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Abstract
Present study aims to evaluate the conspicuous consumption

pattern which extracted by grounded theory. In terms of
purpose, present study is an applied research and in terms of
method it can be placed in descriptive-correlational category.
The statistical population of the research was customers of
Dorsa leather in Tehran. Due to unlimitedness of the
population, 385 people were selected based on the Cochran
table and random sampling method. The reliability was
calculated with Cronbach's alpha, validity was also measured
with Confirmatory Factor Analysis technique and other
relevant exams.In order to analyzing the data, Structural
Equation Modeling (SEM) and covariance analysis had been
used by AMOS. Results showed that, variables of personal
reasons (showing to the others, effect on interpersonal
relationships, image...) have effects on conspicuous
consumption and the characteristics of the related products.
Also, 3 dimensions of conspicuous consumption (3 sub-
dimensions of functional, psychological and marketing
characteristics), context (self-esteem, personal ftraits,
narcissism...) and intervening conditions (technological,
economic and marketing factors) have effects on strategies.
Sub-dimensions of strategies (making changes in priority of
needs and providing informational sources) have also affected
the consequences. Finally, established relationships between
different dimensions of the model correctly confirmed.
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