income, the more, shall we 

say, financially uninformed, they all know that the bank wants what’s best for 

it [the bank]. So, the bank’s never going to be neutral. I think that everyone is 

clearly aware of this. 

 



Such predatory lending practices (Hill & Kozup, 2007), with high interest rates, 

aggressive marketing, and withholding information from consumers, are common practices in 

the credit market and hurt not only low-income consumers, but the wealthy, too. Informants 

mention feelings of being held hostage and feeling powerless, which epitomizes the 

experience of vulnerability (Baker et al., 2005). These are examples of how macrosystem 

indicators—mistrust in laws and impunity—influence mesosystem (financial agencies in this 

case) and microsystems (consumer decisions), thus contributing to the cycle of financial 

vulnerability.  

Despite there being an overprotective Brazilian consumer protection code, it lacks 

enforcement. Cases such as Wells Fargo (fined US$185 million for fraudulently opening 

accounts) are rare and such impunity enjoyed by banks reinforces the feeling of distrust in the 

law and consumers’ rights. The inefficiency and excessive bureaucracy that characterize 

Brazilian institutions also help perpetuate such predatory marketplace practices. Since people 

generally do not trust institutions, they choose not to complain, while others take advantage of 

weak institutions and use personal relationships (jeitinho) to solve their problems (e.g., ask for 

a greater amount of money when taking a personal loan because they have a friend who works 

at the bank). In these cases, abusive marketplace practices are reinforced, either because no 

complaints are registered (consequently, there are no reasons to change) or because both 

consumers and employees break the rules in order to achieve their objectives. On the other 

hand, there are people who complain even if they do not trust the system. These individuals 

feel personally responsible for their financial situation and think they have to start the change 

process, even if it is a hard battle against bureaucracy. This kind of behavior will be discussed 

later.  

 

3.1.2 Retail practices 

  

Extant research shows that trust is integral to consumer-retailer relationships (e.g., 

McIntyre, Thomas, & Gilbert, 1999; Rosenbaum, Kuntze, & Wooldridge, 2011). In the 

Brazilian context, however, this relationship is characterized by deception on the part of 

businesses and distrust on the part of consumers (e.g., the Los Angeles Times article: 

“Brazil’s Black Friday earns name Black Fraude for consumer complaints”). I discuss three 

retail practices that are common in Brazil: installment plan payment booklets, divergent 

prices, and extended warranties.  



An installment plan payment booklet is “a means of payment in which consumers 

agree to specific transaction conditions with the seller, such as rate of interest, number of 

installments, and the period, all of which are combined in a set of pages referred to as a 

payment booklet” (Ponchio & Aranha, 2008, p. 24). Despite the high interest rate, it is one of 

the most popular means of credit among the low-income population in Brazil, as the purchase 

can be paid for in installments that may last for years. This often leads retailers to exploit 

consumers by taking advantage of their lack of financial knowledge. Daniel described that 

one of his biggest disappointments in the marketplace was when a salesman, after having 

agreed the monthly amount to be paid for a washing machine, increased the number of 

installments (without Daniel’s consent), forcing him to pay a higher final value than he 

planned. He believes the salesman did it after receiving an order on the phone to improve his 

sales performance. 

People who choose to pay by installment plan pay more attention to the amount of 

each installment than to the number of payments or total amount to be paid. In most cases, 

consumers do not even know how interest rates are calculated, or that some stores charge for 

each sheet in the installment booklet, as in Gisele’s case, when she figured out that she would 

have to pay an additional fee each month: “the installment payment booklet charges a fee per 

installment sheet. I didn’t like that. Then I paid off everything and never had another.”  

Informants also mentioned price divergence as a common occurrence. There are often 

discrepancies between the prices announced in TV ads and the store price, as indicated on the 

price tag or registered at the checkout, or difficulty in identifying the price of the product on 

display. While this is often attributed to technical problems, it is more of a “bait and switch” 

tactic used by retailers. Megan’s statement illustrates how this occurs: 

 

Megan: It was an Epson printer ... I went onto all the websites and it had an 

Epson XP 231 – R$300 [US$87]. But it had an Epson XP 231 Expression – 

R$360 [US$104]. Then I saw that there was this difference and I said, “Now, 

which one do I buy?” One stated that it had Wi-Fi in the product description, 

while the other one did not mention that it had Wi-Fi, but when you read the 

technical specifications it was written there that it had Wi-Fi. I was so 

intrigued by this because on all [the sites] there was a difference of at least 

R$50 [US$15]. So, what did I do? I called Epson’s Customer Service 



Department and said: “I want to know what the difference is between the 

Epson XP 231 and Epson XP 231 Expression?” 

Epson Customer Service Department Attendant: Lady, there are not two 

models of the Epson XP 231. 

Megan: Look, but here there are two. 

Epson Customer Service Department Attendant: No. Buy the cheaper one, 

because there’s no chance of them sending you a different product as there’s 

only this model. 

Megan: I was shocked! So I bought the cheaper one and the same model came. 

 

Extended warranties are often promoted to consumers when it comes to expensive 

consumer electronics. A common practice globally, this service has become a problem in 

Brazil. Although the service allows risk-averse consumers to feel safer, salespeople frequently 

include the service without asking for the customers’ approval and, in many cases, without 

explaining the conditions under which the warranty applies. In 2015, retailers were fined 

R$28 million [approximately US$8.1 million] for abusive insurance sales practices, including 

extended warranties (Ministry of Justice and Public Security, 2015).  

Many informants have experienced paying for an extended warranty that they have not 

requested: “They put on an additional [amount] for the [extended] warranty without asking 

me” (Robert); “sometimes you say no, and the guy goes and puts it on the bill” (Paty). In 

Anna’s case, the salesman used an abusive sales strategy to sell an extended warranty, using 

the argument that the product (a tablet) would break. 

When asked if he complains about such practices, Robert’s answer reveals disbelief: 

“Because it’s like, ‘Oh, they’re not going to sort it out’.” I repeatedly notice distrust in laws 

and a lack of consumer rights. Many informants said they do not complain about irregular 

charges, because it is extremely bureaucratic to get things done lawfully. Even though it is the 

retailer’s wrongdoing, the burden is on the consumer to prove it, which includes making the 

calls, filling out forms, and long waits for a reply to get (or not) a solution.  

The abovementioned examples show how the culture of jeitinho with inefficient 

institutions (bureaucracy and laws) enable market agents, such as financial agencies and 

retailers, to take advantage of consumers by means of abusive and predatory marketing 

strategies. The underlying shared value that market agents will take advantage of consumers 

explains why Brazilian market dynamics are the way they are. Similarly, consumers take 



advantage of market agents as they know that no punitive action will be taken (e.g., they will 

be removed from the blacklist in five years for loan default). At this point, the expression o 

Brasil não é um país sério [Brazil is not a severe country] illustrates the negative side of 

jeitinho.  

The market dynamics system in Brazil is not only shaped by consumers and producers, 

but also involves the relationship between the micro and macro levels (Giesler & Fischer, 

2017). The experience of consumer vulnerability is thus jointly produced by individual 

characteristics, state and social institutions with their culture and social mechanisms, and 

macrosystems, such as marketing communications and the distribution of resources (Baker et 

al., 2005).  

 

3.2 Being or Not Being Financially Vulnerable in Brazil 

 

3.2.1 Drivers of financial behaviors 

 

In this section, I explore the role of cultural values in influencing consumers’ financial 

decision-making. I show how the relational characteristic of Brazilian society has an impact 

on money management behaviors.  

Brazilian values. Studies conducted by Tamayo and Schwartz (1993) and Tamayo 

(1994) on the structure of human values described indigenous Brazilian values using the 

terms “dreamer,” “smart,” and “work.” “Dreamer” is related to an optimistic view of the 

future, corroborating Hofstede’s (1980) classification. “Smart” is situated in the region of 

achievement and means to get around barriers to achieve goals, which is consistent with the 

idea of jeitinho brasileiro. “Work,” which is considered a superior value, is located in the 

dimension of “benevolence;” its motivational goal is to provide for family and ensure the 

well-being of close others. In general, the value “work” is supposed to be located in the region 

of achievement; however, it seems to be a means of not satisfying a personal desire, but rather 

of satisfying others’ and family desires (Tamayo & Schwartz, 1993). Given the importance 

attributed to significant others by Brazilians, especially to relatives and friends, I call this set 

of values “my family and friends are worth their weight in gold.” 

Optimism is one of the most salient characteristics of Brazilians: 33.4% reported being 

completely satisfied with their life as a whole (this percentage was only 9.3% among 

Americans) (WVS, Wave 6, 2010–2014). This optimistic view is present in our informants’ 



statements: despite being in debt, many said they feel happy. They find creative solutions to 

work around obstacles. Robert does not have a steady job, so he rents out rooms in his house 

to make ends meet. Eduard saved money by building his own house and spends his free time 

fixing electronic equipment and washing cars to make extra money. Anna sells the 

transportation and meal vouchers she receives as a benefit from her employment to pay off 

her debts, while Julie buys second-hand Barbies, makes them new clothes, and sells them to 

save money for her daughter.  

The “work” value pervades informants’ discourse. While work is associated with 

productivity and success in Western culture, it is also associated with family welfare in 

Brazilian society. The WVS shows that work is very important for 63.6% of all Brazilians 

(compared with 35.6% among Americans). Informants consider work as providing for the 

well-being of the family and other important people; this is used to justify spending and 

getting into debt. According to DaMatta (1989), Brazilian society is relational; taking care of 

people who are close is an obligation and reflects the society’s paternalism. Robert justified 

how he got into debt to solve his relatives’ issues, which he considers an obligation: 

 

I was her [his sister] guarantor on a house and she stopped paying [the rent] for 

nine months, and I’m paying off her debt… That was what gave me the biggest 

loss, because it was a debt I was not expecting and I had to assume it. (…) My 

cousin lives here, when he came—he lost his job—and I had to keep him ... I 

stopped getting money from him and I kept him with my salary, with food, 

those kinds of things, and I also lent him money. That was when I took out the 

loan. 

 

Jennifer got into debt because for her it was important to take a vacation with her 

family: therefore she took a loan and travelled with her children to visit relatives in another 

region in the country. Anna revealed that, despite being broke, she would find a way to go to a 

barbecue with her relatives despite having no money left. In Brazil, it is common for people to 

celebrate birthdays, job promotions, and special events by organizing a barbecue (called 

churrasco); sometimes, it can involve buying new clothes, presents, and even travelling to 

another city. There is also the habit of organizing barbecues on weekends for friends and 

relatives; this requires that both the host and guest provide food and drink, which also needs 

money. 



Brazilians, in general, are well known for enjoying life and having fun. Informants 

often use family to justify spending and incurring debt related to these activities; this 

represents the negative side of the expression “my family and friends are worth their weight in 

gold.” In other words, it means that values are used to justify financial decisions that can harm 

both the decision-maker and others who were involved in the decision and serving as a lender, 

for example. It is easier for individuals to justify purchases when these are considered 

altruistic (Bernthal et al., 2005; Pereira & Strehlau, 2016). It is not simple to judge these 

actions as being either right or wrong because of their altruistic intentions; rather, the 

motivation behind them reflects the relational and cultural aspects of these decisions among 

Brazilians.  

Social capital. Relationships function as a source of social capital (Bourdieu, 1984). 

DaMatta (1989, p. 22) describes how Brazilians mix “a purely economic relationship with 

personal ties of sympathy and friendship” as a form of jeitinho. Thus, social capital serves as 

a means of accessing economic and cultural capital, and is widely used in borrowing-lending 

dynamics, such as the use of personal ties to access the credit market. 

“Clean” and “dirty” names have important implications for access to credit in Brazil. 

Having a “clean” name means that one is creditworthy, and thus enjoys access to different 

types of credit. Having a “dirty” name, on the other hand, means insolvency, that one is 

blacklisted. For the informants, having a clean name is a source of pride and respect: 

 

Daniel: I always tried to control myself not to get into debt, because I’m old 

fashioned like that—I have to have a clean name. So I don’t have one cent to 

my name, but I try to keep my name clean. 

Julie: I don’t like owing to anybody, and something else, I intend to ... 

Opportunities appear, so, on the day God sends me an opportunity to get 

something—an apartment, or a house, something like that—you have to have a 

good name, otherwise you’ll be unable to buy it. So this is also another plan in 

my life. At least my name has to be clean. 

 

Julie is the poorest among the informants: she lives in one of the biggest favelas in 

Brazil, receives a very low salary, and does not have a formal job. Nevertheless, she has no 

debts and applies positive coping strategies when facing financial and knowledge constraints. 

This case shows the positive way individuals use the shared value “my family and friends are 



worth their weight in gold.” Individuals that apply this saying in a positive way think they can 

rely on relationships to avoid consumer vulnerability. These individuals seek balance in their 

financial life to take care of and support family. 

Borrowing someone’s name or lending one’s own name is common practice, even 

among people who are middle class. Many informants reported having borrowed or lent their 

name to buy things, or to get a loan. Examples are Megan, who took out a loan for her father 

because he was blacklisted, and Paty, who often uses her relative’s name to buy things for the 

same reason. Although borrowing in someone else’s name is a way of coping with the 

material constraints that characterize a large part of Brazilian society, this practice is widely 

used by people from different socioeconomic strata and may lead them to become heavily 

indebted. Vivian and Jennifer lent their credit cards to friends who did not pay off their debts, 

so, they both got into debt.  

These observations highlight the role of social capital in the typology of consumer 

vulnerability (Shultz & Holbrook, 2009) when exploring financial vulnerability in Brazil. The 

combination of Brazilian values and the importance of relationships illustrate how social 

capital both prevents and contributes to financial vulnerability. I observe that cultural and 

economic capitals alone are not sufficient for understanding consumer practices in a context 

characterized by the culture of jeitinho. The quotes show how people rely on social capital to 

gain access to credit and solve their financial problems. The relational nature of that society 

and the cultural values it espouses can lead to indebtedness. Social capital, however, is also 

important for understanding consumer resistance to the marketplace, which is discussed next. 

 

3.2.2 Consumer resistance and responsibility 

 

Understanding how individuals form opinions about consumer rights and 

responsibilities has been at the center of a rich debate (Giesler & Veresiu, 2014; Henry, 

2010). Studies reveal how vulnerable consumers who are illiterate or low-income can adopt 

proactive roles for coping with purchase situations and economic constraints (Adkins & 

Ozanne, 2005; Hutton, 2015). Mattoso and Rocha (2008) also show a varying sense of 

financial responsibility among the low-income population in Brazil. Sometimes, lack of 

money is the justification used to explain insolvency; others refuse responsibility, claiming 

that someone else borrowed their name and has not paid off the debt. Informants’ narratives 

suggest that the way they think about their rights and responsibilities may lead to, or help 



them to avoid, financial vulnerability. I also show that financial vulnerability is not 

necessarily an outcome of poverty or education (economic and cultural capital). Rather, some 

people who lack income or education gain self-confidence and information by leveraging 

their social capital to adopt a proactive role against marketplace practices. For these people, 

autonomy is not dependent on money or formal education.  

In their study of people who live in the favelas and have low income levels, Mattoso 

and Rocha (2008, p. 245) justify waiting for the debt to expire because “the poor have very 

limited means for repaying a debt, especially because of the high interest rates in Brazil.” 

However, I also observe similar behavior among people who are not poor. Paty, who is 

middle class and graduated from college, took a pre-approved loan to refurbish her house and 

did not pay off the debt. She adopted a victim position and chose to blame the bank for her 

debt.  

Paty was not embarrassed that she was blacklisted. She took the loan because the 

money was placed in her checking account by the bank without her consent. She believes that 

being in debt is not her fault, but that of the bank that put the money in her account in the first 

place. Despite being in debt, she continues to spend money on hedonic purchases, which is 

characterized as indulgence in Brazilian values: “I’ve always been like that—‘if I have 

money, I’m going to spend it’. Who am I going to save it for, right? Why? Why would I use a 

savings account?” Paty also declared she was not interested in a financial counseling service. 

She disagreed with the proposals made by the bank because she would need to make 

sacrifices to pay the installments and she is angry with the bank, so she prefers to wait five 

years for a “clean” name again. Vivian blamed the bank manager for her indebtedness. He 

advised her to take out a loan to pay off her credit card debt, which she did. However, she 

continued to use the credit card and accumulated new debt. She blamed the bank manager for 

not giving her good advice since she now has both a bank loan and credit card debt. As 

observed by Henry (2010), some individuals shift responsibility for their indebtedness onto 

agents, such as the government and institutions, thus avoiding blame themselves. Again, it 

can be observed as common way that people blame institutions for their problems.  

Paty showed a similar attitude when talking about being cheated by marketplace 

agents. She had been deceived by a salesman who included an extended warranty for her 

purchase without her consent. She did not complain and justified her decision by saying that it 

would take too long: “It’s going to be my word against his [the salesman].” There is a sense 

that consumer rights are difficult to enforce in Brazil, influencing whether or not consumers 



take responsibility for their behaviors. It is also clear that marketplace agents take advantage 

of consumers, knowing they are unlikely to complain. Consumers also take advantage of them 

by relying on the weakness of the system, thus creating a vicious circle that is mutually 

reinforced. Paty took advantage of the system: she knew she should not have taken the pre-

approved loan as she would not have the financial means to pay it back. Even so, first she 

took it and then she thought later about how she would repay the debt. Daniel prefers to be 

quiet when paying a lower price for a product he knows has a higher price; however, he 

would complain when there is price divergence on the shelves. 

There are people who seek out financial counseling services but who fail to get out of 

debt. Financial counseling consultants believe that many of them find it difficult to change 

their behavior: 

 

Financial counseling consultant 2: People usually say, “In the beginning, I 

was managing to do it; then later it became very difficult.” I think people get 

tired. (…) The most indebted people are never the poorest, those with the 

lowest income, because those people don’t have access to credit. Those who 

are very heavily indebted are people who have more knowledge, more 

awareness of what they’re doing, are materialists and have a lot of access to 

credit, and end up having a standard of living... 

 

On the other hand, there is Julie who, despite having the lowest income among 

informants and living in a favela, has no debt and is proactive when it comes to financial 

responsibilities. Unlike Paty, Julie was careful when she took a loan to refurbish her sewing 

shop and is prudent when it comes to pursuing her dreams. She reads and watches TV 

programs that promote financial management behaviors. Working as a seamstress, Julie 

registered herself as a micro-entrepreneur and pays her social security pension dues. She is 

confident and believes in a better future when she does the right things:  

 

Interviewer: If you were to do a course like that, how do you think this course 

could help people have a better financial life?  

Julie: I think it would be great to have these courses to help people seek 

improvements, right? Because if you put money in a savings account, the 



savings don’t go up. If you make some other type of investment, you can only 

get the money after it’s been there [invested] for a certain amount of time. 

 

I observe two distinct behaviors. On the one hand, there is Paty, who sees the market 

as a system that takes advantage of consumers and believes that if she takes similar advantage 

of the system’s weaknesses it will not have an impact on society. She feels powerless in 

managing her financial situation. On the other hand, there is Julie, who is much poorer and 

less educated and yet feels in control, knows her rights, and fights against the system’s 

weaknesses. She is always looking for ways to improve her financial knowledge and 

entrepreneurial skills. 

Another form of consumer resistance is the way people avoid being cheated by 

marketplace practices. Many of them, including the well-educated, are little aware of 

consumers’ rights. Nevertheless, there are people who confront their problems and there are 

those who give up. Elton, who is well-educated with one of the highest incomes among our 

informants, prefers to avoid the issues while Elizabeth, who has the lowest education, actively 

seeks help to solve her problems. 

Informants with high income and a good education often rely on their cultural capital 

to solve problems and avoid being deceived by the marketplace. Many of them, however, do 

not complain when they notice something is wrong, or they do not try to assert their rights as 

consumers. Anna, Elton, and Mary have adopted passive positions in order to avoid conflict. 

Even when they try, the system makes them give up. That happened to Douglas, who has the 

highest income among our informants, when he tried to get reimbursed by the bank for a 

mistake on his house insurance. He paid two months but, due to a bank mistake, the payments 

were not processed and his insurance was cancelled. Douglas did not receive his payments 

back. This is how Douglas describes the situation: “They defeat you by fatigue. There comes 

a point when I say ‘I give up. This is giving me a lot more work than the reimbursement— 

which I doubt I am going to get’.” 

In contrast, Elizabeth and Julie have to rely on their social capital to face up to these 

issues. Elizabeth works as a housemaid in different doctors’ houses and sometimes asks her 

bosses for financial help. This is the relational characteristic attributed to Brazilians. Mattoso 

and Rocha (2008, p. 243) discussed this practice among low-income women: “Loans from the 

boss were seen as a ‘right’ of the employee and an obligation of the boss, probably as a result 

of the paternalistic nature of work relationships in Brazil.” Although Elizabeth does not see 



this practice as an obligation, this is how she solves her financial problems. She also takes 

advantage of her bosses’ social capital to learn of her rights and to access legal services 

 

3.2.3 Financial management behaviors 

 

Financial management practices related to retirement, household budgets, debt 

management, and savings are the most common subjects in financial literacy programs and 

have been used to predict financial well-being. Different strategies for managing money were 

described by our informants and were used to assess their financial vulnerability. 

Daniel and Julie are examples of invulnerable consumers. Both save money regularly, 

keep a household budget, control credit card expenditure, and have retirement plans, despite 

their differences in education and income, and their occupations. Daniel uses apps to plan and 

control debt; he has never paid the minimum payment and limits his credit card spending to 

20% of his income. This kind of behavior was also observed by Bernthal et al. (2005, p. 140), 

calling it pre-commitment practices, that “have the effect of placing direct limits on 

consumption prior to entering a spending situation” and indicating control.  

Julie does not use technology to manage her money, but she has two savings accounts 

(one for emergencies and another for her daughter), writes down all her expenses and the 

revenue related to her business, and controls her credit card spending. She also asks her son to 

help with her household budget. The following quote illustrates Julie’s self-discipline despite 

denying her children’s desires: 

 

So I have my card. (…) Then my son said to me this month “Mom, I’d like 

you to take out a cell phone plan for me.” I said, “No, Mom is first going to 

pay off the television; there’s just the last installment to pay.” I saw that he was 

a bit upset ... but you have to plan ahead.  

 

On the other hand, there are the cases of Paty, Gisele, and Elton. Paty and Gisele have 

overdue bills, do not have household budgets or savings, and have a lifestyle of indulgence. 

Elton has no overdue bills but does not save money either on his household budget; he also 

has a lifestyle of indulgence. Elton works as a teacher and social worker, and has attended 

various financial literacy programs and counseling services in order to help others: 

 



Elton: As I told you, I’m a social worker, so it’s very common to come across 

debt complications, people who are depressed and have mental health 

complications as a result of financial debt and everything else. And I felt there 

was a technical need to learn more about it, you know, in order to be able to 

give people guidance. Even if I wasn’t able to give them objective guidance at 

that particular moment, I could refer them to some counseling service, or 

something like that.  

 

Although Elton learns this information, he does not use this knowledge to organize his 

own life and he is aware of this: 

 

Elton: I’m fully aware that our situation is determined by factors that are totally 

beyond our control, you know? There’s a real crisis going on and there’s a 

great deal of instability, and I work in a company that could close down 

tomorrow. So there are a number of macro-structural determinants, but even so, 

I think that subjectively, because I have money coming into my account every 

month, it gives me a certain degree of tranquility. It’s not the right way to think 

... so consciously, I know it’s not appropriate. 

 

Optimism pervades Elton’s discourse. While he is aware of his lack of financial 

management, he still maintains his indulgent lifestyle and relies on his stable income. This is 

in stark contrast to Julie, who also has an optimistic view of life, but sees herself as 

responsible for her own future. These statements clearly exemplify how the macro-, meso-, 

and microsystems are interrelated in generating the phenomena described in this study.  

 

 3.3 Brazilian Market Dynamics from the Socio-Ecological Perspective 

 

I now show the previously described indicators from the perspective of the socio-

ecological model in representing the Brazilian market dynamics. Figure 1 shows the 

indicators of each sphere of influence of financial vulnerability in Brazil. 

Findings show how the macro-, meso-, and microsystem indicators interact and shape 

the Brazilian marketplace. The negative side of the indigenous construct of jeitinho in the 

form of inefficient institutions, impunity, and mistrust in the laws shapes the shared belief that 



market agents will take advantage of consumers because there are no repercussions. Also, the 

shared value labeled “my family and friends are worth their weight in gold” reflects both the 

positive and negative sides of jeitinho: negative when it is used by individuals to justify 

spending and debt, positive when it underlies positive financial management behaviors and 

decisions, the objective of which is providing welfare for family and important others. 

Together, these indicators form the macrosystem in Brazil. Negative marketplace practices 

that deceive and impair consumers, who are “protected” by the (negative) indicators, form the 

mesosystem. 

 

Figure 1. Brazilian market dynamics according to the socio-ecological approach 

 

The microsystem is constituted of interpersonal and individual indicators. First of all, 

relationships form the basis of social capital. However, social capital can be used positively or 

negatively, depending on the individual, while interactions between the interpersonal and 

individual spheres feed back into the macrosystem spheres. When individuals perceive 

themselves as being responsible for their situation, they keep positive management behavior 

and tend to use social capital to navigate the marketplace. For these consumers, the meaning 



of the values “dreamer,” “smart,” and “work” contribute to them achieving financial well-

being. They are vigilant in protecting their consumer rights and resisting marketplace 

practices to avoid being deceived or victimized.  

When individuals see themselves as victims, they tend to use social capital to gain 

credit for consumption. They are driven by indulgence and values such as “dreamer,” “smart,” 

and “work” become a justification for hedonic spending. In general, they do not keep a 

household budget and do not resist abusive marketplace agents, thereby reinforcing them. 

They also take advantage of the system by not paying off their debts (rather, they wait five 

years for the debt to expire) and taking out a pre-approved loan without plans to pay it off, 

thus perpetuating the negative macrosystem. 

 

3.4 Discussion and Insights 

 

Financial vulnerability is a concern in many countries (Anderloni, Bacchiocchi, & 

Vandone, 2012; Lin & Grace, 2007). This qualitative study provides a holistic approach 

(Kennedy, 2017) to understanding financial vulnerability by illustrating how social context 

and personal characteristics jointly influence behaviors. Using the framework of jeitinho in a 

socio-ecological model, I show how culture shapes marketplace practices and consumer 

responsibilities, creating a mutually reinforcing cycle of financial dependence and 

vulnerability in Brazil. This study thus contributes to extant research by incorporating the role 

of cultural values in the cycle of financial vulnerability and provides a unique context that 

elucidates how weak policies, consumer resistance, and coping strategies are endemic in the 

culture of jeitinho. It integrates knowledge from consumers, the marketplace, and culture in 

generating new theoretical insights of marketplace systems (Arnould & Thompson, 2005). 

 Informants’ discourses support the idea that typical cultural values have an impact on 

consumer decisions and shape marketplace practices. Although characteristics such as an 

optimistic view of life and a tendency to protect and look out for the well-being of family are 

shared by most Brazilians, how they manage these priorities affects their financial well-being. 

Findings complement extant literature on consumer vulnerability (Baker et al., 2005; Shultz & 

Holbrook, 2009) by highlighting the role of social capital in influencing financial 

vulnerability. This study shows how interactions between individual characteristics, 

marketplace practices, and relationships (social capital) jointly contribute to coping with 

resource constraints and building consumer resistance, thus avoiding financial vulnerability.  



Social capital, self-perception as market players, and financial management practices 

differentiate invulnerable from (potentially) vulnerable consumers. Individuals who see 

themselves as being responsible for their situation tend to have a lifestyle based on self-

control, maintain a household budget, are aware of their rights and obligations as consumers, 

and use social capital to gain knowledge. On the other hand, individuals who are financially 

vulnerable (or potentially vulnerable) blame others for their predicament, have a lifestyle 

driven by indulgence, and do not exercise any form of money management. In general, they 

are not aware of their rights and responsibilities as consumers, and when they are aware, they 

do not complain about abusive marketplace practices, adopting a passive stance. They tend to 

use social capital to gain access to credit, thus increasing their indebtedness and causing 

others to get into debt as well. 

Findings provide new insights for understanding financial vulnerability from a cultural 

perspective. They show that consumers become indebted to support their relationships—

sometimes using them as an excuse to justify hedonic consumption—and companies take 

advantage of this social reciprocity in their lending and retail practices to perpetuate the cycle 

of dependency and vulnerability. Marketplace agents, such as financial institutions and 

retailers, do not consider the culture of jeitinho when approving a loan or a purchase made for 

someone else (the borrowing-lending of one’s name dynamic), which perpetuates a big 

problem: one in ten people in Brazil who are blacklisted went into debt because they lent their 

names to a friend or relative (SPC Brasil, 2016b). Although there are rules and regulations 

specifying that a loan or a credit card is personal and non-transferable, this is not always 

enforced, or is simply ignored by some companies. Marketers also take advantage of the 

system bureaucracy to engage in fraudulent retail practices, such as irregular charges for non-

contracted services, which prey on the most vulnerable consumers. On the other hand, 

consumers also take advantage of the system’s bureaucracy: they rely on their social capital to 

access credit for consumption (both hedonic and utilitarian), such as asking relatives and 

friends to take out loans for them, a common practice of breaking the rules, which can 

jeopardize everybody financially. Here, the cycle of financial vulnerability is explained from 

the perspective of a socio-ecological approach by describing the systems and their multiple 

players that shape Brazilian market dynamics.  

In contrast to Henry’s (2005) classification, these behaviors are not dependent on 

levels of income, education, or social class, but rather on self-perception. These findings 

corroborate the ideas of Henry (2010) and Giesler and Veresiu (2014) that welfare is not 



simply a government’s responsibility, but a shared objective that is also dependent on each 

citizen’s participation. In an environment characterized by inequality and abusive practices 

against consumers, individuals who are resilient and persistent tend to adopt a proactive 

stance to achieve their goals.  

Findings of the qualitative study raise questions that could be better investigated in 

Brazil and across cultures. Firstly, I notice that social capital is an important key to 

understanding financial vulnerability in Brazil. The paternalism inherited from Portugal is still 

present in society and has both positive and negative influences. How individuals access their 

network could lead them to either experience or avoid vulnerability. In general, informants 

who have high levels of cultural and economic capital rely on themselves to cope with 

marketplace practices; in many cases, they use social capital to access credit in order to 

maintain an indulgent lifestyle. On the other hand, informants who have low levels of cultural 

and economic capital rely on social capital to deal with the marketplace. They also use social 

networks to access credit in the case of an emergency. Furthermore, they take advantage of 

social capital to improve their knowledge of products, marketplace practices, and consumer 

rights. 

Secondly, it seems that having good financial practices and behaviors help people 

achieve financial well-being. Some informants, however, despite having a good education and 

high income, still feel unable to control their spending. It is a well-known fact that lifestyle 

impacts the way people spend money (Bernthal et al., 2005; Holt, 1998; Peñaloza & Barnhart, 

2011), but financial literacy and counseling programs seem to neglect personality factors such 

as compulsive buying and materialism when proposing strategies for managing money. I 

believe it is important to make individuals aware of their responsibilities by showing how 

their actions impact society in general.  

The question investigated in Chapter Four involves understanding which personal 

characteristics may predict the borrowing-lending dynamic. In that study, I explore the 

relationship between materialism, consumer spending self-control and the borrowing-lending 

dynamic. 

 

  



4 QUANTITATIVE STUDY 

 

4.1 Why is Studying the Borrowing-Lending Dynamic Relevant? 

 

Credit card seems to be one of the most investigated types of credit in marketing and 

consumer behavior studies (e.g., Bernthal et al., 2005; Feinberg, 1986; Hirschman, 1979; 

Kunkel, Vieira, & Potrich, 2015; Roberts & Jones, 2001; Soll, Keeney, & Larrick, 2013; 

Wang & Xiao, 2009). That is understandable: in the United States, where the majority of 

studies on the theme are conducted, 70% of consumers have at least one credit card (Federal 

Reserve Bank of Boston, 2013), which represents about 174 million American adults 

(CreditCards.com, 2016); in Brazil, almost 52 million consumers (out of a population of 

nearly 208 million) are credit card holders (SPC Brasil, 2015). Researchers have paid 

attention to the fact that this means of payment has been facilitating access to consumption for 

many individuals around the world, as well as leading many to struggle with over-

indebtedness. Nevertheless, other types of credit such as informal loans and borrowing among 

friends are available, and scant attention is paid to them. In Brazil, 17% of defaulters have got 

into debt because of lending their names (by lending their credit card or taking out a loan) to 

parents, friends, and others (SPC Brasil, 2017). Potential consequences of this practice for 

individuals are, among others, insolvency, shaken relationships, and financial vulnerability. 

Articles advising people to avoid this are common and illustrate how widespread this practice 

is in the country.
1
  

 

4.2 Materialism and the Use of Credit 

 

Materialism is considered one of the central features of modern life (Burroughs et al., 

2013). It is defined as “the importance ascribed to the ownership and acquisition of material 

goods in achieving major life goals or desired states” (Richins, 2004, p. 210) and has three 

dimensions: acquisition centrality, acquisition as the pursuit of happiness, and possession-

defined success (Richins & Dawson, 1992). Acquisition centrality means that materialists 

ascribe high importance to material goods and acquisitions in their lives; acquisition as the 

                                                             
1(1) https://exame.abril.com.br/seu-dinheiro/como-nao-perder-dinheiro-por-causa-de-amigos-e-parentes/ 

(2) http://www.gazetadopovo.com.br/economia/financas-pessoais/o-que-vale-mais-o-dinheiro-ou-a-amizade-

veja-4-dicas-para-evitar-aquele-calote-amigo-dx5puckiu9thjxs3ceuk5dcmr  

(3) http://meubolsofeliz.com.br/fuja-do-emprestimo-de-nome-e-dinheiro-para-amigos-e-parentes/ 

(4) https://www.doutorfinancas.pt/creditos/emprestar-dinheiro-a-familiares-ou-amigos-sim-ou-nao/ 

https://exame.abril.com.br/seu-dinheiro/como-nao-perder-dinheiro-por-causa-de-amigos-e-parentes/
http://www.gazetadopovo.com.br/economia/financas-pessoais/o-que-vale-mais-o-dinheiro-ou-a-amizade-veja-4-dicas-para-evitar-aquele-calote-amigo-dx5puckiu9thjxs3ceuk5dcmr
http://www.gazetadopovo.com.br/economia/financas-pessoais/o-que-vale-mais-o-dinheiro-ou-a-amizade-veja-4-dicas-para-evitar-aquele-calote-amigo-dx5puckiu9thjxs3ceuk5dcmr
http://meubolsofeliz.com.br/fuja-do-emprestimo-de-nome-e-dinheiro-para-amigos-e-parentes/
https://www.doutorfinancas.pt/creditos/emprestar-dinheiro-a-familiares-ou-amigos-sim-ou-nao/


pursuit of happiness relates to the idea that possessions and acquisitions bring happiness and 

well-being to life; and possession-defined success is the tendency to judge how well someone 

is doing in life based on their possessions. 

Many consumer researchers have investigated the antecedents and consequences of 

materialism (e.g., Ahuvia & Wong, 1995; Kilbourne & LaForge, 2010; Shrum et al., 2013). It 

has been linked to low levels of subjective well-being (Burroughs & Rindfleisch, 2002), 

compulsive buying (Goldberg, Gorn, Peracchio, & Bamossy, 2003), impulse purchases 

(Rook, 1987), and loneliness (Pieters, 2013). Also, it is well known that a high level of 

materialism is a predictor variable of consumer debt (Garoarsdóttir & Dittmar, 2012; Pham, 

Yap, & Dowling, 2012; Ponchio & Aranha, 2008; Watson, 2003), as well as that more 

materialistic individuals have more positive attitudes toward borrowing than their 

counterparts (Pinto, Parente, & Palmer, 2000; Richins, 2011; Watson, 1998). The 

abovementioned studies provide robust evidences of the effect of materialism on financial 

outcomes; however, most of them have paid considerable attention to excessive credit card 

use, leaving aside other forms of credit. In pursuit of filling this gap, I investigate the effect of 

materialism on a specific type of access to credit: borrowing from relatives and friends.  

The practice of borrowing from relatives and friends has been observed among low-

income populations in both developed (Hill, 2002) and emerging markets (Mattoso & Rocha, 

2008; Ponchio, 2006; Turvey, Kong, & Huo, 2010). Investigating this practice among farmers 

in rural areas in China, Buck (1937, apud Turvey & Kong, 2010) identified that the majority 

of borrowing from relatives and friends was for hedonic consumption. Baland, Guirkinger, 

and Mali (2011) identified an odd practice in Cameroon: individuals borrow from financial 

agencies to signal to relatives and friends that they are too poor and do not have available 

savings. These people borrow not necessarily because they do not have money to fund their 

commitments, but in order not to lend money to friends and relatives, and to diminish other 

demands from them. That behavior may create a problem, as taking a loan increases the 

possibility of reducing the amount of financial resources available in the future.  

Apparently, the practice of borrowing from and lending to relatives and friends is a 

form of solidarity but a road to debt as well. Part of this phenomenon can be explained by 

Bourdieu’s theory of capital, which has been broadly employed by consumer researchers to 

investigate various sociocultural aspects of consumption (e.g., Bernthal et al., 2005; Holt, 

1998; Weinberger, Zavisca, & Silva, 2017). This theory comprises three types of capital: 

cultural, which is related to knowledge, preferences, and skills; economic, which refers to 



financial resources; and social, which consists of relationships, affiliations, and networks. 

According to Bourdieu (1986), in certain conditions, both cultural and social capitals are 

convertible into economic capital. Specifically, studies show that social capital is used to 

achieve social mobility and alleviate poverty, as it works as a trustworthy source of 

information and a means to access financial support (Barrios & Blocker, 2015; Domínguez & 

Watkins, 2003; Mattoso & Rocha, 2008; Narayan & Pritchett, 1999).  

These studies provided a useful starting point to build a better understanding of the use 

of social capital as a means of access to credit for consumption. This idea was then expanded 

in the first part of this project when depicting the way Brazilians use social capital as a means 

of obtaining both cultural and economic capital. I show that relatives, friends and co-workers 

serve as trustworthy sources of information in the consumer-marketplace interaction; thus, 

individuals access their social network’s knowledge to feel more confident to buy things and 

be aware of their rights as consumers. Also, individuals use personal relationships to access 

financial resources—called the borrowing-lending name dynamic—that means borrowing 

someone’s name and lending one’s own name in order to access money and material goods. 

The last situation in particular may lead individuals to (or prevent the experience of) financial 

vulnerability; it varies depending on the interaction between consumers’ self-perception as 

market actors, their lifestyle, financial management practices, and the way individuals use 

relationships.  

There is reason to believe that personal traits such as materialism can influence 

whether individuals use their social relationships as a means of access to credit for 

consumption. Extant literature (Holt, 1995; Liao & Wang, 2009) posits that materialism may 

be seen as a way of enhancing relationships and creating valuable experiences. It is plausible 

to assume that more materialistic individuals tend to have a more positive attitude toward 

borrowing from relatives and friends in order both to satisfy desires and to intensify 

relationships. In the latter situations, examples of enhancing a relationship are giving gifts and 

attending social events. In addition, the acceptance of borrowing money for reasons such as 

vacations is not new in our society (Lunt & Livingstone, 1991). This provides some basis to 

propose that: 

 

H1: More materialistic individuals are more likely to borrow from relatives and friends. 

 



Although materialism is a well-established predictive variable of debt and attitude 

toward borrowing, undoubtedly not all materialistic individuals reveal a positive attitude 

toward borrowing. Studies such as those by Tatzel (2002) and Troisi, Christopher, and Marek 

(2006) suggest that materialism and money conservation have an additive ability to predict 

compulsive and impulsive buying. In other words, materialistic individuals that “care” about 

money are more prone to delay gratification until they get the best value for money. Based on 

this idea, my argument is that control for money is a key variable to understand borrowing 

behavior. 

 

4.3 Self-Control and Consumer Spending Self-Control 

 

Self-control represents one’s ability to avoid temptation, maintain self-discipline, and 

control behavior (Baumeister, 2002; Kivetz & Simonson, 2002a; Tangney, Baumeister, & 

Boone, 2004). Economic (Thaler & Shefrin, 1981), psychological (Ainslie, 1975), and 

economic-psychological models of self-control (Hoch & Loewenstein, 1991) have been used 

to explain a variety of consumption decisions. In the consumer behavior literature, most 

studies have linked a lack of self-control to negative outcomes such as compulsive buying 

(Achtziger, Hubert, Kenning, Raab, & Reisch, 2015; O’Guinn & Faber, 1989), choosing vice 

over virtue (Siddiqui, May, & Monga, 2017; Wertenbroch, 1998), and over-indebtedness 

(Gathergood, 2012). Also, researchers have described many strategies employed by 

individuals to avoid temptation. Applying an interpretive approach, Bernthal et al. (2005) and 

Peñaloza and Barnhart (2011) explain that individuals’ use of self-control practices leads 

away from debt by delaying gratification and restricting credit use for consumption. In doing 

so, consumers avoid negative outcomes such as debt, besides achieving long-term goals (e.g., 

savings). 

 Although self-control is a robust measure to predict many behaviors, specific domains 

of self-control have been developed to better explain outcomes in a variety of areas (see 

Baumeister, Vohs, and Tice [2007] for an overview). In this sense, Haws, Bearden, and 

Nenkov (2012) proposed that financial decisions are better explained by consumer spending 

self-control (CSSC) than by general self-control. They defined CSSC as “the ability to 

monitor and regulate one’s spending-related thoughts and decisions in accordance with self-

imposed standards” (Haws et al., 2012, p. 697). The effect of CSSC on spending behaviors 

has been well documented (Bearden & Haws, 2012; Dholakia, Tam, Yoon, & Wong, 2016; 



Haws, Davis, & Dholakia, 2016) and opens up the possibilities of investigation in consumer 

research.  

 It is well known that lack of self-control may lead individuals to excessive debt. There 

are many explanations for this; one is that consumers with self-control problems are more 

prone to borrow in order to satisfy desires (Meier & Sprenger, 2010). In addition, those with 

low self-control make disproportionate use of quick-access credit products, as well as make 

more use of high-cost credit (Gathergood, 2012). In the domain of spending and financial 

behavior, consumers with low levels of CSSC are more prone to make unplanned purchases 

and pay more for products than their counterparts (Bearden & Haws, 2012; Haws et al., 

2012). Consistent with the idea that self-control is positively linked to better financial 

behavior, it is plausible to assume that: 

 

H2: Individuals with high levels of consumer spending self-control are less likely to borrow 

from relatives and friends. 

 

4.4 Method 

 

To test the hypotheses, a total of 997 Brazilian adults from an online panel maintained 

by a multinational marketing research company participated in this study in exchange for 

rewards. Data collection was conducted in November 2017 and lasted four days; participants 

came from the cities of Belo Horizonte (n = 232), Rio de Janeiro (n = 216), Salvador (n = 

286), and São Paulo (n = 263).  

The questionnaire was available on QuestionPro and comprised the compilation of 

questions proposed by various members of the ESPM research group on financial decisions 

(including questions about financial well-being and knowledge, personal savings orientation, 

among others). Questions about materialism, consumer spending self-control, borrowing from 

relatives and friends, and demographic characteristics (including age, gender, level of 

education, and monthly income) were used in this study.  

 

4.4.1 Measures 

 

Borrowing behavior. The dependent variable—borrowing behavior—was measured by 

the question “Have you borrowed money from relatives, friends, or co-workers in the last 12 



months?” Answer options were “yes,” “no,” “do not know,” or “prefer not to answer.” Three 

hundred and twenty two participants in the sample answered “yes,” 651 answered “no,” and 

24 answered “do not know.” 

Materialism. The level of materialism was measured using Richins’ (2004) six-item 

Material Values Scale (MVS) adaptation of Ponchio and Aranha (2008), as it performs well in 

the Brazilian context. Participants rated the degree of agreement to items on a 5-point Likert 

scale (1 = strongly disagree to 5 = strongly agree); mean was used to indicate the level of 

materialism. The original scale is available in Appendix A. 

The six items were subjected to confirmatory factor analysis (CFA) via LISREL 

(Table 4). Four of them presented good fit of adjustment, which were the only ones used in 

the analyses. The adjustment indexes of the model did not meet only two of the criteria for 

acceptance (exceptions were χ2 [p > .05] and RMSEA) (Hair, Black, Babin, Anderson, & 

Tatham, 2009; Malhotra, Lopes, & Veiga, 2014). I decided to keep the scale for specific 

reasons: first, it represents the short version of a scale widely used to measure materialism 

that presents robust psychometric properties (Rindfleisch, Burroughs, & Wong, 2009); 

second, this short version has been used in current studies on financial well-being 

(Netemeyer, Warmath, Fernandes, & Lynch, in press); and third, it demonstrated strong 

internal consistency (α = .78). Table 5 presents original and adapted items, and item 

descriptive statistics.  

Table 4. Confirmatory factor analysis for materialism 

 χ2 RMSEA NFI CFI GFI PGFI SMRM 

Materialism  38.16 (p < .001) .135 .977 .978 .981 .196 .037 

Reference values p > .05 ≤ .08 ≥ .95 ≥ .90 ≥ .90 ≤ .50 ≤ .08 

 

Table 5. Materialism items 

MSV original 

(Richins, 2004) 

MVS adaptation 

(Ponchio & Aranha, 2008) 
Mean 

Standard 

deviation 

I admire people who own expensive 
homes, cars, and clothes. 

Eu admiro pessoas que possuem 
casas, carros e roupas caras. 

3.09 1.48 

Buying things give me a lot of pleasure. Comprar coisas me dá muito prazer. 3.25 1.28 

My life would be better if I owned 

certain things I don’t have. 

Minha vida seria melhor se eu tivesse 

muitas coisas que não tenho. 
2.64 1.40 

I’d be happier if I could afford to buy 

more things. 

Eu ficaria muito mais feliz se pudesse 

comprar mais coisas. 
3.23 1.42 

  



Consumer spending self-control. The Haws et al.’s scale (2012) was the measure used 

for consumer spending self-control (CSSC). In order to prepare the scale to use in Brazil, a 

pretest using 90 Brazilians was carried out. First, two researchers translated the ten items that 

compose the original measure from English into Portuguese; then, adults who represent the 

population of reference of the study were invited to answer an online instrument containing 

the ten items. Data from the pretest were subjected to exploratory factor analysis; as result, six 

of the ten items presented good indicators (factor loading greater than 0.5, 66% of explained 

variance), and only these items were applied in the final survey. Participants rated the degree 

of agreement to items on a 5-point Likert scale (1 = strongly disagree to 5 = strongly agree); 

mean was used to indicate the level of CSSC. The original scale is available in Appendix B. 

Data from the survey were subjected to CFA via LISREL (Table 6). The adjustment 

indexes of the model did not meet only two of the criteria for acceptance (exceptions were χ2 

[p > .05] and RMSEA); the scale demonstrated strong internal consistency (α = .87). Table 7 

presents the original and translated items, and item descriptive statistics.  

Table 6. Confirmatory factor analysis for consumer spending self-control 

 χ2 RMSEA NFI CFI GFI PGFI SMRM 

CSSC 150.90 (p < .001) .126 .956 .958 .951 .407 .035 

Reference values p > .05 ≤ .08 ≥ .95 ≥ .90 ≥ .90 ≤ .50 ≤ .08 

 

Table 7. Consumer spending self-control items 

CSSC original  

(Haws et al., 2012) 

CSSC  

(translation) 
Mean 

Standard 

deviation 

I closely monitor my spending 

behavior. 

Eu monitoro meus gastos com 

atenção. 
3.95 1.12 

I am able to work effectively toward 

long term financial goals. 

Consigo seguir metas financeiras de 

longo prazo. 
3.32 1.21 

I carefully consider my needs before 
making purchases. 

Considero cuidadosamente as 
consequências das minhas decisões 

de compra antes de gastar. 

3.71 1.17 

I am able to resist temptation in order 
to achieve my budget goals. 

Consigo resistir a tentações para 
alcançar meus objetivos 

orçamentários. 

3.54 1.17 

I know when to say when regarding 
how much I spend. 

Eu sei quando “dizer chega” em 
relação aos meus gastos. 

3.87 1.14 

I am responsible when it comes to 

how much I spend. 

Sou responsável quando se trata de 

quanto gasto. 
3.99 1.13 

  



4.5 Analyses and Results 

 

The sample comprised of 997 participants (67.2% female). Approximately half of 

them (52.55%) have finished college, 38.11% have personal monthly income up to 

R$1,874.00 (14.54% of participants preferred not to answer the question about income), and 

32.29% have borrowed money from relatives, friends, or co-workers in the last 12 months. 

Table 8 presents descriptive statistics of the sample.  

Table 8. Descriptive statistics of the sample 

 n % 

Gender   

Female 670 67.2 

Male 327 37.8 

Income   

up to R$1,874.00  380 38.11 

R$1,874.01–R$3,748.00 272 27.28 

R$3,748.01–R$8,433.00 159 15.95 

R$8,433.01–R$14,055.00 34 3.41 

above R$14,055.00 7 .7 

no answer 145 14.54 

Education   

Incomplete elementary 5 .5 

Elementary / Incomplete high school 36 3.61 

High school / Incomplete college 432 43.33 

College  524 52.56 

Have borrowed money   

Yes 322 32.3 

No 651 65.3 

No answer 24 2.4 

Note: Elementary = ensino fundamental; high school = ensino médio; 
college = ensino superior. 

 

Average age was 32.5 years (standard deviation [sd] = 5.67; age range = 25–45 years). 

Mean was 3.05 (sd = 1.09) for materialism and 3.73 (sd = .91) for consumer spending self-

control. Figures 2, 3, and 4 present histograms for age, materialism, and consumer spending 

self-control, respectively. 

 



 

Figure 2. Histogram – Age 

 

 

Figure 3. Histogram – Materialism 

 



 

Figure 4. Histogram – Consumer spending self-control 

 

The Kolmogorov-Smirnov test was used to verify the normality of continuous data: 

age (.121, p < .001), materialism (.069, p < .001), and consumer spending self-control (.092, p 

< .001). It is not possible to assume that the data are normally distributed; for this reason, both 

parametric and non-parametric tests were applied to verify the association among the 

investigated variables. 

Association between materialism and demographic variables. Age is negatively 

associated with materialism (r = -.123 [Pearson], p < .01; r = -.130 [Spearman], p < .01).  

A Mann-Whitney test reveals that there is no association between materialism and 

gender (U = 96960.500, p > .05). 

To test the associations between materialism and income (Table 9), and materialism 

and education (Table 10), chi-square tests were performed. The median was used to split the 

sample into less and more materialistic: individuals who scored below the median (= 3.00) 

were classified as less materialistic, while those who scored above the median were classified 

as more materialistic.  

 



Table 9. Independency test between materialism and income 

 Less materialistic More materialistic 

up to R$1,874.00 153 185 

 1611 177 

R$1,874.01–R$3,748.00 127 125 

 120 132 

R$3,748.01–R$8,433.00 68 80 

 70.5 77.5 

above R$8,433.01
a
 22 17 

 18.6 20.4 

Note: χ² = 2.904 significance = .407 (3 degrees of freedom [df]). 
1 Expected counts. 
a Categories of “R$8,433.01–R$14,055.00” and “above R$14,055.00” were combined into  

the category of  “above R$8,433.01” due to low counts. Individuals who preferred not  
to answer the question about income were discarded from this analysis.  

 

Table 10. Independency test between materialism and education 

 Less materialistic More materialistic 

Elementary / Incomplete high school
a
 17 22 

 18.61 20.4 

High school / Incomplete college 163 231 

 187.5 206.5 

College 254 225 

 227.9 251.1 

Note: χ² = 12.038; significance = .002 (2 df). 
1 Expected counts. 
a “Incomplete elementary” category was combined with the “Elementary / Incomplete high school”  

category due to low counts.  

 

Association between consumer spending self-control and demographic variables. Age 

is positively associated with CSSC (r = .083 [Pearson], p < .01; r = .077 [Spearman], p < .05).  

A Mann-Whitney test reveals that there is no association between consumer spending 

self-control and gender (U = 108356.00, p > .05). 

To test the associations between CSSC and income (Table 11), and CSSC and 

education (Table 12), chi-square tests were performed. The median was used to split the 

sample into low and high in consumer spending self-control: individuals who scored below 

the median (= 3.83) were classified as low in CSSC, while those who scored above the 

median were classified as high in CSSC.  

 

 



Table 11. Independency test between CSSC and income 

 Low CSSC High CSSC 

up to R$1,874.00 192 161 

 176.11 176.9 

R$1,874.01–R$3,748.00 130 130 

 129.7 130.3 

R$3,748.01–R$8,433.00 64 85 

 74.3 74.7 

above R$8,433.01
a
 13 25 

 19 19 

Note: χ² = 9.467; significance = .024 (3 df). 
1 Expected counts. 
a Categories of “R$8,433.01–R$14,055.00” and “above R$14,055.00” were combined  

into the category of  “above R$8,433.01” due to low counts. Individuals who preferred  
not to answer the question about income were discarded from this analysis. 

 

Table 12. Independency test between CSSC and education 

 Low CSSC High CSSC 

Elementary / Incomplete high school
a
 18 16 

 16.81 17.2 

High school / Incomplete college 224 190 

 204.6 209.4 

College 221 268 

 241.6 247.4 

Note: χ² = 7.299; significance = .026 (2 degrees of freedom [df]). 
1 Expected counts. 
a “Incomplete elementary” category was combined with the “Elementary / Incomplete high school”  

category due to low counts.  

 

Association between materialism and consumer spending self-control. There is a 

negative association between materialism and consumer spending self-control (r = -.164 

[Pearson], p < .01; r = -.163 [Spearman], p < .01).  

Association between borrowing behavior and independent variables. To test the 

association between independent and dependent variables, only answers “yes” and “no” for 

the dependent variable (borrowing behavior) were considered (n = 973). The mean of 

continuous variables (age, materialism, and consumer spending self-control) was calculated 

for each group. Then, t tests were performed to verify whether the mean between groups that 

have (and have not) borrowed from relatives and friends are different. There is evidence to 

assume that individuals who have borrowed from relatives and friends in the last 12 months 

are more materialistic, have low levels of CSSC, and are slightly younger that individuals 

who have not borrowed. Table 13 presents results. 



Table 13. Association between age, materialism, CSSC, and the dependent variable  

 Have borrowed    

 Yes No t test Sig. 

Age 31.87 32.86 -2.573 .000 

Materialism 3.29 2.96 4.520 .000 

CSSC 3.40 3.89 -7.959 .010 

Note: Dependent variable is “Have borrowed money from relatives, friends, or  
co-workers in the last 12 months?” 

Chi-square tests were performed to test the association between dependent and control 

variables (gender, income, and education). Results show (Table 14) that income and education 

are associated with borrowing behavior.  

Table 14. Independency test between control variables and borrowing behavior 

 Have borrowed    

 Yes  No  χ2 Sig. df 

Gender   .106 .745 1 

Female 219 436    

Male 103 215    

Income   24.710 .000 3 

up to R$1,874.00  148 226    

R$1,874.01–R$3,748.00 87 179    

R$3,748.01–R$8,433.00 34 125    

above R$8,433.01a 5 35    

Education   22.354 .000 2 

Elementary / Incomplete high school b 20 19    

High school / Incomplete college 165 256    

College  137 376    
a Categories of “R$8,433.01–R$14,055.00” and “above R$14,055.00” were combined  into the category of  “above 

R$8,433.01” due to low counts. Individuals who preferred not to answer the question about income were discarded  
from this analysis. 
b “Incomplete elementary” category was combined with the “Elementary / Incomplete high school” category due to low  

counts.  

 

Testing hypotheses. Given the characteristics of the data (not normally distributed and 

dichotomous dependent variable), the binary logistic regression analysis was chosen. It allows 

for estimation of the probability associated with the occurrence of a given event in the face of 

a set of explanatory variables.  

Only participants who answered “yes” or “no” for the dependent variable (borrowing 

behavior) were considered (n = 973) in this analysis. Table 15 presents the binary logistic 

regression model to predict borrowing behavior. Individuals who preferred not to answer the 

question about income were discarded from this analysis. 



Table 15. Binary logistic regression model to predict borrowing behavior 

 β SEβ Wald Sig. Log-Likelihood Nagelkerke R² 

Model      -486.424 .138 

Constant 1.149 .632 3.306 .069   

Age -.012 .014 .771 .380   

Gender .152 .168 .814 .367   

Education -.469 .164 8.129 .004   

Income -.591 .217 7.364 .007   

MAT .224 .074 9.080 .003   

CSSC -.511 .086 35.073 .000   

Note: MAT = materialism; CSSC = consumer spending self-control. 
The p-value for the Hosmer-Lemeshow test was .629.  

  

The results show that in the context of this model: age and gender are not significant 

for predicting borrowing behavior; individuals who have lower levels of education and 

income are more likely to borrow; individuals who present high levels of materialism are 

more prone to borrow; and individuals with high levels of consumer spending self-control are 

less likely to borrow from relatives and friends. There is evidence to support H1—more 

materialistic individuals are more likely to borrow from relatives and friends—and H2—

individuals with high levels of consumer spending self-control are less likely to borrow from 

relatives and friends. Results are discussed in the 4.6 following section. 

To investigate the contribution of materialism and CSSC as predictors of borrowing 

behavior, after considering the sociodemographic variables of age, gender, education and 

income, the full model presented in Table 15 was compared to a model that only has age, 

gender, education and income as predictors of borrowing (the later referred to as the baseline 

model). The difference in the -2log(likelihood) between the two models was then computed: 

D = 2*[ln (likelihood for the full model) – ln (likelihood for the baseline model)]  

= 2*[-486.42-(-512.46)] 

= 52.08 

Based on the chi-squared distribution with two degrees of freedom, the p-value for this 

test is < .001, indicating that the inclusion of materialism and CSSC into a model that only 

has age, gender, education, and income as predictors, brings statistical contribution to the 

prediction of borrowing behavior. The output of the baseline binary logistic regression model 

is presented in Appendix C. 

 



4.6 Discussion  

  

Borrowing has different forms: credit card, formal and informal loans, installment 

booklets, microfinance, among others. In this study, the phenomenon of borrowing from 

relatives and friends was chosen for investigation. This practice is widespread and culturally 

driven in Brazil, and seems to be both a curse and a blessing. More than representing a 

possible means of accessing credit for consumption, borrowing from relatives and friends has 

a particular aspect: in many cases, the borrower has to talk about the motive he/she is asking 

money for, and it may involve guilt, shame, or other kinds of discomfort. In general, the 

individuals involved know each other and are aware of some life circumstances; sometimes, 

depending on the context, the lender tends to judge the borrower, and the borrower may judge 

the lender for offering (or not) to help. So, the practice of borrowing from relatives and 

friends seems to be an important topic of investigation. The study reported herein explores 

certain personal characteristics that may predict the borrowing-lending dynamic—materialism 

and consumer spending self-control. 

Materialism has been investigated and discussed for years. Although previous research 

has linked it to debt and positive attitudes for credit use, no study has examined the 

association between materialism and borrowing from relatives and friends. The data presented 

here support the hypothesis that more materialistic individuals are more likely to borrow from 

relatives and friends. This result complements prior research (Pinto et al., 2000; Richins, 

2011; Watson, 1998) that posit that more materialistic individuals have more positive 

attitudes toward borrowing than their counterparts. Going beyond this, more materialistic 

individuals present both more positive attitudes toward and are more likely to borrow from 

relatives and friends.  

Moreover, the study reported herein shows that individuals with high levels of 

consumer spending self-control are less likely to borrow from relatives and friends. Extant 

literature (Bearden & Haws, 2012; Haws et al., 2012) suggests that CSSC is positively 

associated with savings behavior, and high levels of CSSC minimize the likelihood of making 

impulsive purchases. Findings of the current study add new insights: CSSC also predicts 

actual borrowing behavior.  

Putting these pieces together leads to important reflections. Both materialism and 

consumer spending self-control predict borrowing behavior—each of them in a different 

direction. Together, materialism and consumer spending self-control may have an additive 



ability to predict borrowing behavior, as proposed by Troisi et al. (2006) when investigating 

the effect of materialism and money conservation on impulsive buying. Thus, it is important 

to educate individuals that having self-control is good for achieving financial well-being.  

Materialism has been treated as a personal value (Richins & Dawson, 1992), meaning 

that it is an enduring belief that material possessions are important in life. This belief 

promotes more positive attitudes toward borrowing, affecting the excessive use of credit. As a 

value, it is not easy to change materialism. A possible way of reducing the positive attitudes 

toward and behaviors of borrowing presented by materialistic individuals is by means of 

interventions with respect to the development of individuals’ critical attitude toward 

consumption, such as getting them to understand the real benefits of products and services. 

According to Richins (2011), the association between materialism and risky financial 

behavior is mediated by the belief that life will be changed by the acquisition and use of 

products. Thus, stimulating individuals to assess their needs, question advertising messages, 

and understand market practices are a good way for them to control desires, navigate the 

marketplace, and achieve well-being (Richins, 2011; Ringold, 2005). Consequently, 

minimizing the effect of materialism on borrowing behavior may decrease the probability of 

financial problems for both the borrower and the lender.  

On the other side, there is consumer spending self-control and its potential to improve 

positive financial behavior. Haws et al. (2012, p. 707) reveal that different levels of CSSC 

lead to differences in purchase intention to unplanned purchases as well as in the amount of 

money that consumers are willing to pay for a variety of products. As training and 

interventions related to self-control (Baumeister, Gailliot, DeWall, & Oaten, 2006) and CSSC 

(Haws et al., 2012) seem to be effective, educational programs with this concern are welcome. 

Increasing CSSC strength may help individuals to understand that limits regarding spending 

are needed and might improve their awareness that borrowing may be a way to meet their 

desires only in very important situations; and rather, controlling spending can promote a 

better financial situation, avoiding the necessity of borrowing.   

As indicated here and in other studies (Burroughs & Rindfleisch, 2002; Ponchio, 

2006), materialism is negatively associated with age. In addition, there is a positive effect of 

age on financial behavior (Strömbäck, Lind, Skagerlund, Västfjäll, & Tinghög, 2017) and 

self-control (Achtziger et al., 2015). Also, individuals who have borrowed money are younger 

than those who have not. This information reveals the importance of focusing on young 



people. Implementing courses focusing on meanings of consumption and financial issues is 

important to help young people become responsible adults.  

Furthermore, individuals who have lower levels of education and income are more 

likely to borrow. This is reasonable, as facing income constrains may lead individuals to 

borrow in order to meet necessities and commitments. In addition, low levels of education 

may imply less knowledge or ability to negotiate when financial decisions come about. For 

these reasons, the vulnerable population has to be made a priority. Calls for papers, such as 

the “Effective Financial Capability Interventions for Economically Vulnerable Individuals 

and Families” of the Journal of Consumer Affairs reinforce this suggestion. 

The current study sheds light on an important issue that is a real problem in Brazil. 

Implication for public policy is an additional contribution of this research. Richins (2011, p. 

152) reveals that a “route to reducing credit overuse would be to change attitudes toward 

borrowing.” Knowing that consumer spending self-control has the potential to decrease the 

likelihood of borrowing may be one of the ways to reduce the positive attitudes individuals 

have toward borrowing. A possible way to accomplish this is by means of campaigns showing 

statistics about the borrowing-lending dynamic—between consumers and financial agents and 

between relatives and friends. This can reveal how it may be a problem for both borrower and 

lender, and surveys available on Central Bank and Federal Government website are useful. 

Most important, considering the problem of indebtedness caused by the borrowing-lending 

dynamic in Brazil, it is important that government and financial institutions promote positive 

financial behaviors (such as paying credit card balances in full, planning for retirement earlier 

in life) throughout the population.  

Testing the efficacy of the abovementioned intervention is a possible topic of 

investigation for further research. Information about the number of individuals who are in 

debt because of lending their names or money to relatives/friends may be used to test the 

likelihood of borrowing. Another suggestion of investigation is to better understand the types 

of purchases materialistic individuals are more prone to borrow for. It is known that more 

materialistic individuals place a high value on material goods. However, some situations, such 

as those classified as utilitarian, may lead both less and more materialistic individuals to 

borrow. Even when having high CSSC, it may be difficult to disapprove of this behavior 

because it is a way of meeting basic needs. Nevertheless, it is known that materialists are 

more likely to believe that borrowing for different purchases is appropriate and acceptable 

(Richins, 2011). In this sense, it is possible to consider that there may be differences between 



borrowing behavior for utilitarian and hedonic purposes. Borrowing from relatives and friends 

for hedonic purposes may not be easy. People try to justify spending, and it is easier to justify 

utilitarian than hedonic consumption (Okada, 2005; Prelec & Loewenstein, 1998). One reason 

for this is that hedonic purchase decisions evoke guilt (Choi, Li, Rangan, Chatterjee, & Singh, 

2014; Kivetz & Simonson, 2002b), and guilt evoked by hedonic consumption makes the 

justification for this more difficult (Okada, 2005). Investigating these relationships seems to 

be interesting, as consumer spending self-control might serve as a moderator.  

 

  



5 FINAL CONSIDERATIONS 

 

The two first objectives of this research were to develop a better understanding of how 

the interactions among and between consumers and the marketplace contribute to or prevent 

the cycle of financial vulnerability through the use of social capital; and how culture shapes 

market dynamics by means of marketplace practices and consumer choices by exploring a 

multitude of factors that contribute to financial vulnerability. Using the context of Brazil and 

its culture of jeitinho—importance of relationships and its use to solve problems—for 

interpreting data from 21 in-depth interviews, the qualitative study revealed the Brazilian 

marketplace dynamics and how interactions amongst consumers, marketplace agents, and 

social structures shape it. Values that are typical of Brazilians served as drivers of financial 

behaviors. Along with consumers’ resistance and responsibility in the marketplace, and 

financial management behavior, these values served to explain how the interactions between 

micro-, meso-, and macrosystems both create and prevent the cycle of financial dependency 

and vulnerability.  

Then, drawing on insights generated from the qualitative study, I investigated how 

personal characteristics influence financial attitudes that can both contribute to or prevent 

financial problems (objective three). Data from a survey conducted with 997 Brazilian adults 

were used to test if more materialistic individuals are more likely to borrow from relatives and 

friends (H1) and if individuals with high levels of consumer spending self-control are less 

likely to borrow from relatives and friends (H2). The results of a binary logistic regression 

show that levels of education, income, materialism, and consumer spending self-control 

predict borrowing behavior. In general, individuals with lower levels of education and 

income, who are more materialistic, and have low levels of consumer spending self-control, 

are more likely to borrow than their counterparts. Theoretical contributions to both 

materialism and CSSC literature as well as implications for public policy were then presented. 

Despite its contributions, this study has some limitations. First, the survey was 

conducted online, which is still a barrier to much of the population. It may have impacted the 

representation of the sample and results. Second, most of the participants have finished 

college; results may vary if conducted with less educated individuals.
2
 Third, participants 

declared their borrowing behavior; as borrowing can be considered a delicate matter, answers 

may have been underestimated. Another limitation is that there was no use of a scale to 

                                                             
2 About 8% of the population has finished college in Brazil according to the Census 2010. 



control for socially desirable responses (SDR): individuals may not have felt comfortable 

answering questions about materialism and CSSC; therefore, not including SDR may have 

impacted the results.   
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APPENDIX A 

 

Six-item short-form Material Value Scale (Richins, 2004) 

1. I admire people who own expensive homes, cars, and clothes. 

2. The things I own say a lot about how well I am doing in life. 

3. Buying things give me a lot of pleasure.  

4. I like a lot of luxury in my life.  

5. My life would be better if I owned certain things I don’t have. 

6. I’d be happier if I could afford to buy more things. 

 

Items measured on a 1–5 “strongly disagree” to “strongly agree” scale. 

  



APPENDIX B 

 

Consumer Spending Self-Control Scale (Haws et al., 2012) 

1. I closely monitor my spending behavior.  

2. I am able to work effectively toward long term financial goals.  

3. I carefully consider my needs before making purchases.  

4. I often delay taking action until I have carefully considered the consequences of my 

purchase decisions. 

5. When I go out with friends, I keep track of what I am spending.  

6. I am able to resist temptation in order to achieve my budget goals.  

7. I know when to say when regarding how much I spend.  

8. In social situations, I am generally aware of what I am spending.  

9. Having objectives related to spending is important to me.  

10. I am responsible when it comes to how much I spend. 

 

Items measured on a 1–7 “strongly disagree” to “strongly agree” scale. 

  



APPENDIX C 

 

Baseline model (sociodemographic variables) 

Binary logistic regression model to predict borrowing behavior  

 β SEβ Wald Sig. Log-Likelihood Nagelkerke R² 

Model      -512.464 .057 

Constant .284 .446 .405 .524   

Age -.020 .013 2.140 .144   

Gender .106 .163 .425 .515   

Education -.522 .159 10.792 .001   

Income -.627 .213 8.685 .003   

Note: The p-value for the Hosmer-Lemeshow test was .322.  

 


